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On Jan. 5, 2004, as part of its U.S. Visitor
and Immigrant Status Indicator Technology
(US-VISIT) program, the Department of
Homeland Security began scanning finger-
prints of foreigners entering the United
States. The fingerprint scans are being
gathered at 115  airports that handle inter-
national flights and 14 major seaports…

This recent national news
b rought more attention to
a method of identifica-
tion (and authentication)

gradually making its way into the
m a i n s t ream: biometrics.

In the financial services industry,
especially at the point of sale, the
biometrics technology that is prima-
rily being tested (and being imple-
mented on a limited basis) for
authentication at the point of sale is
also fingerprint scanning.

It's been almost two years since The
G reen Sheet's last report on biomet-
rics ("Big Brother is Scanning Yo u "
April 15, 2002, issue 02:04:01), so
what's changed since then? A re pay-
ment companies succeeding in
bringing this technology to the POS,
and are merchants and their cus-
tomers embracing it?

A number of issues still surro u n d
the widespread adoption of biomet-

rics in payments—consumer educa-
tion and trust, technology and mer-
chants' willingness to test and
change their current POS system. 

But most experts agree that the tech-
nology does work, and now that it's
becoming more aff o rdable, it's just a
matter of convincing merchants and
their customers that the use of bio-
metrics at the point of sale is the
right method of payment for them.

"Biometrics is not a technology
s t o r y, it's more a consumer behavior
s t o r y," said Jim Nickerson, Global
Communications/PR Manager for
VeriFone, Inc. "The idea is to get
consumers to accept this new weird
way of payment."

T h e re are many benefits to be re a l-
ized using this type of payment
authentication. For consumers, bio-
metric authentication at the point of
sale helps protect them against iden-
tity theft; and tender time is typical-
ly faster and more convenient—
t h e re's no need to fumble through a
wallet or purse.

"Speed is an important attribute of
the shopping experience, particular-
ly for gro c e r y, convenience and dol-

See Biometrics on Page 23

What's New in Biometrics

Most ISOs and processors are incapable of legally forcing 
a bank to perform for a merchant. As such, channels of 
communication between ISOs, processors and banks must 
be available if ISOs are to deliver the level of service that
merchants expect in this business today.

See Story on Page 72
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I n  Searc h  o f I n te rchange  Untang led

In religiously reading The Green Sheet, somehow I seem to be miss-
ing Parts I and III of the Education series: "Interchange Untangled."
I looked in the archived editions where I thought these would
appear, but I cannot locate them! In which issues are Parts I and III
found?

Also, in the header of each "Interchange Untangled" article, it men-
tions that the interchange chart was available in the Aug. 25, 2003
issue of The Green Sheet...I looked in both August 2003 and 2002
editions, but I can't find this chart. Am I doing something inaccu-
rately in my search? Where is the chart located?

Thanks in advance!  
Tony Hoffman

BanCard Services Trust

Tony:
• Part I appeared in issue 03:06:01, June 9, 2003
www.greensheet.com/PriorIssues-/030601-/15.htm
• Part III appeared in issue 03:11:01, Nov, 10, 2003
www.greensheet.com/PriorIssues-/031101-/14.htm 

On The Green Sheet's Web site, if you search for "interchange
untangled" using our FAST FINDER search engine and limit the
search to Green Sheet issues, you will be given links to all of the arti-
cles. The Interchange Chart is available in the PDF format of issue
03:08:02. From the GS Archive on The Green Sheet's Web site,
select the PDF version of the August Issue 02 2003. The chart
appears as pages 23-24, www.greensheet.com/pdf/ 030802.pdf

Editor

A Spec i a l  Request

How about posting as many as possible agent
programs you know of on a chart similar to that
of consumer reports, and rating them for their

true payouts, not what the ISO tells you, but what the agents tell you
and prove to you based on what they actually get—plus flexibility
transferability, honesty, customer service waiting time, etc.?

All information should be taken from the field not from the compa-
nies. Your staff could also try calling all the different companies' cus-
tomer service [departments] at different times of the day, checking
how long they take to answer at 9:00 Monday morning, how much
the agent knows and how quickly problems are solved, for example. 

You could also write a questionnaire asking agents to rate the com-
panies for whom they have written. All payouts should be backed up
by residual reports (and that the agent understands his report and is
really an agent for whom he claims). 

Please don’t suggest a list of ISOs for agents to rate—it only confus-
es us and makes us think they are the only ones being rated. Let the
whole thing be a write-in names program, and possibly write in top-
ics of rating. This could be an idea for the next GSQ, if you haven’t
planned it yet. 

Thank you,
maketelinc

maketelinc:
That would be an enormous undertaking and well beyond the scope
of our publication. I suggest that you take this idea to the NAOPP.
This may be a project the association would want to attempt. To con-
tact the association or register for the next meeting, please visit their
Web site: www.naopp.com

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

Cash Systems To Trade on AMEX

Cash Systems, Inc., provider of cash access solutions
for the gaming industry, is listing its common stock on
the American Stock Exchange. Cash Systems said it
expects to begin trading on this exchange in January
2004 with the stock symbol CKN. In other news, Cash
Systems will provide cash access services at five
Seminole Tribe of Florida casinos in the State of
Florida, including ATM, check cashing and cash
advance services.

Datamark Class A Certified on Talento

Datamark Technologies, Inc., a provider of integrated
s t o red value, promotion and loyalty solutions,
announced the Class A certification of its full set of
capabilities on Thales e-Transactions, Inc.'s Talento line
of products. 

New and Improved Payment Web Sites

Both Electronic Clearing House Inc. (ECHO) and U S A
e P a y announced changes to their Web sites. ECHO
( w w w.echo-inc.com) provides electronic payment and
transaction processing services; USA e P a y
( w w w. u s a e p a y.com) is an ECI-certified gateway on the
First Data Nashville and the Vital Platforms.

GO Software Installs 100,000 Products 

Return On Investment Corp. subsidiary, GO Software
I n c ., announced that it has had its 100,000th pro d u c t

installation. The company said there has been a 50%
i n c rease in GO Software installations over the past two
years. The company contributes its success to pro d u c t s
P C C h a rge, a Windows-based payment processing solu-
tion, and its Rapid Transaction Authority (RiTA) Server,
a scalable transaction switch supporting high volume,
m u l t i - t h readed transaction pro c e s s i n g .

New White Paper on 3DES Compliance

e-ClassicSystems, Inc. released a white paper titled,
"Managing the 3DES Project: A Business Perspective."
The white paper analyzes a 3DES compliance pro j e c t ,
and how it can be an opportunity rather than a mandate
by identifying ways to maximize investment of time
and money. Thomas F. Meure r, President of e-
ClassicSystems, wrote the paper, which is the third in a
continuing series. e-ClassicSystems provides software
solutions to organizations that deploy or manage AT M s .
To obtain a copy of the white paper, visit
w w w. a t m m a n a g e r.com, e-mail your request to
t n a rg a s s a n s @ a t m m a n a g e r.com or call 781-551-9123.

Ingenico Ships 300,000
eN-Touch 1000 Terminals

I n g e n i c o announced that it has shipped its 300,000th
eN- Touch 1000 touch screen and signature capture ter-
minal to major retailers in the United States. Retailers
such as Wal-Mart, Home Depot, Toys "R" Us, 7-Eleven,
S a f e w a y, Eckerd Drug, Sam's Club, Orc h a rd Supply,
Kmart, Sports A u t h o r i t y, Office Depot, Cingular
Wi reless, The Wiz, Ross Stores, CSK Auto, AAFES and
RadioShack use the terminal.

➤ The Conference Board's Consumer Confidence Index, which had increased in November, slipped
in December 2003. The December Index is 91.3, down from 92.5 the previous month.

➤ A new 180,000-square-foot Sears Grand store opening in Rancho Cucamonga, Calif. will include a con-
venience store that will carry items such as milk, beverages, snacks and frozen pizzas, the NACS Online
reported. Sears will test five additional store outlets with convenience stores inside.

➤ The National Retail Federation reported that 2003 holiday sales in the GAFS category were
$216.32 billion, an increase of 5.2% over last year. The GASF category includes general merchandise
stores, clothing and clothing accessories stores, furniture and home furnishings stores, electronics and appli-
ances stores and sporting goods, hobby, book and music stores.
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Shift4 Certified on Fifth Third 

Shift4 Corp. said it completed debit testing and certifi-
cation on Fifth Third Bank's Fifth Third Pro c e s s i n g
Solutions (FTPS) platform for Shift4's $$$ ON THE NET
p roduct, a Web-based e-payment gateway with elec-
t ronic payment authorization, settlement, reporting and
fraud control. 

In addition to Fifth Third, Shift4 has certified debit pro-
cessing interfaces with First Data Merchant Services
(FDC), Global Payment Services (formerly NDC) and
Vital Processing Services.

Smart Card Alliance Opens Web Store

The Smart Card Alliance has many published re p o r t s
available on its Web site (www. s m a r t c a rd a l l i a n c e . o rg ) .
The fees range from no charge up to $149 per report and
a re available only in electronic (PDF) format. The
Alliance is also offering copies of past conference pro-
ceedings on CD-ROM at $295. 

All items will be free to member organizations of the
Alliance. Two Smart Card Alliance workgro u p s —
S e c u re Personal ID Task Force and Terminal and
e Transaction Infrastru c t u re Task Force are curre n t l y
working on their next set of deliverables. 

PA RT N E R S H I P S

Pay Cash for Continental Airlines Tickets

Continental Airlines and First Data Corp. subsidiary
Western Union Financial Services, Inc. have partnere d
to provide people traveling in the domestic United
States and Canada with a way to pay for their tickets in
cash when they book their flights online. 

This is how it works: When travelers book a flight on
Continental they can then choose to send cash payment
for their reservation, instead of using a credit card. A f t e r
the flight is booked, they are given a confirmation num-
ber to take to a Western Union agent location. Ti c k e t s
must be paid for in full, within 24 hours, to guarantee a
re s e r v a t i o n .

eFunds Branded ATMs Surpass 7,500

North Valley Bank Corp. joined eFunds Corp.'s AT M
branding program, which has increased the number of
eFunds' branded ATMs to more than 7,500. eFunds' pro-
gram enables financial institutions to increase their
brand presence and the availability of surc h a rg e - f re e
ATM access to their customers. eFunds manages more
than 17,500 ATMs in the United States and Canada. 

10,000 Omni 3750s at Family Dollar 

Family Dollar Stores, Inc. has successfully installed
m o re than 10,000 VeriFone, Inc. Omni 3750 payment
terminals in 5,000 retail locations throughout the United
States. VeriFone and Direct Source partnered to pro v i d e
Family Dollar a point-of-sale solution. The terminal is
certified by Concord EFS, Inc., meets the latest 3DES
security standards and is smart card re a d y. A t l a n t a -
based PRE Solutions, Inc., is providing prepaid telecom
services directly from the VeriFone Omni 3750 payment
t e r m i n a l s .

ICE Partners to Offer Credit Card Services

International Card Establishment, Inc. (I.C.E.) said it
has entered into a marketing agreement with a To ro n t o ,
Canada-based company to provide Visa and
M a s t e r C a rd credit card services to Canadian merc h a n t s .
ICE said it would not disclose the name of the Canadian
company it has partnered with for competitive re a s o n s .
ICE and its Canadian partner will share equally in the
net revenues generated by their joint marketing and
sales eff o r t s .

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

GO Software Buys Atomic Software

Return On Investment Corp. subsidiary GO Software

Page 8





Page 1 0

I n c ., acquired all of the assets of Atomic Software Inc.,
including Atomic's dial-up product, A u t h o r i z e r, and its
payment gateway solution, iAuthorizer. Prior to the
acquisition, Atomic had shut down iAuthorizer gate-
w a y. 

As part of GO Software's expansion plans and the
development of a more complete product line in ord e r
to become a one-stop shop for payment processing, the
company will redevelop iAuthorizer and release an
enhanced gateway product in 2004. GO Software said it
will continue selling, supporting and maintaining the
dial-up Authorizer product for customers with existing
i n t e g r a t i o n s .

ICE Acquires GlobalTech Leasing

International Card Establishment, Inc. ( f o r m e r l y
iNetEvents, Inc.) completed its acquisition of 100% of
G l o b a l Tech Leasing, Inc. GlobalTech Leasing pro v i d e s
m i c roticket leasing services to ISOs, their agents and
p rocessors. 

Under the terms of the merg e r, GlobalTech Leasing
s h a reholders received five million shares of re s t r i c t e d
I.C.E. common stock in exchange for their GlobalTe c h
Leasing stock. GlobalTech Leasing will operate as a
wholly owned subsidiary and a separate entity of

International Card Establishment (ICE).

Euronet Subsidiary Acquires Precept

Looking to establish itself in the U.S. prepaid market,
E u ronet Worldwide, Inc.'s subsidiary PaySpot, Inc.,
a c q u i red 100% of the shares of Prepaid Concepts, Inc.
( P recept), a California corporation that sells pre p a i d
services via point-of-sale (POS) terminals in the United
States. 

P recept distributes prepaid products and services (such
as wireless access cards for major U.S. wireless carriers:
A L LTEL, AT & T, Cingular, T-Mobile, Tracfone and
Verizon) through a network of approximately 4,500
retail locations. Shares of Precept were purchased with a
combination of cash, debt and Euronet stock.

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

Pamela Esche Joins Solveras

ISO Solveras Payment Systems h i red Pamela L. Esche
to serve as Director of Financial Analysis for the compa-
ny's growing merchant account portfolio. Esche most
recently worked at JSK Consulting Services, serving as a
consultant to Solveras for the past year. Before JSK, she





was Director of Business Strategy for Universal
Companies in Milwaukee, Wis. until Fifth Third Bank
a c q u i red it. 

CardinalCommerce Appoints Two to Board

CardinalCommerce Corp. appointed G a r y
Heatherington a n d Andreas Drimiotis to its Board of
Advisors. Heatherington, who will serve as Chairman
of the company's Board of Advisors, has more than 27
years of management and board experience. He was
CEO of Cyota, a provider of electronic payments tech-
nology solutions from 2000–2001. 

F rom 1999-2000 he served as President and CEO of Bank
One Int'l. H e a t h e r i n g t o n worked at MasterCard fro m
1992–99, and served as EVP Global Markets; Pre s i d e n t
Canada Region; and President and CEO Maestro
Canada. Before MasterCard, he was a Group VP a t
National Trust Company. He worked at the Bank of
M o n t real and National Westminster Bank. And he has
held or currently holds Directorship positions at Cyota,
First Data Corp., Visa Canada, Bank One Canada,
M a s t e r C a rd Canada, Maestro and Paradata Systems Inc.

Andreas Drimiotis is the current Chairman of A t h e n s ,
G reece-based Delta Singular, the largest card pro c e s s o r
in the Southeastern Europe. Drimiotis has 35 years of

experience in IT and card processing services. Drimiotis
has been the CEO and one of the founders of Delta
Informatics since 1984 when the company was formed
with Alpha Bank as the main share h o l d e r. Prior to Delta
Informatics, Drimiotis served as CEO of Unisystems,
the Greek distributor of Unisys Inc.

First American Payment Systems
Promotes CFO

First American Payment Systems, L.P. named James B.
Wa l b u r g Senior Vice President and CFO, succeeding
Debra Bradford, who will now serve the company as
Executive Vice President and Chief Operating Off i c e r.
B r a d f o rd joined First American as Senior Vice Pre s i d e n t
and CFO in 2001. Prior to that, she was Senior Vi c e
P resident and CFO of ACE Cash Express, Inc. She also
had a 15-year career with IPS Card Solutions (formerly
NTS, Inc.), a division of First Data Corporation, serving
in various positions and leaving in 1999 as Chief
Operating Off i c e r. 

James Wa l b u r g most recently was Senior Vice Pre s i d e n t
in charge of finance and administration at IMCO
Recycling. However, he is not new to the transaction
p rocessing industry. He spent 11 years with NTS, Inc.
working in various financial roles including Vi c e
P resident of Finance and Operations.  
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When making purc h a s-
es in stores, U.S. con-
sumers are using their
c redit and debit card s

for payment more often than cash
and checks; however when paying
bills, they prefer to pay by check,
a c c o rding to the results of a new
study of consumer payment pre f e r-
ences from the American Bankers
Association and Dove Consulting. 

Debit card s — g rowing in populari-

ty—contributed significantly to the
i n c reased use of electronic pay-
ments. In 1999, debit cards re p re-
sented only 21% of in-store transac-
tions; today about 31% of purc h a s e s
(or every one out of three) are made
with a debit card, the study shows.

The study found that together, cash
and checks now account for 47% of
consumers' in-store purchases, com-
p a red to 57% in 1999 and 51% in
2 0 0 1 .

But focus on the single most fre-
quently used method of payment in
s t o res, and you'll find that cash is
still king. Although its share in the
payments mix has fallen from 39%
in 1999 to 32% in 2003, cash is still
the number one way to pay—with
m o re than 32% of consumers using
their greenbacks in store s .

Consumers pay by check for only

15% of in-store purchases, but still
p refer to pay bills with them.
H o w e v e r, electronic methods such
as automatic payment and online
bill payment are increasing in popu-
l a r i t y. 

Sixty percent of consumers use some
form of automatic payment and 41%
of consumers use online bill pay-
ment—it re p resents one of the
fastest growing payment methods.
"As consumers write fewer checks
for bill payments, financial institu-
tions and payment org a n i z a t i o n s
have the ability to play an active ro l e
in influencing what payment meth-
ods are used in their place," To n y
Hayes, Managing Director of Dove's
Financial Services Practice and
author of the study said in a state-
m e n t .

ACI Worldwide, eFunds Corp. and
PULSE EFT Association sponsore d
the re s e a rch. More than 2,000 people
responded to the survey.  
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Use of Electronic Payments Growing
How Consumers Make 

In-store Payments
(Source: Dove Consulting)

Method 1999 2001 2003

Cash 39% 33% 32%
Check 18% 18% 15%
Debit 21% 26% 31%
Credit 22% 21% 21%
Other* n/a 2% 2%

(*such as prepaid cards)





By Patti Murphy

While dining out the
other evening, my
partner (a.k.a. hus-
band), posed an inter-

esting question. He wanted to know
if I had a sense of Visa's share of the
c redit/debit card market, vis-à-vis
M a s t e r C a rd. When I responded with
a ballpark estimate—that Visa trans-
actions probably accounted for 65%
of the bankcard market—he asked if
t h e re was any obvious explanation. I
didn't have an immediate answer,
although I think it's safe to say that
lapses in strategic planning and
p roduct development certainly have
contributed to the problem. 

C o n s i d e r, for example, debit card s .
Visa banks practically own the off -
line debit market, and Vi s a ' s
Interlink network has allowed it to
c reate inroads in online debit, a mar-
ket dominated today by the two big
ATM/POS networks—Star and
NYCE. MasterCard, by comparison,
places its share of the online debit
c a rd market at 1%. 

About 20% of the market's signature
( o ff-line) debit card transactions are
initiated with Debit MasterCard (the
company's answer to the Visa Check
c a rd), according to Rick Ly o n s ,
Senior Vice President for
M a s t e r C a rd Debit Products. A n d
that's probably a generous estimate.

Lyons has been in the payments
space since the early days of AT M
networks. His resumé includes sev-
eral high-level positions at ATM net-
works and banks, including Honor
(an East Coast ATM/POS network
that was acquired a few years back
by Star) and Comerica Bank in
D e t roit, where he was the compa-
ny's e-banking expert. 

Just over a year ago, MasterCard

managed to woo Lyons back to the
East Coast. His mission: gro w
M a s t e r C a rd's debit card business to
a level that can seriously compete
with Visa. 

" We want to be the global payments
l e a d e r," Lyons said in a telephone
i n t e r v i e w. "And debit has a whole
lot to do with that." It sounds like a
tall ord e r. But then Lyons doesn't
put any time limit on MasterCard
achieving global leadership status in
p a y m e n t s .

To d a y, MasterCard counts 250 finan-
cial institutions as debit card issuers.
That number certainly needs to
g row in the face of current trends in
debit. "It's the fastest growing pay-
ment type," Lyons said. "That's why
we've made so many significant
changes in debit." 

For example, Lyons noted, last sum-
mer MasterCard revised several
policies and pro c e d u res that seemed
to detract from growing debit,
including the elimination of a policy
that re n d e red Maestro as the debit
network of last resort for
M a s t e r C a rd debit acquiring banks.
In other words, MasterCard, until
re c e n t l y, actually encouraged its
member/owner banks to use Star,
NYCE or another network to clear
debit card transactions they
a c q u i red—not its own Maestro
switch. 

Visa has always looked at the busi-
ness this way—Visa first—even if it
means going to court to enforce this
v i e w. Let's not forget the legal pro-
ceedings now underway, pitting
Visa against First Data Corp., over
First Data's efforts to keep 'on-us'
items (transactions where First Data
p rocesses on behalf of the issuer and
a c q u i rer) off the Visa clearing and
settlement network

M a s t e r C a rd's policy changes had a
huge impact on Maestro. In 2002,
M a e s t ro logged just under 600,000
ATM transactions; in 2003 that tally
nearly doubled to 1.139 million
transactions, according to Ly o n s .

Now MasterCard wants to work
similar magic with POS debit. The
company announced in mid-
December 2003 that it had entere d
into a "Debit Processing A l l i a n c e "
with eFunds Corp., an electro n i c
payments company and spin-off of
Deluxe Corp., the check printer. 

The alliance is the basis for what
M a s t e r C a rd calls its Complete Debit
P rocessing brand. And while the
arrangement with eFunds, on face
value, seems little more than a fancy
reseller's agreement, Lyons and his
colleagues at MasterCard insist that
it's much more .

eFunds, which traces its genesis to
one of the first ATM networks, was
once known as Deluxe Data. Deluxe
Data developed software that today
is used by scores of financial institu-
tions for debit processing, either in-
house or through ATM networks,
although that number has dimin-
ished since 2002 when eFunds lost a
critical contract with Star. 

Star is owned by Concord EFS,
which is in the process of being
a c q u i red by First Data, Visa's legal
a d v e r s a r y. (Ah, what a tangled
web.) 

eFunds also supports check authori-
zation and bank new account
s c reening. It's considered the larg e s t
non-bank deployer of ATMs in the
c o u n t r y. And, according to Ly o n s ,
"nearly 85% of online debit transac-
tions [including Visa-branded deb-
its] pass through eFunds' technolo-
g y. "

"Our partnership with eFunds is
clear indication of the MasterCard
commitment to better serve our
debit customers," Ruth A n n
Marshall, MasterCard President said
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in a pre p a red statement announcing the deal. "We have
channeled our re s o u rces to create the most compre h e n-
sive and compelling branded debit program in the United
S t a t e s . "

Lyons said the eFunds alliance patches a gaping hole in
M a s t e r C a rd's services offering. While MasterCard sup-
ports ATM debit technologies through its St. Louis-based
operations center, it had no clear way of supporting POS
debit. He describes the eFunds alliance as a "finishing
touch" in the realignment of MasterCard's debit strategy.

But what's to stop a bank from going directly to eFunds
for debit processing software and/or services? While
Lyons conceded there are no real roadblocks to this, he's
optimistic it won't happen, or at least not very much.
" M a s t e r C a rd is eFunds' pre f e r red distribution channel,"
he emphasized, suggesting that eFunds might actually
encourage prospect banks to work through MasterCard .

I get the sense that MasterCard may be banking on the
fact that it can forge new and/or better relations with
m e rchants now that it has eFunds in its camp. It's not a
s t retch: eFunds operates SCAN, the Shared Check
Authorization Network. 

SCAN isn't just any check authorization service. SCAN
owes its genesis to a small group of national retailers that
ran the check authorization network a bit like an exclu-
sive club before selling it to Deluxe in the mid-1990s.

Lyons, when we spoke earlier this month, said
M a s t e r C a rd had in hand a letter of intent from a leading
a c q u i rer that was interested in using MasterCard to gate-
way to other debit networks. He said he's seeing even
m o re interest from large, national merchants that want
d i rect connections to MasterCard for debit card applica-
tions. 

The benefits to retailers, he said, include lower costs,
higher quality service and fewer opportunities for failure
since merchants don't have to jump between networks for
d i ff e rent steps in transactions. 

So now the question is: Can MasterCard and eFunds,
working together, make MasterCard the "global pay-
ments leader?" It looks like a long shot, but stranger
things have happened in the payments space.  

Patti Murphy is Contributing Editor of The Green Sheet and President
of The Takoma Group. She can be reached at patti@greensheet.com
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lar stores," said Susan Landry, Vice President and
R e s e a rch Director for GartnerG2, a technology re s e a rc h
and advisory firm. "Positioning payment solutions as
being faster, particularly if there is unique privilege asso-
ciated with its use, will be a compelling value pro p o s i t i o n
for consumers." 

For merchants, there's greater security and more pro t e c-
tion against card and check fraud; and improved cus-
tomer loyalty. One biometrics solution, off e red by San
Francisco-based Pay By Touch, provides an automatic
link to consumers' membership and re w a rds pro g r a m s .

The Terminal Manufacturers

Many point-of-sale terminal manufacturers have not yet
developed proprietary biometric devices, but instead are
designing their current equipment to be ready to imple-
ment a biometrics solution at a later time. 

M e rchants using these types of payment terminals in
their stores have more flexibility in the long run, depend-
ing on what the next widely adopted payment method
will be.

VeriFone, Inc., a provider of point-of-sale solutions,
released the Omni 7000MPD in February 2003. This ter-
minal is a modular payment device with an open plat-
form that gives merchants the option to purchase neces-
sary components now and upgrade later to other capabil-
ities and emerging technologies, including a biometric
s o l u t i o n .

And better yet, merchants and their account managers
can do this upgrading right in the field rather than send-
ing the terminals back to Ve r i F o n e .

"Retailers are no longer forced to predict the future by
buying terminals loaded with unnecessary feature s , "
Douglas Berg e ron, VeriFone's Chairman and CEO said in
a statement on the release of the product. "With the Omni
7000MPD, they can add functionality on their schedule,
when their business demands it."

"I like to use the term 'modality agnostic' to describe our
biometric strategy," Nickerson said. "We can't tell what
the leading technologies are going to be, but we can
design our own technologies to be pre p a red for them."

Ingenico, another developer of point-of-sale solutions,
said it is not doing too much with biometrics right now in
the United States, although the company partnered with
South Pasadena, Calif.-based Cogent Systems, Inc., a
global provider of integrated biometric systems, at the

end of 2002 to develop a biometrics system for the future. 
Cogent and Ingenico teamed up to offer an end-to-end
solution based on digital fingerprints, secure PIN entry
and smart card technologies for Ingenico devices in
e m e rging markets such as Nigeria and Hong Kong and
down the road for the United States, Spain and other
E u ropean countries. 

Ingenico offers a free white paper on fingerprint re c o g n i-
tion on its Web site (visit www. i n g e n i c o - u s . c o m /
white_papers/fingerprint.html to download the docu-
m e n t ) .

Many of the leading terminal manufacturers are also
partnering with providers of biometric technology to test
and offer a full solution at the point of sale here in the
United States. VeriFone teamed up with Pay By To u c h
(which bought Indivos, a developer of biometrics solu-
tions for the POS) in May 2002, contributing its payment
terminals, as part of a pilot program at a Thriftway
Supermarket in Seattle. VeriFone's terminals were
equipped with a simple finger-image reader thro u g h
which consumers access the Pay By Touch service.

In September 2003, Hypercom Corp. announced a part-
nership with BioPay, LLC, a provider of biometric sys-
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tems for processing financial transactions. BioPay has had
many successful implementations of its pro d u c t s —
including bCheck, its check authorization service and
Paycheck Secure—in many retailers in the United States. 

Nearly 25 merchant locations in Vi rginia and Maryland,
including General Nutrition Center (GNC), are imple-
menting BioPay's biometric payment services along with
H y p e rcom's own BioPIN finger scanning pads and ICE
5000 payment terminals.

H y p e rcom also recently partnered with I-Med Red
Médica, a network of financial, suppliers and beneficiar-
ies of the health system in Chile to rollout its biometric
t e c h n o l o g y. I-Med is also using Hypercom's BioPIN pads
and ICE terminals.

"If you look at Chile, it's going from an almost non-exis-
tent paper system to a huge electronic system," said O.B.
Rawls IV, President of Hypercom North America. "It
makes sense that if you're going to build infrastru c t u re to
build new infrastru c t u re . "

Rawls said Hypercom has been exploring biometrics for
quite a while and became interested in it because "how
better to prove who you are at the point of sale?"

H y p e rcom calls it the "oldest form of identification."

"I think that biometric technology will take off, but I don't
think it's going to leap out of the starting gates," Rawls
said. 

"For biometrics to be really successful it will have to be
i n t roduced by the government in some security module
for it to work, and I think it will be in combination with a
smart card and a matching biometric. There is a lot of
public trust that has to be gained."

Finger Scan Provides Access to e-Wallet

Pay By Touch is a newly re o rganized private company
o ffering biometrics payment solutions. The company's
management team consists of seasoned pro f e s s i o n a l s
f rom the technology and financial services industries,
including Eula Adams, former Senior Executive Vi c e
P resident of First Data Corp. since 1991, who now serves
on Pay By Touch's Board of Dire c t o r s .

Pay By Touch (formerly known as Solidus Networks, Inc.)
a c q u i red Indivos Corp. in April 2003 for its portfolio of
m o re than 35 patents (12 of which are pending) dating
back to 1994 that cover tokenless biometrically authenti-
cated financial, loyalty and related transactions. Six
months following the acquisition, Solidus re c e i v e d
$10 million in financing and changed its name.

The Pay By Touch technology was first released in May
2002 as part of a pilot program at a Thriftway
Supermarket in Seattle. The program has been successful,
and it is still up and running today. Pay By Touch is also
c u r rently in use as part of a trial program in five stores of
a large video re t a i l e r.

"In the first 30 days of the pilot at the video retailer store s ,
we had over 60% of the consumer population sign up for
the service," said Craig Ramsey, CEO of Pay By To u c h .
"At the end of 120 days, we had over 80% of the consumer
population enro l l e d . "

The Pay By Touch product works like this: During check-
out, customers place their finger on a scanner and enter
their access code; they then are identified and linked to
their financial accounts (Pay By Touch calls this an e-wal-
let or e-purse). Next, they select their payment method—
c redit or debit card or electronic checking account—and
pay for their purc h a s e s .

Consumers sign up for the system by visiting any re t a i l e r
using Pay By Touch. They put their finger down, and then
swipe cards that they want to access through their e-wal-
let: loyalty cards, gym memberships, video store card s ,
etc.  
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" You do this once, and then at any store that supports Pay
By Touch, you are able to access this e-wallet by putting
your finger down, entering a 7-digit PIN code (which is
your telephone number) and all the vehicles that you put
in your wallet are presented to you," Ramsey said.

All consumer data, including the fingerprint scan, are
c a p t u red in a highly secure IBM DB2 database that
resides in an IBM data center.

In mid Jan. 2004, Pay By Touch signed a deal with IBM
that would allow retailers using Pay By Touch technology
to give their customers the option of paying for purc h a s-
es on IBM point-of-sale (POS) systems using a finger scan
to access their financial accounts.

Ramsey believes that convenience, reduction of tender
time (once customers are given the total, the length of
time it takes for them to provide the method of payment
and the transaction to be completed) and aff o rdability of
the technology will be the main drivers in the adoption of
this point-of-sale system.

He said that with Pay By Touch, tender time is reduced to
10 seconds (versus about 20 seconds when paying with a
c redit card or about 65 seconds when paying with a
c h e c k ) .

"I think the most significant thing that has happened is
that we're now at a point in the technology where we've
reached the economics that make it feasible to put this out
in market in mass," Ramsey said. "One thing that came
out of 9/11 for our industry is that it expedited the invest-
ment and the pro g ression of the technology. "

He said the technology being used two years ago at the
Seattle Thriftway location cost a few thousand dollars.
To d a y, it has advanced to be available right off the shelf
for a fraction of that price.

Pay By Touch currently sells through its own internal
sales force, but sees potential in the ISO sales channel
down the road. 

"Our primary focus over the next year is to get all the $2
billion-and-above retailers to adopt our product, and then
via telesales and potentially through ISO channels, we
would address how we get to the middle tier and lower
tier marketplace," Ramsey said.

Touch Me: A New Report on Biometrics

A report titled "Biometrics in Financial Services: See Me,
Hear Me, Touch Me," released in April 2003 by Glenbro o k
Partners, a consulting and re s e a rch firm for the financial
services industry, explores the emerging role of biomet-
rics technologies in financial services. 

It provides guidance on the best way to manage a bio-
metrics deployment project and identifies common obsta-
cles and misperceptions that companies must overc o m e
b e f o re project launch.

Allen We i n b e rg, author of the report, a co-founder of
G l e n b rook Partners and a former Vice President for Vi s a
U.S.A, said implementing biometrics at the point of sale is
still a little tricky, but not because of the equipment, but
rather that it's a change in conventional practices. 

"This is not a short sales process, and it won't be in the
early lifecycle phases," he said. "Merchants have to come
to grips with the whole value pro p o s i t i o n — f o rget the
equipment itself—that's an afterthought."

"If biometrics can be used to spot terrorists..., says con-
ventional wisdom, there must be commercial applications
in financial services," according to We i n b e rg .

Using biometrics at the point of sale still may be consid-
e red an emerging technology, but what's been proven is
that it does work. Now it’s a matter of proving that to
m e rchants and their customers.  
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By Ann All, Editor, ATMMarketplace.com 
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L ike most independent ATM deployers, Mark
Dalton rarely stops thinking about his next
ATM site.

He had a "Eureka" moment when driving into a strip mall
in Franklin, Tenn., about 30 miles south of Nashville; and
he saw a patch of grass adjacent to the road that looked
e m p t y.

The mall owner readily agreed when Dalton, the owner of
DAS Express ATM, off e red to place a drive-up ATM in a
small kiosk on the spot.

"He liked the idea of generating some money with a piece
of property he was doing nothing with," said Dalton,
whose Franklin-based company owns and services the
machine and shares surc h a rge revenue with the mall
o w n e r.

Wide, Open Opportunity
DAS Express is one of a small but growing number of
ISOs that have installed exterior drive-through or walk-
up ATMs. More ISOs are considering exterior placements,
l u red by increased options in exterior ATMs, lower prices
for kiosks and the potential for high transaction volumes.

"I think ISOs are realizing there are some tre m e n d o u s
opportunities to make money," said Steve Lutt, Sales
Manager for Heritage Industries, a manufacturer of AT M
kiosks. "You'll normally do about five times the number
of transactions at a drive-up ATM as you would at an
interior machine."

Lutt said that ISO inquiries about ATM kiosks have
picked up dramatically in the past two years. To cater to
the market, Heritage tweaked its designs to support
smaller machines such as the Qualtex WeatherMaster and
l o w e red its prices, primarily by shrinking the size of the
kiosks and eliminating extras such as bumper guard s .

" A drive-up is the most convenient ATM there is," said
Haze Lancaster, a founding partner in ATM USA, a
Raleigh, N.C.-based ISO that has deployed a handful of
drive-up machines.

Five months after installing two Tranax Te c h n o l o g i e s

NanoCash ATMs side-by-side in a kiosk in a Portland,
O re., parking lot, ATM USAis generating 500 to 700 trans-
actions a month at both machines, Lancaster said.

He expects the number to increase, although he's not sure
by how much. He estimates that ramp-up to full transac-
tion volume takes three to four times as long at a new
exterior ATM site—up to a full year—but ATM USA t o o k
over in Portland when Wells Fargo pulled out.

Transaction re c o rds show that ATM usage by Wells Farg o
c a rdholders has dropped, but Lancaster believes new
users are beginning to take up the slack.

Transaction volumes at a walk-up ATM in Chicago's
Wrigley Field neighborhood are 20% to 30% higher than
at interior ATMs in the same area, said Brad Zerman,
P resident of Qualtex, manufacturer of the We a t h e r M a s t e r
ATM and owner of a number of its own machines.

Qualtex last year became an authorized distributor of
Heritage kiosks, one of about 80 across the country.
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Zerman has since sold kiosks to several ISOs, including
DAS Expre s s .

Incredible Shrinking Kiosk
To accommodate the dimensions of a We a t h e r M a s t e r,
which is smaller than the NCR and Diebold ATMs typi-
cally deployed by banks in exterior locations, Zerman
said Heritage created a kiosk that is seven feet high, four
feet wide and four feet deep. That compares to a more
typical size of eight feet high, seven feet wide and seven
feet deep, Lutt said.

Shrinking the kiosk means that machine maintenance and
replenishment must take place outside the kiosk rather
than inside, under the protection of a locked door. "Some
ISOs don't mind filling the machine standing out in the
open with the door open," Lutt said.

Kiosk prices vary widely, Lutt said, from $5,000 for a
small basic building to $25,000 for a full-size, fully outfit-
ted building. Aesthetic extras like canopies and lighting
vary in price from $900 to $9,000 but can pay off in
i n c reased transaction volumes, he said.

" Your kiosk is like a billboard for your ATM, so you want
to make it as noticeable as possible."

It'll Cost Ya

In addition to the price of the kiosk itself, ISOs often must
pick up the tab for landscaping and other services not
re q u i red in interior ATM deployments.

Dalton said his Tennessee drive-up costs less than the
$30,000 he had projected. His investment included backlit
signage and a brick overlay on the metal kiosk, which he
said fit the upscale atmosphere of the neighborh o o d
w h e re the mall is located. "We really wanted it to look
g o o d . "

Lancaster spent less than $15,000 for the Oregon drive-up,
a price he said might intimidate many ISOs. "You could
do three or four interior ATMs for that."

The previous deployer had done much of the site work,
which kept Lancaster's costs down. He purchased a re f u r-
bished kiosk from Atlanta Computer Group (ACG).
Woody Alderman, ACG President, said that a re f u r b i s h e d
kiosk generally costs $6,000 to $7,000 less than a compa-
rable new one. ACG is also a reseller of new Heritage
Industries kiosks.

ACG has an industrial paint shop at its 35,000-square - f o o t
facility in the suburbs of Atlanta and employs a part-time

Page 2 8





graphic designer to help deployers get the look they want
for a kiosk. A l a rg e r-than-usual number of kiosks are cur-
rently available on the refurb market, due to a flurry of
recent bank acquisition activity, Alderman said.

Like Lutt, Alderman said he's fielding more inquires fro m
ISOs and has sold some kiosks to them in the past two
years. "It's not a huge number but it's growing," he said.

Alderman believes more ISOs are evaluating exterior
deployments as the "usual" interior sites—convenience
s t o res, gas stations and the like—become less pro f i t a b l e
due to declining transaction volumes and intense price-
based competition.

It's Complicated
Dalton, Lancaster and Zerman agree that exterior deploy-
ments, in addition to being more expensive than interior
ones, are more complex.

"Just about anybody can go into a store, bolt an ATM into
the ground and bring it live," Zerman said. "But with an
exterior machine, you've got to worry about finding a
good contractor to help you with the installation and get-
ting all of the appropriate permits."

Zerman believes that his company's We a t h e r M a s t e r,
along with exterior ATMs recently introduced by other
retail-oriented manufacturers like Triton, are opening up
new opportunities for ISOs to sell turnkey programs at
sites once open only to banks.

" Without a card base, most ISOs couldn't justify the cost
of a new NCR or Diebold through-the-wall machine," he
said. "So before we came along, their best case scenario
was a 10-year-old refurbished machine."

Dalton, for one, said he finds refurbished machines "not
worth messing with," due to the lack of warranties and
concerns over their capabilities to meet Triple DES
re q u i rements. 

One of his biggest mistakes, Dalton said, was hiring the
same construction firm used by the mall. "I thought I'd
get a good price because they were already going to be
out there, but my project kept getting put on the back
b u r n e r. "

Because of the delays, the machine sat idle for a few
months. So Dalton used a large banner to direct drivers to
the "live" ATM. He's also considering a receipt-based pro-
motion that will offer some ATM users free movie tickets
at a nearby theater—where his company also has an AT M .

Because exterior deployments have been so completely
dominated by banks, Lancaster said more time, money
and effort is re q u i red to sell property owners on the idea
of exterior ATMs owned and/or managed by an inde-
p e n d e n t .

But a proven ability to manage such machines is an eff e c-
tive sales tool when it comes to wooing malls and other
m a rquee clients, Lancaster said. "You have to be flexible
to get those accounts. They might want an interior
machine, an exterior machine or both."

Site owners are generally more willing to lock into longer-
term contracts with exterior ATMs, Lancaster said. This is
a bonus—albeit one that could turn into a drawback if
transaction volumes do not meet expectations. "You can't
just pull up that machine and take it someplace else."

Because of their long histories of providing hard w a re and
e n c l o s u res for exterior deployments, both Lutt and
Alderman say their companies can offer advice to ISOs in,
what for them, is a new market.

"Every exterior site is diff e rent. It's not like a c-store ,
w h e re there are a lot more similarities than diff e re n c e s , "
Lutt said. "We work hard to help our customers addre s s
the needs of every site."  

Original: www.atmmarketplace.com/news_story.htm?i=16720
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This might sound familiar:
w restling with a comput-
er program, struggling to
get it to do what you

w e re hoping it would. You try
tweaking and coaxing, but the darn
thing just won't budge. It's a battle
that usually ends in frustration for
the user, who has to succumb to
working around the software's limi-
t a t i o n s .

P ro p r i e t a r y, or closed-sourced soft-
w a re is convenient, but its pre s e t
f e a t u res and functions might not
p rovide the best tools for the job—
when it comes to bathing suits,
shoes and especially business solu-
tions, one size never fits all.

If there are specific issues inherent to
your customers' processing enviro n-
ment, think Open Source. The peo-
ple at Tru s t C o m m e rce did in devel-
oped their solutions for merc h a n t
services clients and those in indus-
tries including health care and mort-
gage lending. 

Since 1999, Tru s t C o m m e rce has pro-
vided solutions for a variety of com-
m e rce enterprises based on Open
S o u rce programming. 

It also provides professional services
including consulting, engineering
services, software development, sys-
tems integration and system securi-
t y. 

Its IP transaction and payment pro-
cessing applications are fast, com-
p rehensive, secure and flexible, giv-

ing clients the ability to adapt the
applications to their own needs and
integrate them into their own specif-
ic enviro n m e n t s .

" We custom-build applications,"
said John Allen Tharpe,
Tru s t C o m m e rce's Senior Vi c e
P resident of Business Development
and Strategic Alliances. "Our pro d-
ucts and solutions are client-driven.
We build what the merchant com-
munity desires. They're guaranteed,
reliable, fast, secure, work painlessly
and are easy to integrate. The clients
can see what they're embedding into
their own system.

"Our competition delivers shrink-
wrapped solutions," he said.
" M e rchants look at those and find
80–90% functionality coverage. They
may like certain features, but often
re q u i re exacting, industry-centric
functions to achieve 100% of their
needs. Having the ability to acqui-
esce to client re q u i rements pro v i d e s
us with a tremendous competitive
a d v a n t a g e . "

The company's principals are all
industry veterans, Tharpe said; for
example, he spent 12 years in acquir-
ing, selling merchant card pro c e s s-
ing services and as an e-commerc e
s p e c i a l i s t .

Tharpe compared the theory behind
Open Source applications to buying
a new car. In a closed-sourced envi-
ronment, it's pro p r i e t a r y. At that car
lot, the salesperson won't allow buy-
ers to look under the hood to view
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the processing engine. Who wants
buy a car with the hood welded
s h u t ?

"In Open Source enviro n m e n t s ,
though, it's 180 degrees opposite,"
he said. "The salesperson lifts the
hood and buyers can examine
everything. This way, the client can
analyze and determine if the pro-
cessing engine code is well written
or appropriate."  

This dramatically changes the play-
ing field of software development.
Users benefit from the labor of
everyone else and adapt code writ-
ten by others to their exact needs. 

Open Source software is more thor-
ough and secure since the author
knows that every line of code can be
audited by anyone in the world.
Linux is probably the best-known
and most widely used Open Sourc e
p rogram; IBM is a major Open
S o u rce user and supporter. 

Tru s t C o m m e rce's software engi-
neers and designers work with their
clients to develop customized solu-
tions. "We enable our customers
with the ability to process transac-
tions so it makes sense to their busi-
ness models," Tharpe said.

Tru s t C o m m e rce has a number of
payment processing products and
services available through whole-
sale and retail distribution channels
and partnerships with many of the
l a rgest acquirers. They provide pay-
ment solutions for retail, MOTO, e-
c o m m e rce, kiosk, call center and ful-
fillment environments—in other
w o rds, any processing enviro n m e n t
that desires to transmit authoriza-
tions and settlements over the
Internet (IP P ro t o c o l ) .

Its TC Suite of solutions offers easy
integration and applications, which
a re platform-neutral and language
independent. TC CrediKey off e r s
innovative solutions for credit card

p rocessing. TC Citadel offers ro b u s t
recurring payment, subscription,
installment or continuity billing
solutions; it also delivers a card stor-
age feature to alleviate local storage
liabilities for clients. 

TC Cre d i G u a rd is a neural network
p roviding enhanced fraud fore n s i c s ,
v e l o c i t y, heuristic and blacklist
capabilities. TC Wallet is designed
for micro payments and allows
clients to process stored-value trans-
actions or pro c e s s - a g g regated batch-
es once a client-defined threshold is
met. The TC Suite of solutions is
C I S P compliant and is the only pay-
ment product to win an award for
' P roduct Excellence' from the
Association of Internet
P ro f e s s i o n a l s .

T h roughout its offerings, in fact,
Tru s t C o m m e rce has incorporated
security pro c e d u res into its systems
that it says rival those used by gov-
ernments around the world. Going
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well beyond the industry standards of DES encryption or
1024 bit data transfer practices, for instance,
Tru s t C o m m e rce uses AES database encryption and 2048-
bit data transfer practices.

Tharpe said the company's Open Source foundation and
the combined experience of the staff have enabled them to
build a system of products and services that are not only
e x t remely secure, but are equally reliable and fast. "We
started out knowing more what not to do," he said. "We
a rchitected a system diametrically opposed to the stan-
d a rd and common 'monolithic' arc h i t e c t u re which utilizes
a primary processing engine with a singular back-up in a
remote locale.

" We offer 100% up-time," he said. "I realize this is a bold
statement, but due to our system's arc h i t e c t u re we have
never been down—ever. "

Even for smaller merchants, Tru s t C o m m e rce's system
p rovides fast transaction times. "We use geographically
distributed processing nodes located throughout the
country so transactions don't follow the same path. There
a re no bottlenecks at the main processing engine and
transactions are processed more efficiently and quickly, "
Tharpe said.

Due to security issues, the company doesn't publicize its
client base but instead will provide re f e rences to clients
and invites potential customers to contact them. 

Tru s t C o m m e rce has a reseller program designed specifi-
cally for the ISO/MLS channel. Working with
Tru s t C o m m e rce allows salespeople to close clients they
might not otherwise get because of its flexibility in being
able to customize applications.

"These days, successful sales reps have to be technically
a w a re — t h e y ' re not just selling terminals anymore," he
said. "We are the engineering department who reports to
the ISO/sales department."

The company actually encourages its resellers to seek out
challenging merchant situations other ISO/MLS org a n i-
zations shy away from. When Tru s t C o m m e rce comes up
with solutions, ISOs/MLSs are able to take that merc h a n t
relationship one step further to one that's consultant-
based and long-term.

" We are the industry's 'go-to-guys,' or 'hired guns,'"
Tharpe said. "We solve problems. We develop systems
and custom-build applications that make sense for our
clients' vertical markets."

Tru s t C o m m e rce's clients range from merchants and
a c q u i rers, reseller and referral partners, to Fortune 500

and independently owned companies. The list includes
government agencies, banks, universities, hospitals,
finance companies, major retailers and Internet and mail
o rder merchants. 

Tru s t C o m m e rce designed, developed and manages an
inventory management database for one of the nation's
l a rgest warehouse clubs and a 'product pre s e n t m e n t
interface' for Amazon.com. Many companies hire
Tru s t C o m m e rce to provide security and assessment solu-
tions, application development and consulting services.

The company also places importance on being communi-
ty-minded. It donates services to re g i s t e red charitable
o rganizations. And according to its corporate charter,
Tru s t C o m m e rce will not process for companies it feels
adversely affects the community as a whole, such as adult
related businesses.

Tru s t C o m m e rce is building on the communal philosophy
of Open Source, each client, each step of the way. "We are
not about offering quasi-solutions that work part-time—
we are about achieving 100% of the merchant's intrinsic
p rocessing re q u i rements," Tharpe said. "If we don't have
it, we’ll build it!"  
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Get Ready For
PIN-based Payments
S9 PIN Pad Payment Device
H y p e rcom Corp. 

Lately there's a whole lot of litigating and legis-
lating changes to processing fees and imple-
menting new security re q u i rements going on in
the payments industry. To accommodate these

varied initiatives, Hypercom Corp. has introduced the S9
payment device.

The S9 is a modular upgrade and is easily integrated into
leading POS systems, providing merchants with lots of
f e a t u res—including a cost-effective way for them to take
advantage of the increase in PIN-based transactions. 

H y p e rcom says the S9 offers retailers the right technolo-
g y, software, flexibility and branding opportunities—
giving their customers a smooth payment experience.

The S9 also features several security certifications that
meet or exceed industry standards. It reads both magnet-
ic stripes and smart cards, is PED and EMV Level 1 certi-
fied, it achieved Infoguard testing and the system feature s
a separate security processor and Master/Session DES,
3DES and DUKPT support.

The S9 offers a number of additional key advantages to
m e rchants. Its distinctive ergonomic design can be
deployed as a hand-over or counter-top PIN entry device;
it can also be mounted to integrate into the existing point-
o f - p u rchase design, providing smooth and cost-eff e c t i v e
EMV migration. It is compatible with Hypercom's T7 and

ICE families of terminals. 

Retailers will also not have to write any new code to ru n
the S9—HyperWa re FPE software with drivers such as
Windows DLL, OPOS and JavaPOS controls is included. 

The device's post-mold decorating technology lets mer-
chants customize the S9 with their own brand or colors so
that when customers swipe their cards, the brand and
message become part of the transaction experience.

H y p e rcom Corp.

2851 W. Kathleen Road
Phoenix, Ariz. 85053
w w w. h y p e rc o m . c o m
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Managing the Channel
With the Click of a Mouse
Master Agent Package for Managing Agents and Merchants
Ezic, Inc.

Managing merchant services accounts—and
all the layers of agents and merc h a n t s
involved—just got simpler. Ezic, Inc.'s
Master Agent package offers banks, larg e

ISOs and MSPs, or 'master agents,' the tools they need to
d i rect, manage and organize all their accounts.

Ezic's Master Agent is the only merchant services gate-
way to offer tools for managing the resale of payment
p rocessing services. Ezic is the only processor to offer a
complete sub-agent management solution for re s e l l e r s ,
giving them access to their entire portfolios.

Because the payment industry relies on a hierarchal sales
channel composed of large acquirers, agents and sub-
agents to provide services and products to merc h a n t s ,
tracking the activities and generating reports associated
with each one along the way can be complicated. The
Master Agent package lets managers gain access to the

e n t i re sub-account hierarchy with one click.

A key feature of the system gives master agents complete
c o n t rol over fraud protection. Every account comes with
the 'Fraud Barricade' fraud protection system. 

The master agents can customize the level of pro t e c t i o n
that's right for their particular situations as well as setting
the CVV2 and AVS controls for each of their agents and
m e rchants; this significantly reduces underwriting risks.

The Master Agent package comes with additional options
such as a private label payment processing platform to
give master agents the ability to operate under their own
brand identities. There is no charge for merchants who
p rocess fewer than 500 transactions a month, no agent set-
up fees, no charge for advanced features and discounted
rates for bulk account purchases.  

Ezic, Inc.

3 E. Hawthorn Parkway, Suite 160
Ve rnon Hills, Ill. 60061
Phone: 847-327-9870
Fax: 847-327-9871
w w w. e z i c . c o m
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OUR CAPABILITIES INCLUDE:

•  POS Equipment & Supplies

•  Deployment

•  Merchant Training

•  Repair & Replacement

•  Web-based Order Entry
via VitalSync

•  Just-in-time Inventory
Management

QUALITY EQUIPMENT FROM:

•  VeriFone

•  Hypercom

•  Lipman

•  Thales

•  Ingenico

•  RDM

•  MagTek

HIGHER QUALITY AND LOWER COSTS IN ONE
COMPLETE RESOURCE:

From POS equipment, supplies and deployment to on-line
order management, Vital Merchant Services has what it
takes to keep your business moving. Our responsive support
team can get your merchants what they need, when they
need it.

Regardless of your payment processor, Vital Merchant
S e rvices is ready to fulfill any and all of your POS 
equipment needs. You can rely on VMS to support you with
the best customer service in the industry and most 
extensive equipment inventory.

WE DELIVER
COUNT ON US TO FULFILL ALL YOUR MERCHANT SERVICING NEEDS

© 2003 Vital Merchant Services. Vital Merchant Services is part of Vital Processing Services LLC. All rights reserved.

CALL VITAL MERCHANT SERVICES AT 800.348.1700
OUR SALES REPS ARE READY AND WAITING TO ASSIST YOU
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The oldest check clearing
o rganization in the
United States, The
Clearing House, anno-

unced it has completed its acquisi-
tion of Western Payments A l l i a n c e ' s
( WesPay) Check Services business,
consolidating its own East coast
operations with WesPay's West coast
operations. Plans for the acquisition
w e re announced on Oct. 20, 2003,
and the transaction was completed
on Jan. 7, 2004. 

The deal makes The Clearing House
the largest private check clearing
o rganization in the country. 

The merger is a reflection of the
industry's need to "rationalize and
s t a n d a rdize industry infrastru c-
t u re," said Nicholas Alex, Senior
Vice Pre s i d e n t / D i rector of Global

P roducts and Strategy for Bank of
A m e r i c a .

Top West Coast banks, including
Bank of America, use We s P a y ' s
clearing house. WesPay will contin-
ue to operate as an A C H
A s s o c i a t i o n .

The declining market for pro c e s s i n g
paper checks (estimated to be about
3–5% annually) is expected to fur-
ther decelerate—because of gro w t h
in electronic transactions and with
the recent passage of Check 21.
Check 21 allows images of checks to
be exchanged instead of the actual
paper checks. 

"In the past, just about any city of
any size had its own clearing
house," said Patti Murphy, Pre s i d e n t
of The Takoma Group. "But we can

expect those to pretty much fall by
the wayside with Check 21. As check
t runcation and electronic check
clearing are ushered in by imple-
mentation of Check 21, geographical
distance is no longer the considera-
tion it once was."

T h rough several recent acquisitions,
The Clearing House has become a
payments powerhouse and is now
"the only private sector operator of
both paper and electronic payments
utilities for the financial services
i n d u s t r y," said Jeff rey Neubert,
P resident and CEO of The Clearing
House. It processes more than 4 mil-
lion transactions per day totaling
$7.8 billion for its 35 participants in
the Northeast.

In other words, by all appearances
The Clearing House is becoming the
chief private sector alternative to the
Federal Reserve Banks, Murphy
said. It is the only private sector
p rovider with a coast-to-coast net-
work.  

More Consolidation in U.S.
Check Clearing Infrastructure







Help Me, Help You!

If you consider yourself a bankcard sales pro f e s-
sional and a merchant account "portfolio builder, "
then consider this: A re you building your merc h a n t
portfolio on a solid foundation—with a stable

monthly residual income stream and merchant customers
that will stay loyal and process with you for a very long
time? 

Setting up merchants that will eventually get shut down
by your ISO's risk management group or turned away by
l a rge reserve requests is not a smart plan for building a
stable monthly residual income. 

If you think it's a good idea to work with a company that
does not assess your merchants from a risk management
standpoint, then you're making a big mistake. Poor risk
management, or none at all, is a hidden bomb that even-
tually explodes. 

Companies that don't consistently and rigorously manage
their portfolios and the transactions their merc h a n t s
make end up losing a lot of money. These companies are
f o rced to go out of
business because they
must either sell their
m e rchant accounts to
pay off losses or liqui-
date portfolios to cover
the losses.

When that occurs,
what happens to your
residuals? If your ISO
hasn't dedicated the
p roper risk manage-
ment re s o u rces, then
your residual commis-
sions are at risk of
diminishing or disap-
pearing. 

How does this aff e c t
your merchants? We ' v e
seen many companies
that need to make up
for this lost income by increasing merchant rates and fees
or charging the infamous "annual fee" more than once a
y e a r. As you know, these increases and additional fees are
not usually added to your commission. 

Have you wondered, "Since I'm not liable for merc h a n t
losses, should I really care about getting an accurate
understanding of what merchants plan to do, what their
average ticket is and the range of their tickets?" 

Do you think you should be concerned with the real per-
centage of merchants' swiped transactions? Do you won-
der if these issues are just questions that get in the way of
getting the application through the underwriting
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p rocess? To get answers, I posted the following on The
G reen Sheet's MLS Foru m :

"When it comes to working with your ISO/MSP p a r t n e r,
what is your responsibility in the process? As a 'no liabil-
ity' MLS, should you even care about risk management
issues, or do you leave it all up to your services provider? 

"Do you prefer working with a company that closely
examines each account before approval or do you pre f e r
one that just approves all accounts and then handles
whatever goes wrong later? As a hardworking MLS, what
contributions do you feel you need to make to help your
I S O / M S P partner manage risk and control losses?"

F rom the responses, it's obvious these are issues MLSs
feel strongly about:

"I think that most MLSs are not in a position to share in
the risk and financial loss that could be incurred on a
given merchant account. I think that it is important to
realize that there are really three types of loss that can
take place: 1) Loss due to NSF; 2) Good merchants that
fail; and 3) Fraudulent merchants. No matter what, over
time every ISO is going to take a loss on an account here
and there, despite all of the best 'preventive medicine.'

" Your reputation is on the line with every deal that you
submit. So don't risk losing your agent status or the good
will of your ISO by trying to submit a deal when some-
thing looks wrong on it. Do your due diligence, send in
only deals that YOU would be comfortable underwriting
and taking the risk on if YOU were the one who had your
dollars on the line." —cdgcommerc e

"I think in today's ISO world, in many companies, there
isn't the same type of understanding and mutual re s p e c t
between the corporate office and the reps in the field.
Very few ISOs re q u i re any type of training, and the edu-
cation process is very poor. The risk, underwriting and
fraud prevention departments are looked at by many as
the 'enemy' because many reps just want their deals done
and don't really have an interest in the overall pro f i t a b i l i-
ty of the ISO. 

"I think that's wrong and that the agent on the street has
the first responsibility in the process to ensure they are
bringing the 'right' type of merchant to the ISO and mak-
ing sure the site survey and application are true, fair and
honest." —Too Ta l l

"I [have been] in the business three years, just 14 months
as a MLS for an ISO, before that as an agent of an agent of
an agent...I feel like if I answer the questions on the
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Do you want to sell something other than...

O ' H a re International Center / 10255 West Higgins Road / Rosemont, IL 60018 / Toll free: 866.231.2030  / Tel: 847.227.2301
Fax: 8 4 7 . 2 9 6 . 5 5 4 7 / www.abanco.com  

ABANCOLLC

I N T E R N A T I O N A L

EFS National Bank Memphis, TN. Fleet National Bank Providence, RI 

Tomorrow's Payment Solutions Today

gives ISOs a "single source" platform of five fully loaded services plus progressive customer support. 
This one piece, one solution cuts merchant attrition by 75% while increasing residual income by 125%.

■ 1.53% Buy Rate

■ 20 cent trans fee

■ Mid and non-qualified revenue

■ Check Conversion/Guarantee at 1%

■ Faxed Applications/Same day deployment

■ Inexpensive gift card pricing

■ Net lease funding, no out-of-pocket

■ One Terminal-5 services, Fully Loaded Residuals

■ VISA/MASTERCARD Credit Card processing

■ Non-Bank card processing (Amex, Discover, Diners, etc)

■ Debit Card processing

■ Electronic Check Conversion/Guarantee 

■ Gift and Loyalty programs, 50 card minimum

■ Electronic Signature Capture included at no extra fee  

Only ABANCO

ABANCO's robust package delivers a real powerhouse of services:

Lease rates starting at just .0299. Whether you need individual services or the entire package, ABANCO offers
competitive rates, superior service and a knowledgeable team to help make it work for you.

Please contact: BOB COCHRAN 866.231.2030 ext 2334 / DAN LEWIS 866.231.2030 ext 2347 / TONY ASHE 866.231.2030 ext 2345

5 Services In One Terminal:
■ VISA/MasterCard

■ Check Conversion

■ Debit Card

■ Gift Card

■ Signature
Capture

Be in Full Compliance with Visa/Mastercard Requirements
and Regulations thru ABANCO's Agent/ISO program. 



app[lication] and don't cover up anything that may be
f i s h y, I have done what I should. If they come back with
m o re re q u i rements I have to get to get paid...no big deal. 

"I care...but I think it is my job to bring the paper to the
table and their job to flush out the bugs. I know how to do
mine and they know how to do theirs, and we have a
mutual respect. I do not fault them when they want more
info or shut one down. I work for my customers...I
answer to the ISO/MSP. Bring as many good deals as pos-
sible to the table...period. Sell, Sell, Sell!" —Bancard re p 1

"As far as these quick approvals, I am hearing more about
m e rchants being on the MATCH file after pro c e s s i n g
begins; and subsequently shut down. I know what the
rules state, but these hardworking MLSs are getting a kick
in the butt more often on this issue. There seems to be
much more TMF than when I had my MSP. As much as it
may hurt, the slower process proves a better result in
most instances. As far as the no liability clause, if the
MLSs do not dot their 'i's' and cross their 't's' 100% where
re q u i red, that goes out the window."  —Q

"After speaking with diff e rent types of ISOs, I can con-
clude that it is the money and the merchant count that
dictate your underwriting and risk policies. The most
d a n g e rous part of the risk is when the rep signs the mer-

chant that is good and the merchant goes out of business.
We have to be careful with these types of accounts. On the
other hand you have a rep that worked hard on the niche
market and only submits these types of accounts. Does
that mistake make the rep not trustworthy? How can you
t e l l — w h e re is it a mistake, and where is it the intent? 

"I believe the answer is simple. We all know the hit will
happen and if you are able to aff o rd to lose like big boys
such as Chase and First Data then it should be a judgment
call on the rep's part and the responsibility of being a full
service pro c e s s o r. Otherwise retail has always been a
much safer play. I also believe that this applies to the
daily risk management as well." —nvs98

"I'll tell you what I already do for you, Ed: Four to eight
app[lication]s a month never make it to you because I
know they are fraudulent. I get gut feelings on some. I've
asked [my assistant] to withdraw apps in the past because
I suspected fraud after I submitted them. I take it person-
ally when I let a bad one through. I don't want any risk on
the apps I submit. That's why I pay that reserve to you,
that you re q u i re to cover the risk." —Ta z m a n

As a merchant account portfolio builder, I want you to
understand why you should care about risk management
issues. I want you to see how helping your ISO partners

Page 5 0





get the right information upfront helps them make good
decisions from the beginning—and even more important-
ly—helps them service and support your merchants into
the future. 

If you're counting on your ISO partner to provide you
with the best merchant account program and to continue
to pay you aggressive amounts of upfront and re s i d u a l
income, then you need to "help me, help you" by being a
f ront line of defense for your ISO partner. In return, you
will achieve your goal of building a stable, reliable mer-
chant portfolio that will stay with you for a very long
time. 

I recommend that you discuss risk management issues (in
a positive manner) whenever you are selling to mer-
chants. They will see you as a professional sales consult-
ant and a valued business partner, and this will diff e re n-
tiate you from a hack salesperson trying to rush an equip-
ment sale or one who might disappear after the lease gets
c o n f i r m e d .

To help MLSs at Total Merchant Services achieve this
goal, we provide color bro c h u res in our merchant wel-
come kit that include risk management tips for re t a i l e r s
and MO/TO merchants. The information shows them

what to do when dealing with suspicious customers,
what to do when the card won't swipe pro p e r l y, how to
visually check credit card and receipt data and how to
watch for skimming activity. 

Every hardworking MLS should also know certain facts
about fraud. There are two types—credit losses and fraud
losses. Credit losses can occur :

• when companies go out of business 
• when companies do not ship products for weeks
( resulting in chargebacks on those transactions that can-
not be collected from the merc h a n t s )
• when merchant account acquirers are not able to col-
lect their merchant account month-end fees

Following is an example of loss due to fraud: when a
legitimate store f ront agrees to process "skimmed" cre d i t
c a rds to earn some extra money illegitimately. Criminals
make new credit cards with skimmed account numbers,
and then start swiping the fake cards through a terminal
they just had set up for their new "pet store." A new mer-
chant processes the cards, gets the money and then the
c h a rgebacks start coming in 30–90 days later. 

In situations like this, the merchant account acquirers will
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be out money if they cannot obtain properly signed
receipts (which is not going to happen when you setup a
fraudulent merchant). These merchants are not in busi-
ness to process credit cards for a legitimate operation.
They are simply set up to steal money from the system—
which really means stealing money from merc h a n t
account acquirers (i.e. your business partners).

Honest professionals strive to effectively manage mer-
chant credit losses. That's happening today and will con-
tinue to happen in the years to come, but your ISO part-
ner needs your help—during the application pro c e s s i n g
stage and when dealing with any merchant who has risk
management issues. 

Keep in mind the motto from the movie "Jerry Maguire , "
when Tom Cruise's character emphatically screams at his
client, "Help me, help you!" and be an outstanding MLS
by helping your ISO partner help you. 

My next column will focus on business philosophies,
strategies and tactics that translate into financial success.
We'll explore how MLSs run their professional and per-
sonal lives and how that correlates with success (or fail-
u re). Watch for my post on The Green Sheet's MLS Foru m .
As always, I'd love to hear from you. Please send feed-

back on this topic (and any others) to
s t re e t s m a r t s @ t o t a l m e rchantservices.com.  

"It is one of the most beautiful compensations 
of life, that no man can sincerely try to 
help another without helping himself."

—Ralph Waldo Emerson

See you next time where the rubber meets the ro a d .

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 the Web site at
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 Steve Eazell
S e c u re Payment Systems

Welcome year 2004, a leap year for those of
you who didn't know, which gives us all
one extra day—Feb. 29—for opportunity
for success. This is the greatest time to be in

the electronic payments industry, which is the gre a t e s t
business in the world. 

I strongly believe that there are more self-made million-
a i res created in this business than in any other. There have
always been plenty of opportunities for those future mil-
l i o n a i res who think outside the box and several events
f rom 2003 should provide even more inspiration for
industrious Merchant Level Salespeople (MLSs).

Readers of The Green Sheet are familiar with articles
re g a rding the safeguarding of their wealth. I'd like to
briefly re-visit a diff e rent aspect of this concept. If you're
not concerned with your merchant base and re d u c i n g
attrition, then you're probably in jeopardy of losing your
customers, most likely fore v e r.

It's no secret that the most expensive sale is the lost mer-
chant. So many of us continue to lose accounts to com-
petitors because we fail to look down the road to our
f u t u re residual base, our most valuable asset. Instead,
some of us focus only on the next sale. Let's face it: we
e n t e red into this business because of the recurring re v-
enue aspect of it—remember 'money while you sleep?' 

T h e re were some important events in our industry during
the last year that some of us have taken notice of (others
have glossed over) and may have caused us to take our
eye off the ball as we work toward our first (or next) mil-
lion dollars. Consider these developments and what
impact they may have on your business:

• The passing of the Check 21 initiative
• The Visa/MasterCard settlements
• The proposed First Data Corp./Concord EFS merger
• Wal-Mart's decision to stop taking MasterCard
signature based-debit cards

I believe these events are not only important for the
industry overall, but also for the opportunities that they
could bring to our respective bottom lines. What ramifi-
cations could these monumental events have for MLSs?

The Passing of the Check 21 Initiative

First of all, let's look at the Check 21 initiative, passed by
C o n g ress late in 2003 to help financial institutions save
m o n e y. When this legislation takes effect in Oct. 2004,
images of paper checks can be transmitted electro n i c a l l y
rather than being physically sent by planes and trucks, far
m o re expensive modes of transportation.

The implications for MLSs are great, but not complicated.
Some banks will choose to spend the money to image and
s t o re these documents. 

H o w e v e r, there are numerous up-front, out-of-pocket

Beyond Bankcard
Big Payments Events in 2003 Mean

Big MLS Opportunities in 2004
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expenses involved; there will be
financial institutions (including
c redit unions, small community
banks and others) that may opt to
not participate. 

This will provide an opportunity for
us to form strategic alliances or
agent bank relationships with these
financial institutions to offer their
m e rchant bases check conversion,
ARC or other revenue generating
ACH options. 

These services also transmit the
images of paper items electro n i c a l l y,
but the financial institutions benefit
without the initial capital outlay—
and you reap the profits. 

The Visa/MasterCard
Settlements

Next let's look at the
Vi s a / M a s t e r C a rd settlement in the
class action lawsuit, which Wa l -

Mart and other retailers filed
because of the associations' 'honor
all cards' policy; as part of the settle-
ments, Visa and MasterCard both
a g reed to lower interchange rates
for debit signature cards. 

I agree that smaller retailers will
p robably never benefit from this
change, but with the outcome, we
a re seeing that the associations are
no longer bullet proof. 

A c q u i rers have had to accept inter-
change increases without so much
as a 'thank you, may I have anoth-
er?' before they're raised again. We
would all agree that interchange is
p robably a necessary evil, but
enough is enough. 

For those selling it, the issue of pric-
ing has come down to lost marg i n s .
Even though this may look like
another opportunity for the rich to
get richer, it could turn out to be the
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In addition, Comerica Merchant Services also offers you many 

other benefits you just won't find anywhere else. For example:

• Overnight approval process

• Web-based application submission, processing, and tracking

• Guaranteed Lease Program with a 48-month factor 

as low as .0285

• Interchange as your Buy Rate

• 100% vested residuals from day one

• American Express® sign-up commission

• Full debit processing with 12 debit networks

• EBT processing

• Web-based merchant reporting 

• An affiliation with one of the nation's leading 

business banks

• A dedicated relationship manager providing

unparalleled agent support to help you make

more money

• A 33-year history of continuous residual payments 

to all our sales partners! Comerica provides a safe 

and stable sales environment for you.

If you are looking for an exceptional, long term relationship with 
a rock solid Merchant Processor, call Comerica Merchant Services 
today and find out how you can become part of the Comerica family 
of sales agents.

Call Ken Stewart at 1-800-790-2670 and get started right
n o w !

Comerica Merchant Services 

offers you a whole series of new

bonus opportunities to help you 

earn extra money up front. You can 

earn up to $6,600 in bonus dollars 

per year and up to $5,000 for every

major merchant you bring in.



end of the juggernaut of the monop-
oly-like price gouging we have been
f o rced to endure. 

The Proposed First Data
Corp./Concord EFS

Merger

With that being said, let's
look next at the
F D C / C o n c o rd EFS
m e rg e r. Once these
behemoths merge their
l a rge portfolios and
gain a garg a n t u a n
s h a re of the market, it

might seem like the
beginning of the end to

competition. 

Let's think about this for a
moment. 

This merger will probably be final-
ized this year. Because FDC alre a d y
c o n t rols both issuers and acquire r s ,

it will continue to process 'on-us'
transactions (FDR is owned by FDC)
without going through the associa-
tions' networks. 

It is also true that the associations
a re trying to sue FDC for violating
their regulations, but there is noth-
ing holding them back from doing
so in the absence of an injunction.
Suppose FDC wins a lawsuit claim-
ing Visa and MasterCard have been
operating as a monopoly all of these
years. 

P e rhaps simply due to market
f o rces, the associations could see
this as an opportunity to balance the
scales by actually reducing inter-
change. 

We could see a certifiable battle of
the titans—"Godzilla vs. King
Kong"—which might seem extre m e-
ly far-fetched, but I believe it is fea-
sible and will provide a chance for
all to benefit from lower fees and
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What I'm getting at
here is that opportunities exist
where you would least expect

them. If you're not paying attention,
rest assured, someone else is. If you're
not diversifying your product offerings,
taking care of your customers and com-

municating with them regularly, they
won't be around for long—and

neither will you. 





fatter margins. We can only wait and
see. 

Wal-Mart's Big Decision

Last but not least, there's Wa l - M a r t ' s
decision to stop taking signature
b a s e d - M a s t e r C a rd transactions.
Let's say, for the sake of arg u m e n t ,
that other retailers follow suit and
decide to stop accepting one card or
a n o t h e r. 

Many of us currently use our
"check" cards rather than our PIN-
based "debit" cards because we
know that we are going to get at
least two days of float. 

But if the option to use a payment
c a rd isn't there, we may ultimately

have no choice when our bank
accounts are anemic and will have to
carry checkbooks again. If checks
ever become more prevalent again,
the associated risk will increase. 

This means opportunity for MLSs to
generate more revenue by off e r i n g
check services including conversion
and plain old-fashioned check guar-
antee. 

What I'm getting at here is that
opportunities exist where you
would least expect them. If you're
not paying attention, rest assure d ,
someone else is. 

If you're not diversifying your pro d-
uct offerings, taking care of your
customers and communicating with

them re g u l a r l y, they won't be
a round for long—and neither will
you. 

T h e re really can be a silver lining
behind every black cloud. You just
have to take a moment to look for it,
even if it is somewhat faint.   

Steve Eazell, a 15-year veteran of the pay-
ment industry, is the Director, National
Sales and Marketing for San Diego-based
S e c u re Payment Systems, Inc. (SPS), a
national provider of value-added services,
including electronic check and stored-value
gift card services. 

For more about SPS, visit www.securepay-
mentsystems.com or e-mail Steve at
seazell@securepaymentsystems.com 
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PAID ADVERTISEMENT

Many of us currently use our "check" cards rather than our PIN-based "debit" cards because we know
that we are going to get at least two days of float. But if the option ... isn't there, we may ultimately

have no choice when our bank accounts are anemic and will have to carry checkbooks again.
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By David H. Press
Integri ty Bankcard Consultants,  Inc.

Th e re are several important updates to topics I
w rote about recently in The Green Sheet.

Visa Operating Regulations
Since my last article, "What MLSs Need to Understand
About Underwriting" (The Green Sheet, Jan. 12, 2004,
issue 04:01:01), the newly revised Visa Operating
Regulations have gone into effect (as of Oct. 1, 2003);
h o w e v e r, they now specify additional re q u i rements for
e - c o m m e rce merchant acquisition and monitoring. 

To ensure that online merchants are financially re s p o n-
sible, the acquirer must inspect and monitor them as
follows: 

Business Description 
Prior to signing an online merchant, the acquirer must
obtain a detailed business description from the mer-
chant. 

Initial Web Site Review 
Prior to signing an online merchant, acquirers must: 

• Examine the merchant's Web site to verify that the
m e rchant is operating within the acquirer's jurisdic-
tion 
• Ensure that the merchant is not engaged in illegal
activities or any activity that could damage the Vi s a
system or brand 
• Retain copies of all relevant Web site screen shots 

Annual Web Site Review 
With existing online merchants, acquirers must: 

• Examine the merchant Web sites at least once each
y e a r
• Retain copies of all relevant Web site screen shots
( retained copies may be in either hard copy or elec-
t ronic formats) 
• Provide the retained copies to Visa upon re q u e s t

In another article, "It's Time to Start Using Verified by
Visa" (The Green Sheet, June 9, 2003, issue 03:06:01), I
stated that Verified by Visa has become a useful tool for
a c q u i rers to implement.

When properly used, Verified by Visa eliminates the
possibility of chargebacks resulting from fraudulent
transactions. The risk of loss now remains with the
issuer for these types of cardholder complaints. This is a
huge benefit to acquirers and online merchants that
have been plagued with chargebacks, which are most
commonly fraudulent mail/phone order transactions,
or 'Reason Code 61,' according to Visa terminology. 

When online merchants use Verified by Visa, they elim-
inate 'Reason Code 61' chargebacks—and the new "I
didn't do it" chargeback category where the card h o l d e r
does not recognize the transaction, or as Visa puts it,
'Reason Code 75'—and dramatically reduces overall
c h a rgeback totals. 

M e rchant acquirers using Verified by Visa will be able to
re p resent any Reason Code 61 or Reason Code 75
c h a rgebacks. The merchant is re q u i red only to submit
the transaction for enrollment verification; the card-
holder does not have to be enrolled in and using
Verified by Visa. 

Updates for the New Year





Visa has revised its Operating Regulations to support
use of Verified by Visa. The regulations now: 
• Require an A d d ress Verification Service (AVS) inquiry
for a transaction to qualify for CPS/e-commerc e
P re f e r red Retail, if applicable
• Must reflect the authorization characteristics indicator
values and payment service values for: 

• CPS/e-Commerce Pre f e r red Hotel and Car Rental 
• CPS/e-Commerce Pre f e r red Passenger Transport 

• Specify that an acquirer may optionally use 'D' for
digital goods and 'P' for physical goods in the e-com-
m e rce goods indicator field of the clearing re c o rd in
o rder to identify the type of goods purc h a s e d .

U.S.A. Patriot Act Compliance 
Another article, "How the Patriot Act A ffects Rules of
Risk Prevention" (The Green Sheet, July 14, 2003, issue
03:07:01) reviewed what payment services pro v i d e r s
need to do to comply with the U.S.A. Patriot Act. To pre-
vent money laundering and terrorist financing thro u g h
its system, Visa has implemented a new anti-money
laundering program. 

To ensure Visa and its members are in compliance with
the Patriot Act, its Operating Regulations now re q u i re
members to:

• Implement and maintain their own anti-money laun-
dering programs 
• Block the authorization of cardholder transactions or
terminate all merchants that engage in the following
activities: 

• Introducing illegal funds into the Visa system 
• Laundering money through the Visa system
• Financing terrorist activity through the Visa system 

A d d i t i o n a l l y, the new phrase "Visa Issuer Fraud
Detection Service" will replace the previously used
term, "Cardholder Risk Identification Service." Vi s a
encourages acquirers to deal with any high-risk mer-
chant activity and ensure compliance with its Operating
Regulations. 

Visa revised the regulations to expand the penalty
amounts and assessment periods relating to Risk
Identification Service fines. 

The Operating Regulations now also modify the on-site
review fees assessed in conjunction with the Risk
Identification Service and the A c q u i rer Monitoring
P rogram. The one-time fee of $5,000 has been reduced to
$2,500 per day and a one-week minimum fee of $17,500. 

Visa assesses a $5,000 fine to the acquirer when it desig-
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nates a merchant as high-risk. If a merchant has exces-
sive fraud activity within a rolling six-month period,
Visa will also assess the following penalties: 

• 1st occurrence—$5,000  
• 2nd occurrence—$10,000 
• 3rd occurrence—$25,000 
• 4th occurrence—$50,000 
• 5th occurrence—$75,000 
• Each subsequent occurre n c e — $ 1 0 0 , 0 0 0

T h e re are additional fines and conditions if an acquire r
or merchant attempts to avoid detection under the Risk
Identification Service program. 

If Visa determines that an acquirer or its merc h a n t
changed, modified or altered merchant data in any way
to avoid detection by the Risk Identification Service,
Visa may assess a $25,000 fine to the acquirer for each
o c c u r rence identified.

Chargeback Monitoring
Program Enhancements 

To further enhance the effectiveness of its merc h a n t ,
a c q u i rer and high-risk chargeback monitoring pro-
grams, Visa revised its Operating Regulations to modi-
fy monitoring parameters, merchant disqualification

and fee assessments. 

Visa will now monitor the total volume of domestic
(U.S.) and international interchange and charg e b a c k s
for single merchant outlets and identify merchants that
experience all of the following activity levels during any
month: 

• 100 interchange transactions 
• 100 chargebacks 
• A 1% ratio of overall charg e b a c k - t o - i n t e rchange 

volume 

A m e rchant that moves an outlet to the United States at
the same time it is operating in another region's charg e-
back monitoring program will be assigned the equivalent
status in the U.S. region's comparable chargeback moni-
toring program. 

With the increased number of chargebacks allowable per
month, I expect Visa will be more vigilant in enforcing its
new regulations. As a result, expect the number of mer-
chants in violation of the parameters to decrease.  

David H. Press is Principal and President of Integrity Bankcard
Consultants, Inc. Phone him at 630-637-4010, e-mail David at
dhp@integritybankcard.net or visit www.integritybankcard.net.
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This is the eighth article in a series written in response to numerous
reader requests for definitions of the various interchange levels. We
are working with several industry experts to explain the interchange
"buckets," and how transactions are assigned to the processing lev-
els. For the associations' latest rates, see chart on page 77.

Corporate Card s

Visa Purchasing Card Large Ticket Rate

To qualify for the Purchasing Large Ticket program, a
transaction must be made with a non-U.S. General
Services Administration (GSA) purchasing card. The
category applies to specific business-to-business
M e rchant Category Codes (MCCs) only. Merchant re g i s-
tration and applicable registration fees are re q u i red. 

The MCC, Merchant Verification Value (MVV) and
A c q u i rer BIN relationship must all be re g i s t e red with

Visa. The transaction must meet Custom Payment
Service (CPS) re q u i rements, be cleared in eight days,
and Level 2 and Level 3 data must be provided. 

The transaction amount can be any amount up to and
including $10 million. 

Visa GSA Purchasing Large Ticket 1 Rate

To qualify for this program, a transaction must meet
G S A P u rchasing Large Ticket re q u i rements. The trans-
action must exceed the transaction amount threshold of
$8,750 to receive this rate.

Visa GSA Purchasing Large Ticket Rate

To qualify for this program, a transaction must have a
MCC that is defined as a Non-Travel Service. The card
must be a GSA p u rchasing card and the merchant must
be a GSA participant. 

Interchange Untangled—Part 8



The transaction amount is equal to or greater than
$5,000 for up to a maximum individual amount of
$8,750. The transaction must meet CPS re q u i re m e n t s ;
Level 2 and Level 3 data must be pro v i d e d .

Visa Commercial Cards Rate

Visa uses the term 'commercial cards' to describe those
designed for use in business-to-business transactions.

• Visa Business Card—intended as a line of credit for
small businesses. It is used for various business expens-
es such as supplies, equipment and advertising.

• Visa Corporate Card—designed for large corpora-
tions' travel and entertainment (T&E) expenses. 

• Visa Purchasing Card — c reated for large corporations'
p u rchasing departments for buying supplies and
e q u i p m e n t .

Visa Commercial Card Electronic
(T&E and Non-T&E) Rate

To qualify for this rate, the transaction must be CPS
qualified as defined in Consumer Rates and be settled
within two days of the transaction date.

T&E Merchant Rate

This rate applies to all CPS qualified
C o r p o r a t e / B u s i n e s s / P u rchasing cards used at T&E
m e rchants. Hotel and auto rental transactions must
meet CPS Hotel or Auto Rental Card Present re q u i re-
m e n t s .

Non-T&E Merchant Rate

This applies to purchasing cards used at non-T&E mer-
chants when Level 2 data are not provided. It also
applies to Corporate/Business cards at non-T&E mer-
chants when Level 2 data are not provided. 

If a non-T&E merchant provides the additional data ele-
ments, those transactions will move to the Consumer
Rates category and will qualify for the appropriate CPS
rate.   

To find more articles in this series, please visit www.greensheet.com
and use the 'Fast Finder' function to search for 'Interchange
Untangled.'
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By Adam Atlas
A t t o rney at Law

Banks, processors and ISOs often forget that
ISOs sign contracts between merchants and
banks or processors and generally do not sign
contracts directly with merchants. Whoever

you are in the matrix of relationships in the electro n i c
transactions processing business, it benefits you to con-
sider who the parties are to the contracts in your specific
b u s i n e s s .

One of the first principles taught in any law school con-
tracts class is 'privity of contract.' In a nutshell, if one
party has privity of contract with another, it means that
the parties have a contractual relationship directly with

each other. If you do not have privity of contract with
another party, then in most cases you cannot sue the other
party on the contract. 

For example, if you are a processor and you sign an ISO
deal with an ISO that has 10 sales re p resentatives, the
most likely scenario is that you have privity of contract
with the ISO but not with the individual sales re p re s e n t a-
tives. Those sales re p resentatives, on the other hand, have
privity of contract with the ISO but not with you, the
p ro c e s s o r. 

As readers of The Green Sheet are generally aware, even
if the merchant goes directly to the ISO or the sales re p re-
sentative when it has questions or issues, the merc h a n t
generally has no direct contractual relationship with the
ISO. 

It is in the best interest of the ISO to service the merc h a n t
even though the ISO has no direct relationship with the
m e rchant. The motivation for an ISO to service one of its
m e rchants is often purely business-based and not legally-
based; however, sometimes business motivation is not
enough to settle any or all of the issues that may arise
between an ISO and a merc h a n t .

It's important to know who really has the legal obligation
to the merchant under the merchant agreement. Suppose
a merchant agreement is between the merchant and a
bank. In the event that the sales re p resentative, the
p rocessor and the ISO are unable to address a significant
issue for that merchant, all parties in this matrix should
be aware of how to reach the bank to promptly addre s s
the merchant's issue. 

Most ISOs and processors are incapable of legally forc i n g
a bank to perform for a merchant. As such, channels of
communication between ISOs, processors and banks

Legal Ease
Privity of Contract: Know All
Parties to Your Agreements

In a nutshell, if one party 
has privity of contract with
another, it means that the
parties have a contractual
relationship directly with 
each other.



must be available if ISOs are to
deliver the level of service that mer-
chants expect in this business today.

While banks or processors generally
have privity of contract with mer-
chants and there f o re the direct obli-
gation to provide processing servic-
es, if you are an ISO, do not let your
exclusion from that direct re l a t i o n-
ship mislead you into thinking that
you are any less liable for losses that
you have agreed to take on under
your ISO agreement. 

Given that the ISO usually has no
d i rect privity of contract with a mer-
chant, the ISO must rely entirely on
the processor or bank to take all nec-
essary action to recover uncollected
m e rchant debt from merchants (See
"How About Them Reserves?" The
G reen Sheet, Oct. 27, 2003, issue
03:10:02). 

But what happens when banks or
p rocessors do not pursue merc h a n t s

that have defrauded them of signifi-
cant sums? Ty p i c a l l y, the bank or
p rocessor can immediately deduct
uncollected merchant debt from the
reserves held back from the mer-
chant or the ISO, and not bother to
collect those amounts from the mer-
chant. 

O c c a s i o n a l l y, ISOs are left liable for
uncollected merchant debt in this
manner and have no right of action
against the merchant for whom they
have carried the risk. This is why it
is important for ISOs and pro c e s s o r s
to negotiate in their ISO or pro c e s s o r
a g reements the right to sue mer-
chants directly for any losses for
which they indemnify the bank—for
example, if a merchant has a mer-
chant agreement with a bank, and
an ISO assumes full liability on the
account. 

By law, the ISO has no right to sue
the merchant directly for merc h a n t
fraud because the ISO has no privity
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By law, the ISO has no 
right to sue the merchant

directly for merchant fraud
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privity of contract with the
merchant. It should be the

industry standard that every
party that is liable for losses

has the right to sue the 
merchant on the losses for

which they have been liable.



of contract with the merchant. It
should be the industry standard that
every party that is liable for losses
has the right to sue the merchant on
the losses for which they have been
liable. 

This can be accomplished by insert-
ing simple language in a typical ISO
a g reement—for example:

"Right of Action Against Merc h a n t s .
In the event that ISO indemnifies
Bank for any uncollected merc h a n t
debt here u n d e r, then Bank
covenants to assign to ISO any and
all rights of action under the
M e rchant A g reement with such
m e rchants, or other agreements, as
the case may be, such that ISO may
sue merchants directly for all such
a m o u n t s . "

(Please note that the above language is
generic language and will definitely have
to be adapted to suit the needs of your par-
ticular agreement. 

Do not use this language without consulting
an attorney.)

The language above refers to the
assignment of rights of action. These
assignments are really assignments
of rights that the Bank has under its
m e rchant agreement with the mer-
chant. The clause effectively obliges
the bank to assign the merc h a n t
a g reements to the ISO to the extent
that the ISO is held liable to the bank
for merchant losses. Ideally, this
would prevent the ISO from being
liable for a loss for which it has no
chance of re c o v e r y.

I advise all processors and ISOs to
take a moment and look at their pro-
cessing services or ISO agre e m e n t s
to see if this kind of language is
included. If not, you may wish to
have a discussion with your coun-
terparty about your right to sue
m e rc h a n t s .

Privity of contract is useful in other
contexts as well. Without going into
g reat detail, a good principle to
remember is that if you want an
individual or a company to be obli-
gated to you, then make sure you
sign a contract directly with that
individual or company. Wi t h o u t
d i rect privity of contract it becomes
very difficult from a legal perspec-
tive to sue. 

Consider your risks and negotiate
your contracts accord i n g l y.   

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

For further information on this art i c l e ,
please contact Adam Atlas, Attorney at
Law by e-mail: atlas@adamatlas.com or by
phone: 514-842-0886.
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How do I increase credit card sales
with check conversion? 

EZ.

© 2003 EZCheck Check Services. All rights reserved. www.ezchk.com

I use EZCheck.® EZCheck is an industry leader with the
knowledge and experience to deliver the most 
dependable Check Conversion and Check Guarantee
products available today. Check Conversion is the most
successful and powerful selling tool to hit the market in
years. I take advantage of this dynamic service as an
entrée to open the door to new customers and drive
business into my portfolio. Put EZCheck in your sales
offering and you'll enjoy some of the best advantages 
the industry has to offer.

• Lifetime residual income
• Extremely competitive rates
• Faxed applications accepted
• Merchant approvals and downloads within 

24 hours
• Flexible equipment and platform requirements
• No hidden fees
• No surprises (no kidding)

They've even made getting started easy.
Just call 1-800-797-5302 ext. 313.
Or email ezsales@ezchk.com.





Pre-Settlement Rate New Rate*
Convenience Purchases (23) 1.80% + 0.00 Eliminated
Small Ticket (25) N/A 1.60% + 0.04
Petroleum – CAT/AFD (27) N/A 0.70% + 0.17
Petroleum – Service Stations (28) N/A 0.70% + 0.17
Merit III – Tier 1 (10) N/A 0.70% + 0.15
Merit III – Tier 2 (11) N/A 0.83% + 0.15
Merit III – Tier 3 (12) N/A 0.95% + 0.15
Merit III – Base (70, 80) 1.40% + 0.10 1.05% + 0.15
Supermarket – Tier 1 (13) N/A 0.70% + 0.15 (0.35 max)
Supermarket – Tier 2 (14) N/A 0.83% + 0.15 (0.35 max)
Supermarket – Tier 3 (15) N/A 0.95% + 0.15 (0.35 max)
Supermarket – Base (71, 81) 1.20% + 0.00 1.05% + 0.15 (0.35 max)
Warehouse Club – Tier 1 (16) N/A 0.70% + 0.15 (0.35 max)
Warehouse Club – Tier 2 (17) N/A 0.83% + 0.15 (0.35 max)
Warehouse Club – Tier 3 (18) N/A 0.95% + 0.15 (0.35 max)
Warehouse Club – Base (91) 1.10% + 0.00 1.05% + 0.15 (0.35 max)
Consumer Standard (75, 85, 95) 2.65% + 0.10 1.90% + 0.25
Merit I (78, 88, 98) 1.90% + 0.10 1.64% + 0.16
Key-Entered (92) 1.80% + 0.10 1.64% + 0.16
Passenger Transport (93) 1.70% + 0.10 1.60% + 0.15
Restaurant (26) N/A 1.19% + 0.10
Travel Industries Premier Service (97) 1.58% + 0.10 1.36% + 0.15
Public Sector (22) 1.50% + 0.10 Eliminated
Service Industries (90) 1.15% + 0.05 1.15% + 0.05
Emerging Markets (29) N/A 0.80% + 0.25
Payment Transaction (20) 0.19% + 0.53 0.19% + 0.53
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Pre-Settlement Rate New Rate*
CPS/Retail Debit – Performance Threshold I 1.25% + 0.10 0.70% + 0.15
CPS/Retail Debit – Performance Threshold II 1.25% + 0.10 0.83% + 0.15
CPS/Retail Debit – Performance Threshold III 1.25% + 0.10 0.95% + 0.15
CPS/Retail Debit – All Other 1.25% + 0.10 1.05% + 0.15
CPS/Supermarket Debit – Performance Threshold I $0.40 0.70% + 0.15 (0.35 max)
CPS/Supermarket Debit – Performance Threshold II $0.40 0.83% + 0.15 (0.35 max)
CPS/Supermarket Debit – Performance Threshold III $0.40 0.95% + 0.15 (0.35 max)
CPS/Supermarket Debit – All Other $0.40 1.05% + 0.15 (0.35 max)
CPS/Retail 2 Debit 1.43% + 0.05 0.80% + 0.25
CPS/Retail Key Entry Debit 1.80% + 0.10 1.60% + 0.15
CPS/Card Not Present Debit 1.80% + 0.10 1.60% + 0.15
CPS/Retail Service Station, Debit 1.25% + 0.10/1.39% + 0.10 0.70% + 0.17
CPS/Automated Fuel Dispenser Debit 1.50% + 0.05 0.70% + 0.17
CPS/e-Commerce – Basic, Debit 1.80% + 0.10 1.60% + 0.15
CPS/e-Commerce – Preferred, Debit 1.80% + 0.10 1.55% + 0.15
CPS/Hotel and Car Rental Card Not Present, Debit 1.58% + 0.10 1.36% + 0.15
CPS/Hotel and Car Rental Card Present, Debit 1.58% + 0.10 1.36% + 0.15
CPS/e-Commerce Preferred – Hotel and Car Rental, Debit 1.58% + 0.10 1.36% + 0.15
CPS/Passenger Transport, Debit 1.70% + 0.05 1.60% + 0.15
CPS/e-Commerce Preferred – Passenger Transport, Debit 1.70% + 0.05 1.60% + 0.15
CPS/Small-Ticket, Debit N/A 1.60% + 0.04
CPS/Restaurant, Debit 1.25% + 0.10/1.39% + 0.10 1.19% + 0.10
CPS/Account Funding Debit 2.00% + 0.10 1.75% + 0.20
Express Payment Service, Debit 2.00% + 0.02 1.95% + 0.02
EIRF, Debit 2.14% + 0.10 1.75% + 0.20
Standard, Debit 2.49% + 0.10 1.90% + 0.25
New Fee Program Name New Rate
Credit Voucher – MOTO and e-Commerce, Consumer Debit 1.87%
Credit Voucher – Non-Passenger Transport, Consumer Debit 1.31%
Credit Voucher – Passenger Transport, All Card Types 1.94%

2004/2005 MasterCard and Visa Interchange Rates





A Rose is
a Rose
is a Rose…

While it is
t rue that a
rose would
still smell

sweet if we called it a
deadly nightshade, it
would probably not have
the same romantic conno-
tations attached to it—or
be such a best seller on
Valentine's Day. 

What would it mean to receive a
dozen deadly nightshades from an
a d m i rer? Although a name may not
actually change physical characteris-
tics or inherent traits, it matters a lot

when it comes to how something is perceived by others.

Even more so than with flowers, what you decide to name
your company has a huge impact on many aspects of ru n-
ning the business and will be one of your company's most
important assets. The company name will probably be the
first impression you make on your customers; that first
contact should instill confidence. 

T h e re are a few simple steps to follow when choosing
your company's name. The first thing to consider is that
this will be your brand. It will create and establish re c o g-
nition for you and your business. 

Does the name accurately describe what types of services
and products your company provides? If you're selling
c redit card processing, it might be unwise to name your
business Giraffes Unlimited. It will only lead to confu-
sion. 

But also keep the future in mind. Don’t let the name of
your business limit your options. For instance, if you call
your business Merchant Credit Card Processing Services

of 5th Street, will you be able to expand to 6th Street or
even the next town?

The next thing to keep in mind is to make sure the name
is easily recognizable and memorable. Is it easy to pro-
nounce or will your customers need to consult a diction-
ary to figure out how to say it? 

The idea is to devise an original name that your cus-
tomers can both remember and repeat, which makes it
easier for them to contact you—and refer other customers
to you.

When choosing the name, refer to your business and mar-
keting plans. What? You don't have a business plan? 
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"What's in a name? That which we call a rose
by any other name would smell as sweet."

– William Shakespeare
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ATMIA Fifth Annual Conference East
"ATMs in the Americas"

Highlights: This conference is geared toward the North
American ATM market, including Canada, Latin America
and the largest in the world, the United States. ATMIA
brings together industry leaders and businesses and offers a
forum to learn about issues and business opportunities.
Covering all aspects of operating ATMs, from risks to
opportunities, this conference will include workshops, semi-
nars, presentations and a vendor exhibit. Technology, fraud
and security, management issues, influences from other
financial forces and new market development are all topics
to be broken down for discussions on specifics within each
area. Attendees will find plenty of chances for networking
and expanding their industry knowledge.

When: Feb. 17 – 19, 2004
Where: Tampa Marriott Waterside Hotel 

and Marina, Tampa, Fla.
Registration: Visit www.atmianortham.com; 

phone 605-528-7270

Good Selling!

Paul H. Green

No problem. Go to past issues of The Green Sheet, Sept.
8, 2003 (03:09:01) through Nov. 24, 2003 (03:11:02) and
review how to create a business plan. 

Use the business and marketing plans to guide you in
the decision. Look to your mission statement as a gre a t
tool in developing a company name, which should
impart the values of your company. 

When you have a few possible names selected, take the
list to other people. Try the names out on friends, fami-
ly and current customers. Make sure you get feedback
f rom merchants—they are your target audience after all.                

Once you have your final name, you're not quite done
yet. It's now time to do a little re s e a rch. If you plan on
trade marking (it offers more protection, but is more
expensive to do) or registering (it offers less pro t e c t i o n ,
but is less expensive to do) your name, you will need to
do a search for available trademarks at the U. S. Patent
and Trademark office's Web site at www. u s p t o . g o v.

You will also need to check on the laws for your state to
make sure that you can legally use the name you have
chosen. You can usually find the information you will
need through the appropriate Secretary of State or
Department of Corporations.

After you have made you name official, make sure you
use it. Let all your current customers know the name.
Send a formal letter on letterhead with the name and
logo; don't forget business cards, either.

F i n a l l y, once you have chosen the name, keep it.
Nothing will confuse your customers more than not
knowing what to call you. They want to believe that you
will be there for them in the future and that they know
whom to tru s t .

As you set out to name your business venture, re m e m-
ber the rose and avoid the deadly nightshade.
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Access to Money
(888) 501-5246

NationalLink
(800) 363-9835

B A N K S L O O K I N G F O R
A G E N T S

Redwood Merchant Serv i c e s
(800) 528-6661

BANKS LOOKING 
FOR ISOs/MSPs

Best Payment Solutions
(866) 289-2265

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

Chase Merchant Services, LLC
(800) 622-2626 x86016

First American Pymt Sys
(866) GO4 FA P S

G roup ISO
(800) 960-0135

Humboldt Merchant Services, L.P.
(877) 635-3570

Integrity Payment Systems
(888) 477-4500

National Processing Co.
(800) 672-1964 x 7684

Redwood Merchant Serv i c e s
(800) 528-6661

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

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
(866) 464-3272

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
(410) 855-8500

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

Strategic Mgt. Partners, LLC
(800) 886-4465

C R E D I T C A R D C A S H
A D VA N C E

P O S Payment Systems
(718) 548-4630

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

C a s h l a n e
(800) 325-2862

Global Payments, Inc.
(800) 801-9552

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

Intercept Corporation
(800) 378-3328

Universal Payment Solutions
(877) 889-7500

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
B a rtlett Info Tech Svcs, LLC

(901) 384-6151
C a rd Wa re Intern a t i o n a l

(740) 522-2150
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
P O S B U Y. c o m

(866) 276-7289
TA S Q Te c h n o l o g y

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

(800) 856-2030
Vital Merchant Serv i c e s

(800) 348-1700

FREE ELECTRONIC
CHECK RECOVERY

C h e c k A G A I N
(800) 666-5222

Check Recovery Systems
(800) 721-0930

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

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

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

P O S Payment Systems
(718) 548-4630

T E N D E R C A R D
(800) 383-8280 x202

I S O R E L ATIONSHIPS 
AVA I L A B L E

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

AmericaOne Payment Sys
(888) 502-6374

BioPay Biometric Payment Systems
(866) 324-6729

Business Payment Systems
(877) 700-7947 x242

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

C o C a rd Marketing Gro u p
(800) 882-1352

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

E V O Payment Systems
(800) CARDSWIPE x7800

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

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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G roup ISO
(800) 960-0135

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

N O VA Information Systems
(800) 226-9332

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 x 315

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

I S O S / B A N K S
P U R C H A S I N G AT M
P O RT F O L I O S

F T I
(866) 450-9815 x22

Nationwide Automated
Systems, Inc.

(818) 716-6790

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

AmericaOne Payment Sys
(888) 502-6374

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

Chase Merchant Services, LLC
(800) 622-2626 x86016

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

E V O Payment Systems
(800) CARDSWIPE x7855

N O VA Information Systems
(800) 226-9332

PaySystems Corporation
(514) 227-6894 x407 

Total Merchant Serv i c e s
(888) 84-TOTAL x 315

ISOs LOOKING 
FOR AGENTS

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

Aliant Financial Serv i c e s
(877) 377-0788

AmericaOne Payment Sys
(888) 502-6374

A p p roval Payment Solutions, Inc.
(888) 311-7248

AT S / C o C a rd
(877) 334-0272

B a n c a rd Payment Systems
(866) 783-7200

Best Payment Solutions
(866) 289-2265

Business Payment Systems
(877) 700-7947 x242

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

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

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

E V O Payment Systems
(800) CARDSWIPE x7800

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

Innovative Merc h a n t
S o l u t i o n s

(800) 397-0707
M S I - M e rc h a n tS e rvices, Inc.

(800) 537-8741 x9-12
National Processing Co.

(800) 672-1964 x7655
Netcom Data Southern Corp.

(800) 875-6680
P re f e rred Card Services, Inc.

(800) 656-0077 x16
S i g n a t u re Card Serv i c e s

(888) 334-2284
Total Merchant Serv i c e s

(888) 84-TOTAL x 315
Transaction Payment Systems

(800) 999-8674 x309
United Merchant Serv i c e s

(800) 260-3388 x236

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

L E A D S G E N E R AT O R S

Hot Leads Xpre s s
(866) 627-7729

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
Accomack Leasing

(877) 325-6469
American P.O.S. Leasing Corp.

(800) 349-6516
B A R C L AY SQUARE LEASING, INC

(866) 396-2754
First Leasing Corporation

(888) 748-7100
First Manhattan

(800) 220-5125
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
(866) 464-3277

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

N o rt h e rn Leasing Sys., Inc.
(800) 683-5433

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

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

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

S e c u r- C h e x
(866) 464-3272

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 x4883

N O VA Information Systems
(800) 226-9332

P a y m e n t e c h
(888) 849-8980

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

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 Sol., 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

2GS, LLC ..................................................................................37
ABANCO International ..............................................................49
ACCPC ....................................................................................57
Advanced Payment Services ......................................................78
AmericaOne Payment Systems ....................................................9
ATM Industry Association ..........................................................58
Axalto .................................................................................. 62
Bancnet Corporation..................................................................73
Bank Card Depot ......................................................................47
Barclay Square Leasing................................................................8
Best Payment Solutions ..............................................................26
BUDGET Terminals & Repair ......................................................56
Business Payment Systems ..........................................................64
Central Bancard ........................................................................12
Charge Card Systems .............................................................. 74
Comerica Bank..........................................................................59
Commercial Credit Counseling ..................................................53
Comstar Interactive ....................................................................10
CrossCheck, Inc. ........................................................................19
Cynergy Data............................................................................32
E-Chex .................................................................................... 51
Electronic Payment Systems ...................................................... 71
Electronic Payment Systems II ......................................................76
EVO Payment Systems ........................................................40, 41
EZCheck ..................................................................................75
First American Payment Systems ................................................81
First Data Merchant Services-MD ..............................................55
Frontline Processing .................................................................. 36
FTI ..........................................................................................46
General Credit Forms, Inc. ........................................................69
Global Electronic Technology......................................................11
Global eTelecom, Inc. .............................................................. 79
Humboldt Merchant Services ......................................................72
Hypercom ................................................................................88
Institute for Payment Professionals ..............................................18
Integarated Leasing  ................................................................43
IRN/PartnerAmerica............................................................20, 21
JR’s P.O.S. Depot ......................................................................66
Lipman USA..............................................................................15
Lynk Systems, Inc. .................................................................... 48
Merchant Processing Incorporated ..............................................63
Money Tree ..............................................................................61
MSI-NJ ....................................................................................29
MSI-NJ 1-800-BankCard ..........................................................83 
NAOPP ....................................................................................70
Nationwide Automated Systems, Inc. ........................................ 30
Nationwide Check Services ........................................................54
Nationwide Payment Solutions....................................................50
North American Bancard ............................................................7
Northeast Acquirers' Association ................................................34 
NOVA Information Systems........................................................28
NPC ........................................................................................13
Orion Payment Systems ............................................................68    
Payment Option Solutions ..........................................................22
Plug & Pay, Inc. ........................................................................14
POS Payment Systems................................................................80
POSBUY.COM ..........................................................................60
POSBUY.COM II ...................................................................... 85
Retriever Payment Systems..........................................................31
Secure Payment Systems ............................................................42
Signature Card Services  ........................................................ 35   
Star Systems..............................................................................17
TASQ Technology ......................................................................87
Thales e-Transactions .................................................................. 2
Terminal Superstore ..................................................................24
The Phoenix Group........................................................23, 25, 27
Total Merchant Services ......................................................44, 45
United Bank Card......................................................................67
United Merchant Services ..........................................................38
Verifone ....................................................................................65
Vision Payment Solutions............................................................52
Vital Merchant Services ..............................................................39

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






