
The merchant level sales-
person (MLS) network
spans far and wide acro s s
the country, and it's not

often that agents get to match the
names with the faces of their ISO
partners. Starting with its latest ad
campaign, We s t b u r y, NY-based IRN
Payment Systems is one ISO you'll
be seeing and hearing a lot more of. 

The ads picture IRN's President and
management team, and the compa-
ny has several exciting new pro-
grams available: merchant cash
bonuses, the launching of a pro p r i-
etary point-of-sale check debit pro-
cessing system and a new partner-
ship with a gift card pro v i d e r.
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The Faces Behind the Name

In its simplest form, marketing is a quid pro quo—a deal
between you and your potential customer that inherently
implies, "I'll give you this, and in exchange you'll give me
that.

See Story on Page 41
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To Al l  Sa l es  Leve l  Pr o f e s s i o n a l s

How to make the most out of career and make the Real Money

I often read The Green Sheet, and I know that there are many ideas
and views top executives have of the sales professional. Sales is one
of the most important aspects of a business' ability to make money;
if it were not for sales, not too many companies would be in
business. 

I have hired many individuals in the past few months. I see many
flaws and would like to work on and share great ideas to help you
make extra money.

For one, I don't think some of the individuals in the industry think
and work hard enough to make that extra sale and go that extra
mile. I do not know if the following will serve as motivation for you
or not, but this is what I think:

First, if you are in sales and understand that the sky is the limit, then
you would be eager to wake up each day to make money and have
the great feeling of satisfaction. I see many individuals go through
life, working 9 to 5 and not thinking out of the box. They aren't net-
working and working their leads from existing merchants. 

I have been in the merchant services business for 2+ years and was
approached by a friend who is a very well established ISO. After
seeing how Wall Street works and how these sales professionals

make millions, I understand it is nothing more than being greedy
and ambitious. 

To be honest, I can sit here and tell you how to make a million dol-
lars, that it is not that hard in this industry if you put your heart
behind your motivation. (But I am not going to give you the tricks of
the trade unless you are willing to give this 100% of your efforts.) 

When you work on commission, it is you vs. the next guy. Don't take
'no' for an answer, and don't let yourself get hung up on. If you are,
then you have to change your approach. 

In sales you have to do what is necessary to get the sale whether it
is the rate or just taking this to a personal level with each new
prospect. But it can be done. You have the power, you are offering
them the savings and the expertise—remember that. 

I talk to so many people who have never even heard of interchange.
When you work you have to be knowledgeable on the products and,
of course, on your cost and how the business works. Since knowl-
edge is power, without power you have nothing.   

I think that you should be so motivated that you should want to work
until 6, 7, 8 p.m., if you want to make the real money. Unless you
are satisfied with your income and happy with the portfolio you
have built, then keep up the hard work. 

There are so many different ways to go about getting referrals and
new accounts without having to cold call to optimize even more new
accounts. There are so many different ways to start a profitable
referral business and partnership. 

I have many stars I have worked with that are now closing huge
accounts and making the real money. No matter if they are selling
merchant accounts or selling a car, the rules are all the same. Sales
is sales, and you should be able to sell water to a whale. If you are
driven, eager and want to make the most out of your career, feel free
to contact me.

Best wishes,
Brian A. Roth

rothba@aol.com
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I didn't just get back from Mardi Gras, Chad.
A c t u a l ly, I'm returning from a tradeshow.







N E W S

E-Commerce Sales Report for Q4 2003

The Census Bureau of the U.S. Department of
C o m m e r c e reported that Q4 2003 retail e-commerc e
sales (not adjusted for seasonal, holiday and trading-
day diff e rences) totaled $17.2 billion, an increase of
25.1% from Q4 2002 and an increase of 29.7% from the
p revious quarter. E-commerce sales accounted for 1.9%
of total retail sales in Q4 2003. 

Overall retail sales totaled $918.2 billion, an increase of
6.2% from the same period a year ago and an increase of

5.2% from the third quarter of 2003.
The department began tracking e-com-
m e rce sales in 1999.

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

Global Axcess Approved
for CISP

Global Axcess Corp.'s wholly owned
s u b s i d i a r y, EFT Integration, Inc., is
now compliant with Visa's Card
Information Security Program (CISP).
C I S P defines a standard for securing
Visa cardholder data, wherever it is
located. CISP compliance has been
re q u i red of all entities storing, pro c e s s-
ing, or transmitting Visa card h o l d e r
d a t a .

ID Theft Assistance Corp. Created

The Financial Services Roundtable and B I T S h a v e
formed the Identity Theft Assistance Corporation, a
n o n - p rofit industry consortium that will pilot the
Identity Theft Assistance Center (ITAC), along with
Wells Fargo and Co. The ITAC's services, provided at no
cost to victims, are intended to help victims of identity
theft. Forty-seven of the nation's largest financial insti-
tutions are founding members of the ITA C .

The Financial Services Roundtable (www. f s ro u n d . o rg )
re p resents 100 of the largest integrated financial servic-

Page 8

➤ The Conference Board's Consumer Confidence Index, which had improved in January 2004,
slipped in February. The February Index now stands at 87.3, down from 96.4 the previous month.

➤ 7-Eleven Canada Inc. is opening its convenience stores in malls, colleges, airports and hospitals, 
the National Association of Convenience Stores reported. These stores will be smaller than its regular stores
and will offer more fresh foods.

➤ Seventy-six Sunoco, Inc. (R&M) retail outlets were closed by the National Real Estate Clearinghouse 
(NRC). The stores were located in Detroit and in Dayton, Columbus and Cincinnati.

➤ Apple Computer announced plans to open at least two stores in Toronto. The company 
has 76 stores currently in operation around the world. 

I M P O RTANT ANNOUNCEMENT

ETA Annual Meeting Discount For 1099 MLSs 

The Electronic Transactions Association ( E TA) said it is expanding a
special discount for Merchant Level Salespeople (MLSs) on one-day re g-
istration rates for its Annual Meeting and Expo in Las Vegas, A p r i l
20 –22, 2004.  This is a one-time offer that enables any MLS who is a 1099
independent contractor to attend one day of the ETA's annual meeting
for $185. Those who are eligible may chose to attend the conference on
either We d n e s d a y, April 21 or Thursday, April 22.  This discount is not
available for more than one day.

This announcement follows the recent introduction of the ETA A ff i l i a t e
Service Provider program that allows 1099 status MLSs access to dis-
counts on a range of ETA p roducts and services. 





es companies. BITS (www. b i t s i n f o . o rg) was created in
1996 to foster the growth and development of electro n i c
financial services and e-commerce for the benefit of
financial institutions and their customers.

PA RT N E R S H I P S

Catuity Licenses Software to Certegy

C a t u i t y, Inc. signed a long-term license agreement with
Certegy Inc. Certegy will install Catuity's real-time loy-
alty software at its international processing centers.
Catuity is a loyalty and e-coupon software provider to
p rocessors, card issuers and merc h a n t s .

eFunds Renews Two Contracts

T h rough a multi-year ATM branding contract, e F u n d s
C o r p . extended its longstanding partnership with C O -
OP Network, the largest credit union EFT network in
the United States. eFunds will continue to enable the
C O - O P Network to brand additional eFunds' ATMs and
expand customer access points through eFunds' AT M
p rogram. eFunds also announced that it renewed its
a g reement with a decade-long partner, E n c o r e
Electronic Services Cooperative, a Credit Union
Services Organization. eFunds will provide ATM driv-

ing, network access, debit card processing and other
p roducts to 65 Encore credit union members thro u g h o u t
the United States.

Ingenico and POS Portal Partner

POS Portal will provide sales and deployment services
for I n g e n i c o's Elite 712 "hand-over" debit ready termi-
nal, the Elite 710 terminal and the Ingenico 2600 check
i m a g e r / re a d e r, which will enabe POS Portal to market
Ingenico's point-of-sale products at a competitive price
t h rough its sales automation and order entry manage-
ment solutions.

Paymentech To Process for Taco Bueno

Paymentech, LP will process credit and debit card
transactions for 124 Taco Bueno locations thro u g h o u t
Texas and Oklahoma. Paymentech won the multi-year
a g reement after a 12-store pilot implemented about one
year ago.

TPI Software's Payment Server Selected
by State of Washington

The Washington State Department of Labor and
I n d u s t r i e s will use TPI Software LLC's Payment Server
solution that supports credit and online debit with Vi t a l
P rocessing Services. TPI Software LLC's Payment Server
p roduct line, along with Vital Processing Services, is
supporting new payment types such as online (PIN-
based) debit and EBT cards using Vital's SSL2 transport
p rotocol. The TPI Payment Server enables merchants to
s e c u rely process payments in retail, e-commerc e ,
M O TO and wireless industries.

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

Ambiron Acquires Tekom

Ambiron, LLC, an independent information security
and compliance firm that provides solutions to busi-
nesses ranging in size from small to Fortune 500,
a c q u i red Chicago-based Tekom, Inc., which builds and
maintains secure and reliable screen-based ord e r- e n t r y
systems access to both electronically traded and open
outcry markets. Terms of the deal were not disclosed.

Certegy Buying Two Companies

Certegy Inc. is acquiring Game Financial Corp., a sub-
sidiary of Travelers Express Co., which is owned by
Viad Corp. and a provider of debit and credit card cash
advances, ATM access and check cashing services in
a p p roximately 60 U.S. gaming establishments Certegy
is buying the company for approximately $43 million in
c a s h .

Certegy also announced it acquired Crittson Financial
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Services LLC for approximately $22.5 million in cash.
Crittson provides full-service card and merchant pro-
cessing services to more than 275 financial institutions,
450,000 cardholders and 8,500 merchants thro u g h o u t
the United States. 

TowerGroup Sold to MasterCard

MasterCard Advisors, a global professional services
o rganization and a subsidiary of MasterCard
International, acquired To w e r G r o u p f rom Reuters.
To w e r G roup is a leading re s e a rch and advisory firm
focused exclusively on the global financial services
i n d u s t r y. It will continue to operate as a separate busi-
ness; its headquarters will remain in Needham, MA.

Moneris Buys RBC Centura's
Merchant Portfolio

Moneris Solutions, Inc. p u rchased the merc h a n t -
acquiring portfolio of RBC Centura Bank, the North
C a rolina-based subsidiary of Royal Bank of Canada.
The companies did not disclose the terms of the deal. 

Moneris and RBC Centura also entered into a re f e r r a l
a g reement, whereby Moneris will sign up new mer-
chant accounts from RBC Centura's 242 branches locat-
ed throughout N.C., S.C., Va., Ga. and Fla.

InterCept Selling IPS

InterCept, Inc. announced plans to sell its merc h a n t
services division, InterCept Payment Solutions (IPS) to
a management group from IPS (led by its CEO John M.
Perry) and a third-party provider of merchant payment
services. The proposed purchase price is $37.4 million.

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

Advanced Payment Services Adds Two
to Management Team

Advanced Payment Services (APS) recently hired D r e w
Yo u n g, formerly of CPS, to be the Director of Te c h n i c a l
Support for the ISO Line of Business. Young has 15
years of experience in the industry, including technical
support, account implementation, software develop-
ment and integration. The company also hired R o d n e y
P e s a n t e s, previously with Paymentech, then CPS, to be
the Director of Technical Support for its merchant base.
Pesantes has seven years of industry experience, includ-
ing customer service, technical support and account
maintenance. 

APS said it recognizes these two valuable additions to
its management team will complement its existing level
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of superior service for which APS is known. 

Jim Bidwell Elected to E*TRADE Board

E*TRADE FINANCIAL C o r p. elected Jim Bidwell as
Chief Risk Off i c e r, a newly created position. Bidwell
joined E*TRADE in March 2000 as Vice Pre s i d e n t ,
Finance. He previously served as Vice Pre s i d e n t ,
Corporate Strategy. Prior to joining E*TRADE, Bidwell
was Vice President, Finance-Product Development for
I O M E G A C o r p .

MasterCard's Cone to Head TowerGroup

Karen Cone , formerly the MasterCard Advisors Global
Practice Leader for Research, was appointed Pre s i d e n t
and CEO of To w e r G r o u p upon MasterCard A d v i s o r s '
acquisition of the company. Cone joined MasterCard
Advisors in May 2003. Prior to that, she served 10 years
at Gartner Inc., where she was a member of the senior
leadership team, held several senior level re s e a rch posi-
tions and was the General Manager of Gartner. c o m .
Prior to Gartner, Cone worked 19 years at IBM.

PULSE Elects New Chairman

Jerry Host was elected to serve as the new Chairman of
the Board of Directors of PULSE EFT Association. Host

is a Director of Jackson, Miss.-based Trustmark National
Bank, which is part of Trustmark Corp., a $7.9 billion
financial services company. He is also President of
Trustmark's General Banking. As the new Chairman of
PULSE, Host succeeds Fred Spratlin of First Te n n e s s e e
Bank, who is re t i r i n g .

Moneris Hires Merena

J. Brian Merena joined Moneris Solutions as Senior
Vice President, Financial Institutions. Merena will be
responsible for developing and maintaining the compa-
ny's financial institution partner program. He has an
extensive background in the financial services industry.
B e f o re coming to Moneris, he served as Senior Vi c e
P resident of Sales at Diversified Acquiring Solutions.
He also founded JB Enterprises, a business service solu-
tions company. Merena served as Vice President of Sales
for Merchant Card Management Systems, and Senior
D i rector of Sales and Strategic Partnering with Nova
Information Systems.

ID Theft Assistance Corp. Appointments

Stan Ommen was elected Chairman of the Board of the
Identity Theft Assistance Corporation, a non-pro f i t
industry consortium managing the Identity Theft
Assistance Center (ITAC). Following are additional
appointments to this org a n i z a t i o n :

• President: Steve Bartlett, President and CEO 
of The Financial Services Roundtable 

• Vice President and Treasurer: Catherine Allen,
CEO of BITS 

• Secretary: Leigh Williams, Chief Privacy Officer,
Fidelity Investments

• Anne Wallace was named Executive Director 
of the new corporation

Coinstar Hires General Manager

C o i n s t a r, Inc. appointed Steve Ve r l e y e to the position
of General Manager of Electronic Payment Solutions.
Most re c e n t l y, Verleye served as President and CEO of
Applied Microsystems. Prior to that, he held senior
management positions at Radisys Corp., Sequent
Computer Systems and Intel Corp.

InterCept Appoints Two New Board Members

I n t e r C e p t appointed two new members to its Board of
D i rectors, effective Feb. 20, 2004: 

• Dr. James A. Verbrugge, Director of the Center for
Strategic Risk Management at the University of
Georgia's Terry College of Business

• Mark Hawn, founder and CEO of DocuForce, Inc. 

InterCept announced that effective Feb. 13, 2004, B o o n e
A. Knox and Jon R. Burke have resigned from the com-
pany's Board of Directors.  
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Contact:   1-800-454-7626   www.lipmanusa.com.

Our chips have 
m o re value.

The microprocessor chip inside every 8320 has unmatched power and   
speed to support a multitude of business applications. 

Featuring Lipman’s first-class quality and small footprint design, this 
terminal leaves nothing to chance. It’s highly reliable, easy to handle and
surprisingly simple to use.

• Visa PED s e c u re
• S e c u re internal PIN pad
• High speed modem 
• Designed to support larger 

memory capacity to enhance 
multiple applications

Visit us at ETA in Las Vegas to see how Lipman 
can add more value to your business. Booth #825.

• Quiet & fast thermal printer
• S m a rt card re a d e r
• Optional built-in ethern e t
• Optional integrated wireless modem 

for reduced communication costs and 
faster transaction speed

• Privacy shield





By Mike English
I n g e n i c o

Terms such as TCP/IP, WiFi and Ethernet are
being used more and more when describing
small merchant communications. Following is
a brief summary of terms that apply to the

e m e rging use of the Internet for authorization and deliv-
ery of services in the merchant bankcard industry.

Ethernet – Ethernet is a standard for network communi-
cation using either coaxial or twisted pair cable. Most
widely used for LAN communication, Ethernet typically
runs at 10 megabytes per second (Mbps), although newer
systems use 100 Mbps or even greater than a gigabit of
transfer speed. Corporations install Ethernet to manage
LAN communications traffic for data and Internet.

Ethernet is the IEEE standard 802.3 and has several dif-
f e rent 'flavors,' with the original Ethernet designated as
10base5. The '10' stands for 10 megabytes per second.
'Base' is the Baseband communications it uses. The '5'
stands for a maximum distance of 500 meters to commu-
nicate. The versions of Ethernet include 10Base-2 (10
Mbps, 200 meters), 10Base-T (10 Mbps, 100 meters, twist-
ed-pair) and 100Base-T (100 Mbps, 100 meter, twisted-
p a i r ) .

Ethernet Base-T – Ethernet, originally designed to oper-
ate over a heavy coaxial cable, was later updated to sup-
port thinner and lighter types of coaxial cable as well as
twisted-pair wire. Many buildings were already wire d
with twisted-pair wire, which could not support the
re q u i rement for high-speed networks that ran over coax-
ial cable. 

Installing a coaxial-based Ethernet network into these
buildings would re q u i re costly rewiring. There f o re, a new
network type known as 10Base-T was introduced to
enable the use of existing twisted-pair cable. Many stand-
beside payment systems such as those used in gro c e r y
s t o res use twisted-pair wire .

1 0 B a s e - T utilizes Category 3 (or higher) Unshielded
Twisted Pair (UTP) cable in a star topology where each
node on the network has its own cable run back to a com-
mon hub. Each of these cables can run up to 100 meters
(330 feet) in length. 

S S L – Secure Sockets Layer (SSL) is a protocol developed
by Netscape for transmitting private documents via the
Internet. SSL works by using a private key to encrypt data
that are transferred over the SSL connection. Both
Netscape Navigator and Internet Explorer support SSL
with many Web sites using the protocol to transfer confi-

dential user information, such as credit card numbers and
other sensitive information. By convention, URLs that
re q u i re an SSL connection start with "https:" not "http: ."

P r o t o c o l – All communications between devices re q u i re
that each device agrees on the format of the data being
transmitted. The set of rules defining this format is called
a protocol. At the very least, a communications pro t o c o l
must define the following: 

• rate of transmission (in baud or bps) 
• synchronous or asynchronous transmission
• half-duplex or full-duplex mode data transmission 

Internet Transaction Terms

Following are terms re g a rding the use of the Internet for
transaction authorization and delivery of value-added
services. 

T C P / I P is an abbreviation for Transmission Contro l
P rotocol/Internet Protocol, a suite of communications
p rotocols used to connect clients and hosts on the
Internet. TCP/IP uses several protocols, with the two
main ones being TCP and IP. TCP/IP is the de facto stan-
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d a rd for transmitting data over networks. 

I P is responsible for transmitting data from one network
location to another. The common term for a network loca-
tion is 'address' with each system, host and client on the
Internet having an address. This address is called an IP
a d d ress, and there are two formats for an IP a d d re s s .
I n t e r n a l l y, each computer system uses an IP a d d ress that
is composed of four numbers, usually written in the for-
mat of 198.137.231.1. The second is the address we use to
a d d ress an Internet site such as "www.ingenico.com ."

T C P p rotocol provides a virtual connection between two
systems and guarantees that the information being trans-
f e r red, called "packets," is successfully passed between
the systems. TCP will retransmit packets that are
d ropped, because of some network problem and will
e n s u re that the packets are received in the same order that
they are sent. 

This is important since there can be multiple routes that a
packet takes while traversing the Internet. TCP a l s o
e n s u res that each packet received by the application has
exactly the same content as when it was originally sent. If
a bit has changed or dropped for some reason, TCP w i l l
detect it and re-transmit the packet.

S L I P (Serial Line IP) and P P P ( Point-to-Point Pro t o c o l )
enable information to be sent over dial-up lines using IP.
Both take IP data and package it for transmittal over
modem dial-up lines. 

P P P is considered to be newer and better than SLIP,
although many Internet providers continue to support
S L I P dial-up access. SLIP and PPP will be a primary way
that retailers with dial terminals that do not have bro a d-
band or DSL access will hook up to the Internet for re a l -
time transaction authorization.

S M T P (Simple Mail Transfer Protocol) is used for sending
e-mail messages between servers. Most e-mail systems
that send mail over the Internet use SMTP to send mes-
sages from one server to another. The messages can then
be retrieved with an e-mail client using either POP ( P o s t
O ffice Protocol) or IMAP. In addition, SMTP is generally
used to send messages from a mail client to a mail server.

P O P is used to retrieve e-mail from a mail server. Most e-
mail applications, which are sometimes called an e-mail
client, use POP.

Advanced Modems
EFT POS terminals will re q u i re faster and smarter
modems to support transaction authorization and file
transmittal over IP. The following are modem types that
a re either currently in use, beginning to be used in EFT
POS terminals, or may be implemented later:

V. 2 2 p rovides 1200 bits per second at 600 baud.

V. 2 2 b i s is the first true world standard, allowing 2400 bits
per second at 600 baud.

V. 3 2 p rovides 4800 and 9600 bits per second at 2400 baud.

V. 3 2 b i s p rovides 14,400 bits per second or fallback to
12,000, 9600, 7200, and 4800 bits per second.

V. 3 2 t e r b o p rovides 19,200 bits per second or fallback to
12,000, 9600, 7200, and 4800 bits per second; can operate
at higher data rates with compression; was not a
CCITT/ITU standard .

V. 3 4 p rovides 28,800 bits per second or fallback to 24,000
and 19,200 bits per second and backward; compatible
with V.32 and V. 3 2 b i s .

V. 3 4 b i s p rovides up to 33,600 bits per second or fallback
to 31,200 or V.34 transfer rates.

V. 3 5 is the trunk interface between a network access
device and a packet network at data rates greater than
19.2 Kbps. V.35 may use the bandwidths of several tele-
phone circuits as a group. 
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Wi reless LAN S t a n d a rds - 802.11

V. 4 2 p rovides the same transfer rate as V.32, V.32bis and
other standards but with better error correction more re l i-
a b i l i t y.

V. 9 0 p rovides up to 56,000 bits per second transmission.

Wireless LAN Standards - 802.11

Use the chart above for quick access to information to
help you diff e rentiate between the available IEEE 802.1
w i reless networking standards.   

Mike English is Ingenico's Director of Marketing and
Communications. E-mail him at menglish@ingenico-us.com
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Standard Data Transfer Rate Comments
IEEE 802.11 Up to 2Mbps in the 2.4GHz band
IEEE 802.11a Up to 54Mbps in the 5GHz band Products that adhere to this standard are considered "WiFi Certified." Eight 

available channels. Less potential for RF interference than 802.11b and 
802.11g. Better than 802.11b at supporting multimedia voice, video and 
large-image applications in densely populated user environments. Relatively 
shorter range than 802.11b. Not interoperable with 802.11b.

IEEE 802.11b Up to 11Mbps in the 2.4GHz band Products that adhere to this standard are considered "WiFi Certified." Not 
interoperable with 802.11a. Requires fewer access points than 802.11a for
coverage of large areas. Offers high-speed access to data at up to 300 feet 
from base station. 14 channels available in the 2.4GHz band (only 11 of 
which can be used in the U.S. due to FCC regulations) with only three non-
overlapping channels.

IEEE 802.11g Up to 54Mbps in the 2.4GHz band May replace 802.11b. Improved security enhancements over 802.11. 
Compatible with 802.11b. 14 channels available in the 2.4GHz band (only 
11 of which can be used in the U.S. due to FCC regulations) with only three 
non-overlapping channels.





F irst Data Corp. announced the completion of its
acquisition of Concord EFS, Inc. on Feb. 26,
2004. The transaction is valued at appro x i m a t e-
ly $7 billion, according to First Data.

C o n c o rd EFS shareholders of re c o rd gave their appro v a l
of the merger at a meeting called specifically for them to
formally vote on the deal. First Data's shareholders had
a p p roved the merger on Oct. 28, 2003. 

The transaction was completed slightly ahead of sched-
ule; it had been anticipated to be finalized by the end of
Q1 2004. 

Under terms of the merger agreement with Concord, each
s h a re of Concord stock was converted to 0.365 First Data
common shares. The closing price of Concord's stock was
valued at $40.79 per share on Feb. 25, 2004. 

First Data issued approximately 170 million common
s h a res to Concord shareholders, who now own ro u g h l y
19% of the outstanding shares of the combined company.

The road to completion of the merger transaction was not
a smooth ride for First Data. The U.S. Department of
Justice (DOJ) brought a suit against First Data over anti-
t rust concerns over the merg e r, settled in December 2003. 

Under terms of the settlement, First Data agreed to sell its
64% stake of NYCE, the nation's third largest PIN debit
and ATM network. NYCE is a competitor of Concord ' s
S TAR network, the nation's largest. 

First Data had planned on combining NYCE and STA R ,
but the DOJ said the combined network would give First
Data control of at least 50% of the PIN debit pro c e s s i n g
m a r k e t .

First Data will now have 30,000 employees worldwide.
The company expects to earn more than $10 billion in
annual revenues by the end of the year. 

First Data said the new company will bring significant
o fferings to the payments industry and create more choic-
es for consumers, merchants and banks.  
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By Paul Rasori
Ve r i F o n e

When I travel overseas on business, I'm
invariably amazed by how many business
people are bilingual: it seems to be a de
facto re q u i rement for commerc e .

ISOs/MLSs and acquirers also need to move to a 'bilin-
gual model'—in today's payment world, they need to be
conversant not only in the language of dial-up, but also in
Internet Protocol, or IP.

As pointed out in The Green Sheet ("Use IP Technology to
Advance POS Capabilities," April 14, 2003, issue
03:04:01), there has been an explosion of advanced com-
munications options for payment, such as DSL, VSAT and
the ever-popular variants of Wi F i .

True, some of these alternatives might seem to be overkill
for smaller retailers. But the benefits of 'always-on' capa-
bilities, speed, integration and cross-channel marketing
will continue to reach down-market, and the advantages
of using IP technology will become more apparent. At a

minimum, we are in for an extended period where dial-
up and high-speed will coexist as communications
options. As a result, payment service providers need to
quickly learn the language for both. 

An example of a 'bilingual' situation: Burger King Corp.
recently began equipping its corporate and franchise
locations with payment terminals as part of its re c e n t l y
announced "Pay It Your Wa y," a nationwide card accept-
ance program. 

Driven by re q u i rements for speed of service at multiple
lanes per location, Burger King needed a solution that
could take advantage of high-speed Internet communica-
tions being deployed at most, but not all, locations. 

Because the complete rollout of broadband at all Burg e r
King locations will take time, the company also re q u i re d
a solution that could exist in either environment. This
single solution would ideally enable a migration path
f rom traditional dial-up to high-speed communications
with nothing more than a cable change. 

B u rger King found such a solution with a 'dual-comm'
device, which provides both legacy dial-up and bro a d-
band Ethernet options in one terminal.

Bringing the speed, re l i a b i l i t y, aff o rdability and versatili-
ty of IP based technologies to the POS is arguably one of
the most important technological advancements to touch
the payments industry in recent years. Processors, acquir-
ers and ISOs who are quick to embrace these solutions
will most likely gain the greatest market advantage.

Along with very fast, end-to-end transaction speeds over
w i reline or wireless networks, IP also supports 'always-
on' connectivity, which eliminates the time consuming
dial-up process. IP solutions provide reduced merc h a n t
p rocessing fees, eliminate the need and cost of additional
phone lines and long distance charges and facilitate the
extension of corporate systems to the store level. 

These high-speed services are a huge advantage for mer-
chants, particularly in market segments such as Quick
Service Restaurants (QSR) where speed is essential. 

QSR, once the slowest segment to adopt card payment
technologies, is moving quickly to embrace faster pro-
cessing methods because fast and efficient customer serv-
ice directly equates to more revenue. The Te x a s - b a s e d
Taco Bueno restaurant chain recently opted for IP p a r t l y
because of three-to-five-second 'swipe to tear' transaction
speeds. 
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I P technology is everywhere. It is
now embedded in essentially all
leading wireline and wireless net-
work communications. This
includes dial-up network services, a
b road selection of high-speed wire-
line networks, such as Digital
Subscriber Line (DSL) and cable
modem. 

Even the nation's cell phone carriers
o ffer 'WiFi hot spots' and are making
upgrades to their existing wire l e s s
Internet services. For example,
Verizon Wi reless re c e n t l y
announced it will put $1 billion dol-
lars toward improvements to its
w i reless CDMA network; the com-
pany hopes to support data rates of
up to 2.4 megabits per second,
which is faster than DSL. 

The growth of IP makes it possible
to integrate a variety of devices and
communications methods. Many
l a rge retail organizations with LAN-
based Ethernet IP POS systems are

experimenting with the addition of
mobile WiFi IP devices for 'lane-
busting' applications such as mobile
register and self-service check-out,
and the integration of inventory and
price-checking applications.

In the multi-lane payment enviro n-
ment, POS terminals have tradition-
ally been connected to electro n i c
cash registers (ECRs) using serial
connections such as RS-232 or RS-
485. 

This has re q u i red proprietary soft-
w a re and protocols and specialized
cabling. IP-based payment devices,
h o w e v e r, can efficiently operate
within any LAN enviro n m e n t ,
w i red or wireless. 

Instead of connecting POS devices
t h rough ECRs, retailers can connect
payment terminals directly to their
corporate LAN, legacy enviro n m e n t
or to a service provider's central
server over an external network. 
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IP-enabled POS terminals and high-speed network con-
nections also hold great promise in several other vertical
market segments and application areas. 

The Health Insurance Portability and Accountability A c t
( H I PAA) is forcing health plan administrators and care
p roviders to comply with Electronic Data Interc h a n g e
(EDI) rules for specified administrative and financial
transactions. As a result, health insurance carriers and
p roviders need secure, low-cost and easy-to-use EDI pay-
ment solutions. 

IP-enabled terminals will allow physicians to quickly,
e fficiently and securely obtain insurance information and
p re-authorization for services, handle card-based pay-
ments, and even review patient re c o rds and share med-
ical history as needed. 

Given the range in sizes of medical organizations, fro m
single practitioner offices to huge HMOs, ISOs and
a c q u i rers will need to be able to offer a variety of options,
f rom dial-up to wireless. 

E l e c t ronic benefit transfer (EBT) is also a prime market for
I P deployment. The State of Wisconsin last year initiated
the first ever code division multiple access (CDMA)-

based wireless deployment of a POS payment solution in
the United States. To process EBT cards at Fondy Farmers
Market in Milwaukee, VeriFone's Omni 3600 wire l e s s
payment terminals use TCP/IP over a data-packet net-
w o r k .

I P is a universal language, making it an excellent choice
for implementing in cro s s - b o rder acquiring. Payments
services providers don't need to invest in separate infra-
s t ru c t u res in each country in which they conduct busi-
ness. IP technology relies on open standards, which will
allow providers to quickly and economically target the
customers they desire, wherever growth opportunities
may lead them. 

Last year, VeriFone worked with VIVO, the largest wire-
less telecommunications company in South America, and
Visanet Brazil to deploy a CDMA-based wireless pay-
ment solution in Brazil's largest open-air market. As the
market does not have telephone or power lines, mer-
chants previously could only accept cash and check pay-
ment options.

Many value-added applications will necessitate linking to
non-bank host computers using a wide area bro w s e r- s t y l e
interface, or requiring large file transfer capabilities.
While such applications would literally stall dial-up ter-
minals, IP-enabled terminals operating over high-speed
networks will make these exceptionally efficient, opening
new revenue opportunities for retailers and service
p roviders alike. 

A d d i t i o n a l l y, a thin-client solution, coupled with a fast
'always on' connection, optimizes the multi-application
e n v i ronment, supports a mix of payment and value-
added applications, and reduces the need to download
application updates to a large base of terminals.

The payments industry will continue to be subject to a
world of change. As retailers operate in an incre a s i n g l y
competitive environment, each merchant must strive to
c reate and maintain an advantage. Improving customer
service through faster, more efficient payments will be
c rucial to increasing sales; so will the ability to gather as
much information from the point of sale as possible. 

Payments services providers will have to work hard to
meet the re q u i rements of merchants and other org a n i z a-
tions in the face of rapidly changing communications
t e c h n o l o g y. ISOs, MLSs and acquirers will need the abili-
ty to 'speak' in multiple 'languages' in order to pro v i d e
the right solution for each customer.  

Paul Rasori is VeriFone's Vice President for North America
Marketing and plays a key role in helping VeriFone customers inte-
grate current payment and communication technologies. He can be
reached at Paul_Rasori@verifone.com

Page 2 8





By Ann All, Editor
AT M M a r k e t p l a c e . c o m

Originally published on ATMMarketplace.com, Jan. 22, 2004;
reprinted with permission. © 2004 NetWorld Alliance LLC. All rights
reserved. 

As if "death" and "taxes" aren't enough when it
comes to life's inevitabilities, those in the re t a i l
ATM business will likely soon be coping with
" i n c reased re g u l a t i o n . "

That's the view of many industry watchers, some of
whom are working with state officials in California and
New York to help craft legislation targeting independent
ATM deployers in those states.

Kurt Helwig, Executive Director of the Electronic Funds
Transfer Association (EFTA), said he and members of the
E F TA's Board of Directors expected the issue of re g u l a t-
ing non-bank ATMs to heat up following the late
November 2003 airing of a "Dateline NBC" report. 

The broadcast showed a convicted felon purchasing an
ATM from an ISO and installing it in a New York re t a i l
outlet—after being assured that no background check
was necessary.

" A lot of us knew this was coming," Helwig said, noting
that Board Members participating in a conference call fol-
lowing the broadcast even successfully predicted which
two states would be the first to propose legislation.

Getting to Know You

The good news, said Helwig, is that officials in both
California and New York seem interested in industry
f e e d b a c k .

" We've had positive conversations with both groups," he
said. "They seemed pleasantly surprised that we didn't
have a knee-jerk negative reaction to the idea of legisla-
t i o n . "

ANew York State Police officer who is a member of a task
f o rce that will likely influence any legislation intro d u c e d
t h e re plans to attend the February 2004 ATM Industry
Association (ATMIA) East conference in Tampa, Fla., said
Lana Harmelink, ATMIA's Director of Operations. 

In addition to the state police, other groups re p re s e n t e d
on the task force include the New York State Banking
Department and New York Division of Criminal Justice.

Harmelink said the officer seemed particularly intere s t e d
in a list of Security Best Practices created by the Global
ATM Security Alliance, a group organized by AT M I At h a t
includes law enforcement agencies, EFT networks and
ATM manufacturers, among others.

" We know this legislation is coming and we want to be
able to help guide it with input from all sectors of the
i n d u s t r y," she said. "We worked hard for two years on
putting these best practices together; I think they'll help
e n s u re that the industry will be a part of all this." 

Helwig said the proposed legislation in California—
Assembly Bill 1810, introduced last month—borrows a
number of ideas directly from a list of recommended best
practices produced last spring by the EFTA's AT M
Integrity Task Forc e .

S p o n s o red by Assembly members Dario Frommer (D-
Glendale), Patricia Wiggins (D-Santa Rosa) and Sarah
Reyes (D-Fresno), the bill would re q u i re backgro u n d
checks and licenses for independent ATM operators.
California's Department of Financial Institutions would
oversee the eff o r t .

"By requiring these vendors to obtain licenses, the small
businesses who agree to house the ATMs will be pro t e c t-
ed because they will know whether the vendor and its
ATM are legitimate," according to a statement issued by
F rommer's off i c e .

"Consumers often do not know who owns and operates a
non-bank ATM and usually assume it is owned by a bank
because of a lack of ownership identification re q u i re-
ments. The license will help to alleviate this problem by
requiring vendors to advertise their legitimacy, clarify
confusion as to who owns the machine and assist con-
sumers who may experience an ATM malfunction in con-
tacting the vendor. "

In New York, State Senate Banking Committee Chairman
Hugh Farley (R-Schenectady) has been considering legis-
lation aimed at non-bank ATMs since last summer, said
Peter Edman, Farley's Director of Staff. Farley is con-
cerned with the lack of oversight of these machines.

" You don't necessarily know who these operators are ,
w h e re they are or whether they are complying with the
a p p ropriate re q u i rements, such as those for signage,"
Edman said.

The New York State Banking Department visits AT M s
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owned by financial institutions once a year to
e n s u re that they are complying with re q u i re-
ments for adequate lighting and other
security measures, Edman said.

Farley is seeking opinions from mem-
bers of the ATM industry to help
e n s u re legislation won't be "counter-
p roductive," Edman said. "Imposing
excessive costs on these operators
would not only reduce the number of
ATMs, but it would give banks total
c o n t rol of the industry. "

T h e re's also a risk of creating "an unnecessary
b u rden" for the state agency that would ultimate-
ly enforce any regulations, Edman said.

Taking It to the Top

The best answer, Helwig said, might be federal legislation.
Sen. Charles Schumer (D-New York), a member of the
Senate Banking Committee, is reportedly interested in
i n t roducing legislation that would re q u i re backgro u n d
checks and licensing for ATM operators.

"I think (federal legislation) makes far more sense than

going down the state route," he said. "It's certain-
ly easier dealing with one set of standard s

versus 50-plus."

Harmelink agreed, noting that many
independent providers manage AT M s
in multiple states. "That's why we're
striving for consistency with New Yo r k
and California. They've been more
p roactive with legislation. If it passes
t h e re, other states are likely to intro-

duce legislation of their own," she said.

Helwig said the ATM industry must make
an effort to get involved in early legislative

e fforts—whether they are on a federal, state or
even local level.

" C o n c e p t u a l l y, I don't have a problem with the idea of re g-
ulation, but it's important for us to be at the table when it's
drafted," he said. "It's incumbent on us as an industry to
help make regulators aware of how this industry works
and how it can be best regulated."  

Original article: www. a t m m a r k e t p l a c e . c o m / n e w s _ s t o ry. h t m ? i = 1 8 0 5 5
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One thing is true about
the times we live in: The
choices we have for
keeping ourselves

plugged in are plentiful. 

E l e c t ronic gadgets that hang fro m
holsters on our belts are the modern
day equivalent of the pistols that
cowboys carried in the old We s t .
We ' re armed and can usually stay in
touch by making phone calls and
accessing the Internet when we
want and from wherever we are. 

Another thing is true about the
times we live in: We sure have a lot
of ways to send and receive infor-
mation—not to mention a lot of
things to carry around with us. 

With so many available options for
communicating, it seems logical to
combine some of them and put them
to work filling more than one pur-
pose. Until re c e n t l y, hurdles along
the way to smoothly integrating the
various systems and components
have hampered the ability to use one
tool for many jobs.

Especially in payments, taking
advantage of advances in wire l e s s
t e c h n o l o g y, including better nation-
wide coverage, and connecting cell
phones or personal data assistants
(PDAs) and peripherals such as card
readers or receipt printers to pay-
ment networks, gateways and
p rocessors hasn't been easy. To o
many re q u i rements involved in
communicating all that information

resulted in data that were too often
lost in translation.

That's where AIRCHARGE comes
in. Providing 'swiped' wireless pay-
ment solutions for processing cre d i t
c a rd transactions and check guaran-
tee using cell phones and PDAs, the
company simplifies the connection
between the origin and completion
of those transactions. Its solutions
a re making it possible for merc h a n t s
to conduct business at remote loca-
tions in order to optimize their
opportunities for sales.

The idea for AIRCHARGE came
together in an unlikely setting.
Robert Wallace, the company's
P resident, said he and a few friends
w e re enjoying lunch with their kids
at a hamburger place. 

Their backgrounds were varied—
some knew cellular, others knew
m e rchant services and pro c e s s i n g ,
p rogramming and engineering or
equipment set-up and deployment.
While the kids played on the climb-
ing equipment, he and the compa-
ny's other founding partners jotted
down ideas on napkins. 

"All the pieces fell into place that
d a y," Wallace said.

AIRCHARGE has been in business
since 1999. Changes in technology
since then—in wireless networks,
s o f t w a re and hard w a re—have led to
solutions that are less complicated
and more cost effective than they
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have ever been. And AIRCHARGE has been instru m e n t a l
in putting all those innovations together to create oppor-
tunities for merchants who may have shied away fro m
w i reless transactions in the past.

AIRCHARGE does not offer credit card merc h a n t
accounts or sell cell phones or PDAs. Instead, its solutions
p rovide a catalyst to bring providers of merc h a n t
accounts and electronic communications tools together,
expanding the reach to potential customers on both sides.

"In a simplified form, we take a cell phone or PDA, load
s o f t w a re and pair it with a gateway," Wallace said. 

" T h e re are three pieces to the equation: the type of wire-
less device the end user has, which front end pro c e s s o r
they use and what payment gateway is compatible. Our
s o f t w a re is then configured to work with the swipe or
swipe/printer equipment and the gateway," he said.

AIRCHARGE writes software that enables the hard-
w a re—including cell phones, PDAs, card readers and
printers—to communicate the transaction information
with payment gateways and front-end processors. 

AIRCHARGE focuses on providing low-cost solutions to

the merchant services industry to in turn offer their own
customers reliable, aff o rdable ways to make use of inno-
vations in wireless technology.

Who's using AIRCHARGE solutions? They're designed
for merchants who need to process transactions without
the benefit of access to a landline terminal—and that's a
b road sector of the market. 

Plumbers, heating/AC technicians, taxi and limo drivers,
shuttle services, locksmiths, delivery drivers, field sales-
people, conventions center vendors and police depart-
ments are among those processing wireless payments
thanks to A I R C H A R G E .

One retailer implementing its solution on a grand scale is
J o rdan Kitt's Music, the largest piano and keyboard re t a i l-
er on the East Coast. In addition to its own store locations,
J o rdan Kitt's Music participates in roughly 40 outside
sales events every year at warehouse club stores. 

The piano retailer is not allowed access to the club store ' s
POS network for card authorizations and the wire l e s s
access service provided by its processor didn't give ade-
quate in-store coverage; slow transactions, broken con-
nections and unavailable service were common. Lost
sales, and even worse, having to re-contact customers if a
c a rd that had been manually processed came back
declined, were not unusual.

R e p resentatives at the outside sales events now use a cell
phone with an attached card reader and printer ru n n i n g
AIRCHARGE software. Transactions are processed with-
in 30 seconds, according to Tom Budsock, Controller at
J o rdan Kitt's Music.

Wallace described another area contributing to stro n g
g rowth for his company—furniture delivery. One advan-
tage the AIRCHARGE system provides retailers is less
expensive swiped-card transaction fees. 

For businesses like furniture companies, this can mean
big savings. "They're taking big-dollar amounts—for a
$13,000 transaction, the lower rates for swiped transac-
tions can save them $60," he said. "They're getting better
rates, fast card approvals and they're saving on back-end,
administration and operation costs."

They also save money on the cell phone/PDA/card re a d-
er/printer configuration, which costs less than a wire l e s s
terminal would. Merchants can run multiple units on one
account and terminal number, too; each unit is re p o r t e d
and totaled for easier backroom operations. 

Transaction information is extremely secure on the A I R-
CHARGE system, Wallace said. It does not provide solu-

Page 3 4





tions using infrared or Bluetooth devices, or those that
will not allow 128 bit security. 

"It's more secure than phone lines," he said. "128 bit is
very powerful security. There are three billion trillion pos-
sible encryption keys for any transaction. You use one key
for each transaction and you have to be able to break the
code for each key to get one credit card number. "

The company does not use proprietary hard w a re in its
solutions and has been certified and recognized by sever-
al major processors, wireless carriers and electro n i c
equipment manufacturers. 

In fact, AIRCHARGE says it off e r s
m o re compatible hard w a re devices
and cellular carrier choices than any
other company, making it easier for
its resellers, including ISOs and
MLSs, to create made-to-fit solu-
tions for their customers.

Resellers, or VAR partners, include
banks, ISOs and cell phone dealers.
A c c o rding to Wallace, cellular and
financial services are another excel-

lent, mutually beneficial match. "If there are two indus-
tries that fit the VAR profile, it's cell phone retailers and
MLSs," he said.

Most of AIRCHARGE's reseller base comes from re f e r r a l s
f rom companies that work with its partnering gateways
or cell phone dealers—and word of mouth. 

The solutions are easy to integrate, learn and use. Wa l l a c e
said that AIRCHARGE resellers ask for help initially with
one or two customers; after that, they're able to assess
m e rchant needs and make decisions about the best equip-
ment and gateway for them. He said that 70% of its
resellers send orders directly to AIRCHARGE for ship-
ping—the level of trust is that high. 

M e rchant support includes training by phone; informa-
tion is also available for access on the Web. "Once we get
them set up, we usually don't hear from them again,"
Wallace said.

AIRCHARGE offers buy-rates and pays monthly com-
missions. "We have a Value Added Reseller program that
allows companies to make money on the A I R C H A R G E
solutions as well as ongoing additional revenues generat-
ed from our payment gateway partners," he said. 

Wallace emphasizes that one of the company's main goals
is to never compete with its reseller partners. "We don't
want to step on our VARs' toes," he said. "We made that
decision early on. We don't sell merchant services and we
don't sell cell phones."

Wallace said that his company is dedicated to keeping
ahead of what everyone else is doing in order to off e r
competitive solutions. Upcoming programs include
AIRCHECKZ, which will enable check conversion on
w i reless devices. The company is also currently develop-
ing Java-based solutions for additional cellular carriers,
8 0 2 . 11b connectivity and an integrated GPS solution. 

At AIRCHARGE, making the best use of all the tools of
the trade has just been a matter of seeing the possibilities
and making all the pieces fall into place.  
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"(128 bit) is more secure than phone lines. (It) is very powerful
security. There are three billion trillion possible encryption keys
for any transaction. You use one key for each transaction and you
have to be able to break the code for each key to get one credit
card number."

– Robert Wallace
President, AIRCHARGE









By Charles Marc Abbey
First Annapol is

For years, if not decades, acquirers have
generated higher pricing for riskier
m e rchants; and over the last six or
eight years, acquirers have also used

pricing mechanisms such as chargeback fees and
the g ro s s and g ro s s - g ro s s discount calculation
methodologies to create de facto risk based
pricing. 

H o w e v e r, few acquirers have developed anywhere near
the sophistication found, say, in the issuing business
w h e re issuers have made careers of measuring and
exploiting behavioral diff e rences in granular risk seg-
ments. Research recently completed by First A n n a p o l i s
quantifies merchant behavior supportive of risk based
pricing appro a c h e s .

Our hypothesis is that for risk-based pricing to be action-
able beyond the de facto pricing mechanisms already in
place at acquirers, more risky merchants have to be meas-
urably less price sensitive than non-risky merchants. 

To quantify this behavior, we developed a measure of
price elasticity. Specifically, we measured the re l a t i o n s h i p
between pricing and attrition within certain risk cate-
gories, using chargeback rates as a proxy for risk. 

We examined merchant level pricing, chargeback and
attrition data for hundreds of thousands of merc h a n t s .
E s s e n t i a l l y, for each chargeback category (see Figure 1 for
a simplified example) we created samples—each of which
included an average pricing level and an average attrition
rate. 

We then created a simple re g ression analysis re l a t i n g
attrition to pricing level, and the slope of this re g re s s i o n
line re p resents how much attrition increases with a given
i n c rease in price. 

This analysis demonstrated some significant variation in
price sensitivity from segment to segment. 

For example (from Figure 1), merchants with charg e b a c k
rates less than six basis points (bp) [roughly the system
average] were approximately 25% more sensitive to pric-
ing than merchants with rates between 6 bp and 20 bp. 

This type of analysis can include numerous other seg-

mentation criteria: industry, merchant size, geography,
etc., and indeed many of these criteria are highly re l e v a n t
to elasticity.

T h e re are many limitations to this type of analysis: 

• The data include a finite range of prices, and price
changes outside of this relevant range may have
different attrition characteristics. 

• Chargebacks are, of course, an imperfect proxy for risk
as the financial condition of the merchant, return char-
acteristics, and level of delayed delivery are key risk
metrics that are not yet incorporated into the analysis.

• Individual acquirer's portfolios exhibit different levels of
sensitivity to pricing than the industry in general. 

• It is our speculation that these merchant behaviors are
created primarily by the competitive environment (e.g.
risky merchants are less attrition-prone precisely
because they find it harder to find willing acquirers);
therefore, these measures of elasticity will change over
time as acquirer strategy and risk tolerance change.

Nevertheless, there are clearly segments with behavior
s u fficiently distinct to drive fine pricing strategies. As the
industry matures and the organic growth of the market
slows, there will be a handful of organizational capabili-
ties that separate average acquirers from superior ones. 

Portfolio management and optimization will be one such
c a p a b i l i t y, and risk-based pricing has the potential be a
key portfolio management strategy.  

Charles Marc Abbey is a Partner at First Annapolis, a Baltimore-
based consulting and merger and acquisition advisory company.
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The Opportunity for Risk-sensitive
Pricing in Acquiring

Risk Category–Chargeback Rate Price Elasticity (Slope)

<6 bp ....................................................................3.1
6 bp to 20 bp ........................................................2.5
20 bp to 100 bp ....................................................2.2
>100 bp ................................................................2.1

FIGURE 1



By Nancy Drexler
C y n e rgy Data

I 've been in the marketing business for more years
than I care to admit, and I've learned a few things
along the way. In this column over the next few
months, I will share with you some of what I've

l e a r n e d .

If you flip through issues of The Green Sheet, it should
quickly become obvious that we are in a growing indus-
t r y. As processing becomes more and more competitive,
good marketing might just become the only thing that
separates a successful business from a failed one. A n d
good marketing means far more than simply getting your
name in The Green Sheet. 

It means getting the right message to the right people,
and then getting those people to do what you want them
to do: buy your product or service, buy it often and buy it
at a good price. 

And believe it or not, being successful at getting that par-
ticular job done doesn't necessarily re q u i re a tre m e n d o u s
knowledge of processing. 

Marketing is not about what you are selling; it is about
the customer you are selling to. To be successful at mar-
keting, it is just as important—if not more important—to
know your market as it is to know your pro d u c t .

In its simplest form, marketing is a quid pro quo—a deal
between you and your potential customer that inhere n t l y
implies, "I'll give you this, and in exchange you'll give me
that." 

I'll give you a nice, white dress shirt in exchange for $50.
You'll give a contribution to my charity, and in exchange
I'll make you feel important and I'll give you a tax deduc-
tion. Or, I'll fly you to England, and you can become a fre-
quent, loyal customer of my airline. 

Marketing becomes important because there are a lot of
white dress shirts and a lot of charities and a lot of ways
to get to England. 

What makes the customer choose your product or service
becomes a factor in how you manage the infamous 
Four 'P's' of marketing: Product, Price, Place and
P romotion. And how well you do that depends on how
well you know your customer—not your pro d u c t .

So let's take a look at the basics:

Product 

• What are we selling? 
• How is it different from what our competitors are selling?
• How do we make our product stand out? 

First, we need to understand what our target consumer
wants. If he wants price, we communicate that ours is the
lowest. If he wants fast service, we make that pro d u c t
attribute stand out. 

Would we create a product that nobody wants? Not if we
want to earn a living. So the key to growing our business
is to look at the market, find a need that is not being sat-
isfied, and develop a product that satisfies it—ideally, in
a way that is not only diff e rent from but better than any-
one else's solution.

Price 
Developing a pricing strategy is not as simple as looking
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at the competition and pricing your-
self in the middle—or at the bottom.
While your pricing does need to be
in line with industry averages, there
a re other issues to consider. 

O b v i o u s l y, you need to make a pro f-
it, and you need to make enough of
a profit that you can continue to
reinvest in your company. 

But you also need to understand that
price communicates. If you charg e
less, the customer may assume that
he is getting less and vice versa. 

Again, the trick is to understand
your market, and set a pricing strat-
egy that 1) meets the customer's
needs, 2) is realistic and 3) pro d u c e s
enough revenue for gro w t h .

Place 
In marketing, this 'P' often refers to
the brick-and-mortar location of a
business. 

But in a service industry, place can
also refer to distribution channels,
accessibility and convenience, etc. 

• Do your customers feel that you
are in a place where you
understand their needs? 

• Do they feel they can reach you
when they need to? 

• Will you be able to respond to
their needs in a timely manner? 

The answer to all of these questions
becomes a part of the 'product' you
a re selling.

Promotion and Publicity 
If you're reading this, and you've
made it this far, then you under-
stand the value of promoting your
business. Whether you call it adver-
tising, public relations, promotion or
publicity (and they are all diff e re n t ) ,
the bottom line is that you can't sell
your product if nobody knows that
it exists. 
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Whether you call 
it advertising, public 
relations, promotion 

or publicity (and they are
all different), the bottom 
line is that you can't sell 

your product if nobody
knows that it exists. 

Nor can you move 
merchandise if your 

market doesn't perceive 
a need for it, understand 

how to get it or 
how to use it. 



Nor can you move merchandise if your market doesn't
p e rceive a need for it, understand how to get it or how to
use it. 

And it doesn't stop there. If a customer buys a pro d u c t
that fails to deliver on its promise, you're in for trouble. So
this 'P' is what most people think of when they think of
marketing: getting the right message to the right people
in the right environment via the right channels. 

Yes, that re q u i res knowing your product, knowing what
marketing vehicles are most important and knowing
what budget expenditures make sense.

But most of all, it means knowing your customers. 

• What products and services do they need? 
• What price makes sense to them? 
• What communications channels will most effectively 

deliver your message?

I hope, in future columns, to give you some simple tools
for answering these questions and making wise market-
ing decisions. I hope to show you what will help your
business grow—and what will hurt its growth. 

In the meantime, please give some real thought to your
t a rget customers: where they are, how they live, what is
important to them, and if there are any common bonds
between them. 

And if you have any questions for me, or any topics you
would particularly like to see covered, please don't hesi-
tate to e-mail me at nancyd@cynergydata.com .  

Nancy Drexler is the Marketing Director of Cynergy Data, a mer-
chant acquirer that provides a wide array of electronic payment pro-
cessing services while continually striving to develop new solutions
that meet the needs of its agents and merchants. 

In addition to offering credit, debit, EBT and gift card processing,
along with check conversion and guarantee programs, the compa-
ny offers its ISOs the ability to borrow money against its residuals,
to have Web sites designed and developed, to provide merchants
with free terminals and to benefit from state-of-the-art marketing,
technology and business support. 

Founded in 1995 by Marcelo Paladini and John Martillo, Cynergy
Data strives to be a new kind of acquirer with a unique mission: to
constantly explore, understand and develop the products that ISOs
and merchants need to be successful and to back it up with honest,
reliable, supportive service. 
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Everyone's talking about
c a rd transactions at quick
service re s t a u r a n t s
(QSRs), and the numbers

a re there to support the buzz. Vi s a
U S A reported that the number of
fast food card-based purc h a s e s
accelerated in 2003 as more QSRs
made those options available for
their customers.

The QSR category, a $138 billion
market, is embracing cashless pay-
ments. Customers spend more this
way than with cash, and the time it
takes to move them through the line
is dramatically re d u c e d .

Even though less than 10% of all
QSRs in the U.S. accept cards for
payment, Visa said that consumers
made $6.5 billion in Visa card pur-
chases at QSRs in 2003, an incre a s e
of 105% over 2002. More than two-

t h i rds, or $4.6 billion, of that total
w e re processed on Visa check cards. 

A c c o rding to Visa re s e a rch, 64% of
its check cardholders have used
their cards at QSRs; most consumers
used the check cards because of con-
venience, with 50% of them citing
speed and time saved as the primary
b e n e f i t s .

Visa is working with several fast
food chains and electronic payment
technology providers to enable card
acceptance and ensure that cashless
payments continue to gro w. In ord e r
for that to happen, and to develop
solutions that will meet the needs of
the market, Visa feels it's necessary
to understand the business models
and payment environments of
Q S R s .

Visa said it is developing QSR point-

of-sale solutions for both inside and
outside the restaurants, including
c a rd h o l d e r-activated systems, simi-
lar to pay-at-the-pump systems. 

These solutions are especially useful
at drive-throughs, where the majori-
ty of QSR sales take place.

Visa has developed a return on
investment tool that lets QSR opera-
tors analyze magnetic stripe card
acceptance. Visa said it also consults
with QSR owners on ways to inte-
grate cashless payments with exist-
ing cash enviro n m e n t s .

Based on more than 100,000 transac-
tions at two major QSR brands over
a six-moth period, Visa said the
average payment card purchase was
30% higher than cash purc h a s e s .
96% of payment card users were sat-
isfied with the speed of service.  
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By Julie O'Ryan-Dempsey
General Manager, The Green Sheet, Inc.

The ATM Industry Association (AT M I A )
C o n f e rence East 2004 was held Feb. 17 – 18 in
Tampa, Fla. The event provided a terrific
opportunity to learn about all things AT M .

A p p roximately 470 attendees and 50 vendors participat-
ed in this year's conference, making it the biggest AT M I A
event to date. There were numerous chances for network-
ing interspersed with informative sessions, including:

• "Paychecks Anytime at ATMs," 
Mike Hudson, Tidel Technologies

• "Ways to Improve Your Margins and Grow Your
Business," David McCrary, eFunds Corp.

• "Does Your ATM Know What Your Channels Are Doing?" 
Brad Adrian, Gartner, Inc.

On the expo floor, attendees got hands-on experience
with the latest in ATM machines, peripherals and servic-
es. Many companies showcased products and services
d i rected at merchant level sales professionals (MLSs) and
small- to mid-sized ISOs. Passions ran high during the
keynote address from Tim Boccia, Director ATM Pro d u c t s

for Visa USA. He detailed the Association rules concern-
ing "Quasi Cash/Cashless ATMs." An in-depth discussion
of his comments on SCRIP will appear in the next issue of
The Green Sheet.

The conference wasn't all work, though. AT M I A hosted a
fabulous banquet at the Columbia Restaurant in Y b o r
C i t y. This historic enterprise, founded in 1905, serves
some of the best Cuban food in the Tampa area. Dinner
was topped-off with key lime pie, a local delicacy—and
something this native Californian had never truly experi-
enced before. 

If you run into the group from WRG at a regional acquir-
ers' show, ask them about the Flamenco dancers in
Tampa. (Tammie stomped her feet with the best of them.)

The ATM market is a specialized niche in payments. If
you are interested in expanding your service line to
include ATMs or want to learn how to optimize your cur-
rent ATM strategy, AT M I A and its events offer excellent
networking and focused information.

For information on the next AT M I A event visit
w w w.atmia.com .  
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IRN is also guaranteeing to beat any sales agent's curre n t
deal—so you might want to take a closer look.

" T h e re are not many ISOs that have been in
this industry as long as we have," said
Amedeo Dino Sgueglia, founder and
P resident of IRN Payment Systems.
"And we're not just a standard ISO
that comes in and bases the deal on a
price and a handshake and that's it.

" We ' re also not a standard ISO in this
sense: send us your merchant account,
and we'll send you a residual. We ' re
forming relationships and strategic part-
nerships to be able to provide services out-
side just Visa or MasterCard . "

Dino Sgueglia founded IRN Payment Systems, a pro v i d e r
of merchant services to ISOs and merchant level sales-
people (MLSs), in 1988 with one other associate. To d a y,
Sgueglia is the sole principal of the company.

The company's original name was Independent
R e s o u rces Network. "The name was kind of ambiguous
for a reason," Sgueglia said. "When we first got started we
didn't know which types of products and services we
w e re going to offer for payment pro c e s s i n g . "

As the company became more focused on its offerings, it
changed its name to IRN Payment Systems.

Partner America
T h rough IRN's PartnerAmerica sales agency pro g r a m
( w w w. p a r t n e r-america.com), IRN supports many diff e r-
ent payment products and services, such as credit (Vi s a ,
M a s t e r C a rd, American Express and Diners' Club) and
debit card acceptance with point-of-sale terminals, elec-
t ronic cash registers and PC's, EBT, gift and loyalty card s ,
check services, leasing and agent banking to name a few. 

Some of the value-added service providers working with
IRN's PartnerAmerica are Lipman, Hypercom, Ve r i F o n e ,
Global Payments, Authorize.net, Cingular, Te n d e r C a rd
and Key Bank.

Sgueglia said the company offers flexible programs to its
agents and products and services can be purchased in
part or in total—whatever it takes to help them get their
m e rchants on board. "We offer them a full menu of serv-
ices, and they can pick and choose what's cost effective or
the best re s o u rces for them," he said. "So they can buy ter-
minals from us, they can buy check processing services
f rom us, or just Visa and MasterCard . "

IRN offers a variety of sales agent pricing pro g r a m s ,
including shared profit, fixed buy rate pricing, no risk
and risk pricing programs, referral and buy back mer-
chant programs—and says it will beat any deal out there

t o d a y.

The company also said it provides monthly
commissions approximately 15 days at

the end of each month and it pro v i d e s
income on all areas of merchant trans-
actions and surc h a rg e s .

" We don't want to limit agents in what
they have to do," said Ben
W h i t t e m o re, Marketing Manager for

IRN. "We ' re not saying you have to do
this—it's our way or the highway. We ' re

giving them a lot of diff e rent options.

" We are enabling agents to go out to the mer-
chant and act as their own company. "

Get An MBA
In February 2004, the company announced a new
M e rchant Bonus Allowance (MBA) program. Agents part-
nering with IRN have the option to offer merchants a cash
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agents to go out to the 

merchant and act as 
their own company."

– Ben Whittemore
Marketing Manager, IRN



incentive for signing up with them,
or keep the money for themselves
and put it back into their marketing
p ro g r a m .

Sgueglia said the bonus could be as
much as $100. 

"It's like a no risk guarantee for the
m e rchant," he said. "If you look at
the average merchant across any
portfolio you may be looking at any-
w h e re from half that amount in just
fees that they would pay. Basically
it's a guarantee of fees—if the mer-
chant is unhappy, it's really not
going to cost them anything.

"The concept is fairly unique in that
w e ' re providing an incentive to mer-
chants through our sales offices in
the form of a cash bonus just for
signing with us."

IRN hopes the program will help
generate more sales for its agents,

which in turn generate more re v-
enue for the company.

Check Debit Processing

IRN Payment Systems has formed a
strategic partnership with Payment
Option Solutions to offer its Paid On
Signing system that provides access
and debit capabilities for check
acceptance. Merchants pay a few
cents on each transaction for this
service, and they are charged no dis-
count rate.

When merchants are able to convert
a check at the point of sale into a re a l
time debit transaction, they benefit
f rom having guaranteed funds fro m
a customer's account. There is little
to no risk in accepting checks.

" T h rough this partnership, we're not
only converting the check, we are
actually processing the check
t h rough Visa POS and the ro u t i n g

and transit numbers (RT's) of partic-
ipating banks that are re g i s t e re d
with Visa," said Sgueglia. "We actu-
ally go into the DDAand in real time
take the money out of their account
and guarantee those funds to our
c u s t o m e r s .

" We think there is a tre m e n d o u s
value in check card processing. It
has increased at a significant pace
annually and that isn't going to go
away; there's value from a market-
ing standpoint for a sales group to
o ffer check debit at the point of
sale." 

Gift Cards Add Value
In January 2004, IRN announced a
partnership with Te n d e r C a rd's gift
and loyalty card products, which
enables IRN's agents to offer these
value-added solutions to new and
existing merchant customers—of all
sizes; this offering also creates a
potential revenue stream for agents.
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"The evolution of the past 15 years
has allowed us to point things in the
right direction," Whittemore said.

" B e f o re, we were actually manufac-
turing [gift cards] in house, but we
sought a better deal that was more
e ffective for our salespeople."

Agents selling the program are
o ffering gift cards that are similar in
appearance and thickness as cre d i t
c a rds and can display a merc h a n t ' s
logo and name. Each card is activat-
ed by dollar amount and used as
either a gift certificate or loyalty
c a rd .

The Company
IRN said it has been growing at a
steady pace; the company's services
a re used through a national network
of more than 250 sales agents, and it
recently surpassed the one billion
dollar mark in merchant services
v o l u m e .

"Our sales have grown by 18% in
2002 and 25% in 2003," Sgueglia
s a i d .

IRN has approximately 35 employ-
ees that handle everything fro m
underwriting, customer service,
technical support, risk, collections
and chargebacks; it also has con-
t rollers, HR, IT, software and sys-
tems developers on staff .

IRN services more than 20,000 mer-
chant sites, although it sold some of
its portfolio a few years ago to invest
in and build its own check-pro c e s s-
ing host—completely maintained
and controlled in-house.

" We built this host processing switch
and this strategic alliance with POS
to be able to provide these services
t h rough our ISO channels on an
exclusive basis," Sgueglia said. "We
have written and developed a host
to be able to write to Visa dire c t l y. "

Key Bank of Ohio is IRN's sponsor
bank, and American Express Co. re c-
ognized the company for its long-
term outstanding tenure as one of its
original three ESA m e m b e r s .

Sgueglia explained why he and his
team are pictured in the company's
latest ads: "I'm putting my re p u t a-
tion on the line," Sgueglia said. 

" We wanted to show our cre d i b i l i t y
and stand behind our products and
s e r v i c e s .

" We'll beat any deal, we guarantee it,
and Dino's standing behind it,"
W h i t t e m o re said.  

IRN Payment Systems

800 Shames Drive
We s t b u ry, NY 11509
8 0 0 - 3 6 6 - 1 3 8 8
w w w. i rn p a y m e n t . c o m
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Continuing education may be a never- e n d i n g
pursuit, but it will yield never-ending re w a rd s .
I hope that you become an expert on at least
one new product offering this year. My last col-

umn was focused on how to sell check services, and in
this column I will explain how to sell gift and loyalty card
p rograms. 

Is there an MLS out there who's not aware of the fierc e
battle raging to attract new merchants and retain existing
ones? Savvy professionals who arm themselves with a
competitive edge will come out the victors; one of the
sharpest and most powerful weapons to wield is a good
gift card and loyalty pro g r a m .

T h e re are many ways merchants stand to benefit fro m
o ffering gift and loyalty cards in their stores. These items
can be a compelling reason for consumers to choose one
m e rchant's shop over another, and merchants using these
p rograms could help retain customers and increase shop-
ping fre q u e n c y. That translates into you retaining your
m e rc h a n t s .

Gift and loyalty programs operate on stored value, which
means profits. Take gift cards, for example. These are
cash-generating products for merchants that double as
mini billboards in consumers' wallets.

With loyalty programs, the goal is to acquire customers
and keep them. Merchants can automatically track point
balances and shopping activities for numerous re w a rd
and incentive pro g r a m s .

And with merchandise credits, cards are loaded with the
exact value of a returned product for store credit; like gift
c a rds, these products keep cash in your merchants' store s
and their customers coming back in. 

How do gift cards work? Merchants can use in-store dis-
plays to promote their gift cards (much like other
impulse-buy products found near the point of sale), and
customers can purchase gift cards with cash, checks or

c redit cards for whatever dollar amount they want. That
amount is re c o rded as the "stored value" in the merc h a n t ' s
database. 

When a gift card h o l d e r
p resents the card for
full or partial payment
of a purchase, the sales
clerk swipes the card
t h rough the terminal
like any other credit or
debit card. 

Data are transmitted to
the merchant's plat-
form via the magnetic
stripe that identifies
the card number and
location of the transac-
t i o n .

Some companies offer additional value or "reloads" of gift
c a rds. The cardholder can have this done in person at the
m e rchant's location or even by phone. Merchants can
o ffer incentives to their customers to encourage re l o a d-
ing. 

One such incentive I know of increases a card's store d
value amount by 20%, when the card is reloaded; a $50
reload is re c o rded as $60 in stored value for the gift card-
h o l d e r. Now that is truly giving.

For the most part, gift/loyalty cards operate in real time
as a closed loop debit network. Card activation, sales,
voids—even balance inquires—originate from the point
of sale and are transmitted to the host platform. 

Just as with credit and debit cards, the transaction is
authorized and transmitted through the POS terminal,
and a paper receipt is instantaneously produced as a
re c o rd for both merchant and consumer.
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I had the opportunity of speaking with two leaders in the
gift and loyalty card space, Secure Payment Systems
(SPS) and Valutec. I asked the companies the following
q u e s t i o n s :

• MLSs need to have an edge when presenting
new products to prospects and their existing
merchant clients. What products would you
recommend they include in their package?

• What sets your products apart from others?
• What are the major selling points of

your products?
• How would you recommend MLSs

present your products?

• How do MLSs benefit by selling your
products?

SPS recommends that MLSs include gift, loyalty, check
conversion or standard check guarantee in their merc h a n t
packages for both prospects and existing clients. MLSs
should be aware that merchants have grown weary of
typical bankcard sales tactics including postcards, pushy
telemarketers and others promising the moon.

SPS offers two distinct gift/loyalty card programs. One is
a customized card program that provides an aff o rd a b l e ,
high quality and relatively inexpensive sales tool with
p roven results for both merchants and MLSs. 

The other is one of the best generic card programs in the
i n d u s t r y. The company calls it SPSelect, which offers an
all-inclusive customizable program (merchants choose
f rom a variety of pre-printed cards and type fonts to have
their company name branded right on the card) at one
monthly rate (as low as $12 per month), which includes
marketing materials, gift card holders/hangers, display
rack, signage and transaction fees. There are no statement
fees, monthly minimums or additional fees for SPSelect.

Steve Eazell, National Sales and Marketing Director for
SPS, said the company's products are the "ultimate re t e n-
tion" tools or "merchant crack." Once merchants sign up
with a gift card program and load the cards, it becomes
virtually impossible for merchants to go elsewhere for
their gift card program. This gives MLSs a lower attrition
rate for all services sold and, at the very least, it gives
MLSs more time to save the account if merchants are on
the verge of leaving—a fact rarely known before it is too
l a t e .

Eazell said SPS' products are unique and aff o rdable and
the company offers superior customer support. SPS is cer-
tified on most point-of-sale credit card and debit card ter-
minals including many restaurant ECRs (i.e Micro s ,
Aloha and Digital Dining). And the company said it off e r s

the only truly integrated check conversion and gift card
p rogram in the industry.

Valutec, another leading provider of gift and loyalty card
p rograms, believes gift cards are the focus of merc h a n t
demand in the marketplace and this focus will continue
to be the primary sales driver over the next few years.
And, as the market matures, merchants will incre a s i n g l y
embrace other stored value applications such as loyalty
and prepaid value cards as a means of building their
b u s i n e s s .

A c c o rding to Valutec President Jack Lance, a big part of
the value in MLSs using these products is his company's
ability to get the job done right for a wide variety of mer-
chant sizes and types.

Valutec has three startup programs designed for distinct
m e rchant types and/or reseller sales objectives. It re c o m-
mends MLSs consider all three: 

• Jumpstart provides a free 100-card package with no
setup fees and a flat monthly rate for transaction pro-
cessing. It is ideal for small merchants or for sales situa-
tions where the zero-cost package is used to enhance the
total value of a larger product off e r. 

Page 5 7





• LaunchBox is a low-cost, 500-card startup package
that provides the same "easy-to-sell" attributes of
Jumpstart with the option of ordering custom-designed
c a rds in the initial package.

• The Custom program is intended for larger merc h a n t s
or MLSs who prefer to build their own package combi-
nations of cards and custom merchandising materials
on an "a la carte" basis. 

Valutec sells only through ISO and bank channel partner-
ships, so it is completely focused on the success of MLSs.
They have an experienced team of dedicated employees
who support the process from sale through setup and
then continue providing expertise to merchants via 24/7
customer service. 

MLSs have direct access to Valutec's toll free sales support
line for quick answers to questions that may come up
b e f o re, during or after a sale. Valutec's Merchant Setup
team makes continuous follow-up calls during every
m e rchant setup to insure that the details are handled. 

Valutec's mission is to bring big-merchant product quali-
ty and systems capabilities to small and mid-size mer-
chants at price points that merchants cannot achieve on
their own. Their card products are the same high-end,
p ress-laminated cards found at Starbucks or Barnes &
Noble Booksellers. 

Valutec believes the card is the first judgment merc h a n t s
make about what they've purchased and it's always an
advantage to ship them the industry's best. With its com-
plete in-house design team, Valutec is a one-stop shop for
just about everything merchants may need to implement,
manage and promote their card programs. 

The company has invested heavily in its processing sys-
tems over the past year. These systems are fully re d u n-
dant, with continuous backup power generation, multi-
ple firewalls, Web-based transaction processing, re a l - t i m e
transaction activity reports, and automated, multi-loca-
tion funds management. 

A new merc h a n t - c o n t rolled program management inter-
face allows merchants to directly change the functionality
of their various card programs at any time via the We b .

Valutec said that gift and loyalty card programs are
p roven revenue generators for merchants. All of their pro-
grams include the ability for merchants to add loyalty
c a rd, prepaid and promotional card programs with no

i n c rease in base monthly cost. 

Another selling point is the set up speed and ease. The
Jumpstart and LaunchBox programs can get a merc h a n t
up and running with 100 to 500 personalized cards with-
in 5 to 7 days of receiving their Merchant Setup Form.  

The reason gift cards are such a "sticky" product is that
when merchants sell gift cards, they don't know if the
recipients will use the cards tomorro w, next month or
t h ree years from now, the company said. 

The merchant has an ongoing need to keep all of those
c a rds "live" on a long-term basis and is usually re l u c t a n t
to change any aspect of their credit or gift card pro c e s s i n g
arrangement. 

Valutec says small-merchant gift card programs generate
sales commissions of $99 to $250 and provide a com-
pelling reason for merchants to buy a new terminal.
Residual income is significantly improved as well. 
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Under either of Valutec's flat fee programs, the average
small merchant account generates $15 to $20 per month,
which re p resents a 25% to 50% increase in residual pro f-
itability to the MLSs per merchant location. 

After speaking with these two companies, I asked MLSs
for their views on gift card and loyalty programs by post-
ing the following questions on The Green Sheet's MLS
F o ru m :

• What benefits do you get from offering
gift and loyalty card services? 

• Do you do it for financial gains or to improve
customer satisfaction and retention? 

• If you don't sell gift and loyalty card services,
what is the reason?

Here are some of the responses:

"I have found that it is a better way to approach busi-
nesses that are already accepting cards. Just another
value added service that sets you apart from your com-
petition. I would rather earn their business than allow
someone who can offer gift cards to come in and take it
away from me. Rule of thumb: 'If you don't offer it they
will find someone who will.'" —Merc h a n t F G

" We ' re just releasing our own pro p r i e t a r y, IP gift card
system that we're offering to our merchants for FREE.
No monthly cost and no transaction fees, with re a l - t i m e
Web reporting. In fact, the merchants can even print
their own cards. We ' re doing so to add value and to beat
up on our competitors that are offering expensive third -
party solutions. FREE has a certain ring to it." —jbkatz

"One thing that merchants must realize is that gift card s
a re a long term vision, they must be aggressively mar-
keted and incorporated into every bit of advertising—
they won't sell themselves. Merchants wanting to just
try it out with a minimum order of 100 cards or so are
wasting their money and time. A 1 0 0 - c a rd order is not
even enough cards to meet the minimum-pro c e s s i n g
re q u i rement (around $25). 

"I don't like to lead with credit cards, as everyone and
their brothers have been there before you. Once you
have a gift card or loyalty card program in place, it's
almost a shoe-in for the credit card processing when the
p resent agreement expires. Offer for financial gains, you
bet. Improve customer service? Of course, but re t e n t i o n
is the #1 goal." —cre d i b e x

"The biggest problem with gift cards is equipment. If
t h e re were a way to get it to work on a Hypercom, it
would be great. Merchants are tired of paying for new
equipment. I know a few companies have been able to
do this. If the Hypercom worked liked the Ta l e n t o

w h e re you can add additional services without getting
the processor involved that would be great for the MLS.
H y p e rcom has software that does this, but the MLS has
no access to this software. 

"And giving gift cards for free or anything free to the
m e rchant does not build value with your merc h a n t .
They will end up in a drawer and not used. And selling
them 100 gift cards is a disservice." —cc guy 

I agree with both SPS' Eazell and Valutec's Lance that
gift/loyalty cards are a great entree. A gift/loyalty card
p rogram is really a perfect way to get a conversation
started with a merchant. It's something they see big
retailers doing (i.e. The Gap, Circuit City, etc.). 

It's a relatively new idea that, in all likelihood, they've not
tried yet but want to. It gets a conversation moving easi-
ly since it's all about how they can increase their business.
You immediately become a business consultant. This is a
much better approach than starting the conversation
with, "What's your current discount rate with your cre d i t
c a rd processing pro v i d e r ? "

I agree that these programs can be terrific merchant re t e n-
tion tools. If properly sold, a gift/loyalty card pro g r a m
will become your own merchant loyalty program. A n y

Page 6 1



2004 ETA ANNUAL MEETING & EXPO
APRIL 20-22, 2004

MGM Grand Hotel and Casino ■ Las Vegas, Nevada

Over 130 vendors!

Sessions on technology, operations, sales
and marketing and emerging markets.

www.electran.org  ■ (800) 695-5509

ELECTRONIC TRANSACTIONS ASSOCIAT I O N



m e rchant using these programs won't want to switch
c redit card processing providers. Period. 

F i n a l l y, let me give you my opinion on a key issue. In the
MLS Forum, ccguy commented, "...giving gift cards for
f ree or anything free to the merchant does not build value
with your merchant. They will end up in a drawer and
not used. And selling them 100 gift cards is a disservice." 

I agree with this statement. The secret to marketing
gift/loyalty card programs is to get your merchant com-
mitted to the idea as well as the program. If you were an
advertising salesperson for your city's local newspaper,
you would not make a presentation to the owner of a
retail store to run one ad for one day. 

You'd likely figure out a budget for a six-month period of
time, pick out a good-sized ad that will have an impact
and then run it regularly (e.g. a few times a week, or
every day, for six months). That's a plan that provides a
higher level of success. 

At the end of the six months, you can go back to that busi-
ness owner with confidence about renewing the contract
or increasing their commitment for additional newspaper
advertising. 

Well, gift card/loyalty products demand the same
a p p roach. These are advertising and marketing pro-
grams. All successful business owners know that to make
any operation work, they must make a solid commitment
to the idea. You need to use this approach when explain-
ing gift card and loyalty programs to your merchants. 

H o w e v e r, if they're not re a d y, do not sell them anything.
Do not get them started for $10 or $50 or $100 with 100
c a rds. Tell them that you're a consultant and, in all hon-
e s t y, you cannot recommend these programs to anyone
who does not have a serious commitment because this is
the only way to make gift cards and loyalty pro g r a m s
work. 

It's a proven closing technique—the notion of "you can't
have it." Yes, you want to be a salesperson with consulta-
tive selling techniques, but you also need to have a few
tricks up your sleeve to make sales happen. This is a gre a t
o n e .

Learn the products and services. Come up with quality
p rograms that will achieve results for your merchants. I
guarantee that will translate into your own best merc h a n t
loyalty pro g r a m .

I would like to thank both Valutec and Secure Payment
Systems for their invaluable contributions to this article.
My next column will focus on another hot topic at the
value-added products water cooler—wireless payments.

Look for my upcoming post on the MLS Forum. A s
always, I'd love to hear from you. Please send your com-
ments to stre e t s m a r t s @ t o t a l m e rchantservices.com.  

"We shall not fail or falter; we shall not 
weaken or tire...Give us the tools and 

we will finish the job." 
– Sir Winston Churchill

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 website 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 Peter Scharnell
E l e c t ronic Exchange Systems

As many of you saw in the "2004 Events
Calendar" in the January 12 issue of The Gre e n
Sheet, there are many financial services events
to choose from in 2004. With so many events

t h roughout the year, how does an ISO or merchant level
salesperson (MLS) choose which ones to attend? In this
article I will focus on the various payment pro c e s s i n g
associations and what their events mean to the ISO/MLS
c o m m u n i t y.

Electronic Transactions Association (ETA) 
E l e c t ronic Transactions Association (ETA) is perhaps the
most well-known and respected association within the
payment processing industry. The association began in
1990 as the Bankcard Services Association (BSA), with
fewer than 20 people from the industry gathering to dis-
cuss ways to develop a credible voice within the industry. 

In 1996, BSAsaw the need to expand its scope of industry
re p resentation and changed its name to the Electro n i c
Transactions Association. 

E TA is now an international association with more than
400 member companies from seven diff e rent countries.
Because of this tremendous growth and breadth of cover-
age, the annual ETA meeting and expo is considered the
most renowned event within our industry. 

Not only does ETA p rovide a venue for all of the vendors
to showcase their products and services, it also facilitates
training seminars and keynote speakers in order to pre s-
ent and discuss the new advancements and best practices
for the processing industry. 

It's been an extremely successful event to date; however,
many of the smaller MLSs and single-office sales agents
have expressed the need for regional shows that are less
expensive to attend and more focused on the sales and
p roduct needs for the feet-on-the-street sales person. 

E TAlistened to their needs and is creating a series of low-
cost regional events. It is also looking into modifying its
c u r rent membership fee stru c t u re to accommodate the
sales agents that—up until now—could not aff o rd to
attend the big event. 

Stay tuned for more announcements on the pro g ress of
these events from ETA .

Regional Acquirers Associations
The regional A c q u i rers Associations have been aro u n d
since the late 1990s and were founded with one primary
objective—"to serve as an Educational Forum for
Financial Institutions and ISOs/MSPs in the acquiring
i n d u s t r y." 

The A c q u i rers Associations events consist of the
Northeast, Southeast, Midwest and the recently added
Western seminar series. The events are funded thro u g h
vendor sponsorship and nominal registration fees, and
they typically have about 45 to 50 vendors and 150 to 250
attendees. 

Like ETA, the A c q u i rers Association events focus on new
p roducts and services and provide training seminars and
speakers from the industry; however, it's a more intimate
venue. And because the events are regionally located, it's
generally easier for the busy sales person to attend the
s h o w. 

The associations keep the cost to attend the shows mini-
mal, and they provide a very good setting for the smaller
and growing ISOs/MLSs to attend and meet the vendors
face-to-face. The A c q u i rers Association events are gro w-
ing in such demand that some of them are actually turn-
ing down new vendors that would like to display simply
because they want to keep the events from getting too
l a rge and costly to produce. 

This increased growth, and more importantly, the
demand for additional hands-on industry training, has
led to the formation of even more payment pro c e s s i n g
associations that are trying to meet the needs of the MLS.

National Association of Payment
Professionals (NAOPP)
The National Association of Payment Professionals exists
for all of those selling in the payment processing industry
by providing education, benefits, liaison/re p re s e n t a t i o n
and certification. It was formed to bridge the gap between
the sales person at the street level and the decision mak-
ers at the larger processors and ISOs. 

MLSs can join the organization for an introductory price
of $25, and they currently schedule their events in con-

Understanding the Payment Processing
Trade Association Events





junction with the various A c q u i rers Association shows.
This way, MLSs can get good hands-on regional training
and additional information at a low cost; they also have
the option to meet with the vendors that attended the var-
ious A c q u i rers Association shows. 

The NAOPP is another avenue providing MLSs with
access to detailed training that—up until now—was
either to costly or not currently off e red by the existing
a s s o c i a t i o n s .

Institute for Payment Professionals (IPP)
The Institute for Payment Professionals' (IPP) mission is
to provide MLSs with an opportunity to acquire (no pun
intended!) the training and tools that are necessary to
compete in the processing industry. 

A c c o rding to its Web site, IPP is a training company, ded-
icated to the payment services sales person at the stre e t
level. It keeps the membership fee extremely low and
uses sponsorships from processors and equipment ven-
dors to help subsidize the training seminars.

The good news is that all of these associations and their
events are designed to help educate ISOs/MLSs and to
p rovide access to the vendors at a face-to-face level.

W h e re there were once very few training opportunities
p rovided within the industry, ISOs/MLSs now have an
abundance of choices. 

It makes sense for sales re p resentatives to gather more
information on all of the associations via their Web sites
and to choose the association event that best meets their
needs. Chances are you'll find that each organization has
its own merits and you might end up giving them all a try
at some point. 

Also, you should check with your ISO or processor to see
what educational programs they are offering and how the
association events can complement their eff o r t s .

Visit The Green Sheet Online's Tradeshow Directory at
w w w. g reensheet.com/tradeshows.htm  

Peter Scharnell is VP Marketing for Electronic Exchange Systems
(EXS), a national provider of merchant processing solutions.
Founded in 1991, EXS offers ISO partner programs, innovative pric-
ing, a complete product line, monthly phone/Web training, quar-
terly seminars and, most of all, credibility. For more information,
please visit www. e x s p rocessing.com or e-mail Peter at
peter.Scharnell@exsprocessing.com
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David H. Press
Integri ty Bankcard Consultants,  Inc.

Me rchant Level Salespeople (MLSs) should
have some understanding of the diff e re n t
types of business organizations when filling
out applications for potential merc h a n t

accounts. In my experience, some MLSs consistently sub-
mit merchant applications that are inconsistent. For
example, I have seen applications where the
business/corporate name is listed as ABC, Inc., and the
check is in the name ABC or is a personal account of the
o w n e r. This usually means that the business is really not
a corporation and that the owner just liked the name
ABC, Inc. 

In another instance I've observed, the business/corporate
name is filled out with a name like ABC, Inc., and the sole
p roprietorship box is checked. Sometimes the reverse is
t rue and the business corporate name is shown as A B C

(without 'Inc.' or 'Corp.') and the corporate box is checked
to indicate type of ownership. Remember, to get the pro-
tection of being a corporation, the corporation must hold
itself out as a corporation, which is why corporations add
'Inc.,' 'Corp.,' etc. to their names. 

We know that MLSs should make sure any applications
they submit are legible and completed in their entire t y,
and all the re q u i red materials are submitted along with
the application. It also helps if the application is consis-
tent throughout. Otherwise, underwriters might put
those applications aside pending further investigation or
have the agent go back to the merchant to request more
information. For faster approval, it's best to get it right the
first time. 

MLSs need a basic understanding of the various cate-
gories of ownership in order to properly fill out merc h a n t
applications. It's as important as having good handwrit-
ing and complete, accurate information. To get a better
understanding of the diff e rences, I asked Greg Bro w n ,
Vice President of Integrity Bankcard Consultants, Inc. and
a licensed attorney, to explain the 'Type of Ownership'
boxes found on most merchant applications.

Sole Proprietorship
A sole proprietorship is an unincorporated business that
is owned by one individual. It is the simplest form of
business organization to start and maintain. The business
has no existence apart from the owner. Its liabilities are
the owner's personal liabilities and he/she undertakes all
the risks of the business for all assets owned, whether
used in the business or personally owned. Signing the
personal guarantee has no meaning in the case of a sole
p ro p r i e t o r, but should be completed for all merc h a n t
a p p l i c a t i o n s .

Corporation
A corporation is a separate legal entity with its own iden-
tity separate and apart from its shareholders (owners). A
corporation can own pro p e r t y, enter into contracts and
conduct business under its own name. As a separate legal
e n t i t y, a corporation is responsible for its own debts.
G e n e r a l l y, an officer (but not necessarily every person
that has a title that might indicate that he/she is an off i-
cer) can sign and bind the corporation. 

It is usually best to get the signature of the president. For
l a rger entities and for added protection, some merc h a n t
applications re q u i re that a corporate resolution be signed
to ensure that the officer signing the merchant application

What MLSs Should Know About Business Entities 
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has the authority to bind the corpo-
ration. 'Managers' generally do not
have the authority to sign for a cor-
poration. 

S h a reholders, directors and off i c e r s
a re typically not responsible for cor-
porate liabilities. If the corporation
s u ffers losses, the corporation itself
must bear those losses to the extent
of its own re s o u rces, and not the
personal assets of the individual
s h a reholders. Because the corpora-
tion protects the owner(s) of a busi-
ness against personal liability, the
personal guarantee is usually
re q u i red of the principal owner(s). 

Partnerships
Apartnership is a for- p rofit business
association of two or more 'persons.'
Because the business component is
defined broadly by state laws and
because 'persons' can include indi-
viduals, groups of individuals, com-
panies and corporations, partner-

ships are highly adaptable in form
and vary in complexity. 

Each partner shares directly in the
o rganization's profits and share s
c o n t rol of the business operation.
Generally partners are jointly and
independently liable for the partner-
ship's debts and one partner signing
the merchant agreement will bind
the partnership. 

A partner relationship usually has a
partnership agreement, but can be
implied if no formal document
exists. Partnership agreements can
be drafted to limit, to some extent,
these general rules above. 

Limited Partnerships, usually desig-
nated as 'LP,' differ in that the limit-
ed partners cannot sign contracts
and are not liable for the debts of the
limited partnership. A general part-
ner must sign the merchant agre e-
m e n t .

Limited Liability Companies
Limited liability companies, or
'LLCs,' are becoming more pre v a-
lent. An LLC is a separate legal enti-
ty (business stru c t u re) from the
owners of the LLC. Think of an LLC
as a hybrid of a corporation and a
partnership. 

Like a corporation, the owners of an
LLC are not personally liable for the
debts of the LLC. Like a partnership
and sole proprietorship, an LLC has
operating flexibility and is a pass-
t h rough entity for tax purposes. LLC
owners are frequently re f e r red to as
'members.' A personal guarantee
should be signed by the member
who owns the largest percentage of
the LLC. 

Not-for-Profit
N o t - f o r- p rofit or nonprofit org a n i z a-
tions must be re g i s t e red and
a p p roved by the IRS and are known
as IRS Section 501(c)(3) or IRS
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Section 501(c)(6) organizations that
then receive tax-exempt status. This
type of organization is one that is
o rganized and operated primarily
for religious, charitable, scientific,
educational and other purposes.
They have officers and boards of
d i rectors like corporations. MLSs
should consider them to be like cor-
p o r a t i o n s .

PA or PC
A p rofessional corporation, or 'PC,'
sometimes re f e r red to as a pro f e s-
sional association, ('PA') or service
corporation ('SC'), is a type of corpo-
ration or 'association' organized for
the sole purpose of rendering a spe-
cific professional service. 

Generally only an individual or
g roup of individuals, each licensed
or otherwise legally authorized to
render the same type of pro f e s s i o n a l
service that are licensed in that state,
may form a professional corporation

such as in the following pro f e s s i o n s :
certified public accountants;
licensed public accountants; arc h i-
tects; attorneys; chiropractors; den-
tists; pharmacists; optometrists;
physicians; surgeons; psychologists;
p rofessional engineers; veterinari-
ans; occupational therapists; physi-
cal therapists; re g i s t e red nurses, etc.
These should be treated in the same
manner as any other corporation.

Corporations including PAs, PCs,
LLCs and—usually—limited part-
nerships and not-for- p rofit org a n i-
zations must be re g i s t e red in the
state(s) where they conduct busi-
ness. 

A corporation can be incorporated
in one state, and if it conducts busi-
ness in another state, it must re g i s t e r
in that state as well as a 'foreign' cor-
poration. To continue to receive its
corporate protection status, the cor-
poration must regularly file paper-

work in each state to maintain its
'active' status. 

It is recommended that all signers of
the merchant agreement sign the
personal guarantee no matter what
type of ownership the business uses.
If a sole proprietor signs the person-
al guarantee, it may not have any
additional legal effect, but may have
a psychological effect on the mer-
chant to cover any losses incurre d .

If it turns out the merchant is a cor-
poration and has limited liability,
the personal guarantee could be
important in recovering any losses.
It also creates a good reason for
MLSs to make sure they get the per-
sonal guarantee signed.  

David H. Press is Principal and President of
Integrity Bankcard Consultants, Inc. Phone
him at 630-637-4010, e-mail
d h p @ i n t e g r i t y b a n k c a rd.net or visit
www.integritybankcard.net.
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By Lazaros Kalemis
Alpha Card Services, Inc.

S ince I attended the Northeast A c q u i re r s '
Association (NEAA) and National A s s o c i a t i o n
of Payment Professionals (NAOPP) events in
Mt. Snow, VT, I've been thinking about two

things: 1) the lack of merchant level salesperson (MLS)
re p resentation at the NAOPP event and 2) the lack of
knowledge that some of our associates have about our
i n d u s t r y. 

While listening to Linda Ford of CardSystems Solutions
explain the backbone of our industry and answer ques-
tions from members of the audience, I realized that many
people do not understand the basics of this industry. 

When my partner Dimitrios and I got started in the indus-
try five years ago, our training consisted of getting the
m e rchant agreement and being told, "go get 'em, tiger." I

had hoped training had improved since then. 

At our company, Alpha Card Services, Inc., we offer a
sales training program called Alpha University. In the fol-
lowing paragraphs, I will address the most fre q u e n t l y
asked questions we hear during the training. I highly re c-
ommend that if your ISO partner offers any type of train-
ing, you should commit yourself to it. 

The knowledge you gain will go a long way in making
you a productive member of this industry and will help
you generate profit in the long run. 

Who gets interchange?
After reading the nine-part "Interchange Untangled"
series in The Green Sheet, you should be familiar with
i n t e rchange and how it affects diff e rent transactions.
Every ISO and bank, no matter its size, has to pay inter-
change. 

I n t e rchange is paid each and everyday to issuing banks.
Issuing banks not only earn interest on the money they
lend to their cardholders, but more importantly, they earn
a percentage of the sale from the merchants. For example,
when an MBNA c a rdholder uses his or her card at an
Alpha Card Services merchant, Alpha Card Services does
not get the interc h a n g e — M B N A d o e s .

Who gets the dues and assessments?
Dues and assessments are part of the transaction fees that
a re paid to the credit card associations, such as Visa and
M a s t e r C a rd, for the network of member banks they have
built. 

Who gets the transaction fees?
Every transaction fee that each merchant is charg e d
includes three parts: interchange, network fees and
ISO/agent profit. We know that depending on the card
type and interchange level we can pay anywhere fro m
$0.02 to $0.15 to the issuing banks. Also, depending on the
network through which we choose to process the transac-
tion, there can be up to an additional $0.11 per transaction
cost. Anything over the interchange and network fees is
the ISO/agent profit. 

If there are discount rates and transaction
fees, how can a company get away with
charging a bundled rate?
Typically merchants are charged both a discount rate and
a transaction fee per sale. However, in some cases they are

Bankcard 101





c h a rged a flat rate, which combines a discount rate and a
transaction fee. 

See the "Example" box on this page.

How does the transaction
approval process work?
One thing I always like to say is that it would take me
longer to explain the actual process of the
transaction/sale than it would to complete the sale. We all
know a credit card must be processed through some type
of terminal, whether it is a physical, virtual or some type
of touch-tone service.

Following are general steps involved
in processing a transaction:  
1. The merchant or customer swipes or punches the card

number, expiration date, sales amount and any other
required information depending on card or sale type. 

2. The terminal contacts the servers of the network that the
merchant is using (Vital, Maverick, Global, etc). 

3. The network locates the BIN on the card and contacts the
issuing bank to inquire about fund availability.

4. The issuing bank's servers issue an approval/decline
code depending on fund availability, which is transmit-
ted through the network to the terminal. 

How often should merchants
close their batch? 
In order to qualify for the best possible interchange level,
every merchant should 'batch out' every single day. If a
transaction is not batched within 24 hours of its authori-
zation, it will get downgraded to a diff e rent interc h a n g e
level. 

If a Visa transaction is not batched within seven days of
authorization, or a MasterCard transaction within 30
days, the authorization falls off and must be re-submitted. 

What is a retrieval request?
A retrieval request is the issuer's request for all hard c o p y
sales drafts from a particular sale. 

As NPC states on its Web site, MasterCard re q u i res that
all retrieval requests be fulfilled electronically thro u g h
the MasterCom electronic image process system, while
Visa will allow requests to be fulfilled through the mail
along with Visa's Copy Request Manager System. 

If the retrieval requests are ignored they will eventually
lead to a charg e b a c k .

What is a chargeback? 
When a cardholder disputes a transaction, it is handled
t h rough a chargeback or compliance case. In the case of a
c h a rgeback, the issuer returns a transaction to the acquir-
e r, and the acquirer debits the payment previously paid to
the merchant. 

C h a rgebacks are the result of either cardholder disputes
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The merchant swipes a regular card

$68 ticket x (2.00% bundled rate) = $1.36

EXAMPLE

Disc. Paid - Trans Fee
Ticket Amount

= Discount Rate

$1.36 – $0.20
$68 

= 1.71%

Formula

Formula
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or violations of rules by the merchant or acquirer; chargebacks help enforc e
operating rules and correct transaction errors. The issuer always initiates the

first chargeback. 

A c h a rgeback can occur when the issuer finds an error in the transac-
tion, or if there is a cardholder complaint. MasterCard and Visa have
developed pro c e d u res for submitting and processing charg e b a c k s .

By learning this industry inside and out, you're giving yourself all
the tools to be successful for the long haul. If your ISO doesn't off e r
training, do not use this as an excuse. With some hard work on your
part, you can become very knowledgeable—perhaps even a selling

machine! 

For those of you who are truly serious about learning more about our
i n d u s t r y, I suggest you visit The Green Sheet Online's various forums. I

also recommend reading "Good Selling!" and "Good Selling! 2" by Paul
G reen and "How to Survive and Thrive in the Merchant Services Industry" by
M a rc J. Beauchamp and William Graham. 

If you still have questions, don't hesitate to post them on The Green Sheet MLS
F o rum, or you may e-mail me directly at lkalemis@alphacard-us.com. I will
either answer the question or guide you to the proper source.  

Lazaros Kalemis is President of Alpha Card Services, Inc. 

By learning this
industry inside and out,

you're giving yourself all the tools
to be successful for the long haul. 
If your ISO doesn't offer training, 

do not use this as an excuse. 
With some hard work on your

part, you can become very
knowledgeable.
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S ince it first appeared on the Web in 1998, the
s e a rch site Google has rapidly become the pri-
mary method most people use to browse the
Internet. Users are attracted to Google by its

simple clean layout, vast site index and relevant, fast
re s u l t s .

But don't let its simplicity fool you—Google has many
advanced search features and tricks that will help you get
the most out of the Internet. Google scans more than four
billion Web pages every time a search is entered, so it
makes sense to know how to make the best use of all that
i n f o r m a t i o n .

While Google has documented
many of its capabilities on its
own help pages, an even gre a t e r
re s o u rce is "Google Hacks," a
new book that lists, ranks and
explains the top 100 tips and
tools to maximize your searc h
e fforts. The tips were contributed
by expert  Google users and
developers and will save re a d e r s
hours of re s e a rching time.

"Google Hacks" is published by
O'Reilly & Associates, a well-
known information source for
leading-edge computer technolo-
gies. Along with publishing tech-
n o l o g y - related books, the com-
pany organizes conferences and
develops Web sites, so you know
the information presented in this
book will be reliable and useful.

To illustrate how "Google Hacks"
can improve the results you get
with your searches, start with
something simple—G o o g l e
Hack #6: "Word Order Matters."

If you have experience with key-
w o rd-based search engines, you
might be surprised to learn that

the order in which you enter words can make a diff e re n c e
in the search results you get and how they are ranked. 

For instance, a search for "bankcard check industry"
lists as its first result a link to U.S. Bankcard Services. By
rearranging the words and searching for "c h e c k
bankcard industry," a link to a white paper on
Ingenico's site is shown. 

If a particular search string isn't providing you with the
results you want, just try entering the words in a diff e re n t
o rd e r. 

Uncovering Google Secrets with "Google Hacks"

"Google Hacks"

100 Industrial-Strength Tips & Tools
By Tara Calishain and Rael Dornfest
With a foreword by the Google 
Engineering Team
O'Reilly & Associates, 
Sebastopol, Calif., 2003
ISBN: 0-596-00447-8





Google Hack #7, "Repetition Matters," elaborates on Hack
#6 with the tip that repeating important words in your
s e a rch string can also change the results. 

If you find that the search string you're using doesn't re s u l t
in enough specific information, try entering one of the
important keywords twice. For instance, if you're looking for
banks that offer certain services, but end up with nothing but
plenty of non-bank-related results, try adding an extra
"b a n k" or two to your search string.

"Google Hacks" also describes additional search string tips to
add to your search and narrow your results even further.
One of these is the "s i t e :" string, which is used to tell
Google to only show results from a particular Web site. 

For example, to search Google for all re f e rences to the FTC on
g reensheet.com, search for "FTC site:greensheet.com"

Page 7 8

"Google Hacks" also describes additional search string tips ... 
One of these is the "site:" string ... For example, to search Google for all references 

to the FTC on greensheet.com, search for "FTC site:greensheet.com"
and it will provide a list of links, all originating on The Green Sheet's Web site. 



and it will provide a list of links, all originating
on The Green Sheet's Web site. 

This tip is especially useful in cases when you
a l ready know what you are looking for and
what site it is on, but either the site doesn't
have a search engine of its own or it isn't bring-
ing up the result you want.

T h e re are plenty of other tricks up Google's
sleeves, ready to be put into action for success-
ful searching. Google can be used as a diction-
ary (Google Hack #16); every time you searc h
for something on Google, directly below the
text entry should be the words "search the
Web for,"  followed by the string you
s e a rched. If Google can find any of those word s
in the dictionary, it will link them directly to a
page showing their definitions. 

Google can also be used as a phonebook—a
useful feature for anyone who frequently needs
to call people out of state or spends a lot of time
on the road (Google Hack #17). 

Do you need to find the name of that Te x a c o
station you stopped at in Santa Cruz, Calif.?
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4.2 8 5.1 9 9.774 
Number of Web pages in Google's searchable database as of Feb 19, 2004

Using translate.google.com, www.greensheet.com/onlineindex.html in German



P recede your search string with ": p h o n e b o o k," followed
by the name of the business, the city, and finally the state.
For this particular search, the string would be ": p h o n e-
book texaco santa cruz california." 

While the Google phonebook tool isn't as exhaustive as a
local phone dire c t o r y, it can be useful for finding busi-
nesses or people who haven't moved re c e n t l y. Try the

s e a rch on your own name and city and see what comes
u p .

"Google Hacks" contains tips for all experience levels,
f rom beginners to experts. Some of the tips might be
worth passing along to your Web designer or pro g r a m-
ming department. 

Chapters Five and Six are devoted to the Google A P I
(Application Programming Interface,) which pro g r a m-
mers can use to access many of Google's features in their
p rograms. 

Prior to the release of the API, many Web pro g r a m m e r s
would write programs to run a Google search and sift
t h rough the results looking for data. 

Now with the Google API, programmers get direct access
to Google, from CGIs and other programs, to search for
specific types of information (pages published in a certain
date range for example). 

Google's results can also be combined with your own
s e a rch engine results for a particular subject. The A P I
chapters present many real-life examples pro g r a m m e r s
can use as templates for their own company-specific
applications. 

"Google Hacks" is a true re s o u rce, offering a plethora of
tips for successful re s e a rching. Other features detailed in
the book include limiting search results by date, changing
language options and searching for slang and jarg o n ;
t h e re's even a full chapter devoted to getting your site a
higher ranking within Google results. 

With all of these features and the power that comes with
them, "Google Hacks" is definitely a book for anyone who
re s e a rches on the Internet to keep within reach.  
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An example of the dictionary function, searching the word 'schnauzer'. On the right is the definition provided by the link from Google.







MagTek's USB-compatible
Magstripe Reader
Product: IntelliStripe 380
Company: MagTek, Inc.

In response to the growing number of businesses
with computers that use USB cable technology
(rather than serial ports) to attach peripherals,
M a g Tek, Inc. now offers a USB-compatible version

of its IntelliStripe 380 motorized magstripe/smart card
reader card reader and writer.

The USB-based IntelliStripe 380 is a PC-based device that
is ideal, MagTek says, for card issuers managing a small
to moderate flow of loyalty, access or identity cards for
lodging, services, commercial and institutional applica-
tions. 

The IntelliStripe 380 enables the reading and writing of
magnetic stripe cards per ISO 7810, 7811 and the read and
writing of smart cards per ISO 7816 and EMV Level 1. 

It is Flash programmable, supports HiCo and LoCo card s ,
has a dual color LED status indicator and a remote power
p a c k .

The new version supports both USB and RS-232
i n t e r f a c e s .

M a g Tek, Inc.

20725 S. Annalee Av e .
Carson, CA 90746
3 1 0 - 6 3 1 - 8 6 0 2
w w w. m a g t e k . c o m
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Using Digital
Signatures for
Authentication
Product: DataSIGN
Company: First  Data Corp.

F irst Data Corp. has
released a pro d u c t
called DataSIGN, which
helps protect businesses

and consumers from fraudulent transactions and identity
theft—the fastest growing crime in the United States.

Businesses can use the DataSIGN product to replace pass-
w o rds (and other means for authenticating users) with
digital signature s .

First Data defines a digital signature as an electronic code
that can be attached to an electronic transaction. Digital
s i g n a t u res, like handwritten signatures, are used to verify
the authenticity of a person. Businesses can use digital
s i g n a t u res to help verify that when a customer purc h a s e s

something they have in fact made the
p u rchase, so this can't be re f u t e d
l a t e r.

The DataSIGN products are based on
First Data's Secure Signing Platform. 

First Data Corp.

6200 South Quebec Stre e t
G reenwood Village, CO 80111
8 0 0 - 7 3 5 - 3 3 6 2
w w w. f i r s t d a t a s e c u re . c o m

Spend it Just like Dough
Product: eDough
Company: eDough, Inc.

For consumers still leery of using their cre d i t
c a rds to make purchases on the Internet— espe-
cially in terms of micro transactions—eDough,
Inc. announces an all-cash Internet payment

solution called, what else? eDough!

You must first register as a member by visiting
eDough.com or an eDough machine. There you can also
" p u rchase" your eDough, and then you can spend it like
cash at participating merchant Web sites. 

The company said users only need one transaction to get
started—by using a bank transfer, electronic check, per-
sonal check or cash in an eDough Machine to purc h a s e
e D o u g h .

With this payment service, transaction costs are eliminat-
ed, so eDough merchants can charge customers on a per-
use basis. Merchants (and resellers) can benefit from a
new source of re v e n u e .

The company said there are no credit cards, no charg e-
backs and no per-transaction fees.   

eDough, Inc.

303-986-5006 
w w w. e d o u g h . c o m
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Pop Quiz Time!
Test your sales knowledge by answering the following questions.

1. Sales is:

¢ a) A necessary evil
¢ b) A profession
¢ c) Just something to pass the time
¢ d) A great way to make some money 

until you find a real career

2. When you are done with your sales
presentation you should:

¢ a) Run out the door as fast as you can
¢ b) Ask for the sale
¢ c) Make fun of the merchant's attire
¢ d) Quietly sit and stare at the merchant

3. When a prospect tells you "No" you should:

¢ a) Take it personally and hurl insults at him
¢ b) Ask her what her objections are
¢ c) Run out the door as fast as you can
¢ d) Sulk—perhaps even cry

4. When trying to get past the
screener you should:

¢ a) Yell and scream
¢ b) Treat him or her with respect
¢ c) Make threatening gestures
¢ d) Give up immediately and run out the      
door as fast as you can
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I'm a great believer in luck, and I find the
harder I work the more I have of it. 

– Thomas Jefferson 
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NACHA Payments 2004

Highlights: The numbers for electronic payments are impres-
sive: One billion e-check payments were processed in
2003, which is doubled from 2002; 8.95 billion ACH pay-
ments were processed in 2002, up by nearly 1 billion from
2001; 2003 will be the year in which the number of elec-
tronic payments exceeds the number of checks in the United
States. The overall theme for Payments 2004 is "Innovative
Services + Effective Risk Management = Greater Value."
Attendees will learn from actual practitioners who are
implementing and growing electronic payment programs of
all types—across platforms and across borders. More than
120 concurrent sessions and workshops delivered by a
broad range of industry experts will give you the most time-
ly information on the latest advances and best business
practices in ACH, eCheck, Corporate Payments Priorities,
Global Electronic Payments, The Payments Biz and
Public/Private Convergence. Meg Whitman, President and
CEO of eBay, Inc. is the keynote presenter.

When: March 21 – 24, 2004

Where: Washington State Convention and Trade Center,
Seattle

Registration: Visit www.nacha.org

Electronic Transactions Association
2004 Annual Meeting and Expo

Highlights: This is the biggest event of the year for the elec-
tronic payment processing industry. Nearly 2000 attendees
from across all segments of the industry—from sales agents
to CEOs—from across the country and from around the
world are expected at this year's ETA Annual Meeting and
Expo. Network with strategic partners, vendors and third
party suppliers; learn about the latest technology, trends,
products and services. Four educational tracks include ses-
sions in operations, sales and marketing, emerging markets
and technology; more than 130 exhibitors will participate.
Relevant keynote presentations, general sessions, the
President's Dinner, receptions and a golf tournament are
also important event components. This year, ETA offers spe-
cially discounted one-day registration to all independent
1099 MLSs—attend Wednesday or Thursday for $185.

When: April 20 – 22, 2004

Where: MGM Grand, Las Vegas

Registration: Visit www.electran.org; phone 866-ETA-MEET.

5. When you are using the phone and you get
voicemail you should:

¢ a) Hang up—they'll never call you back anyway
¢ b) Leave a brief message—make sure to speak slowly 

and include your name and phone number
¢ c) Leave as long a message as possible
¢ d) Just breathe heavily and make them guess who called

6. While making your presentation be sure to:

¢ a) Put down your competitors often
¢ b) Listen to the merchant
¢ c) Never ask the merchant any questions
¢ d) Walk away without asking for the sale

7. When getting ready to make a presentation to
a new merchant you should:

¢ a) Relax and do no prep work
¢ b) Do some research and learn about your  

merchant's company
¢ c) Make it all up as you go along
¢ d) Run a thorough background check on the prospect

8. Customer service is:

¢ a) Just the latest catch phrase
¢ b) An important part of the whole sales process
¢ c) Someone else's problem
¢ d) Great when you can get it

If you answered anything but "b" to all of the above, we
would like to recommend that you sit down and read or
re read "Good Selling! 2." 

If you have not received your copy, send an e-mail to
k a t e @ g reensheet.com. Each of our subscribers receives a
copy of this book, an essential tool in a successful sales
c a re e r.

Good Selling!

Paul H. Green



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



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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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Access to Money
(888) 501-5246

Data Capture Systems
(800) 888-1431

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

B A C K G R O U N D
I N V E S T I G AT I O N S

B e s t p e o p l e s e a rc h . c o m
(760)652-4050 x911

C o m m e rcial Business Intelligence
(888) 740-0747

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 x7684

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

CHECK DRAFTING SER-
V I C E S

C F IG ro u p
(888) FON-CHEX

Checks by Phone/By We b
(561) 998-9020

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

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

C rossCheck, Inc.
(800) 654-2365

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

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

C O M P L I A N C E /
PIN ENCRY 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
Paragon Services Inc.

(800) 322-5771 
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 x236

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 Sys
(866) GO4 FA P S

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

Global Payments, Inc.
(800) 801-9552

G roup ISO
(800) 960-0135

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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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

National Processing Co.
(800) 672-1964 x7655

N o rth American Bancard
(800) BANCARD x1001

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

National Processing Co.
(800) 672-1964 x7684

N o rth American Bancard
(800) BANCARD x1001

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 x236

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

E X S - E l e c t ronic Exchange Sys.
(800) 949-2021

First American Payment Sys.
(866) GO4 FA P S

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

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 x 7655
Netcom Data Southern Corp.

(800) 875-6680
N o rth American Bancard

(888) 229-5229
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 C L 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

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 x275

C rossCheck, Inc.
(800) 654-2365

E - C h e x
(877) 474-8924

ElectCheck Plus
(800) 863-5995

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

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

iPayment, Inc.
(800) 748-6318

National Processing Co.
(800) 672-1964 x7655

N O VA Information Systems
(800) 226-9332

P a y m e n t e c h
(888) 849-8980
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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 T O R E D VA L U E
P R O G R A M S

i2c, Inc.
(888) 327-8188

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 ............................................................................................80 
A-1 Leasing ...................................................................................... 24
ABANCO International ........................................................................69 
ABC Leasing ........................................................................................34
Advanced Payment Services .............................................................. 25
AlphaCard Services, Inc ......................................................................12
AmericaOne Payment Systems ................................................................9
Authorize.Net .................................................................................... 93
Bancnet Corporation .......................................................................... 52
Bank Card Depot ................................................................................27 
Barclay Square Leasing ........................................................................10 
Best Payment Solutions..........................................................................23  
BUDGET Terminals & Repair ................................................................51
Business Payment Systems ..............................................................36, 50  
Central Bancard ..................................................................................85
Charge Card Systems ........................................................................ 53
Cignify Corporation ............................................................................18 
CoCard Marketing Group ....................................................................70 
CrossCheck..........................................................................................60  
Cynergy Data .................................................................. 57, 59, 61, 63
Electronic Exchange Systems .............................................................. 75
Electronic Merchant Systems..................................................................42   
Electronic Payment Systems .................................................................. 67
Electronic Payment Systems II .............................................................. 46
Electronic Transactions Association ...................................................... 62
EVO Payment Systems .................................................................. 44, 45
First American Payment Systems .......................................................... 37 
First Data Merchant MD........................................................................56
Five Star ATM ......................................................................................47
FTI ................................................................................................14
Global Electronic Technology ................................................................11
Global eTelecom ..................................................................................41
GM Merchant Solution ........................................................................16   
GO Software ......................................................................................66
Golden Eagle Leasing ..........................................................................58
Humboldt Merchant Services ................................................................ 84
Hypercom   ...................................................................................... 35 
Hypercom II ........................................................................................ 96
Ingenico ................................................................................................2
Institute for Payment Professionals ........................................................ 20
IRN/PartnerAmerica ............................................................................82
JR’s P.O.S. Depot ..................................................................................71 
Lipman USA ...................................................................................... 15
Lynk Systems, Inc. ................................................................................79 
MSI-NJ ................................................................................................32  
MSI-NJ 1-800-BankCard ......................................................................91
National Association of Payment Professionals (NAOPP) ........................22
Nationwide Automated Systems, Inc. .................................................. 74
NBS Technologies, Inc...........................................................................17
North American Bancard ................................................................ 6, 7
NOVA Information Systems ................................................................ 43
NPC ....................................................................................................13    
Phoenix Financial, LLC ..........................................................................68
POSBUY.COM ....................................................................................31 
POS Portal ..........................................................................................19
POS Payment Systems ..........................................................................87
Red Check Investments ..........................................................................28
Resource Finance Group ......................................................................72  
Retriever Payment Systems .................................................................. 65
Signature Card Services ......................................................................83
Sterling Payment Technologies ..............................................................86
Star Systems ...................................................................................... 55
TASQ Technology................................................................................ 95
TASQ Technology II ............................................................................ 73
Teertronics .......................................................................................... 29
The Phoenix Group ..............................................................................77  
Total Merchant Services ..................................................................48, 49
U. S. Merchant Systems  ......................................................................81
United Bank Card ........................................................................ 38, 39 
United Merchant Services ......................................................................78   
Vision Payment Solutions ......................................................................26
Vital Merchant Services ........................................................................89
Xenex Merchant Services ......................................................................21

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






