
Can it be said, to paraphrase the adage, that behind
every great industry, there are women? Probably
not, when you consider the fact that women have
only begun to make headway into influential

high-level corporate positions over the past twenty
years or so. 

One exception is the electronic payment processing indus-
try, which has emerged along a similar timeline. New tech-
nologies and systems change the way transactions are han-

dled, creating the need for companies that provide
the diversity of products and services needed to
make the industry run. 

The atmosphere of continual change in pay-
ments has also created opportunities for
women. A young and growing industry seems
to have been an excellent springboard for
women, allowing them to spread their profes-
sional wings and soar.

You might not be fully aware of their presence
or their accomplishments. When you look close-
ly, though, you'll see a number of women lead-
ing companies and associations or serving in
senior executive positions and definitely mak-
ing an impact. 

Is it a coincidence that women have found in
payments a niche in which to excel? Does the
nature of this industry—always evolving and
moving forward—make it an easier venue in
which women can have successful, meaningful
careers?
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We all break out in a cold sweat when someone mentions
the phrase "cold calling." There's no task less desirable for
salespeople than making hundreds of calls to merchants who
don't want to talk to them. It's a humbling, confidence-
eroding, tedious job. But it's also the most important job a
sales rep can do.

See story on page 60 

Women are Making
Payments Happen

See Women in Payments on Page 54
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The  Green  Sheet  Has  Bet ter  Coverage

I am a small ISO in Gardena, Calif. who would like a subscription
to The Green Sheet. Please send me the required form for a sub-
scription. I have been a subscriber to Transaction World for several
years, and I find The Green Sheet to be much more comprehensive
in coverage of the non-cash payments industry. Thank you.

All the best,
Gil Gass

Gil:
Thank you for your kind words. We're always looking for new ways
to bring information to the MLS. You may subscribe online at
www.greensheet.com . On GS Online, in the "Contact Us" drop-
down menu, select "New Subscription."

Editor

Sh ip ley,  MedCom and ROI

Lisa Shipley wrote an article titled "Medical Transactions: Your
Prescription for a Bigger Payday" in The Green Sheet, May 24,
2004, issue 04:05:02, and she mentioned the MedCom System and
ROI calculators. Do you know where I can get more info on both? 

Thanks,
Joe T

Joe:
You can reach Lisa Shipley at lshipley@hypercom.com .

Editor

Got  In fo  on  Cardserv i ce
Internat iona l  Set t lement?

Did you have a write-up about a lawsuit and set-
tlement with Cardservice International and their
early termination fee policy? If I read it in The
Green Sheet, could you please give the link?
Thank you.

maketelinc

maketelinc:
We have not covered this topic, but I did find information on the
Web site: www.classactionamerica.com . The link to an abstract of
the article is: www.classactionamerica.com/cases/
goldInfo.asp?lngCaseId=3144&intCategoryID=

Hope this helps,
Editor

Get  Your  F ree  Membersh ip  to  NAOPP

Hi Green Sheet, 
I know you guys talked about giving away NAOPP memberships.
How do I get one?

Thanks,
Tony Shap

Tony:
This is a contest open to anyone. We ask that you submit a descrip-
tion of how the column "Street Smarts" has helped your business.
Everyone responding receives a paid one-year membership to
NAOPP. Each month, we will select one entry to receive a one-time
paid registration at the regional acquirers' meeting of your choice.
Next year we will award the grand prize—a trip to the 2005 ETA
Annual Meeting and Expo (includes registration, airfare and
hotel)—to one of the monthly winners. 

You may submit an entry to streetsmarts_feedback@greensheet.com.
Good Luck!

Editor







NEWS 

GDP, Spending and Inflation Up

Gross Domestic Product increased at an annual rate of
3.9% in the first quarter of 2004, according to the U.S.
Commerce Department. This increase is less than the
4.1% increase reported for the fourth quarter of 2003.
Major contributors to the increase were personal con-
sumption expenditures (PCE), exports, equipment and
software and federal government spending. PCE
increased 3.8% in the first quarter, compared with an
increase of 3.2% in the fourth quarter. Inflation was also
higher, as the price index for gross domestic purchases
increased 3.5% in the first quarter of 2004; it was only
1.3% in the fourth quarter. 

NYCE Shareholders Approve Metavante 

As previously announced, Metavante Corp., the finan-
cial technology subsidiary of Marshall & Ilsley Corp.,
plans to purchase the stock of NYCE Corp. for approxi-
mately $610 million in cash. Bank of America Corp.,
Citigroup Inc., HSBC USA Inc. and J.P. Morgan Chase &
Co., all minority shareholders of NYCE Corp., have
waived their rights to match the terms of the agreement.
The transaction remains subject to regulatory approvals.

Electronic Payments Drive Canadian Growth

Electronic payments contributed $C107 billion to the
Canadian economy since 1983, accounting for nearly
25% of Canada's cumulative economic growth, accord-
ing to a study commissioned by Visa Canada. "The
Benefits of Electronic Payments in the Canadian
Economy" was conducted by economic consulting firm

Global Insight Inc. and quantifies the impact of elec-
tronic payments on the Canadian economy. The
research found that $C60 billion of growth in personal
spending by Canadians over the past 20 years is direct-
ly attributable to electronic payments. Credit cards
accounted for more than 82% of this growth, while debit
cards accounted for just over 17%.  

ANNOUNCEMENTS

Chase Selected as Brand Name 

After the merger of J.P. Morgan Chase & Co. and Bank
One, the combined U.S. consumer and commercial
banking businesses will operate under the Chase brand.
These businesses include retail banking, credit card,
home and auto finance, small business, middle market
and mid-corporate banking. The company reports that
research indicated that the Chase brand is stronger in its
consumer and commercial banking businesses. The
name change will first appear in credit cards and the
companies expect to begin changing bank branches on a
state-by-state basis in early 2005. The Chase brand will
serve more than 11 million retail banking customers,
850,000 small businesses and 31,000 commercial busi-
nesses through 2,300 branches in 17 states. It also will
have 87 million credit cards issued. The holding compa-
ny will continue to be known as J.P. Morgan
Chase & Co.

Equifax Enhances Credit Card Activity Alerts

Equifax Inc. added credit card fraud detection features
to its Equifax Credit Watch credit-monitoring product.
At no extra charge, Equifax Credit Watch customers can
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• The U.S. Commerce Department reported that consumer spending in May increased by 1%, a consider-
able jump from the 0.2% increase the previous month, and the largest since October 2001.

• NCR Corp. will provide Cumberland Farms, a New England-based convenience store-petroleum marketer,
with a complete store automation solution (including POS terminals and bar-code scanners) for its 650
company-operated stores and stations.

• A federal judge certified a class-action sexual-discrimination lawsuit against Wal-Mart Stores, Inc., which
includes 1.6 million current and former female Wal-Mart employees. It is the biggest civil-rights class-action
case in U.S. history, Reuters reported. 





receive additional e-mail alerts notifying them of bal-
ance changes and activity on their credit cards. Alerts
are also available wirelessly via text message to cell
phones. The Balance Change Alert notifies customers
within 24 hours when charge card balances have
increased by a user-determined dollar amount. Another
credit management tool, the inactive card alert, informs
Equifax Credit Watch customers when charge card
activity occurs on their credit file after a self-selected
period of inactivity.

Global Payments Recognized
for Growth; Chair Honored

BusinessWeek Magazine recognized Global Payments
Inc. as a "Hot Growth Company" and ranked Global
Payments number 89 in the magazine's list of 100 "Best
Small Companies." The magazine considered a range of
publicly traded companies with annual revenues rang-
ing from $50 million to $1.5 billion. It then ranked them
by sales and earnings growth and return on capital over
a three-year period. Paul R. Garcia, Chairman,
President and CEO of Global Payments Inc., was named
the 2004 Ernst & Young Entrepreneur Of The Year
Financial Services Award Recipient for the
Alabama/Georgia/Tennessee Region. Ernst & Young
Entrepreneur Of The Year recognizes outstanding entre-

preneurs who are building and leading dynamic and
growing businesses. The program honors entrepreneurs
through regional, national and global award programs
in over 100 cities and 35 countries. Previous recipients
include Michael Dell of Dell Computer Corp., Steve
Case of America Online and Howard Schultz of
Starbucks Coffee. 

Ingenico Wins Top POS Technology Award

Frost & Sullivan honored Ingenico with its Point-of-
Sale Systems Technology of the Year Award for
Ingenico's innovative use of Bluetooth. Bluetooth is a
wireless technology using short-range radio links to
replace the cable(s) connecting portable and/or fixed
electronic devices. Bluetooth is a key component of the
Pay@theTable program launched by Ingenico to bring
the benefits of portable wireless payment technology to
the restaurant and hospitality industries. 

NPC Converts Providers to EFT 

National Processing Co. (NPC), provider of payment
solutions for the healthcare industry, announced results
of a pilot program to migrate healthcare providers from
paper checks to EFT. In less than eight weeks the com-
pany was able to migrate 24% of its targeted providers
from paper checks to EFT. Another 4% opted to begin
accepting their remittance information electronically.
The program, part of NPC's HealthePay service offer-
ing, targets the top 100 provider offices, ranked by
number of payments. 

SLIM CD Certified by First Data

First Data Corp. certified SLIM CD software; the POS
software supports both cardswipe and keyed transac-
tions. This certification allows merchants to use the
SLIM CD software on First Data's Nashville platform.
Transactions are processed in two to five seconds
through SLIM CD's Frame Relay connectivity to First
Data, without requiring the merchants to have a leased
line or dedicated Internet connection. 

Smart Card Alliance Adds 21 Members

Twenty-one new members joined the Smart Card
Alliance. The not-for-profit multi-industry organization
works to accelerate the acceptance of smart card tech-
nology. VeriSign and Lockheed Martin joined at the
highest level of membership. Security industry compa-
nies continue to make up the fastest-growing category
of new members but card manufacturers, application
developers and end user organizations also joined
the Alliance. 

State Department Gets Biometrics

The United States Department of State (US DoS)
selected Datakey Inc. and Precise Biometrics AB's
Match-on-Card biometric authentication Solution for
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the Biometrics Logical Access Development and
Execution (BLADE) project. BLADE is an initiative to
increase computer network security throughout the US
DoS. Datakey expects the BLADE project to contribute
revenue in the range of $600,000 to $1.0 million over the
next two to three quarters.

TransAKT Corp. Closes Private Placement

TransAKT Corp. successfully closed its private place-
ment financing of 3,552,215 shares for total proceeds of
$1,065,664. Funds from the private placement will be
used to implement the business plan for TransAKT
USA. The company's shares are now traded on OTC:BB
under the symbol TKTJF.

PARTNERSHIPS

CSC and US Dataworks Form Alliance 

Computer Sciences Corp., a global information tech-
nology services company, and US Dataworks, Inc., a
developer of payment processing software, have
formed an alliance to jointly develop and market pay-
ment processing solutions to address the challenges pre-
sented by Check 21. Check 21 allows banks to exchange

checks electronically, using digital images instead of
paper. CSC and US Dataworks will combine CSC's pay-
ment, check and fraud solutions with US Dataworks'
Clearingworks technology to provide an integrated
end-to-end solution for electronic processing.

AmEx Rolls Out Service to Iceland

Kreditkort hf. and American Express formed an exclu-
sive agreement for Kreditkort hf. to become the sole
merchant acquirer for American Express in Iceland.
Kreditkort hf. will begin the first phase of managing all
aspects of American Express' merchant relationships in
Iceland, including the acquiring of new American
Express merchants and servicing existing merchants.
American Express will continue to have responsibility
for all elements of card operations, including card mem-
ber billing and payment systems, accounting, customer
service, credit and fraud control.

Coast ATM Allies with KeyBank 

ATM and cash management company Coast ATM, LLC
formed a marketing alliance with Cleveland-based
KeyBank to place ATMs and cash management solu-
tions in casinos, shopping malls, office buildings and
other high-traffic locations. Coast ATM will be the sales
and marketing arm for the two companies, building on
its existing relationships within the gaming and com-
mercial real estate industries to secure locations for
installing turnkey ATM and cash management systems.
KeyBank will provide a nationwide ATM network of
2,200 ATMs. ATMs will be branded as Coast ATM
machines with KeyBank providing transaction process-
ing and maintenance.

MasterCard, NameProtect Unite vs. Fraud

MasterCard International and NameProtect, the digital
fraud detection company, are working together to com-
bat illegal online activities such as identity theft and the
brokering of illegally obtained payment card numbers.
Working in cooperation with law enforcement, the part-
nership seeks to dismantle the online tools and venues
used by identity thieves before they can use them to
steal personal information. 

NameProtect will continuously monitor Web pages,
online discussions, spam e-mail and other online for-
mats to identify online trading rings and other forms of
fraud the moment each attack is launched. NameProtect
then provides real-time exclusive reports back to
MasterCard. MasterCard will be able to report illegal
Web sites and illegal online forums to the proper
authorities for appropriate action. Through its MC
Alerts service, MasterCard also can provide this infor-
mation immediately to its member financial
institutions.
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Mosaic Software the Choice for
Pilot Travel Centers and CNB

Two organizations have recently selected Mosaic
Software's Postilion online processing software for their
transaction processing. Pilot Travel Centers LLC select-
ed Postilion for its locations nationwide. Pilot operates
255 travel centers in 37 states, and 250 fast food restau-
rants and 65 convenience stores. Pilot will use Postilion
as a central switch for processing debit and credit card
transactions from their gas pumps and in-store check
out lanes, and for verifying checks via positive and neg-
ative file databases. Mosaic's eSocket.POS will be used
for acquiring these transactions from the existing POS
systems and fuel pump terminals. 

Oklahoma-based Central National Bank of Enid (CNB)
selected Postilion to handle its ATM transaction pro-
cessing and debit card management for a multi-bank
network of ATMs/card issuers. The PostCard compo-
nent of the system will be used at CNB for debit card
management and to provides services for 25 issuers and
more than 60 different card programs. Detailed report-
ing as well as automated settlement and reconciliation
for all 25 issuers, networks and interfaces will be han-
dled by the Postilion Office component of the system.

NamITech and Welcome Join in South Africa

NamITech Ltd. a secure technology provider focused on
the mobile, banking and government industries formed
an agreement with Welcome, an international provider
of enhanced payment software. NamITech will become
a value-added reseller of Welcome's enhanced EMV
offerings to banking customers in South Africa. 

NCHA to Automate COCHA Settlement 

The National Clearing House Association (NCHA)
will provide the Central Oklahoma Clearing House
Association (COCHA) with automated paper and
image check settlement services using NCHA's Web-
based national settlement system. COCHA is currently
the settlement agent for CheckClear's Endpoint
Exchange within the 10th Federal Reserve District.
NCHA is the settlement agent for Endpoint Exchange
within all the remaining Federal Reserve Districts and
for intradistrict exchanges across all districts.
Converting COCHA's settlement process to the national
settlement system will standardize the process for all of
Endpoint Exchange's image exchanges. 

University of Florida Implements UPIC

Wachovia Bank issued the University of Florida a
Universal Payment Identification Code (UPIC). The
University is the first entity to use a UPIC commercial-
ly. UPIC was created by The Electronic Payments
Network, the nation's only private sector ACH operator.
A UPIC is a unique number assigned to a bank account.
It looks and acts like a standard bank account number,
except it can only be used for ACH credit payments.
Initially, the University's UPIC was provided to compa-
nies and agencies responsible for funding grants. Today,
it is provided to virtually all non-consumer remitters as
a payment option for financial aid, state reimburse-
ments and funding for grants. University of Florida has
received more than 1,700 UPIC payments totaling
$221.3 million.

MERGERS

Wachovia and SouthTrust to Merge 

Wachovia Corp. and SouthTrust Corp. have signed a
merger agreement. The merger creates the number one
bank in the Southeast, and the nation's fourth largest
financial holding company based on assets. The banks
expect the transaction to close in the fourth quarter of
2004 and estimate its value at $14.3 billion. The com-
bined company will have approximately $267 billion in
total deposits, 3,200 banking branches and 5,300 ATMs.
It will have the top retail banking market share in North
Carolina, Virginia, Georgia and South Carolina, and the
second largest market share in Washington, D.C.,
Florida, Alabama, Pennsylvania and New Jersey. 
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Wallace Malone, Chairman and CEO of SouthTrust,
will serve as Wachovia's Vice Chairman following the
completion of the merger. David M. Carroll, Wachovia
Senior Executive Vice President, and Frank Schmidt,
SouthTrust Bank Vice Chairman, will co-lead the inte-
gration of the two companies. Malone and two other
members of SouthTrust's board of directors will join the
Wachovia's board when the transaction is completed.

APPOINTMENTS

Johnson Joins CSH Consulting 

CSH Consulting, the executive search firm focused on
the payments industry, hired Jeff Johnson as Vice
President of Search Services. Johnson, a recruiting and
payments veteran, previously led Paymentech's internal
recruitment efforts for four years.

ProfitPoint Hires Finnamore

ProfitPoint named Deborah Finnamore, a 15-year vet-
eran of retail marketing, as its Director of Marketing and
Corporate Communications. Finnamore will be respon-
sible for ProfitPoint's overall marketing direction as
well as supporting the company's nationwide sales cen-
ters. Finnamore has worked on all sides of the retail

equation from a staffer in a retail store to marketing
manager of a store design firm. 

ECC Elects Lucas Vice Chair

John Lucas, Vice President and head of electronic serv-
ices for Mellon Global Cash Management was elected
Vice Chairman of the Steering Committee of
NACHA–The Electronic Payment Association's
Electronic Check Council. Lucas has spent his entire
career in the treasury services industry. He has been
instrumental in the design and deployment of the suite
of electronic payments solutions at Mellon GCM, a
treasury services business of Mellon Financial Corp.
The Electronic Check Council was established in 1995 as
a forum to facilitate the development of electronic check
products and services. 

Tesmer Named CTO of Pipeline;
Appointed to Q Comm Board

Thomas W. Tesmer was named Chief Technical Officer
of Pipeline Data, Inc. Tesmer will oversee the imple-
mentation of processing technologies for the integrated
transaction-processing provider. Tesmer has more than
25 years of experience in the transaction processing
industry. At Heartland Payment Systems he served as
Senior Vice President and created and implemented the
company's stand-alone transaction processing division.
He served as Executive Vice President and Director of
the POS Technology Division of Southeast Switch, Inc.
the precursor to STAR. Tesmer also served as President
of TransNet, now Paymentech, and President and CEO
of Access Services, Inc., a provider of risk management
services. Tesmer has also been appointed to a seat on the
Board of Directors of Q Comm International, Inc.,
provider of prepaid processing and electronic POS solu-
tions. Bray Burbidge resigned his position on
Q Comm's board.

MobileLime Appoints Wolf
Vice President Sales 

Peter T. Wolf joins MobileLime as Vice President of
Sales. MobileLime's technology transforms a mobile
phone into a shopping device. Wolf has more than 20
years' experience in software, services and hardware
integration for grocery and general retailers. He will
lead and oversee all new business relationships with
restaurant and grocery retailers to build merchant sales
and increase customer loyalty. Wolf was recently Vice
President and General Manager of CRM Solutions for
Triversity Incorporated; previously he was the Director
of New Business Development at ICL Retail Systems
and the Director of Business Development and
Marketing at the British American Consulting Group
Limited. He is also an adjunct professor to St. Joseph's
University Retail MBA program.    
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MasterCard and Wal-Mart
Settle Debit Dispute

In what appears to be the end of a four-month heated
standoff over debit interchange, Wal-Mart agreed on June
21, 2004 to begin accepting MasterCard-branded signature
debit cards again for payment at all of its locations. In

April 2003, MasterCard and Visa separately settled a class action
lawsuit in which Wal-Mart and millions of other retailers object-
ed to the Associations' honor all cards policies. The Associations
agreed to throw out the policy, pay the retailers $3 billion and
reduce fees it charges them for debit transactions.

At the end of 2003, Visa struck a surprise signature debit deal
with the giant retailer, and Wal-Mart looked to MasterCard to
further concede its pricing. But the association wouldn't budge,
and on Feb. 1, Wal-Mart said it would no longer honor
MasterCard's signature-based, or offline, debit cards. In
response, MasterCard issued a statement regarding the dispute:
"Unfortunately, Wal-Mart feels comfortable limiting its cus-
tomers' options when it comes to how they will spend their
money." Wal-Mart and MasterCard declined to disclose whether
MasterCard lowered its rates, or any other details about the
recent agreement.   
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End of Food Stamps
Marks New Era for EBT

It's official: The food stamp programs in the
United States no longer distribute benefits in
the form of stamps, but rather electronically
via plastic cards. The U.S. Department of

Agriculture (USDA) announced on June 22, 2004
that all 50 U.S. states, the District of Columbia and
U.S territories now participate in electronic benefits
transfer (EBT).

The USDA marked it the end of "the paper era" of
the food stamp program, which helps more than 23
million low-income participants each month. With
EBT it also has improved administration of the pro-
gram, saved money and made it easier for low-
income families to purchase nutritious foods. 

California was the last state to make the transition.
Forty percent of its food stamp recipients are in Los
Angeles County, which moved to the new program
in March, and six other counties changed in June,
the New York Times reported.   
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Associations Coming Through With
Events, Education and Benefits

Our industry's regional events continued at
break-neck speed in June. The NAOPP,
NEAA and ETA all held meetings as summer
began. Here is a wrap-up of what was

announced and accomplished during June, and notes on
benefits programs and events to come. These announce-
ments are presented in chronological order.

June 8: NAOPP Meeting

The National Association of Payment Professionals
(NAOPP) announced at the meeting, held in New Jersey

prior to the Northeast Acquirers' Association Summer
Meeting and Seminar, that it now has members in 30
states across the country. The association has made great
strides in providing the benefits the membership has
requested, and directors unveiled several exciting pro-
grams at the membership meeting, including:

• Low cost legal consultation/representation. This service
will allow MLSs to send contracts to attorneys familiar
with the industry who will make suggestions and correc-
tions for a nominal fee. 

• 401(k) plan. This program is designed to accommodate
one-man operations up to medium-sized offices. For all
1099s, it's the opportunity to put away money for
retirement. The average MLS is usually so wrapped up
in running the business this area is seldom given the
attention it deserves and requires. 

• Health Insurance. This plan allows participation of one
person or 100 people.

The lack of available health insurance coverage has con-
cerned many MLSs. Members of NAOPP now have
access to a comprehensive group and individual health
benefits program. In addition, members are now able to
access the program through a secure Web site anytime,
anywhere in the world.

Administered by leading providers of national associa-
tion benefit programs, the NAOPP health benefits pro-
gram provides the members with comprehensive health
insurance benefits at an affordable price. 

Registered NAOPP members can navigate the Health
Benefits portal on the Web site to learn more about spe-
cific features of the program, access health insurance
resources, search for PPO medical providers, and
request personal or small business proposals. 

The NAOPP member self-service modules allow you to
complete the following tasks at your convenience: 

• Request group proposals and individual proposals 



• Initiate personal benefits consultations
• Ask questions on benefits
• Search for doctors and hospitals 
• View and visit benefit provider links
• View health insurance news and benefits updates 

Additionally, NAOPP is offering the option to open
health savings accounts (HSAs) that create unique tax
benefits for both employees and employers. HSAs can
reduce health insurance premiums and enable the
insured to build up tax-favored funds to pay out-of-
pocket expenses for small and routine medical expens-
es. Federally qualified HSAs are tax-deductible, tax-
deferred and tax-free. 

For more information about NAOPP membership and
their benefits package, please visit www.naopp.com or
contact Bill Paul at MerchTPS@bellsouth.net or Chuck
Saden at csaden@poscardprocessing.com .

NAOPP will have vendor booths at upcoming ETA
Expo Network events and regional acquirers' associa-
tion meetings. Be sure to look them up when you attend
these events.

June 8 – 10 NEAA 

The Northeast Acquirers' Association (NEAA) Summer

Meeting and Seminar, held in Woodcliff Lake, NJ, set a
new benchmark for regional events. Three-hundred-and
sixty people in all attended, including 64 vendors in the
exhibitor hall.

The response to the show was great, with vendors and
attendees alike commenting that it was well worth the
effort and expense to participate. The vendors we spoke
with said they were pleased with both the quantity and
quality of traffic at their booths. The breakout sessions
were also very well attended.

Everyone was invited to attend the opening Education
Forum on June 8, "Understanding Interchange," pre-
sented by Linda Ford and other industry experts. Over
100 people attended the seminar. A cocktail reception
for vendors and attendees wrapped up the first day; the
networking began in earnest on this beautiful, warm
summer evening.

Wednesday's schedule began with breakfast and the
morning was dedicated to the opening of the vendor
expo. All of the vendors we spoke with reported that the
quality and quantity of contacts made during the expo
exceeded their expectations.

Following lunch, the education sessions held that after-
noon included presentations by Visa, Discover, and
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American Express. WRG Services gave a detailed pres-
entation concerning the ATM market for MLS/ISOs.
Hypercom and VeriFone each made a technology pres-
entation. The day ended with talks regarding the FTC
lawsuits and portfolio analysis.

As always, NEAA made recreational activities available
at the event. The dinner and golf tournament were
excellent opportunities to catch up with old friends and
make new ones.

NEAA's upcoming Winter Meeting will be held
Feb. 1 – 3, 2005, again at Mount Snow Vt. Please visit the
association's Web site, www.northeastacquirers.com, for
further announcements. 

June 24 – 25 ETA Expo Network

The first ETA Expo Network was held June 24 – 25 at the
Hyatt Regency in La Jolla, Calif., just north of San
Diego. Nearly 250 people attended this inaugural event,
including many industry veterans. The beautiful
Southern California weather and the idyllic setting
greeted one and all.

Two ETA University courses were offered on Thursday,
and interest in the classes was so high that there was

standing-room-only. The morning course, "Introduction
to Electronic Processing," provided a history of the
industry and defined the major players and their roles.  

The afternoon course, "Habits of Highly Effective ISOs
and Sales Agents," covered some industry guidelines
and regulations and discussed best practices for the
merchant level salesperson in risk-management, mer-
chant set-up, fraud protection and more.

Both courses were taught by Donna Embry, ETA's
Director of Education.

The opening reception in the Expo Hall followed a day
of learning and gave everyone a chance to meet and
greet and review the vendors' products and offerings.  

Friday began with a networking breakfast, then it was
on to the educational sessions. The morning fare con-
sisted of four choices:  

• Industry Update: Mary Dees of Creditranz discussed new
trends in the industry and presented ways to make sure
your company stays on top of these changes.

• Legislative Update: Phil Taken shared his legal knowledge
in this presentation on new national and state-level leg-
islation affecting the industry.

• Interchange: Mary Winingham of TransFirst addressed
the recent changes made to interchange and how these
changes impact MLS/merchant relationships.

• Chargebacks: Kim Marvin of Cynergy Data described
ways to control chargebacks and reduce losses.

After lunch, attendees chose from three more sessions:

• Merchant Contracts: Phil Taken defined best practices for
merchant contracts.

• Technology: A panel consisting of Patti Murphy, The
Green Sheet; Miles Paschini, EWI Prepaid; Dale Laszig,
Hypercom, and Bob Ficarra, CrossCheck reviewed new
technology.

• Relationship Management: Joe Kaplan of Innovative
Merchant Solutions led a discussion on the importance
of managing merchant relationships. 

Attendees then had additional time to visit with the
exhibitors before the closing reception on Friday
evening.

The ETA Expo Networks are designed as a series of
affordable, local tradeshows for ISOs/MLSs.  The shows
all follow the same format: they're two days and include
two half-day ETAU courses the first day and education-
al sessions and expos the second day. Receptions open
and close the events. Registration is $75 for members or
ASPs (Affiliate Service Providers).
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The next ETA Expo Network is set for Oct.14 – 15, 2004
at the Fairmont Hotel in Dallas. For more information
visit www.electran.org or call 866-ETA-MEET.

MWAA Second Annual Conference, July 28 – 30

The Midwest Acquirers' Association (MWAA)
announced that Paul H. Green, Chairman and Editor in
Chief of The Green Sheet, Inc., will receive its Lifetime
Achievement Award for 2004. 

Since he started publishing The Green Sheet over 20
years ago, it has become the most widely read publica-
tion in the payment processing industry, both in print
and online. He will receive the MWAA Lifetime
Achievement Award for 2004 on Thursday afternoon,
July 29, 2004, at the Drake Hotel in Chicago, Ill.

"Paul Green is a legend in our industry
and we are delighted to honor him in
this way,” said Mark Dunn, President
of MWAA and Senior Vice-President
of Transaction Services with
Universal Savings Bank, FA in
Milwaukee, Wis.  

“Paul is responsible for raising the
bar in the payments industry with
the outstanding quality and insight
of his publications and Web site. He
and his team at The Green Sheet, GSQ
and Green Sheet Online have been
responsible for educating thousands of
salespeople and payments processing
executives.  

"On behalf of the MWAA, we are excited about present-
ing this award to Paul Green at our Second Annual
Conference in recognition of his contributions and lead-
ership in the industry,” Dunn said.

MWAA also recently announced a Recognition Program
for MLSs in conjunction with its Second Annual
Conference. The program is meant to encourage the
"feet on the street" salesperson to register for special
recognition at the conference and reap some very signif-
icant benefits.  For instance, each MLS or field sales
manager attending the conference will have a chance to
win one of 20 American Express gift cards worth $500
each at the closing reception. 

“We wanted to do something special to put the spotlight
on the great people who are out there selling merchant
accounts every day," Dunn said. “We want our vendors
and other attendees to know who the salespeople are.
We see ourselves as a resource to the MLS in the
Midwest and want them to come to our show. And as
for the gift cards, well, when you sell on commission,
it’s nice to get a spiff, too.”

The two-day Second Annual Conference will provide a
regional opportunity for training, education and net-
working for the ISO/MLS community and is expected
to draw nearly 500 payment professionals from the
Midwestern area.  

Jim McCormick, MWAA Treasurer, said, "We have
already sold out on vendor space so we know there is a
lot of interest in this show. Sixty-seven vendors repre-
senting every aspect of the industry will be on hand."

"We are very excited about the Recognition Program for
MLSs because they have traditionally been the under-
served players in our industry," said Caroline Marino,
MWAA Vice-president. "We believe that putting our

educational and networking resources at the com-
mand of the MLS will help everyone in the

industry." 

A special educational seminar will be
offered the day before the MWAA con-
ference. Called "Field Guide for the
Developing ISO," it gives a detailed
picture of what it takes to succeed in
the ISO business. More than 20 ISO
experts will provide unique insights
and share experiences.

The MWAA conference itself will fea-
ture presentations by senior executives

from Ingenico, Lipman USA, Thales,
VeriFone, Hypercom, Fifth Third Bank, Visa

U.S.A., First Data Corp., Total Merchant
Services, Online Data, Profit Point and NPC.

Contributing sponsors include American Express, First
Data, General Credit Forms, Hypercom, Ingenico, JR’s
POS Depot, NPC, Online Data, TenderCard, The Green
Sheet, Transaction World and VeriFone.

MWAA is a not-for-profit, no-membership, independent
forum. Its mission is to provide a regional opportunity
for training, education and networking in the Midwest
acquiring community. 

Visit www.midwestacquirers.com for more information
about MWAA.

For more information about the ISO Field Guide semi-
nar, visit www.fieldguideforisos.com or contact Mark
Dunn by phone at 414-220-8835 or e-mail at
mdunn@usbankfa.com .

The Green Sheet, Inc. is a sponsor of each of the regional acquirers'
association meetings and the ETA Expo Networks series. Look for
our booth at these events—we look forward to meeting you. If you
have an announcement regarding a trade association event, please
send your information to julie@greensheet.com.
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"We have already
sold out on vendor space 

so we know there is a lot of 
interest in this show. Sixty-seven
vendors representing every aspect
of the industry will be on hand."

– Jim McCormick
Treasurer, MWAA
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By Paul Rasori
VeriFone, Inc.

The increasing number of options in the wireless
transmission of payments may seem a little
overwhelming at times. The telecom industry
is prone to talk in acronyms and the media

tend to flit from one technology to the next, which can
leave everyone else in a state of confusion. 

ISOs/MLSs fall somewhere between industry insiders
and consumers, and it's imperative they understand the
jargon and can sift through the hype. Despite the buzz,
the primary issue around wireless is all about selecting
the right solution for optimal merchant satisfaction
and profit.

The first issue is to understand the benefits of the tech-
nology. This means that as a sales professional, you'll
need to be up to speed so that you can select your target
markets, select the appropriate solutions and educate
your merchant customers.

Using wireless data networks for electronic payments
provides very tangible merchant benefits:
• Proven, reliable, secure communications technology
• Merchant flexibility
• Faster transaction times
• Lower terminal installation and operational costs

Wireless networks lower the cost of installing elec-
tronic POS terminals since merchants avoid the
expense and inconvenience of installing additional

telephone lines at payment locations. Wireless also
eliminates the down time spent waiting for extra lines

to be installed. 

Smaller merchants with only one business line can dedi-
cate that line to business calls; the line won't be tied up to
process electronic payments anymore. Mobile businesses,
such as retail delivery of groceries, will be able to accept
payments on the fly, reducing their risk of fraud and theft
while providing their customers with increased
convenience.

When it comes to wireless, ISOs/MLSs should be familiar
with the differences between wireless local area networks
(WLANs), also commonly referred to as WiFi, and wire-
less wide area networks (WANs). To draw a parallel to the
wired world, WLANs are the wireless equivalent of your
Ethernet office network, while WANs are equivalent to
your phone network.

There's been a lot written about WiFi in recent issues of
The Green Sheet, so we won't belabor that point here. The
key element to consider with WiFi is its application in rel-
atively small areas, say within 300 feet from a base station
or wireless access device. 

That makes it very suitable for portable applications, such
as restaurant handheld POS systems, "lane buster" check-
out in stores and malls, extending an existing wired
Internet Protocol (IP) network to temporary outdoor loca-
tions, or simply eliminating the need to run Ethernet
cabling within the location.

Amid all the attention that's been devoted to WiFi, wire-
less WAN options have been somewhat overlooked.
That's unfortunate, because the infrastructure for wide
scale deployment of wide area networking transmission
such as Code Division Multiple Access (CDMA) has been
proceeding aggressively. 
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Understanding the Real
Benefits of Wireless







Without a doubt, the largest benefit
offered by wireless payment termi-
nals is the ability to tap into broad-
band transmission, using IP, with-
out having to install Ethernet
wiring, routers and hubs. This
allows merchants to benefit from
faster transaction speeds, greater
security and reduced costs. 

But not every merchant location has
access to or wants to install a wired
broadband infrastructure, of which
WiFi is a wireless extension. WAN
technologies including CDMA and
General Packet Radio Services
(GPRS) allow merchants with
mobile or transportable payment
terminals to figuratively "cut
the cord." 

They no longer need to run tele-
phone connections to every location
or lane where electronic payments
are accepted and processed. It's very
similar to switching from landline to

mobile phones for voice calls.

Portable payment terminals enable
merchants to instantly add a lane
during peak sales periods or extend
electronic payment capabilities to
sidewalk sales, garden centers or
other outdoor venues. The terminals
are also well suited for restaurants
and resorts that need to follow
guests to patio dining areas, golf
courses, tennis courts or
remote beaches.

Merchants on the move including
kiosk vendors located in high traffic
areas of malls, airports and trade
shows, or at events such as flea mar-
kets, craft fairs, festivals or sports
competitions, often have no access
to a wireline telephone connection. 

Battery operated, wireless portable
terminals allow these merchants to
accept a variety of debit and credit
payments which encourages larger
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A Few Definitions... 

CDMA—Code Division Multiple Access.
Enables many users to share the same
frequency band. Each signal coded to be
understood by a receiver with the
same code.

GPRS—General Packet Radio Services. A
"packet-based" service with data rates
between 56 and 114 Kbps.

TDMA—Time Division Multiple Access. A
technology for shared medium (usually
radio) networks. It allows several users to
share the same frequency by dividing it
into different time slots.**

WiFi—Short for wireless fidelity. Used
generically to describe any type of
802.11 network, including 802.11,
802.11a, 802.11b, 802.11g, dual-
band, etc. 

Source: GSQ, v7n2
** Source: http://en.wikipedia.org





purchases and provides online authorization for
improved security. 

Other types of businesses that might be attracted to
portable payment terminals include mobile service
providers such as moving, cleaning and delivery; limou-
sines and taxis; home "parties;" insurance sales and tem-
porary businesses that operate in locations where phone
service and/or power may not be readily accessible.

However, wireless isn't just about portability anymore.
An increasing number of merchants use wireless WAN
connections in everyday settings where dial-up terminals
work just fine. Why? It's very simple: improved technolo-
gy that's less expensive.

The cost of wireless communications has dropped dra-
matically in the past several years to the point where
some individuals have cast off their landlines in favor of
wireless-only voice services that bundle long distance,
local, voicemail and three-way calling. Wireless WANs
that connect a POS terminal to an acquirer share the same
basic economic justification that drives consumer migra-
tion: lower cost and better service.

Major carriers do not bill out their data network services
in minutes used, but rather on the amount of data trans-
mitted on a monthly basis. A typical POS terminal trans-
mits such a small amount of data that the wireless carri-
ers have set up special pricing plans that reflect this usage
model, which in some cases can be 50 to 70% lower than
the cost of the average business phone line. 

Wireless WAN services are typically "always on," so in
addition to being substantially cheaper, they also perform
better. This frees up the merchant to focus on sales and
customers instead of staring at the POS screen waiting to
see the word "approved."

There are two main options available for wireless WAN:
CDMA, which has been the cellular standard most popu-
lar in the United States, and GPRS, an enhancement to
Global System for Mobile Communications (GSM), that is
widely deployed overseas and has been catching on
recently in this country. 

If you carry a Verizon Wireless mobile phone, it probably
has a "1x" symbol on the screen. This is shorthand for
1xRTT, an acronym for single carrier (1x) radio transmis-
sion technology, which is CDMA2000 and is the first
phase in CDMA's evolution to third-generation (3G) tech-
nology. 1xRTT transmits at speeds of up to 144 Kbps (kilo-
bytes per second) and some say it provides greater net-
work capacity than earlier digital techniques. This allows
more users and results in fewer dropped calls. Sprint is
another carrier using CDMA.

GPRS has a theoretical maximum transmission rate of up
to 171.2 Kbps, but in practical applications is more likely
to operate at 20 or 30 Kbps. GPRS generally has the back-
ing of telecom service providers from the Time Division
Multiple Access (TDMA) and GSM world, including
AT&T Wireless, Cingular and T-Mobile.

With the tremendous growth in wireless data services
aimed squarely at consumers (admit it, you have sent or
received a picture on your phone), the POS world stands
to benefit from the wider availability and lower costs
being driven by the huge investment in these networks. 

All of this may sound a bit technical or confusing, but
what it really comes down to is this: In this increasingly
competitive environment, IP- and wireless-based solu-
tions represent one of the biggest upgrade opportunities
for our marketplace in recent memory. Those that take the
time to understand how to sell the benefits and partner
with companies that can deliver them will certainly grow
their market share.   

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 .
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Despite all of the Web-enabled pos-
sibilities of the newest generation of
ATMs, most machines still commu-
nicate using 30-year-old networking
protocols such as SNA (Systems
Network Architecture), which was
originally developed by IBM for its
mainframe computers in 1974.

Adding third-party transactions to
ATMs—a la 7-Eleven's Vcom pro-
gram—is a challenge because it's so
difficult for new transaction
providers to connect to ATMs
through the traditional infrastruc-
ture, Phillips said.

IP Uptake
As ATMs become more PC-like and
open architecture software offers the
ability to create content based on
HTML and other Web languages,
some deployers—especially finan-
cial institutions and retail chains
including 7-Eleven—are configuring
their ATMs to communicate via IP,
or Internet Protocol.

IP is a ubiquitous protocol that
works with most local-area network
(LAN) or wide-area network (WAN)
configurations. It is typically com-
bined with a higher-level protocol
called Transmission Control
Protocol (TCP), which establishes a
direct connection between the
sender and the receiver (TCP/IP).

In contrast to legacy protocols like
SNA and 3270 bisync, "IP is here to
stay," Phillips said.

Indeed, IP has become a de facto
networking standard for PCs, and
also supports devices as diverse as
cell phones and cable set-top boxes.
It is the standard way of communi-
cating with the Internet via an
Internet Service Provider (ISP). 

Many financial institutions (FIs)
already connect their teller stations,
check-imaging systems and other
PC-based devices via IP. Each
branch is configured as a LAN that
connects to a WAN at a main branch
or other central site, most often
using a frame relay backbone.

Retail chains connect devices such
as point-of-sale and credit card ter-
minals, inventory systems and other
devices via IP. Each store is a LAN
that connects to a WAN at corporate
headquarters or another site, also
typically via a frame relay network.

Forecast for Clouds
In a legacy world dominated by
SNA and other legacy protocols,
Phillips said ATMs typically connect
to their host via dedicated connec-
tions, leased-line in the financial
services world and dial-up in the
retail world. The host serves as a
hub, and the individual ATMs are
spokes connecting to it. 

In contrast, he said, TCP/IP is a
"cloud with spokes on the edges."
The data is separated into "packets"
of information that are re-assembled
at the host.

There is little danger of data not
being delivered. All data sent via
TCP/IP has an IP address to ensure
it ends up at the right destination.

Unlike leased lines, TCP/IP offers
"redundant communications paths,"
said Bill Jackson, Triton's Chief
Technical Officer. "There are a hun-
dred different ways for the data to
get where it's going. With leased
lines or dial-up, if the local telecoms
go down, you're dead."

Triton recently created an IP "con-
verter" for its 9700 series of ATMs.
Jackson said a field upgrade, with
the converter and added software,
costs "a few hundred dollars." IP
capability is built into Triton's
newest machines, the 9800, FT5000
and RT5000.

Triton distributor eFunds [in early
2003] piloted two 9705 model ATMs
on IP at Bigfoot gas station/conven-
ience stores. eFunds and Mac's
Convenience Stores, owner of the
Bigfoot chain, then decided to
increase the number of ATMs on IP
to 380 sites.

Cost Control
Jeff Bippus, Mac's Senior Business
Manager, said Mac's saw it as an
opportunity to streamline its opera-
tions by eliminating the telephone
lines that were used for dial-up
ATM connections. Removing the
monthly expense of $50 per location
adds up to a significant savings
when multiplied over hundreds of
locations, he said. 

"Telecommunications is really com-
ing into its own as a cost reduction
opportunity," agreed David
McCrary, eFunds' Vice President of
Sales, ATM Solutions.

Each IP location (LAN) must have at
least one router, at a cost ranging
from a few hundred to a few thou-
sand dollars, but each router gener-
ally can support multiple devices.

Another benefit, McCrary said, is
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The ATM infrastructure is overdue for an overhaul. As Kent Phillips,
Director of Business Development for network services provider
Transaction Network Services (TNS), puts it: "ATM manufacturers
have upgraded their products with more powerful processing

engines, but many deployers are running into traffic jams trying to drive them
on outdated network information highways." 

IP Is Growing Option for ATMs



faster transactions. Because IP is an "always-on" connec-
tion, its speed is more akin to a leased line than to a dial-
up line. Transaction authorization typically occurs in
three to five seconds, versus 15 to 20 seconds for dial. 

That's particularly important during peak times in retail
environments, such as the 6 a.m. to 8 a.m. and 5 p.m. to 7
p.m. "drive times," McCrary said.

Mike Cowart, Operations Director for ATM Services for
transaction processor Lynk Systems, said that a Lynk
client, an ISO, experienced problems with queues form-
ing at two ATMs in a casino, both doing in excess of 8,000
transactions a month. The ISO switched to IP to reduce
waiting times at those machines.

Freeze Frame
Triton's Jackson said that large chains, which typically
already have a frame relay network, are the most logical
retail candidates for ATMs on IP. "This isn't really the
solution for mom and pop," he said, although IP can be
routed through more affordable connections, such as
cable or ISDN.

Indeed, for customers who have made an upfront invest-
ment in frame relay, it makes sense to move as many

devices as possible to IP, said Allen Christopherson, Eicon
Networks' Marketing Manager for the Americas.

"If you've got a frame backbone, you're paying a fixed
cost for it every month, whether you're using 10% of the
capacity or 100% of the capacity," he said.

While frame relay is a popular vehicle for IP because of its
ubiquity, eFunds' McCrary thinks the number of IP-
enabled devices running on DSL, VSAT (satellite) and
other communications options will grow as those tech-
nologies become more popular.

Increasing the Uptime
Switching ATMs from dial-up to IP makes monitoring
less costly and more efficient, said Triton's Jackson. This is
an important issue as ISO networks continue to grow
through consolidation.

"We've got ISOs monitoring thousands of machines with
our Triton Connect software. They'll have eight modems
with separate phone lines. They could run IP through a
single T1 line or cable connection instead," he said.

Lynk's Cowart said enhanced monitoring was one benefit
enjoyed by the Lynk client with the casino sites, after he
switched several Diebold 1064ix ATMs from dial-up
(911/912 emulation) to IP.

"NCR and Diebold offer only a limited subset of status
messages with dial-up," Cowart said. "Your uptime
improves dramatically if you move to IP because you get
more status messages."

Banking on it
Adding ATMs to an existing IP infrastructure also offers a
score of benefits for FIs. Ted Josephson, Vice President of
eBusiness and Operations for Bridgeport, Conn.-based
People's Bank, said his bank improved its transaction
capacity at its 212 branch ATMs by converting them from
leased-line connections to IP. This was a significant issue
for People's, since a third of its machines crank out more
than 10,000 transactions a month, he said.

IP's reliability and resiliency is also a "quantum leap over
SNA," Josephson said. Though the bank once experienced
problems with strings of ATMs going down if one went
offline, he said that hasn't occurred since People's
switched to IP.

While Josephson characterized People's as a "fast follow-
er" when it comes to introducing new functionality, the
switch to IP "positions us well for the future," he said.
"My telecom costs are already depreciating. So I won't
have to take a big hit for telecom as we create a migration
path to Windows-based ATMs."
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Josephson said he is currently plotting a strategy to con-
vert his 24 non-branch ATMs to IP. "It seems pointless to
keep separate network protocols and related support in
place for 24 machines."

Primary conversion costs include adding Ethernet cards
to ATMs and routers to each site, Josephson said. Some
older ATMs may require core upgrades, with a faster
processor and more memory, to support IP connectivity.

No ATM Is an Island
For Boston's FleetBoston Financial (acquired by Bank of
America in April 2004), upgrades to IP are part of the
bank's conversion to a Windows-based, advanced ATM
platform, said Jim D'Aprile, Fleet's Vice President of
ATM/Self-Service Banking. So far, 100 of its 3,600
machines have been converted to IP, all at branches. 

Fleet is considering converting some non-branch ATMs to
IP as well, D'Aprile said, though only at high profile,
high-traffic locations. One of the key advantages to IP, he
said, is that it makes ATMs an integrated part of a bank's
retail delivery platform rather than a stand-alone channel.

"There's no point in adding new functions if your ATMs
are totally isolated from your other channels," he said.

"Even if you have a Windows-based operating system,
you just can't get to the stuff."

D'Aprile said that Fleet adopted the somewhat unusual
approach of maintaining its SNA connectivity along with
IP, so that standard ATM transactions could continue to
flow through ACI's BASE24 to a Tandem server.

"We didn't want to re-invent the wheel," he said. "We're in
a position to be flexible as we move forward, so it's possi-
ble we may change our approach as the market begins to
manifest itself."

Curiosity Got the Deployer
Kevin Carroll, Director of ATM Products for transaction
processor Concord EFS, said there has been "a definite
increase in curiosity" about IP among Concord clients in
the past year. He credits the increased interest to early
adopters' moves to Windows-based ATM platforms and
the dawning realization that the ATM can be a strategic
delivery channel.

Concord runs several thousand ATMs on IP today, and
has four fairly large clients that are considering going net-
work-wide with IP, Carroll said.

IP will facilitate new ATM transactions such as envelope-
free deposits, Carroll said. "With Check 21, you've got
people taking baby steps toward shipping digital check
images from the ATM to the back-office imaging sys-
tem—which is on IP. In the enterprise world, IP is the way
to communicate."

IP will virtually eliminate the need for "sneakernet," the
practice of visiting each ATM site to manually download
new software, Carroll said.

He predicts this will become more important as more
ATMs move to a Windows-based platform. "Just think if
you had to visit all of your ATMs every time a Windows
security patch came out," he said. 

However, cost is a factor. Most financial institutions can-
not afford to upgrade all of their devices to IP, said TNS'
Phillips. "They're generally going to get their branch and
back-office stuff on IP first, then begin looking at
their ATMs."

Making it Secure
Security is a concern with IP because, unlike leased-line
or dial, it doesn't communicate with ATMs via a dedicat-
ed connection, said Greg Peoples, Eicon's Senior Systems
Engineer. Firewalls, secured servers and other measures
are "critical," he said.

People's Josephson said that most deployers have already
reinforced their security systems. "I'm running my entire
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branch network as a WAN over TCP/IP. I've already
solved those issues."

Similarly, in the retail world, "millions of dollars worth of
transactions are already routed through those systems
today," said eFunds' McCrary.

TNS can route IP transactions through its proprietary IP
data network or via a fully managed VPN. All IP address-
es are encrypted so they are never in the clear.

"It starts out as ABC, then is converted to XYZ so it can't
be traced back to source," Phillips said. "If they don't have
the right ID, they're not going to get in the door."

Most banks will continue to support a number of legacy
ATMs even as they introduce new IP-enabled machines,
Phillips said. So TNS, Eicon and others offer products that
alter communications protocols, translating them from IP
to X.25 and back again as messages move between ATMs
and the host.

TNS also provides consulting services, helping deployers
determine which forms of telecommunications are most
appropriate with IP, how many routers are needed to han-
dle transaction volumes and other key decisions.

Outside expertise is often welcome in environments
where those experienced in X.25 protocols outnumber
those savvy in IP protocols, Phillips said. "Migrating to an
IP infrastructure isn't only about hardware upgrades. It
requires knowledge upgrades as well to successfully
deploy and manage it." 

IP Defined
IP, abbreviation for Internet Protocol, pronounced as two
separate letters. IP specifies the format of packets, also
called datagrams, and the addressing scheme. 

Most networks combine IP with a higher-level protocol
called Transmission Control Protocol (TCP), which estab-
lishes a virtual connection between a destination and a
source. (Source: www.webopedia.com .)

IP by itself is something like the postal system. It allows
you to address a package and drop it in the system, but
there's no direct link between you and the recipient.
TCP/IP, on the other hand, establishes a connection
between two hosts so that they can send messages back
and forth for a period of time. 

Original: www.atmmarketplace.com/
research_story.htm?article_id  =16201&pavilion=17
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Perhaps you have a busi-
ness problem, and you
think your organization
and merchant customers

might benefit from greater efficien-
cies and improved processes. Or
maybe you're looking for the latest
research on debit cards, Check 21 or
merchant retention. 

Why not hire a consultant?

Atlanta-based Collective Dynamics,
LLC provides research and consult-
ing services to major proc-
essors, acquiring banks and ISOs in
the payment processing industry.
Services include strategy, marketing,
information technology, operations
and financial analysis in areas such
as POS and card-centric products
and services, electronic consumer
payments, retail banking delivery
channels and information technolo-
gy management.

The company is also an implementa-
tion partner of Infonox's
TranSending System, a complete
merchant acquiring solution for the
management of merchants, agents
and transaction activity—from orig-
ination to settlement.

Stephen White and Steven Bacastow
founded Collective Dynamics in
1997. They offer expertise in single-
point-of-entry technology related to
merchant acquisition and retention
and all major forms of POS product
requirements, architecture and
design.

Bacastow said his and White's back-

grounds and experience (between
them they have spent 50 years in
payments and technology) comple-
ment each other and the business
well.

White has over 25 years of business
management experience, predomi-
nantly in the financial services
industry. He started out with IBM,
and then worked at Wells Fargo and
Wachovia before becoming a con-
sultant. He was also a partner with
Arthur Young & Co., in charge of
financial services. 

Bacastow's background includes 25
years in information technology and
about 12 years in payments. He has
held key positions in sales, systems
development, EDP auditing and
management consulting. He is also a
certified Information Systems
Auditor.

The company employs between
eight to 12 people, with an average
of 25 years of hands on experience in
the payments industry, and brings in
$2 – 3 million annually. 

White and Bacastow have recruited
people they previously worked
with: some are former clients; some
are people they've known through-
out their careers on the banking
side; and some they've even met in
unsuspecting places like church and
shared a similar background in pay-
ments and technology.

From its inception, Collective
Dynamics has worked with major
technology companies, payment
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ISO/MLS contact:
Steven V. Bacastow, Partner in Charge of Acquiring

Consulting Services
Phone: 770-886-3745
E-mail: sbacastow@coldyn.com

Company address:
1330 Grove Park Lane
Cumming, GA 30041
Phone: 770-392-9944
Fax: 770-392-9635
Web site: www.collectivedynamics.com

ISO/MLS benefits:
• Improved sales productivity
• Faster merchant boarding
• Automated credit underwriting
• Automated commissions
• Improved customer service
• Reduced merchant turnover
• Reduced deployment costs

Helping the Payments
Industry to Better Business



processors, acquirers and ISOs. "We
help them improve their technology
and their processes for running their
business," Bacastow said.

Its list of customers over the years
includes companies and financial
entities such as American Express,
Bank of America, Bank One, Chase,
CheckFree, Coca-Cola, Concord
EFS, Discover, EDS, Equifax, the
Federal Reserve Bank, First Data
Corp. and First Tennessee Bank,
among many others. 

Global Payments Inc. hired
Collective Dynamics after Y2K to
help develop a complete Web-based
merchant boarding and manage-
ment system for its direct sales force
and ISOs. An October 2002 article in
CFO IT magazine, "Any Happy
Returns?" described the project (also
naming Collective Dynamics as the
consulting group), with Global
Payments' CFO calling it a success. 

The system White and Bacastow
helped build enabled sales people to
enter merchant account information
from a single point of entry—their
laptops—and routed the data to
Global Payments' seven legacy sys-
tems using the Internet. The system
eliminated all paper and additional
input of data, plus it contributed to a
30% growth in new accounts.

"By automating the whole process
you reduce errors and delays in the
merchant boarding process,"
Bacastow said. 

The CFO of Fleet BPS (recently
acquired by Bank of America), hap-
pened to read the CFO IT article and
contacted Collective Dynamics
because Fleet was also looking for a
similar type of solution.

"We explained that we didn't actual-
ly have the solution—we built it, but
Global Payments owned it—but we

could help them find one," Bacastow
said. "The bank retained us last sum-
mer to look at what was available in
the marketplace and recommend a
solution to them; it was during this
process that we found Infonox."

Infonox provides a wide range of
infrastructure solutions for busi-
nesses and financial institutions for
deploying, aggregating and manag-
ing transaction services on PCs, POS
terminals, mobile devices, kiosks
and ATMs.

Its TranSending System handles
everything from merchant signup,
underwriting and boarding to
extensive risk, profitability and
commissions' analysis, reporting
and accounting.

Fleet hired Collective Dynamics to
implement the TranSending System,
and this project spawned another
type of partnership for White and
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Bacastow. "We decided that because
the Infonox solution was so good,
we would approach the company to
become its implementation partner,"
he said. 

"And Infonox liked us because we
were the only other consulting com-
pany that had built a system like
this." Collective Dynamics joined
forces with Infonox in
November 2003.

Bacastow said Collective Dynamics
is now in talks with several other
large processors and acquirers and
some ISOs about using the Infonox
system as part of their core technol-
ogy and processes.

"It provides ISOs with a turnkey sys-
tem to use for managing their mer-
chant business," Bacastow said. ISOs
can use the system to help them sign
up more merchants and do it more
quickly and with fewer errors.

Collective Dynamics developed an
ROI model where they study an
ISO's or acquirer's current business
and ask the company a series of
questions; based on the answers
provided by the client, they provide
an analysis that can pinpoint mod-
ule by module within the system
where the business will get return
on its investment. 

"We do this so they can understand
if they make an investment in tech-
nology of X, they'll see exactly
where it will produce results in their
organization," Bacastow said. "The
ROI analysis takes into considera-
tion the portfolio size, and the pric-
ing model for the system is tiered so
small ISOs all the way up to the
largest processor can afford it.

"It puts smaller ISOs at an equal
playing field with regard to their
technology and their business
process so they are not at any
disadvantage."

The system also eliminates the
clunkiness and error-prone process
of entering data manually into sys-
tems from paper-based processes. In
today's world of e-commerce, most
ISOs are still using a primarily
paper-based process in setting up
merchant accounts, which not only
causes delays in getting merchants
up and running, but also causes
errors with application downloads
and terminal deployments that can
result in costly rework for the ISO or
sales rep.

"By automating that whole process
you ensure that sales reps are going
to sell the products that you want
them to sell at the prices that you
prefer they sell them, and that they
will match the application that you
want to run on the device, with
printers and so forth,"
Bacastow said.

"This also makes the experience
much more pleasant for the mer-
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chant; they don't have a negative experience as their first
experience with the ISO. They get the product that they
ordered quickly. It's the right thing, and it's
configured correctly."

Infonox recently introduced enhanced capabilities to
TranSending System as part of TranSending version 2.0,
which was scheduled for availability in June 2004. The
product is now compliant with Visa's Cardholder
Information Security Program (CISP) and enhancements
include an upgraded commissions module, merchant
boarding to additional end points, and enhanced under-
writing capabilities.

"TranSending has put to rest the build vs. buy debate for
merchant portfolio management systems," White said.
"Infonox simplified and automated a very complex
process, creating a standard for an industry that has never
had an end-to-end, viable third-party solution. The
breadth of the TranSending System functionality, its flex-

ibility and its off-the-shelf availability make it an attrac-
tive alternative to custom development."

In addition to offering management and consulting serv-
ices, Collective Dynamics conducts both proprietary and
syndicated research and conjoint analysis studies. Its
findings help companies in developing new products and
improve their marketing and business strategies.

The company has completed studies in areas such as
Check 21, debit cards, overdrafts, recurring payments,
electronic bill presentment and payment (EBPP), micro-
payments, and is currently looking for a partner to com-
plete a merchant loyalty and retention study.

"Every year we try to do six new pieces of research in the
payments area," Bacastow said. "We try to do research in
areas with a specific focus that hasn't been done before in
the industry—it makes us better consultants and helps
our customers."   
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– Stephen White,
Partner and Co-founder, Collective Dynamics, LLC









What's that saying? A
bad day fishing is bet-
ter than a good day
working? 

Crooks might say the same thing
about phishing, the newest electron-
ic fraud tactic used to lure unsus-
pecting consumers into voluntarily
providing financial and personal
information. 

Masquerading as legitimate compa-
nies, the crooks "phish" for informa-
tion for the usual fraudulent rea-
sons—to gain access to credit card
account numbers and other types of
information. 

The consumers receive e-mails sup-
posedly from an e-commerce com-
pany or financial institution request-
ing that they update their account

information. They're asked to click
on a link to a Web page, which is a
spoof site, to enter the information. 

It used to be the e-mails and Web
sites were very amateurish and full
of typos. Increasingly, it seems the
phishers are becoming more techni-
cally sophisticated and it's more dif-
ficult to tell the difference between a
phony site and a real one.

While relatively few people actually
respond to the messages, the inci-
dents of phishing scams have
increased dramatically in the past
year—and especially in the first half
of 2004.

Anti-spam and phishing consumer
advocates, the Anti-Phishing
Working Group, had 282 separate
cases of phishing e-mails reported to

it in February 2004, up from 176
instances in January and 116 in
December 2003.

According to the San Francisco
Chronicle, Brightmail, a company
that provides a service filtering e-
mail for spam, identified 2.3 billion
phishing messages in February 2004,
or 4% of the e-mail it processed.
That's up from the 1% it found in
September 2003.

It used to be that phishermen were
teenagers looking for AOL account
information to gain more online
time. Until very recently, phishers
have been small fry—the occasional
kid or adult, and the stakes were
pretty puny. 

The FBI investigated a series of
phony mass e-mails and traced them
to a middle-aged woman running a
scheme out of her Midwestern
house. A 20-year old college student
phished $35,000 from 150 people
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who installed software he wrote imitating a security
update from PayPal; he was convicted of wire fraud.

Internet access provider EarthLink undertook a campaign
last year to track down phishers. It found about a dozen
people who could clearly be identified as phishers and
over half of those were under the age of 18. 

This year, though, in a similar campaign,
EarthLink discovered phishing messages that
were much more technically sophisticated and
that originated from computers in Russia
and Asia.

Most phishers prosecuted so far have been located in the
United States, and have mostly been working alone. Now
it seems that organized crime rings, particularly from
Eastern Europe, are getting in on the action, raising the
bar for the spoils that are plundered.  

Federal officials and companies such as Citibank, whose
Web sites are frequently spoofed, are paying serious
attention as phishing scams become more widespread
and costly.

Working in conjunction with the Secret Service, eBay

investigated a series of scams originating in Romania that
resulted in the arrests of more than 100 people, including
one man convicted of phishing for $500,000.

Will it ever be safe to conduct business online?

While there is currently very little technology
on the market to prevent phishing-related
fraud, there are efforts underway to foil this
latest form of identity theft. Financial losses
are absorbed by banks, credit card issuers and
their insurance companies, so their vigilance
will increase.

In June, MasterCard announced it will use technology
from NameProtect, a digital fraud protection provider, to
detect online scams in real time and to protect the
MasterCard identity and logo from being used by phish-
ers. NameProtect's solutions monitor domain names, Web
pages, chat groups, spam e-mails and other online for-
mats to identify attempts at fraud. 

In turn, MasterCard will be able to alert its 25,000 mem-
bers (and subsequently the millions of customers with
MasterCard-branded cards) and authorities including the
Secret Service, FBI, U.S. Postal Service and Interpol.   
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Diane Vogt has over 30 years' experience in financial serv-
ices and payment processing, will serve as President of
the Electronic Transactions Association (ETA) for the
2004-2005 term and is First Data Corp.'s President of
Enterprise Customer Development. She said there's no
other business for women like it. "The financial institution
sector—including the payments industry—offers more
opportunities for women than
any other.

"I think you're seeing more and more
women in senior management now
than every before," she said, pointing
to First Data's executive roster
and board.

We spoke to influential women in
payments to get their perspectives on
working in what many traditionally
assume is a male-dominated world.
They come from different back-
grounds—from banking, sales in sev-
eral industries, office and retail man-
agement. Some have learned the
ropes on their own, and some have had the help of men-
tors along the way. 

The exciting thing is that this group is by no means 
exclusive—we found that the misconception that there
are no women in payments to be just that. They might be
working behind the scenes, and you might not read their
names in the trade press all the time, but they're there all
the same, moving the industry forward.

One other important thing to know is that all the women
we spoke with love where they are professionally. They
all took different paths to this industry, but each one said
it is the constantly changing nature of the business and
the never-a-dull-moment environments they work in that
keep them here. They took to it, thrive in it and love it.      

Leslie A. Chester, Vice President, Sales and Marketing
Administration for Heartland Payment Systems, a full
service processor providing credit and debit card, payroll
and related services to restaurant, hotel, and retail mer-
chants throughout the United States, described it this
way: "I love the constant movement of energy that [this
business contains]; it's an industry that affords everyone
and anyone with the necessary drive and initiative unlim-
ited potential."

Is It a Man's World?
While breaking into an established industry such as bank-
ing, where networks are tight and have been traditional-

ly men-only, can be daunting, none of the women said
they had experienced gender-related discrimination
along the way—in fact, some were surprised that we
would even pose the question of whether payments is a
male-dominated industry. 

Mimi Hart, Chairman, President and CEO of MagTek,
Inc., a company that manufactures check readers, mag-
netic stripe and smart card readers, said she's never felt

excluded from a male inner circle.
"In this industry, I have never found
that to be a problem. My perspective
may be a little unusual," she joked. "I
have nine brothers, so I am accus-
tomed to being outnumbered, but
not out-foxed or out-maneuvered."

Hart will mark 30 years at MagTek
this September. She got her start
there—and in the payments indus-
try—as an independent sales rep for
the company.

But according to Marla Knutson,
President of TransFirst Agent Bank
Services, "The concept of this being a

male-dominated industry is still there probably because a
lot of the original ISOs were started by men."

Knutson began her career in payments as a loan officer
trainee in a bank in Iowa after she graduated from col-
lege. Part of her training was in the merchant processing
and card issuing areas. "If you look back to the mid-1980s,
the industry was predominantly men at that time."

That's not to say that the number of women in key posi-
tions now is equal to men. "There are a lot of women in
middle management and below, and not a lot above cer-
tain levels," said Mary Gerdts, who on her own, started
and has run her processing company, POST Integrations,
focusing on high-end, full-service international hospitali-
ty enterprise, since 1991, and was the first woman to serve
as president of ETA. 

"If you profiled the ETA membership, you might—or
might not—be shocked at the comparison of males vs.
females who are owners or first in command. So it's not
necessarily a misconception at the highest levels.

"There is no misconception, though, that the women at
the top of the industry are an extraordinarily impressive
group of people. You have to be at a certain level to gain
access to the audience, to move the industry forward.
They're doing a great deal to affect the industry, support-
ing and steering tactical ideas for it," Gerdts said.
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Consider this: For the past three years, women have
served as President of ETA—Gerdts in 2002 – 2003; Mary
Dees in 2003 – 2004 and Vogt in 2004 – 2005. ETA's first
full-time Executive Director, Carla Balakgie, was hired in
July 2003. 

Women in payments very often work behind the scenes
or without recognition and accolades. As Gerdts put it,
"It's not women's style to beat their chests, even though
all of a sudden some very noted females have taken lead
positions in the industry." 

She cited a few women as examples: Linda Perry, Senior
Vice President of Visa U.S.A.; attorney Holly Hart Targan,
a partner at Jaffe Raitt Hauer & Weiss, P.C., who was
named ETA's Volunteer of theYear for 2004; Pam Joseph
of NOVA Information Systems and Mary Dees, President
and CEO of creditranz, who was appointed as Receiver
by the federal courts in the CMS case in 2003. 

Through the positions they've held and contributions
they've made, both paid and volunteer, these women
have made great contributions.

"They do their jobs and do them very well. Statistically,
their numbers might be low, but their impact is far-reach-

ing," Gerdts said.

So why don't we hear more about them?

"Many women don't care to be visible in the forefront,"
said Joyce Leiser, President of electronictrans.com, a full-
service electronic transaction processing company. "They
may be satisfied with their careers and incomes and don't
feel it's important to 'self-promote' even though they're
making significant contributions to the industry.

"They may have made a conscious decision to take satis-
faction in their success while choosing to lead a balanced
life involving husband, children and community."

Leiser's career began in hospitality and theme park sales.
About 10 years ago, she got into payments when she
worked as a sales agent for an all-female sales direct sales
force; she also sold wireless POS equipment before start-
ing her company.

The women we spoke with credit the success women in
payments are acheiving to personal abilities and
strengths. "If you look at all the influential women, you'll
see that they're all highly intelligent people at the top of
their games," said Gerdts.
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"It's up to the individual, whether
you're male or female," said
Deborah C. Hickok, AAP, President
and CEO of ACH Commerce, a com-
pany that provides ACH processing
solutions to businesses and financial
institutions  "Nobody came up to me
saying they would give me an
opportunity to start a company. You
decide to do something and make
your own opportunities."

Hickok said it was her boss who ini-
tially challenged her to take the
ACH Accredited Professional (AAP)
exam. She has more than 15 years'
experience in the complex ACH
industry, but her background
includes retail and office manage-
ment, where she said she gained the
people skills that have served her
well throughout her career. 

Doing the Job Their Way
Do women have different working
styles than men? Do they approach
challenges and problem-solving dif-
ferently? According to most of the
women we spoke with, the answers
are "yes." 

"Women are wired differently,"
Gerdts said. "They're relationship
builders, long-term strategists and
they build those relationships from
different angles. They take things
more personally. For men, deal mak-
ing is an art; it's about gamesman-
ship. They're not as emotional."

Many said that women are task-ori-
ented. "It could be that we're more
into details, into just getting the job
done," said Hickok. "I know I am."

Chester credits her success with her
ability to see both the fine points
and the larger picture. "I'm able to
climb above the details and see the
big picture from a stratgeic view-
point, but then quickly climb right
back down and jump into the detail
of what's necessary to make it
happen."

Chester has worked in sales and
marketing in one capacity or anoth-
er for a little over 20 years. She
worked for 10 years as a consultant
and then began her career in the
payments industry in 1993.

Christine Crocker, President of 2C
Processor USA (2CP USA), started
her own independent sales compa-
ny, an ISO/MSP that sells bankcard
processing integrated with value-
added solutions. 

She has built a network of hundreds
of agents and she credits her success
to being lucky—to being in the right
place at the right time and clever
enough to know when to act on
those opportunities.

Crocker's background is in sales—
she sold copier systems before enter-
ing the payments market—and says
the residual income opportunities
are what attracted her to this
industry.

Audrey Blackmon, Vice President,
ISO Channel Sales for POS Portal, an
outsource provider of point-of-sale
equipment, supplies, support, and
portfolio management services,
began her payments career about 10
years ago, but she has been in sales
for 20 years. "I've been very fortu-
nate to work with three different
entrepreneurs that have grown their
business and we've been able to
grow it together," she said. 

Leiser can't say definitively if her
success in sales is due to her person-
ality, or to her belief that it's easier
for women to establish a rapport
with customers in person, and espe-
cially on the phone. 

"People seem to want to speak to
women; they're more willing to
believe women. Is it because women
are more trustworthy, or is it just
me? I think women might excel at a
nurturing role in the sales process
and have the patience to help bring
deals to fruition," she said.                  
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Education and
Networking Work

Everyone agreed that one crucial
element to success in payments,
because of its rapidly changing
landscape, is participation in indus-
try associations. 

Whether you're a man or a woman,
the educational and networking
opportunities these groups offer
through trade shows, seminars and
expos are critical; so is the chance to
contribute to the industry that being
involved provides.

As the association's new president,
Vogt said that education is "at the
forefront of ETA's strategic vision.
It's so important to the industry in
general. You have to know what's
going on with association rules and
government actions, for example."

"It's so important to get involved, to

have a voice and to affect anything
positive," Hickok said. She gives
educational seminars and makes
regular presentations on ACH pro-
cessing at banking and industry
conferences around the country, and
belongs to several industry-related
groups. 

"You should know what's going on
and try to be a benefit in some way,"
she said.

Participation in industry associa-
tions and attending their events
throughout the year also presents
bountiful opportunities for net-
working. 

"The association events provide
incredible networking opportuni-
ties, and the more involved you get,
the more of them there are," said
Vogt. "What better way is there to
understand and learn about this
industry?"

"Involvement with tradeshows and
industry organizations is a great
way for women to stand out and
make a name for themselves, but I
would give the same advice to men
as well," said Mimi Hart, Chairman,
President and CEO of MagTek, Inc.
"These are the places where you
have the opportunity to shine."

Vogt agreed. "Everyone should join
and make a difference," she said.
"Consider all the banks, vendors
and ISOs out there. If you make a
networking opportunity gender-
related, it's at a disadvantage." 

Every year at ETA's Annual Meeting
and Expo, the organization hosts a
golf tournament. Getting out on the
golf course enables attendees of the
event to get to know each other in a
setting beyond business casual,
nametags and cocktail parties. It's
no secret that business happens on
the green.
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We wanted to know if any of the women we interviewed
play golf. Some play frequently and love it. Some play
once or twice year; some have tried it and don’t particu-
larly enjoy the sport. 

"As women, we are only put in a position of not being
accepted into the world as we put ourselves there and let
ourselves stay there," Knutson said. "I play golf at ETA
events and at banking events. I do believe it is important
to do those things as a woman in business."

Hart said she plays once or twice a year, mostly at chari-
ty events. "To me, it's like joining a trade association. You
have to have a genuine interest in it and a passion for it."

"I don't golf, and I don't find that it's been that big of a
hindrance," Blackmon said. "When I first got into this
industry, I quickly saw there were a lot of opportunities
for someone who was willing to work hard."

Vogt, who jokes about her ability on the green ("I try to
golf. One day I will be able to without embarrassing
myself.") in no way limits her networking to the
golf course. 

"There's no question that networking is important—in
any form or shape, whether it's during a golf tournament
or a meal. 

"I've gone fishing with clients, I've even ridden along in
the golf cart with clients. What matters is not how you
choose to network, but that you do," she said.

Challenges Equal For Everyone
Whether you're in sales, are the president of a company or
the manager of a risk department, everyone in the pay-
ments industry—regardless of gender—must overcome
obstacles and roadblocks to get ahead. 

"I think the challenges women face in payments are no
different than they face anywhere, or that men in the
industry face," Vogt said. "There is no other industry that
compares to this one in terms of evolution and changes."

"I believe as individuals we decide whether we view cir-

cumstances as challenges or opportunities—it's a very
individual thing," Chester said. "Both women and men
have to determine how they want to go about blazing
their career path or climbing the corporate ladder. I think
that's based more on skill sets, experience and most
importantly desire. There are many roads to any single
destination," she said

"The industry is always changing," Knutson said. "We get
up everyday and it's the same industry, but we have to
continuously be looking at new solutions and the issues
that face us and overcoming the obstacles with creative
solutions. Opportunities—whether for women or men—
are like trust. It's not something given to you, you have to
earn it."   
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Street Smarts Welcomes
First Guest Columnist

On the first anniversary of "Street Smarts," I
presented the acquiring community with a
unique opportunity: Many of my peers and
competitors teased me about writing this col-

umn and boasted that they could do as good a job, if not
better than me, if they only had the time; so I challenged
them to "put their money where their mouth is." I invited
them to send letters on any issues they believed merchant
level salespeople (MLS) would find interesting or helpful. 

As the host of "Street Smarts," I'm very happy to welcome
our first guest columnist, Alan Gitles, CEO of Landmark
Merchant Solutions. Gitles was the first person to step up
to the plate when he sent the following letter: 

Dear Ed,

My name is Alan Gitles, and I am the CEO and principal
shareholder of
Landmark Merchant
Solutions. Landmark is
headquartered in
Schaumburg, Ill., and
is a full-service pro-
cessing center, com-
plete with an in-house
back office and an
inside sales force. Your
readers may remember
me from American
National, where we
were among the first to
treat salespeople as an
important ally and
vital cog, rather than a
necessary evil.

It's this high degree of respect I have for the sales process
that draws me to your column, and I greatly enjoy read-
ing it in each issue of The Green Sheet. Your column is
always rife with ways to help the sales professional, our
most important asset. 

Based on my 10 years of experience in both the outside
and inside sales process, following is what I think are the
biggest difficulties facing sales professionals in our indus-
try and some solutions:

Problem: Not Enough Warm Leads to Fill Your Day
The typical rep's lament #1: "If only I could get in front
of enough merchants who are even marginally interest-
ed, I'd close them." Door-to-door selling is simply more
difficult now than ever before. 

Merchants are even less receptive than before to a sales
rep they've never heard of who shows up

Page 60

Education Index
David H. Press

68
■  ■  ■  ■

Garry O'Neil
72

■  ■  ■  ■

Nancy Drexler
76



unannounced. Plus, the sheer number of merchants you
can reach in a day by going door-to-door is so limited. 

Sales reps need to be constantly pitching. For one, it's a
numbers game. The more warm leads, the more sales. If
you close one of every four interested merchants, then
eight a week gets you two; 16 gets you four; and so on.
Secondly, the more presentations reps make, the more
"in the zone" they become. 

Ask any great athlete after a great performance, and he
or she will tell you, "I was in a great rhythm." Rare are
the athletes who can come off the bench cold, and per-
form at their best. They need to get into the flow before
they can perform at an optimal level. 

The sales process works the same way. If you're only
pitching to three or four merchants a week, you can't
possibly be in a selling rhythm, so you can't possibly
close as many deals.

Solution: Effective Cold Calling Techniques
We all break out in a cold sweat when someone men-
tions the phrase "cold calling." There's no task less desir-
able for salespeople than making hundreds of calls to
merchants who don't want to talk to them. It's a hum-
bling, confidence-eroding, tedious job. 

But it's also the most important job a sales rep can do.
Cold calling builds your pipeline; it sets up your work
week; and it's an indispensable marketing engine that
gets you in front of merchants. 

However, the typical rep who cold calls finds, after a
couple of hours, that they have gotten NO good leads
and abandons the task. Here are some tips to remedy
that problem:

1. Use a more productive calling list. There are list bro-
kers out there who will, for relatively little money, sell
you lists of business names that can be targeted to spe-
cific volume sales; type of business (SIC or Standard
Industry Code); length of time in business; and
location. 

They will provide you with the name of the owner,
address, and phone number—everything you need to
make the contact. Figure out the type of business your
product and sales ability is best suited to, and laser in
on that specific type of business when buying a list.
This will be far more productive than the local
Yellow Pages.

2. Stick with it. Nothing works all the time. Don't just
cold call for two hours, find it futile and give up. For
cold calling to work, you MUST devote four hours per
day, for five straight days. 

While it's tough to psyche yourself up for it, you'll fill
up your week's schedule and make a lot more sales. If

all else fails, and you can't bring yourself to do it, work
with an MSP, such as Landmark, who will provide you
with all of the warm leads you can handle.

Problem: Differentiating Your Product
We exist in a fiercely competitive marketplace. Every
merchant is inundated with calls and visits by ISOs
competing on rate. 

If your product doesn't stand out, you simply shrink the
number of sales you can make with every new ISO and
sales rep who comes along. 

Solution: Distinguish Yourself
Find whatever it is about your program that is unique,
and keep hammering away at it with your merchant.
Realize that even if your price is great, someone else can
probably beat it. 

Whether it's service, a value-added component or some
other facet of what you can provide, your merchant will
separate you from the competition because of it. With
price, however, all they'll do is shop it around.

One of the most effective ways to distinguish yourself is
by offering merchants a free Web site for their business.
Landmark is fortunate enough to be able to do this for
its merchants. However, simply telling your merchants
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that they will receive a free Web site won't sell it.

Here's what will:

1. Paint the picture. Tell them what their Web site will
look like. If they have retail products, they'll need pic-
tures and descriptions, as well as buy buttons. If they
have a service business, they'll want before and after
pictures, testimonials, smiling faces, etc. Nothing sells
like a vision of what they'll get.

2. Explain the benefits. Tell them what it means to have
a professional site. Show them the importance of a
Web site for credibility, marketing and additional
channels of distribution.

3. Explain why. Show them why you'll give them a free
Web site. Explain how that processor makes money
when a merchant does transactions, so your success is
tied directly to their success. It will give them a sense
of comfort, trust and partnership.

Problem: Closing
Most sales reps do a very nice job of presenting a prod-
uct, explaining the process and displaying the benefits
of their service. Then why is it only a select few reach
their goals month after month? 

Typically, they aren't good closers. For whatever reason,
they have difficulty getting their merchants to "pull the
trigger." When is the right time to close? What is the
right way to ask for the sale? 

Solution: A Couple of Helpful Hints
1. Be aggressive. Isaac Newton's Law of Inertia states

"an object at rest tends to stay at rest, and an object in
motion tends to stay in motion with the same speed
and in the same direction unless acted upon by an
unbalanced force." 

Your merchants will not act alone. They are comfort-
able with whom they're with, what they're doing, etc. 
If you expect to present information and let them
decide on their own time frame, you're letting some-
one else come in and take a sale that you should
have made. 

You MUST have the mindset that merchants need you
(albeit in a professional and polite way) to take them
by the collar and pull them through the closing
process. If you have crunched numbers with them,
and they fully understand the benefits of your pro-
gram, there is NO REASON they shouldn't be closed
on the first appointment.
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2. The Staircase Close. This method should help you.
It's a way to be aggressive without coming across as
pushy. You simply assume the sale and say phrases
like "What happens next is…" "Here's what we do
now…" and "The next step after that is…" This creates
immediacy without begging for the sale. 

Make sure you set a timeline of events for the merchant,
using chronology. (Example: "Here's what happens next
... I'll spend three minutes gathering info on your busi-
ness. Then this afternoon, I'll prepare the paperwork. I'll
be back here by no later than 3:00 p.m. I'll go through
everything with you, you'll sign, and we'll get you up and
running by tomorrow.") 

This takes the onus off of them. You NEVER ask them
"Are you ready to do this?" or "When do you want to get
this done?" 

Those questions only put pressure on your merchants,
and make them revert back to their state of inertia.

At Landmark we have tremendous appreciation for your
readership and for the professionals who sell credit card
processing services. We also know that a sales rep who is
equipped with enough warm leads; a distinct, quality

product to sell; and a quality closing method, can't help
but succeed and increase their income. If we help in that
regard, we've made a difference.

I can be reached with any questions or comments at
800-882-4896 ext. 410 or you can send me an e-mail at
Alan.Gitles@LandmarkMerchant.com . Our Web site is:
www.LMSalesCenter.com . Thanks, Ed!

Wow! What a great column and way to kick off this series.
Alan makes important points and offers very helpful sug-
gestions on how to increase your sales and, therefore,
increase your earnings. Kudos to you, Alan, for your
invaluable contribution.

Now that the guest column standard has been set, I hope
many other industry luminaries step up and share their
expertise and experience to support the hardest working
element of our industry—the MLS. It's as easy as picking
up a phone or sending me an e-mail. You can reach me at
streetsmarts@totalmerchantservices.com or by calling
1.888.84.TOTAL, ext. 314. 

My next column will focus on the truth behind revenue
splits. From the numerous responses I received on my last
post, this is definitely a hot topic.                                        
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Please send feedback on this guest column (and any oth-
ers) to streetsmarts@totalmerchantservices.com . Be sure
to include your name and the name of your company if
you want be acknowledged. 

One final note, the "Street Smarts Feedback" contest is in
high gear! We've asked you to tell us how you improved
your game by implementing something you read in any
of the "Street Smarts" columns. 

The Green Sheet will provide a one-year paid mem-
bership to the NAOPP for every MLS who responds in
writing to StreetSmarts_Feedback@greensheet.com . 

Each month, we will select the best or most thought-pro-
voking response, and that winner will be awarded a
one-time paid conference fee to the regional conference
of his or her choice (i.e. ETA Expo Networks or a region-
al acquirers' association meeting). In January 2005, we
will select the best response to "Street Smarts Feedback"
for 2004. 

The grand prize winner will receive a fully-paid trip to
the 2005 ETA Annual Meeting & Expo, including full
registration fees, airfare and three-nights' hotel accom-
modations. Please send your feedback to:
StreetSmarts_Feedback@greensheet.com .

The winner for May 2004 was Mark Sandos. Mark is
now a paid member of NAOPP and in June attended
the NEAA meeting in New Jersey, courtesy of The
Green Sheet. Mark's story appeared in the June 14,
2004 issue of The Green Sheet ("We Have a Winner!"
issue 04:06:01). Congratulations Mark!

"Write the bad things that are done to you 
in sand, but write the good things that 
happen to you on a piece of marble."

—Arabic Parable 

See you next time where the rubber meets the road.

Ed Freedman is founder and President/CEO of Total Merchant
Services, one of the fastest-growing credit card merchant account
acquirers in the nation. Freedman is the driving force behind all
business development activity as well as the execution of Total
Merchant Services' marketing plan, including recruiting and train-
ing independent 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 available. 

To learn more about Total Merchant Services, visit the Web site at
www.totalmerchantservices.com . To learn more about partnering
with Total Merchant Services, visit www.upfrontandresiduals.com
or contact Freedman directly at ed@totalmerchantservices.com .
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The Green Sheet is pleased to announce the June
2004 winner for the "Street Smarts" Feedback
contest announced on May 10, 2004 ("'Street
Smarts' Gets Smarter," The Green Sheet, issue

04:05:01). Todd Sumrall submitted the winning story on
GS Online's MLS Forum. 

For simply taking a few minutes to send us his comments,
Sumrall receives a paid membership to the National
Association of Payment Professionals (NAOPP) and paid
registration fees to the regional meeting of his choice.

Don't be shy. Your stories on how you've taken action
based on something you've read in The Green Sheet don't
have to be long or elaborate. You could be the next lucky
winner. And don't forget that all winners become eligible
for the grand prize, a paid trip (includes registration, air-
fare and hotel) to the 2005 ETA Annual Meeting and Expo. 
E-mail us at streetsmarts_feedback@greensheet.com .

Todd Sumrall has been a sales professional in the pay-

ment services industry since 1997. In 1998, he added a
Web site hosting and e-commerce solutions to the servic-
es he provides. Following is his winning "Street Smarts"
feedback letter:

"I will say it was specifically a 'Street Smarts' column
years ago, maybe it wasn't called 'Street Smarts' then, but
about three years ago I read an article Ed Freedman wrote
in The Green Sheet, and after reading that article, I joined
Total Merchant Services and have never regretted my
decision. 

"I had inquired into a relationship with Total almost a
year previous, but didn't pursue it at that time. It was
specifically that article that Ed wrote that made me want
to join the company. He showed in that article how
important relationships with agents are to him personal-
ly. I also remember he said something about cleaning
boats in college in the article. That stuck out because I've
cleaned boats, and still do after diving. 

"Since I've joined Total, my residuals per account
increased, I received some good training from them in
Colo., and I feel secure with Total, which I, in times' past,
have not felt secure with some other ISOs."
—Todd Sumrell   
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By David H. Press
Integrity Bankcard Consultants, Inc.

Phishing," or stealing financial and personal
information from consumers by sending out
millions of "urgent" e-mails and directing
them to fake Web sites, is growing at an

alarming rate. 

When fraudsters go phishing, consumers receive an e-
mail purportedly from a reputable company, such as a
bank, directing them to the phisher's Web site, which
looks a lot like the bank's site. The consumers are then
asked on some pretext to submit, or resubmit, personal
information. The phisher
gets the unsuspecting con-
sumers to divulge informa-
tion including Social
Security numbers, credit
card numbers with CVV2 or
CVC2 information,
PINs, etc. 

The crooks now have
enough of the consumers'
personal information to get additional credit card
accounts and to use for other identity theft schemes. They
can also use the information to initiate fraudulent trans-
actions with merchants or convert the information to cash
through collusive merchant accounts. 

This becomes a big problem for acquirers. The transac-
tions are not swiped, and the risk of loss will be passed on
to acquirers through chargebacks. MasterCard
International categorizes these under Reason Code 37
(Card Not Present) and Visa U.S.A. uses Reason Code 61
(Fraudulent Mail/Phone Order Transaction) or Reason
Code 75 (Cardholder Does Not Recognize Transaction) to
explain the chargebacks.

Phishing is scaring consumers away from using online
banking and other sites such as AOL, PayPal and eBay.
The public has reason to be nervous. According to a
recent Gartner, Inc. survey, roughly 57 million Americans
think they have received a phishing e-mail. 

This is a relatively recent scam just beginning to emerge
as one more way crooks in the 21st century take what
doesn't belong to them. Seventy-six percent of the com-
munications arrived in the past six months, with nearly
all of them arriving in the past year. Phishing scams in

April 2004 alone were up 180% from March (1,125 differ-
ent scams vs. 402), according to the consumer advocacy
organization, Anti-Phishing Working Group. 

In one phishing expedition, consumers received e-mails
claiming to be from www.regulations.gov, a site suppos-
edly sponsored by the federal government to allow con-
sumers to comment on legislation. The subject lines in the
e-mails typically read, "Official information," or "Urgent
information to all credit card holders!" The text in the e-
mails claimed that recent changes in the law require
Internet users identify themselves to the government to
"create a secure and safer Internet community." The e-
mails included a link to the regulations.gov site and

asked readers to provide
their personal financial
information. (At press time,
the site was still live.)

There have not been real
technological solutions
available to stop phishing,
but it was one of the topics
covered at MasterCard's
Global Risk Management

Symposium 2004, held June 21 – 24 in San Diego. During
the conference, MasterCard and NameProtect, a digital
fraud detection company, announced a partnership that
will take a step in that direction. MasterCard will leverage
NameProtect's technology to detect online scams in
real time. 

Still, most business-to-consumer e-mail and Web chan-
nels have not addressed this new and growing problem.
Businesses with Web sites must strengthen trust in using
the Internet by authenticating both service providers and
consumers. User passwords don't do anything to verify a
service provider's authenticity to the consumer. Further, it
may not make sense to spend a lot of time and resources
installing a system that attacks only phishing, because the
crooks are sure to move on to a new form of attack. 

Companies can use lists of known phishing or hacker
sites to infer that those not listed are trustworthy. eBay
makes use of such blacklists; the online auction site pop-
ulates a toolbar with known phishing sites to warn users
if they are at imposter sites. 

eBay has also added another new feature to its tool bar.
"Account Guard" helps users protect their eBay account
information and warns users when they're on a potential-

Beware the "Phishermen"

"

Phishing:
Stealing financial and personal information
through the Internet by convincing the 
visitor to enter data into fraudulent forms,
which mimic authentic Web sites.





ly fraudulent (spoof) site. eBay users can report phishing
sites at a specific Web site set up for that purpose. 

But by the time a Web site is included on a blacklist, it
may be too late, and lists like these do little to protect the
most gullible and unsophisticated consumers. Companies
that have fallen victim to phishers, including one with
one of the most frequently phished sites, Citibank, and
PayPal, offer security tips on their Web sites. Consumers
can also visit the Federal Trade Commission's (FTC)
Identity Theft Web site to file a complaint and learn more
about how to minimize the risk of damage from
identity theft.

Some experts say that in the long run, the Internet needs

to incorporate a system to ensure the same level of trust
that caller ID provides for telephone service. However,
this would require changes in Internet infrastructure at
the network, service provider and user levels.

Considering what they're up against, how do acquirers
prevent and stop fraud? How much investigating should
processors do before signing merchants? Three merchant
processors recently took a hit in the case of
Pharmacycards.com, an online business claiming to be
legitimately selling discount drug cards. Instead, this
fraudulent site actually used 90,000 checking account
numbers to set up unauthorized debits from consumers'
accounts. 

Perhaps the processors could have discovered the
Pharmacycards.com scam by simply checking out its Web
site, or by contacting its "listed partners," including Wal-
Mart Stores, Inc.; Eckerd Corp.; Target Corp. and Rite Aid
Corp. Clearly, acquirers' underwriting departments need
to be diligent and creative when approving Internet mer-
chants. 

It seems that fraudsters increasingly use the ACH net-
work to enact their schemes. Though Pharmacycards.com
used paper drafts (non-signed checks generally used for
recurring payments) for most of the $3 million it debited
from consumers' checking accounts, it also made use of
the ACH for its fraudulent activities. The relative simplic-
ity of using the ACH network makes it an easy mark for
the fraudsters; not enough controls are built into the
system to thwart fraud in Web transactions. Also, no
mechanism is in place for validating Internet purchases
by merely supplying account and routing numbers.

If something isn't done to stop this problem, either
through involvement by government agencies or indus-
try groups, banks may be forced to use stronger authenti-
cation such as smart cards, Universal Serial Bus tokens, or
even biometric tools to validate and support their legiti-
mate online customers.    

David H. Press is Principal and President of Integrity Bankcard
Consultants, Inc. E-mail him at dhp@integritybankcard.net, phone
him at 630-637-4010 or visit www.integritybankcard.net .
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Web sites for more information on "Phishing":
• www.nameprotect.com for information on the anti-phishing effort in partnership with MasterCard International
• www.antiphishing.org for tips on preventing phishing and other e-mail scams, and lists of recent phishing attacks
• http://pages.ebay.com/buyandsell/ebay_toolbar/download.html to report phishing sites to eBay
• www.citibank.com and www.paypal.com for security tips from sites that have been phished
• http://pages.ebay.com/education/spooftutorial to see eBay's list of known phishing sites
• www.consumer.gov/idtheft for the FTC's consumer fraud prevention tips and to file complaints
• www.integritybankcard.net for updated information on phishing and other schemes
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By Garry O'Neil
Electronic Exchange Systems

Ihave been in this business for 15 years and it
always amazes me that although this is a relatively
young industry, it is rife with imitations, lack of
imagination and a desperate "me too" attitude. It's

time to grow up, shed the past and think about the future
of processing.

Start Hiring the Inexperienced
We've been stuck in a circle of mediocrity. Because we
don't train, support or compensate in the same way that
real-world industries do, we have salespeople who flit
from one processor to another. And processors recruit
these salespeople to such an extent that we have pro-
grams that buy their business. We are so desperate, in
fact, that we buy business before it is even processing
(nice business model). 

In order to have a professional sales force, with proper
ethics and knowledge, we will have to train and support
an entire new group of salespeople. 

Where are the pools of potential salespeople? I believe we
can find them in the mid-level college and university
graduates across the country; in part time or night job
labor pools—people looking for change and a chance; in
sales fields that do not offer residuals; and in relatively
dead end jobs. 

The processing field offers long-term security and a con-
stant challenge. It gives the entrepreneurial spirit a
chance to blossom, and for those who truly have it, the
chance to succeed and enjoy the challenge. 

Hiring
How do you hire someone from outside the industry?
Now you really have to start earning your money by
developing innovative ways to seek out possible recruits. 

If you attended college, use your ties to your alma mater
to recruit the small percentage of graduates who don't fit
the mold and want to try something different. You need
to find them; they have no idea how to find you. Use local
papers and local bulletin boards—be creative.

Interviewing
What should you look for? Someone who is enthusiastic,

a risk taker, and shows a willingness to learn. If you plan
to bring new people into this business, they should have
the types of abilities and talents that will give them a
greater certainty of being successful, although they are
untrained in our industry. Don't look for the obvious;
look for the special, and make sure the interviewees will
be available for a full time position. 

Also, don't beg the position, sell it—but don't oversell it.
The biggest mistake interviewers make is thinking they
have to sell the position. Instead, let the position with
long-term residuals sell itself. 

Finally, ask insightful questions; let your candidates
know that you are interested in them personally and do
not only see them as potential dollar signs.

Compensation
W2 or 1099? That question is answered with two criteria
in mind: your financial capability/responsibility and
your understanding of the Visa/MasterCard regulations.
I think it's important to hire employees as W2 employees
and not as 1099 contractors. Although you have more tax
responsibilities, the trade-off in loyalty and stickiness
more than makes up for the financial burden. 

1099 workers do not have the same obligations to you
that a W2 worker has: You can't force them to come to
meetings; you can't supply cards; and you can't make
them train or sell. Additionally, the W2 worker is not
looking in The Green Sheet to find a better opportunity
the same day they come on board with you. 

If we, as an industry, are ever going to mature and have
value, then we must treat employees as employees and
not hired guns. For starters, we should have respect for
them and their time. Also, look into health benefits. 

Looking back to the day when EXS added health benefits
(after putting off the process and making sure we had
enough funds), our credibility changed almost overnight.
This gesture provided more than enough to pay for the
benefits with good will and performance. 

Field Training
Provide on-the-job training; it's the only way to bring
"greenhorns" to the level where they can be proficient
enough to be left on their own. This is the make-or-break
period for new salespeople. They need hand-holding on

If You Want to Make the Green, Think Greenhorns





topics such as our industry and sales. 

Help the "canvas" present and sell: Spend time after each
call going over what happened; debrief over coffee after
the day is done; and start fresh with them the next morn-
ing. I know this sounds time consuming but until you
have a trained, professional sales force this is what you
need to do.

Meetings/Support
It's imperative to stay connected to your salespeople as
they learn and grow. One way to accomplish this is to
hold regular training meetings. (Remember the 1099 rule:
You can't compel a 1099 agent to attend a meeting, so
make it interesting.) Provide incentives that will reward
you with producers and spur your slower learners. Make
the meetings educational, and always impress upon your
people that knowledge is money. Have them relate their
personal stories and draw the group in with empathy. Be
consistent. Once you've started regular meetings, make
sure you hold them consistently and on time. Don't let
your salespeople down.

Your Obligations
Your main obligation is to make sure you understand the
job you're trying to fill and how you plan to keep it rele-

vant and fulfilling. Yes, fulfilling. Jobs can represent a
large part of how people believe in themselves, and if you
don't provide respect by giving them a real job, then you
are in a murky world that tests self-confidence. Respect
the position you have given them, treat them with con-
sideration, and it will be reciprocated.

Conclusion
We owe it to ourselves as company owners, managers
and team leaders to look to new sources of talent pools
and new ways to train and motivate (although the right
hires will motivate themselves). Complacency is a stone
cold killer of business and profit. Consistency is the key to
success. Help your people; teach them about the business
and sales; and tag along to give them moral support.
Making them successful is the only way you will be
successful.   

Garry O'Neil is President/CEO 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, annual
seminars and, most of all, credibility. 

For more information, visit www.exsprocessing.com or e-mail Garry
at garry.oneil@exsprocessing.com .
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By Nancy Drexler
Cynergy Data

The Internet gives sellers the power to reach
customers quickly, learn more about them and
close a sale within minutes. It provides poten-
tial buyers with information, choices and the

opportunity for immediate gratification. And individuals
and companies that understand what happens when their
customers are empowered and response times are
reduced to mere moments can capitalize on this medium.

Want to get on the Internet bandwagon? The following
information should help you get started no matter how
"e-naïve" you are:

Be Prepared 
According to a study by ActiveMedia, an online market-
ing services company, introducing an e-marketing pro-
gram "can only pay off when the entire positive business
experience of purchasing from the Web site supports the
promotional message, and a mix of methods dedicated to
promoting loyalty, as well as to stimulating trial, is what
will pay off for online businesses."

In other words, don't launch your online presence until
your back-end is ready to fulfill and respond to e-mails,
customer complaints and requests for information as
immediately as possible.

Perfect Your Web Site
For the most part, people visit your Web site because they
seek content and information, so give it to them quickly
and concisely. Keep your sentences short and your visu-
als exciting. Remember that your site is a reflection of you
and your company; it should express who you are, both
visually and in terms of information. Make it stand out. 

The quality of your site's navigation is equally important.
You probably know from your own experience how frus-
trating it is to lose your place on a complex site, or to get
taken so far from where you want to be on the site that
finding your way back requires the navigation tools of a
cruise liner. 

Your Web site ultimately exists for two main reasons: to
direct potential buyers to a conclusion (usually a contact
or a sale) and to collect information. If the navigation
makes it easy for visitors to get where you want them to
be, you're more than halfway there. 

Remember the Search Engines 
When you've got what somebody wants, how do you
make sure they find you? You make your Web site very
friendly to search engines and portals, and you get it
linked to as many other sites as possible. 

How? The first and simplest step is to optimize your con-
tent. This means peppering it with the kind of keywords

Marketing 101:
eMarketing for the eDummy





that someone might use in a search. Use both broad and
narrow keywords on every page, even if it means alter-
ing your content somewhat. 

The idea is to have your site pop up on as many key-
word searches as possible because the more a search
links or points to your site, the better your page ranking
will be in almost every search engine. 

Your ranking will also be boosted if your site is linked to
other sites. So, get your content on as many industry
Web sites as possible, and make sure that the copy is
linkable to your site.

Capture Data Whenever Possible 
People use the Internet for one of three reasons: to
research, browse or buy. In all three cases, they leave
behind electronic trails of demonstrated interest. They
leave behind the makings of an invaluable database.

More than anything else, the Internet gives marketers
the means to develop a database of unmatched wealth
and the ability to act on it in moments. 

This database is the heartbeat of any e-commerce mar-
keting. On the front end it delivers sales leads accompa-
nied by information that lets you tailor messages to the
unique interests, needs or preferences of each lead. It
lets you track leads according to variables that you
establish. 

And when a prospect becomes a customer, your data-
base will keep you apprised of specific information that
forms the basis of communication. For example, keep
records of client birthdays and send cards, or keep a
record of which customers like the Mets and which like
the Yankees.

On the back end, your database should become your
vehicle for tracking different marketing efforts and
measuring their success. Whether you measure cost per
lead, cost per sale or even cost per click, determining
your ROI should be what you most look forward to
doing every day.

E-mail Effectively
In between the front-end (capturing leads and building
a database) and the back-end (measuring results), there
is e-mail: the vehicle that will help you turn leads
into results.

Rules governing e-mail and its effectiveness change all
the time, particularly as concerns for privacy increase.
Some guidelines, however, are basic and should be kept
in mind.

Basically, e-mail is a modern-day form of direct mail
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with a lower cost (no paper, printing or postage). Your
biggest hurdle is to get people to read it. Overcoming that
hurdle depends on the quality of both your list and your
message.

E-mail lets you target specific messages to specific indi-
viduals. If your list is your own, use it to let your
prospects or customers know you're aware of what they
want and are prepared to deliver it. Once you do, use e-
mail to register complaints and ensure greater
satisfaction.

If you rent lists, rent them from respected, trustworthy list
brokers. The one thing you don't want to get involved
with is spam, the sending of bulk unsolicited e-mails
without permission to people with whom you have
no relationship. 

Make sure your lists contain only people who have
agreed to let you use their names. Start with small mail-
ings to measure the quality of your list and the impact of
your message.

Some pointers for effective e-mail communications:
• The subject line of the e-mail is critical. It has to capture

attention while also making it clear it's not spam.

• Readers should feel like they are the only ones receiving
your message. Speak to a person, not a group.
Recognize the needs of your reader.

• Link your e-mail to your Web site.

• Insert a "signature" at the end of each message to help
people get in touch with you. 

• E-mail should feel like a service to the reader. Use it for a
newsletter; sponsor a contest; publicize promotions;
make new product announcements; offer discounts; and
solicit surveys. Show that you care.

• Don't forget the "opt-in" feature. Use it on e-mail newslet-
ters, sales programs and special offers to protect you
and your company against spam complaints. Once
someone has opted to receive information from you,
you've got a cost-effective way to introduce initiatives
and boost loyalty from a pre-qualified audience.

Use Online Ads and Banners

It's estimated that 91% of the Internet today is content,
and 9% is advertising. This low saturation boosts the
odds of an online ad or banner being surrounded by
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information, rather than competitive advertising. In
other words, your odds of being noticed are pretty good.

While click-through rates continue to drop, recent stud-
ies have found that click-throughs don't necessarily cor-
relate to sales. Online ads boost your visibility and
branding regardless of click-through.

When you advertise online, you must demonstrate
quickly that you know your audience: how they feel and
what they want, and how concerned you are with giv-
ing it to them. Using new technology tricks, develop
some exciting, innovative and benefit-driven ads. 

These cost little to create and can be easily updated as
conditions change; make sure to include links to your
Web site. This potentially creates an instant sale while
simultaneously adding another contact to your
database. 

Remember One Last Thing
Early indications show that the Internet offers direct
marketing performance as good as or better than direct
mail and direct response television for a fraction of the
cost. The important thing is to not make the mistake of
treating your online business as a separate business. 

Use the Internet to build your brand, increase customer
awareness and strengthen customer relationships. Take
advantage of its ability to add impact, broaden reach
and provide immediate customer interaction. 

Your online presence must work in concert with your
brick and mortar presence. Your marketing efforts
should span all channels, and your marketing depart-
ment must be equally attentive to all of them. Only then
will you truly be "e-successful."   

Nancy Drexler is the Marketing Director of Cynergy Data, a mer-
chant acquirer that provides a wide array of electronic payment
processing services while continually striving to develop new solu-
tions 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 company 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, technolo-
gy 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 hon-
est, reliable, supportive service. For more information on Cynergy
Data contact Nancy Drexler at nancyd@cynergydata.com .
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New Monthly Column Features
Agent-to-agent Interviews

Networking Skills Have
Fueled This Sales

Professional's Success

Ican't imagine where my career would be today
without the access to information I've gotten from
The Green Sheet. I've been an avid reader for seven
years and am also an active member of the GS

Online MLS Forum. As an agent, having The Green Sheet
at my fingertips is like having a partner with me out there
making sales calls. 

Where else can you find news, information and inspira-
tion for people selling merchant services all in one place?
Where else can you get insight from industry leaders such
as Ed Freedman, Jared Isaacman and Steve Eazell? The
information they provide is priceless—they really know
where we, the agents and reps, are coming from, since
they've been where many of us are now. 

I've been thinking that it would also be great to hear what
the agents have to say when another agent is asking the
questions.

This new monthly column is written by an agent, about
the agents and for the agents. Wouldn't you like to know
what other MLSs are doing? What do other agents do
each day? What goals do they have? What keeps them
going? That's exactly what we're going to explore by
interviewing a different MLS each month.

The first interview is with Keith LaMere, an MLS from
Brookfield, Wis. He operates a business called First
Merchant Business Solutions.

Matthew Swinnerton: Why and how did you enter into
this industry?

Keith LaMere: I actually got into this industry by acci-
dent. I had been recently downsized from a high-paying
executive position with a Fortune 500 company, and one
of my networking associates offered me a job. 

I actually was trying to help my networking friend add
people to his team and ended up liking the opportunity
myself.

I had three reasons for starting my own business in this
industry: First, to keep more of the money for myself.
Second, to be able do things "my way." Third, I felt that
since I was already supporting myself, I should create a
business model that I liked and puts the clients first.

MS: How do you feel about value-added services? 

KL: I feel value-added services allow for a true consultant
to solidify his or her book of business in a dynamic way.
I love value-added services. I try to sell only what the
merchant really needs. I like to give them a fair shake on
their credit card processing, and then I like to pitch gift
cards, loyalty cards, check services, etc., but only
as needed. 

I hate it when I walk into a merchant's establishment
and they tell me they have some sort of equipment or
value-added service that they never needed or used. To
me, that's just muddying up the industry for the rest
of us.

When I'm done signing a deal with one of my mer-
chants, I always whip out my business card holder and
start talking about my networking friends and describ-
ing what they can do for the merchant. I treat it as a type
of value-added service. The merchant loves it, my net-
working associates love it, and it saves all of us time and
makes us money, especially if the merchant is just open-
ing their business.

MS: What interests you the most about this industry?

KL: The thing that interests me most about this industry
is the fact that a lot of "Young Guns" like myself are
going out on their own and trying to push the envelope
as far as trying new things. We are seeing the likes of
wireless devices, POS terminals, value added services,
services that accentuate what we do rather than just
offering Credit Card Processing. 

The prices are coming down and the services are getting
more reliable. Every time I open The Green Sheet or
other trade magazines I see something new that I look
into and see if it will fit our business model—that
excites me!

MS: Give us an idea of a typical day in your life.

KL: Most days start around 6:00 a.m. with miscellaneous
administrative tasks like returning voicemails, e-mails,
correspondence and dealing with any pending issues. I
squeeze in breakfast (usually a nutrition bar) sometime
before 10:00 a.m. and try to be on the road and at my
first appointment not too long after that. 
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Hopefully the rest of the day is jam-packed with
appointments and downloads, but that is never the
norm. I try to be finished with my appointments and
back to my office by 3:00 p.m., and I make phone calls
for the rest of the day. I not only beat rush hour, I'm able
to contact people that I can't usually reach in the morn-
ing, especially restaurant owners.

I don't think that any day is ever the same as another.
However, I do try to get in at least three to five face-to-
face meetings with networking folks, preferably new
ones, even if it's just for a quick cup of coffee. I try to
attend at least one networking function per week. If I hit
all my goals for the week, hopefully I'm on the water by
3 p.m. on Friday.

MS: What personal goals do you have?

KL: My goal for the year is to sign at least 15 – 25 deals
per month.

MS: What advice do you have for someone who is just
starting out selling merchant services? 

KL: I try very hard not to yell out a sarcastic "Get out
while you can!" But seriously, I would tell them to do
their research and get hooked up with a reputable ISO

team that can support them and give them a fair shake
on the type of compensation they are seeking. 

Finally, make sure you read The Green Sheet and visit
GS Online religiously. These resources not only provide
access to great articles and information, but also offer
access to the wisdom of the hundreds of years of com-
bined experience from other professionals in the
business.

What I like about Keith's philosophy is his strong belief in
networking. No doubt that networking skills and his con-
sultative approach are the keys to his success. It works for
Keith, and it will work for you.

Come back next month as we get to know someone else. 

Matthew Swinnerton of Merchant Services Direct, is an independent
agent for AmericaOne, Comerica Merchant Services and POS Card
Systems. He has been in the credit card processing business for
seven years selling merchant services to small- and mid-sized retail
and online establishments.

To find out more about Merchant Services Direct, visit
www.msdirect.net or contact Matthew directly by e-mail at
matt@msdirect.net or by phone at 831-335-1616.
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The numbers sound impressive but under
scrutiny, companies that print and sell paper
checks might have reason for concern. 

While the Federal Reserve cleared 3.64 billion checks dur-
ing the first quarter of 2004, it was a 5.8% decrease over
the previous quarter, the second largest drop in a single
quarter in 15 years. The Fed processes 59 million paper
checks a day, worth an average US$953, but this is down
from 62 million per day in Q4 2003—the sixth consecutive
quarterly drop in the past nine quarters and the lowest
daily volume since 1989.

Consumers and businesses still write a lot of checks, but
payment options including online bill payment, ACH and
debit show steady gains in usage. Utilities, credit issuers,
mortgage lenders and the IRS all recommend that con-
sumers pay bills electronically. 

The Fed is promoting more widespread usage of e-checks
to reduce the number of people who handle each paper
check, as a means to stem incidents of identity theft
and fraud.

The volume of checks written is declining at a rate pre-
dicted to drop by 5% this year. Consumers now make
more than 495 million transactions with debit cards every
month. NACHA–The Electronic Payments Association
said that when consumer payments are included in the

figures, ACH transactions skyrocketed by 900% in March
2004. 

With Check 21 set to take effect on October 28, banks
could save $2 billion a year processing check images
instead of paper checks, and some analysts expect paper
check volume to fall even further over the next
several years.

And that means trouble for companies who print checks,
including Deluxe Corp. and Harland Financial Solutions,
both of which have experienced drops in sales volumes. 

To stay ahead of that downward trend, the companies
that produce the billions of checks consumers and busi-
nesses use are regrouping by expanding their lines of
services and products and closing plants.

Minnesota-based Deluxe Corp. is the largest check print-
er in the United States. It saw sales drop 6.5% in 2003. It
closed or has plans to close three of its production plants
(but still operates 10 others).

The second-largest check producer, Atlanta-based John
H. Harland Co., has plans to cut the number of its plants
from 14 to nine as part of the reorganization of its Printed
Products segment after sales fell nearly 6% last year. First
quarter 2004 sales from Harland's Printed Products seg-
ment were down by $7.5 million.

Deluxe and Harland are both consolidating plant opera-
tions and diversifying their offerings through acquisi-
tions of other companies. 

In May 2004, Deluxe announced plans to purchase New
England Business Service, Inc. (NEBS) to expand its pres-
ence in the small business market; NEBS provides office
supplies and products. Deluxe refiled those plans in June
to allow the Federal Trade Commission time to review the
proposed acquisition. 

Deluxe also hopes to generate more revenue through its
existing check customers by marketing related products
including leather check book covers, address labels and
personalized checks.

First quarter 2004 sales from Harland's Printed Products
segment were down by $7.5 million. In contrast, sales
increased 12.1% to almost $5 million in its Software and
Services segment, thanks in part to the acquisition of elec-
tronic mortgage products producer Greatland Corp. and
the release of a new mortgage solution. 

Harland's overall revenue increase of $787 million last
year was mainly generated from its Financial Solutions
subsidiary, which provides software and technical servic-
es to banks and other financial institutions.    
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It doesn't matter if you're on a col-
lege campus in a women's stud-
ies class, at a business-related
event or just hanging around the

office water cooler. Here are a couple of
questions that will most likely ignite a
thought-provoking debate, no matter
the situation: If there are more women
in the world than men, why are the
products and services available on the
market mainly made and marketed to
male consumers? Do men and women
think and act differently, even when it
comes to buying?

If you don't think these are relevant
issues for sales professionals in the
payments industry, think again.
ISOs/MLSs provide the systems that
make commerce happen, so it makes
sense they should understand the theo-
ry behind shopping and consumerism.

There is a lot of information out there—
from scholarly treatises to mainstream
articles—on the topic of gender-specific buying habits,
sexism in marketing and advertising and discrepancies in
product availability and pricing. But Joanne Thomas
Yaccato's book, "The 80% Minority," is a truly engaging
look at these sticky topics. 

It's not so much a matter of steering commerce away from
men toward women, she asserts, it's a matter of being
inclusive—not eliminating the majority by focusing on
the minority and establishing meaningful business
relationships.

Yaccato is a business consultant, commentator, columnist
and author from Ontario, Canada. She communicates her
points clearly and backs up claims with examples taken
from across the Great North landscape: media, corpora-
tions, non-profits and individuals as consumers and busi-
nesspeople. The book contains a lot of solid data (all cited
in the Endnotes section for easy reference) and interviews
with executives, business owners and consumers (both
women and men). 

Yaccato discusses the origins of gender-based differences
in consumer behavior—is it due to biology or social con-

ditioning that women want to be wrinkle-free, making
the cosmetics industry what it is? She says that men and
women do differ, for example, in the ways they process
information, and illustrates her points by putting them in
the context of reaching the "80% minority."

By closely examining what's going on from the business
standpoint, and then from the female consumers' stand-
point, Yaccato illustrates the complexity of the issues
involved in conducting commerce based on gender intel-
ligence. While women compose 51% of the population
and they make 80% of all buying decisions, there is a seri-
ous lack of attention paid to this fact (hence, the
book title).

Bad customer service, prices charged that are higher than
those that men pay, limited product choices or choices
that offer silly benefits instead of real solutions are just a
few of the complaints women expressed to Yaccato.

Businesses have to tread carefully if they want to avoid
completely alienating one group or another through
advertising messages or even in product development.
But Yaccato says that by using more gender intelligence,

What Women Want 

The 80%
Minority

Reaching the Real World of
Women Consumers

By Joanne Thomas Yaccato 
with Judy Jaeger

Penguin Group, 
Toronto, Ontario, 2003
ISBN 0-670-04357-5 
(Hardback) 241 pages



businesses can be inclusive of the needs of many groups.
By paying attention to their target markets' lifestyles,
physical attributes and emotional concerns, they are often
very successful.

Four principles stated early in the book define what
Canadian women want in a consumer experience, or ful-
filling business relationship; businesses that implement
them, Yaccato says, will experience increased customer
satisfaction, increased market share and a huge referral
base. They also foster positive benefits for employees. 

These are: Be intelligent about gender differences; get
through with intelligent communication; recognize that
women live multi-dimensional lives; live your corporate
soul (be a good corporate citizen).

Yaccato gives many examples throughout the book to
show what's working and failing for women as con-
sumers. The research covered how well 22 industry sec-
tors in Canada are meeting women's needs; only one, the
grocery and supermarket industry, seems to be getting it
right, with 76% of respondents reporting satisfactory
shopping experiences.

Cars are designed for the larger frames of men; many
women can't reach the pedals or see out the back win-
dows. Despite the numbers of women business travelers,
airline seats don't fit and can be downright uncomfort-
able. The message in a marketing piece that a life vest was
redesigned to conform to the "unique" female body shape
reflects the attitude the many companies have. 

When it comes to banks and financial institutions,
Yaccato's research, which included surveys and focus
groups, showed that women overwhelmingly have "dis-
astrous" experiences as consumers.

On the positive side, though, there are several companies
that have created products or services and are able to con-
nect with female consumers multi-dimensionally, reflect-
ing all areas of their busy lives. A woman responded to a
crying baby in a movie theater by starting a "Movies 4
Mommy" matinee program, which has grown to several
theaters in Canada. Online grocery shopping sites pro-
vide an all-important service, "time shifting," in an effort
to adapt to their customers' changing lifestyles.

The information in "The 80% Minority" is presented in a

lively style. You might have read this all before and some
points might be tiresome to read again (such as the same
media-industry critique we've seen in America for years,
although the Canadian perspective offered here is new),
but reminders never hurt. 

The variety of stories and business solutions outlined in
the material, might spark an idea with creative-minded
entrepreneurs. It might also serve as a catalyst for pay-
ment sales professionals who call on merchant customers;
maybe you've spoken with someone about an idea for an
unusual business or a way for them to expand their exist-
ing business to boost their sales—and yours. 

Another added bonus is the insight into Canadian life the
book offers American payments companies considering
entering that market; the information might serve as a
springboard to ideas and approaches.   
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A New Level of
Terminal Management
Company: Vital Terminal Management Services
Product: VTMS Platform

Vital Terminal Management Services (VTMS), a
division of Vital Processing Services, will intro-
duce a software platform that will improve the
way acquirers manage their portfolios. They'll

soon be able to enjoy the benefits of outsourcing
while maintaining control of their
merchant portfolios.

The new platform, set to roll out in
the fourth quarter of this year, pro-
vides a range of tools that will sig-
nificantly raise the level of service
it offers its users. VTMS will pro-
vide as many tools, if not signifi-
cantly more, than present in-house
systems. 

Co-developed with J.D. Edwards
& Co., owned by PeopleSoft,
VTMS is an enterprise resource
planning (ERP) system for manag-
ing merchant portfolios. 

Acquirers outsource to VTMS and
have access to a wide range of
reporting and management
functions. 

VTMS users log on through a spe-
cial URL to gain access to the information hosted on
VTMS' servers. Acquirers also have the option to either
buy equipment through Vital or through another
provider and then consign it to VTMS. Either way, the
new ERP system improves the level of management
capabilities.

It's an easy-to-navigate unified system that tracks inven-
tory, costing, invoicing and work-flow processing and
provides real-time accurate merchant data, giving clients
much more control over their portfolios. It will also give

VTMS the ability to offer clients feedback on how to max-
imize their revenue.

The technology is unique to the marketplace and takes
outsourcing point-of-sale business to a new level. If a
client wants to have a closer look at their businesses—for
example, to analyze which types of merchants are more
profitable for them—they'll be able to access this infor-
mation easily. Acquirers should know what's going on in
their POS operations; the platform will provide them
with better and more data about their own merchants.

Features including real-time access to inven-
tory data will reduce expensive prob-

lems, such as rush orders, from hap-
pening. VTMS is also designed to
help users analyze data and put the
information to work for them; for
example, this might mean making
suggestions on how to maximize
revenue per merchant.

The platform boosts VTMS' present
analytical power. This means the
company can provide its clients
with advice on trends and make
recommendations about optimizing
profitability. VTMS will serve as a
business consultant, and will be
able to recommend which mer-
chants to focus on, what types of
terminals are most profitable, etc.

Building on the strength of its abili-
ty to handle complex problems,
VTMS' existing clients will be rolled

over prior to the general launch. Vital expects this new
platform will attract a significant number of new mer-
chant acquirer clients to VTMS and that it will be an excel-
lent value-add for any merchant acquirer.

Vital Terminal Management Services

1534 North Market Blvd.
Sacramento, Calif. 95834
800-686-1999
www.vitalps.com
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It's an easy-to-navigate unified 
system that tracks inventory, costing,
invoicing and work-flow processing

and provides real-time accurate mer-
chant data, giving clients much more

control over their portfolios. 





New VeriFone PIN
Pad Hits the Market
Company: VeriFone, Inc.
Product: SC 5000

As PIN-based transactions become increasingly
widespread at the point-of-sale, more and more
merchants want to offer this type of payment
method to their customers. VeriFone, Inc. is

now offering a new PIN product to the North American
marketplace that is ideal for multi-lane retailers. 

The name of the device is the SC 5000 PINpad. It has a fast
32-bit processor; it's programmable, EMV smart card
compliant and supports debit, EBT and stored value
transactions such as for loyalty and gift cards.

"Multi-lane retailers in the United States that have a glob-
al scope and are looking for one PIN pad to use in multi-
ple countries can stop searching, because the SC 5000
delivers exactly what they need," said Paul Rasori, Vice
President, Marketing at VeriFone.

The PIN pad meets all of the latest security requirements
such as tamper-detection circuitry and 3DES and AES
encryption standards. 

It has earned a Visa-PED certification for both online and
offline debit transactions. It has also earned the Interac
certification for use in the Canadian market.

The SC5000 has a small handheld/handover design—it
fits into the palm of your hand—and has large keys to
reduce user errors. An easy-to-read display supports mer-

chant logos and graphics-based character sets.

VeriFone says it has shipped more than 100,000 SC 5000
PIN pads to countries around the world. "The SC 5000
PINpad is popular in countries worldwide that have the
highest security standards, such as Switzerland, Belgium
and Canada, because it offers the most robust security
protections available in a PINpad today and delivers
unsurpassed performance and support for multi-lane
transactions," Rasori said.

VeriFone, Inc.

2455 Augustine Drive
Santa Clara, CA 95054
1-800-VeriFone
www.verifone.com 
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[VeriFone] has shipped more than 100,000 
SC 5000 PIN pads to countries around the world. 

"The SC 5000 PINpad is popular in countries 
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Tap Into Your Creativity

A large part of working in payments involves
using creativity and being able to think outside
the box. For instance, if your products are
..similar to those your competitors offer, you

need to find new and fresh ways to promote them and
win the sale. 

For most people, inspiration and creativi-
ty cannot be summoned at will.
Fortunately, though, you can
make changes to open
yourself up to discover
new ways of thinking
and seeing things
from a new per-
spective. Making
basic adjustments
to your current
routines can help
shed a new light on
everything you do. 

To help get you out of
your rut, try these
suggestions:

Take a Vacation

I know you're thinking, "I don't have the time for a vaca-
tion, let alone the funds for traveling." If you think
you're too busy to take a long weekend or a couple of
days off, you might need to reorganize and reprioritize
to make the most of your time—or hire someone to help
at the office. 

You don't have to block out an entire week on your cal-
endar or buy airline tickets. Take a day trip to a nearby
town to soak in unfamiliar scenery. Be a tourist in your
own town; go to the museums and attractions that
you've meant to visit but just haven't had the time for. 

The important thing is to change your routine, includ-
ing your surroundings. Take a step off your daily beat-
en path and leave your cell phone and laptop behind. 

Make Connections

Attend a tradeshow, join a networking group or register
for a seminar. Working diligently is admirable, but
keeping your nose to the grindstone and never looking
up can lead to tunnel vision. 

There is nothing better for generating new ideas than
talking with others, especially if they're in the same
business; the back-and-forth of communication can real-

ly get the creative juices flowing. Climb
out of your box and see what oth-

ers are doing. The energy
and flow of creativity

will spark ideas for
you, and might pos-

sibly generate
some sales leads. 

Brainstorm

Get together
with a trusted

colleague, co-
worker or peer and

talk about ideas that
you've had in the back

of your mind, even if you
haven't thought them through

completely. Maybe they'll turn out to
be nothing, but maybe you'll stumble across

your next big project in the process. 

Forget about feeling stupid or worrying about being
judged. This is a time to just let the ideas flow, no mat-
ter how outrageous, impractical or unrealistic you may
think they are. Say the first things that come to mind
without any filters. 

Even if most of what pops out of your mouth won't pos-
sibly become viable working plans, you will come
across ideas worth exploring. That's exactly the point. 

Cut and Paste

Keep a binder of ideas or concepts that catch your eye
and attention. If you see a magazine ad that appeals to
you, rip it out and save it. You might be able to use
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"Any activity becomes creative when the doer
cares about doing it right, or doing it better."

– John Updike



one or two of its elements in your next PowerPoint
presentation. 

If you hear a phrase that puts a new spin on an old
idea, jot it down; it may come in handy the next time
you're drafting a proposal. If something catches your
eye, even if it's not directly related to your profession
or business, add it to the binder. It may help you come
up with some creative ideas down the road.

Walk a Mile in Someone Else's Shoes

Try to see things from someone else's perspective and
examine the situation as they might. Imagine that you
are your customer, your competitor or your peer. Look
at the situation from their viewpoint and try to imag-
ine how they would approach it. 

What would they do? What is important to them?
What do they want to accomplish? 

Maybe they wouldn't take the same steps you would,
or perhaps they would tackle tasks in a different order
and consult different people than you would. The
point is to try to better understand other people and
learn new ways.

Don't Give Up

When you're looking for new ideas but feel stuck, keep
going. If you're trying to come up with a new way to
market your products, write down every idea that
comes to mind, no matter how inane or unrealistic. 

The more items you write down, the higher the proba-
bility that you will come up with some really great
ideas. So, when you think you can't conjure up any
more, give it a few more minutes. 

Ask your co-workers to do the same. Encourage them
to write down everything, then come together and
share everyone's ideas.

If you find yourself lacking imagination and creativity,
changing your surroundings and routines can inspire
and motivate. Go out and meet new people and explore
new experiences. Share ideas with others. See things
from a different angle. Look for ideas where you would-
n't normally expect them. And most importantly, don't
give up. 
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Midwest Acquirers' Association MWAA
Second Annual Conference

Highlights: This regional association's inaugural conference
last year brought 400 payments industry professionals
together; they're expecting an even better turnout this year
and the venue was selected to accommodate the increased
attendance. The focus will be on discussions of relevant
issues and plenty of meeting time with vendors.
Presentations will cover value-adds, interchange compli-
ance, fraud, POS innovations, Check 21 and the changing
role of the MLS. Receptions, meals, a luncheon cruise and
golf tournament are also part of the fun. MWAA will also
present its second "Lifetime Achievement Award" at the
conference. An opportunity to participate in a related semi-
nar on Wednesday, July 28, "Field Guide for the
Developing ISO," is available either as part of the confer-
ence or separately. Attendees can take advantage of the
discounted hotel room rate.

When: July 28 – 30, 2004

Where: The Drake Hotel, Chicago

Registration: Visit www.midwestacquirers.com

NACHA-The Electronic Payments Assoc.
Payments Institute East

Highlights: To help payment professionals keep up with the
complex challenges facing them today, The Payments
Institute is an intensive five-day course designed to provide
a comprehensive understanding of the entire payments sys-
tem. Automated Clearinghouse (ACH), card systems, elec-
tronic checks, international payments, managing risk and
fraud and emerging technologies will all be covered.
Instructors are drawn from leading corporations, financial
institutions, consulting firms, payments networks, processors
and governments. There will be plenty of time to network,
but this is not a conference—it's an intensive educational
experience. Learning environments include workshops, lec-
tures, and interactive group activities. This institute will ben-
efit anyone at all levels in today's payments system and will
fill multiple Accredited ACH Professional (AAP) credits in
just one week; it also includes a course specifically for
aspiring AAPs

.
When: July 25 – 29, 2004

Where: Emory Conference Center Hotel, Atlanta

Registration: Visit www.nacha.org

Good Selling!SM

Paul H. Green
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access ATM
(866) 874-0384

Access to Money
(888) 501-5246

Convenience Cash ATMs, LLC
(866) 722-2867

Data Capture Systems
(800) 888-1431

NationalLink
(800) 363-9835

NetBank Payment Systems, Inc.
Formerly FTI

(866) 450-9815 x8876
Nexus ATM

(800) 201-0461 x218

BACKGROUND
INVESTIGATIONS

Bestpeoplesearch.com
(760)652-4050 x911

Commercial Business
Intelligence.com

(888) 740-0747

BANKS LOOKING
FOR AGENTS

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

Redwood Merchant Services
(800) 528-6661

BANKS LOOKING 
FOR ISOs/MSPs

Best Payment Solutions
(866) 289-2265

CentralBancard
(866) 797-2317

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

First American Pymt Sys
(866) GO4 FAPS

Group ISO
(800) 960-0135

Integrity Payment Systems
(888) 477-4500

National Processing Co.
(800) 672-1964 x7684

Redwood Merchant Services
(800) 528-6661

CHECK DRAFTING
SERVICES

CFI Group
(888) FON-CHEX

ILOVECHEX.COM
(866) 691-0666

CHECK GUARANTEE/
VERIFICATION

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

CrossCheck, Inc.
(800) 654-2365

EZCheck
(800) 797-5302

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

Global Payments Inc.  
(800) 638-4600 x888

Nationwide Check Services
(800) 910-2265

Secur-Chex
(866) 464-3272

CONSULTING AND 
ADVISORY SERVICES

Adam Atlas Attorney at Law
(514) 842-0886

First Annapolis Consulting
(410) 855-8500

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

CREDIT CARD
CASH ADVANCE

POS Payment Systems
(718) 548-4630

DEBIT TRANSACTION 
PROCESSING

Cashlane
(800) 325-2862

Global Payments Inc.
(800) 801-9552

EFT-ACH SETTLEMENT 
SERVICES

Universal Payment Solutions
(877) 889-7500

ILOVECHEX.COM
(866) 691-0666

EQUIPMENT
Abanco Intl., LLC

(866) 231-2030 x2347
Automated Transaction Tech.

(888) 454-1210
BANCNET

(713) 629-0906
Bartlett Info Tech Svcs, LLC

(901) 384-6151
CardWare International

(740) 522-2150
General Credit Forms, Inc.

(800) 325-1158
Global Payments Inc.

(800) 801-9552
Ingenico

(800) 252-1140
Lipman USA, Inc.

(516) 484-9898
Paragon Services Inc.

(800) 322-5771 
POSBUY.com

(866) 276-7289
TASQ Technology

(800) 827-8297
Teertronics, Inc.

(800) 856-2030
Terminals Direct

(800) 440-1952
The Phoenix Group

(866) 559-7627
Vital Merchant Services

(800) 348-1700

FREE ELECTRONIC
CHECK RECOVERY

ACCESS CHEX
(866) 746-CHEX

CheckAGAIN
(800) 666-5222

Check Recovery Systems
(800) 721-0930

CHEXcollect.com
(866) 691-0666

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

GIFT/LOYALTY
CARD PROGRAMS

FLEXGIFT/UMSI
(800) 260-3388 x222

POS Payment Systems
(718) 548-4630

TENDERCARD
(800) 383-8280

INTERNATIONAL/
OFFSHORE RELATIONSHIPS
AVAILABLE

Group ISO International
(800) 960-0135

ISO RELATIONSHIPS 
AVAILABLE

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

CentralBancard
(866) 797-2317

CoCard Marketing Group
(800) 882-1352

Cynergy Data
(866) ISO-HELP

EVO Merchant Services
(800) CARDSWIPE x7800

First American Payment Sys
(866) GO4 FAPS

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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First Data Merchant Services
(866) FDMS-ISO

Global Payments Inc.
(800) 801-9552

Group ISO
(800) 960-0135

Lynk Systems, Inc.
(866) MSP-LYNK

MSI-Merchant Services, Inc.
(800) 351-2591 x9-23

National Processing Co.
(800) 672-1964 x7655

North American Bancard
(800) BANCARD x1001

NOVA Information Systems
(800) 226-9332

Partner-America.com
(800) 366-1388

Payment Resource Int.
(888) PAY-FLEX x212

Total Merchant Services
(888) 84-TOTAL x 315

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

ISOS/BANKS
PURCHASING
ATM PORTFOLIOS

Global Payments Inc.
(416) 847-4477

NetBank Payment Systems,
Inc. (Formerly FTI)

(866) 450-9815 x8877
Nationwide Automated
Systems, Inc.

(818) 716-6790

ISOs/BANKS
PURCHASING
MERCHANT PORTFOLIOS

AmericaOne Payment Sys
(888) 502-6374

CentralBancard
(866) 797-2317

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

Concord EFS, Inc.
(800) 778-4804

EVO Merchant Services
(800) CARDSWIPE x7855

National Processing Co.
(800) 672-1964 x7684

North American Bancard
(800) BANCARD x1001

NOVA Information Systems
(800) 226-9332

Total Merchant Services
(888) 84-TOTAL x 315

ISOs LOOKING 
FOR AGENTS

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

Aliant Financial Services
(877) 377-0788

AmericaOne Payment Sys
(888) 502-6374

Approval Payment Solutions, Inc.
(888) 311-7248

ATS/65% payout
(877) 334-0272

Bancard Payment Systems
(866) 783-7200

Best Payment Solutions
(866) 289-2265

Business Payment Systems
(877) 700-7947 x236

CentralBancard
(866) 797-2317

Certified Merchant Services
(800) 732-7099

Concord EFS, Inc.
(800) 778-4804

Cynergy Data
(866) ISO-HELP

Eagle Merchant Services
(800) 255-0898

EVO Merchant Services
(800) CARDSWIPE x7800

EXS-Electronic Exchange Sys.
(800) 949-2021

First American Payment Sys.
(866) GO4 FAPS

Galt Valley Merchant Services
(888) 560-9005

Innovative Merchant
Solutions

(800) 397-0707
Landmark Merchant Solutions

(800) 882-4896 
MSI-Merchant Services, Inc.

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

(800) 672-1964 x 7655

Netcom Data Southern Corp.
(800) 875-6680

North American Bancard
(888) 229-5229

Payment Resource Int.
(888) PAY-FLEX x212

Preferred Card Services, Inc.
(800) 656-0077 x16

Signature Card Services
(888) 334-2284

Total Merchant Services
(888) 84-TOTAL x 31598

United Bank Card
(800) 201-0461 x 136

United Merchant Services
(800) 260-3388 x23

Worldwide Merchant Services
(800) 847-2662

LEADS GENERATORS
Hot Leads Xpress

(866) 627-7729

LEASING
Abanco Intl., LLC

(866) 231-2030 x2347
ABC Leasing

(877) 222-9929
Accomack Leasing

(877) 325-6469
Allied Leasing Group, Inc.

(877) 71 LEASE
American P.O.S. Leasing Corp.

(800) 349-6516
BARCLAY SQUARE LEASING, INC

(866) 396-2754
First Leasing Corporation

(888) 748-7100
First Manhattan

(800) 220-5125
GlobalTech Leasing, Inc

(800) 414-7654 x3002
Golden Eagle Leasing, Inc.

(800) WE LEASE 
Integrated Leasing Corp.

(800) 398-9701
LADCO Leasing

(800) 678-8666
Lease Finance Group

A Division of CIT
(888) 588-6213

Leasecomm Corp.
(800) 515-5327

Merimac Capital
(866) 464-3277

Nationwide Check Services
(800) 910-2265

Northern Leasing Sys., Inc.
(800) 683-5433

TASQ Technology
(800) 827-8297

POS CHECK CONVERSION

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

B-CHeX
(877) 700-7947 x275

CrossCheck, Inc.
(800) 654-2365

E-Chex
(877) 474-8924

EZCheck
(800) 797-5302

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

Nationwide Check Services
(800) 910-2265

Secur-Chex
(866) 464-3272

POS REPLACEMENT 
DISPLAYS/LENS/LCDs  

Focus Display Solutions, Inc.
(480) 503-4295

POS SUPPLIES

CardWare International
(740) 522-2150

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

TASQ Technology
(800) 827-8297

Vital Merchant Services
(800) 348-1700

PROCESSORS
LOOKING FOR ISOs

First Data Merchant Services
(866) FDMS-ISO

Global Payments Inc.
(800) 801-9552
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iPayment, Inc.
(800) 748-6318

National Processing Co.
(800) 672-1964 x7655

NOVA Information Systems
(800) 226-9332

REAL-TIME CHECK/ 
CREDIT CARD
PROCESSING

eProcessingNetwork.com
(800) 971-0997

USAePay.com
(866) USAePay (872-3729)

REAL-TIME CHECK/
DEBIT PROCESSING

paymentoptionsolutions.com
(888) 767-7674

SITE SURVEYS
Property Resource Network Inc.

(800) 676-1422

STORED VALUE
PROGRAMS

i2c, Inc.
(888) 327-8188

SUPPORT DESK FOR
POS TERMINALS &
PC SOFTWARE

CardWare International
(740) 522-2150

TASQ Technology
(800) 827-8297

Vital Merchant Services
(800) 348-1700
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American Bancard Corporation ........................................................16
American Express ............................................................................30
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