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F amily albums typically contain scenes of togetherness: Thanksgiving 
meals, special events, vacations. The albums of many payments industry 
leaders show these familiar scenes − and business milestones, too.

Why? The freedom that makes this industry fertile for people seeking financial 
abundance also provides an excellent opportunity for families who want to work 
together. This includes husband-wife, parent-child and extended family teams.

"We are not only a family business, we are a family conglomerate," said George 
Sarantopoulos, Director of Marketing for Access One ATM Inc. "My fiancée, Heidi 
Chan, is Vice President, and she runs the office and daily operations. 

"My father, Nicholas Sarantopoulos, helps out in the ATM technical department, 
and Heidi's sister, HeiHei Chan, does compliance and some bookkeeping." 

Jared Isaacman has also lured family members into the fold. "I was in the basement 
no more than a month working on UBC [United Bank Card Inc.] before my father 
came on to join me full-time as my partner," Isaacman said. "We actually made an 
incredible tag-team sales force. My mother [joined] the team shortly after as the 
company bookkeeper."

Isaacman's mother is no longer active in the company, but she attends industry 
shows and ISO conferences. His sister, Tiffany Caramico, 
recently returned to the company as Relationship 
Manager, a position she held when UBC was in its 
"middle stages." 

Isaacman's brothers, Marc Harris and Michael 
Isaacman, have also sold merchant accounts 
in their spare time to generate supplemental 
residual income.

Lisa and Michael Lineback work together at 
American National Payments. "Recently I 
took our children, Mac and Diane, to a con-
ference at the new school that our son will 
be starting in the fall," Lisa said. "I left the 
kids in the waiting area while I met with the 
principal. [After the meeting,] I walked in on 
a conversation that I will never forget. 

"Mac (age 7) said, 'Yes, we own American 
National Payments, and I would be happy to 
help save this school money on their process-
ing fees.' Diane (age 12) chimed in, 'We also do 
check processing, too, and do you need an ATM in 
the cafeteria?' 

  See  Home sweet business on page 67 

Home sweet business

Continued on page 3
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A b igger  potato  than  he  thought?

The options for credit card processing on the Macintosh are much 
broader than Ben Goretsky mentioned in your recent issue ["Apple 
is a small potato here," The Green Sheet, April 23, 2007, issue 
07:04:02].

First, LightSpeed 2 from Xsilva Systems Inc. is a very strong POS 
application for the Mac. It integrates credit card processing and 
swiped transactions. LightSpeed has found applications in stores 
selling computer, furniture and clothing, and in many other fields, 
including spas. 

LightSpeed supports single or multiple POS stations, inventory 
control, an integrated Web store and other features. 

For application developers and larger stores, Monetra from Main 
Street Softworks Inc. provides a very strong networked payment 
processing infrastructure that handles processing via Internet pro-
tocol (IP), dial-up and leased line. 

Monetra is certified with Globalpay, Nova Information Systems, 
Chase Paymentech Solutions, Heartland Payment Systems, FHMS, 
First Data Corp., etc., and soon should be certified for direct IP or 
dial up to American Express Co. 

We run Monetra under Mac OS X on an Xserve, serving over 
50 sales points in our store, but it [Monetra] also supports Linux, 
Windows and Unix. 

We are currently implementing Ingenico multilane terminals with 
PIN debit and signature capture into our all-Macintosh POS envi-
ronment, connecting to Monetra on the back-end.

There are a number of other stand-alone credit card pro-
cessing applications for the Mac, including iAuthorize and 
AuthPay Express. 

MYOB AccountEdge is a Macintosh single or multi-user accounting 
package, which also integrates card processing. And, of course, 
Macintosh users and developers can process through Chase iTer-
minal, Authorize.Net, VeriSign (now PayPal) and other Internet-
based options. 

The Macintosh ease of use, reliability, style and other factors are 
causing an explosion of use in homes, businesses and retail. We 
expect that options for credit card processing and POS on the 
Macintosh will continue to expand.

David Lerner, President
Tekserve Corp.

Following is a response from Ben Goretsky of USA ePay:

David,

I can understand where you are coming from, from a devel-
oper stance. But my point in the article was that even though 
solutions [for the Mac] may be available to the general 
merchant community, merchant banks and merchant agents 
(ISOs) have no clue about them. 

I have no doubt that your Mac solution is wonderful and 
very easy to use. But when merchants who have Macs 1) 
are approached by merchant banks, or 2) go to merchant 
banks for Mac solutions, they are told none are available 
through them. 

Furthermore, they are told to either get a PC or to find their 
own [Mac] solutions. Most likely the merchants are stuck get-
ting a machine at that point. 

I am also in charge of the development side of USA ePay, a 
gateway just like VeriSign and Authorize.Net. 

As much as I would like to say that we have the same number 
of Mac developers as we do Windows or Linux developers, 
… only 3% to 5% of all development and integration that has 
been done with us has been for Mac systems. 
 

Thanks,
Ben Goretsky

USA ePay
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Short on time? This section of The 
Green Sheet provides a quick summary 
of nearly all the articles in this issue 
to help keep you up to date on the 
latest news and hot topics in the 
payments industry. 

Home sweet business

The freedom that makes this industry fertile 
for people seeking financial abundance also 
provides an excellent opportunity for families 
who want to work together. But such enter-
prises can be risky. Still, families in the pay-
ments industry say that with some care, the 
benefits far outweigh the risks.

Cover Story

Page 1

AgenTalkSM: One small office, 
one giant reach

Chuck Saden is President of POS Card 
Processing Inc.; 10 years ago, he was a newly 
hired MLS who sold leases and received no 
residuals. He quickly jumped ship to a better 
fit. In this interview, he talks about automated 
goal reinforcement and using merchant life 
cycles to determine when to make a pitch.

Feature

Page 30

Debunking wireless myths

Myths endure, even when refuted by airtight 
logic. Persistent fears about wireless monsters 
of old are holding back the march of progress. 
This article attempts to dispel some myths 
about wireless POS technology.

View

Page 38

No more margin 
compression blues

Increasing complexity and knowledge require-
ments are barriers you can use to keep compe-
tition at bay. Moreover, if you can understand 
how your processor prices each interchange 
category and how that impacts your compen-
sation, you will have truly separated yourself.

View

Page 42

New Arkansas law caps 
early termination fees

The Arkansas legislature has weighed in on 
the long-simmering feud over merchant pro-
cessing fees. With no fanfare and little public 
debate, state lawmakers overwhelmingly 
approved a bill in April that imposes strict 
disclosure requirements on merchant 
processing agreements.

News

Page 54
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QSGS

Market in acquiring 
state of mind

Merchant acquiring is garnering a lot of ink 
in the financial press, as investors bid up val-
ues on leading companies, including Alliance 
Data Systems, First Data and TransFirst. 
Meanwhile, one of those companies has 
thrown a financial lifeline to the contactless 
payments market.

News

Page 56

Education

Page 74

Street SmartsSM: 
Good lead hunting

The GS Online MLS Forum is abuzz with talk 
of telemarketing lead variations: leads with 
statements, appointment-setters and databas-
es with millions of prospects, to name a few. 
But what are the most effective ways to gener-
ate qualified leads? And how do you capital-
ize on these pricy gems?

Education

Page 80

Who's messing with our meds?

A growing trend among data thieves involves 
information derived from discarded medicine 
bottles and receipts. All health care profes-
sionals with access to patient files need to be 
aware of this growing crime and take steps 
to safeguard patients' data. How do we help? 
Through education.

Education

Page 82

Technology: The ideal employee

The everyday logistics of running a busi-
ness can take up much of a merchant's time, 
leaving few hours left in the day for face-to-
face selling. The solution: Merchants can let 
technology do the heavy lifting by relying 
on automated systems to perform the most 
important, time-consuming tasks.



12

Vertical marketing verve

To truly dominate a market, try vertical mar-
ket saturation. It gives you an opportunity to 
specialize and become successful in a particu-
lar segment, rather than splintering your busi-
ness into multiple sectors without realizing 
your full potential in any single area.

Education

Page 86

Education

Page 90

Keep the FTC off your back

To prevent FTC scrutiny, never lie to 
merchants or assist others in misrepresenting 
material facts. This article provides a list of 
specifics to help you keep your merchant 
relationships blossoming.

View

Page 94

Recession may 
roil acquiring risk

The acquiring world is a different place now 
than it was not so many years ago when the 
economy went through its last downturn. 
Credit exposure has been building in acquir-
ing, begging a thoughtful response.

Inspiration

Page 105

Cool your jets, mighty MLSs

Work smarter, not harder, so the trusty adage 
goes. Well, says who? Most of the time, suc-
cess involves working smarter, harder and 
longer. If you want your residuals to grow, it 
is going to take fortitude.

QSGS
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NEWS
Small business owners like 
working with family

The majority of small business owners (61%) believe 
working with friends or their spouse/significant other 
would benefit their business, according to a recent sur-
vey by American Express Co. 

Eighteen percent took over a family business 
themselves. And 61% want their kids to take part in 
the business. But many do not have a succession plan 
in place. Only a little over a third (37%) have actually 
made one.

Regardless of whether they work together, nearly all 
small business owners (90%) said their spouse or sig-
nificant other is supportive of their decision to become 
an entrepreneur. And more than half (57%) of business 
owners discuss work with their spouse or significant 
other daily.

E-commerce sales pass $31 billion

First quarter 2007 U.S. retail e-commerce sales totaled 
$31.5 billion, an increase of 3% over the previous quar-
ter, and up 18.4% over the same period last year, the U.S. 
Census Bureau reported. 

E-commerce sales in the first quarter of 2007 accounted 
for 3.2% of all retail sales, which totaled $999.5 billion, 
up 1.7% from the previous quarter, and 3.2% from the 
same quarter a year ago.

Amounts were adjusted for seasonal variation and holi-
day and trading-day differences. 

ANNOUNCEMENTS
AmbironTrustWave opens Miami office

AmbironTrustWave, provider of data security and com-
pliance management solutions, has opened an office in 
Miami to serve as the regional headquarters for its Latin 
America and Caribbean operations. The company hired 
Jarrett Benavidez to serve as Managing Director, over-
seeing sales and business development in those regions.

CUP certifies Blue Bamboo H50

China UnionPay has certified Blue Bamboo's H50 
POS terminal, an all-in-one wireless handheld prod-
uct. The device offers general packet radio service 
(GPRS), contactless, dial-up and Bluetooth connec-
tivity. It also supports credit, debit, gift and loyalty 
payment applications. 

New franchise program available

International Merchant Solutions announced a fran-
chise partnering program, which includes interchange 
(cost) pricing, 24-hour/seven-day customer service and 
direct access to the company's principals. 

The program also offers cash contributions for credit 
card terminals and software purchased or leased by 
franchises; online monitoring of processing for corpo-
rate offices; free training, installation and application 
processing; and no monthly minimums or annual fees.

• Many small and mid-sized business owners don't understand card processing costs, according to a 
survey conducted by supporters of The Merchant Bill of Rights. Out of 400 merchants polled:

 - 26% believe the payment processing industry is treating them fairly.
 - 32% understand unfair card processing practices and how they impact their business.
 - 21% understand the rates, fees and surcharges they pay.
 - 15% believe they are charged the same as larger businesses.

 The Merchant Bill of Rights is an initiative of Heartland Payment Systems Inc.

• More than three-fourths of retailers (79%) said their company has been a victim of organized retail 
crime within the past year, according to a National Retail Federation survey. Seventy-one percent 
of retailers have noticed an increase in organized retail theft activity in the past 12 months, up from 
48% in 2006.  
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UBC CEO is Ernst & Young award finalist

Jared Isaacman of United Bank Card Inc. is a finalist 
for the New Jersey Ernst & Young Entrepreneur of the 
Year 2007 Award. This is the second year in a row that 
Isaacman has been nominated for the award, which rec-
ognizes outstanding entrepreneurs and business leaders.

Knutson is ETA Member of the Year

The Electronic Transactions Association named Marla 
Knutson ETA Member of the Year. Knutson is President 
of TransFirst's Financial Institutions division. An ETA 
board member for four years, Knutson was nominated 
for the award by one of her peers and then chosen by the 
ETA's Awards & Recognition Committee.

She has served on the ETA's industry relations, finance 
and government relations committees and chaired the 
association's Strategic Leadership Forum. In addition to 
Member of the Year, Knutson and TransFirst were nomi-
nated for three additional ETA awards this year.

Payment Data Systems 
reports PCI compliance

Payment Data Systems Inc. announced it completed a 
Payment Card Industry (PCI) Data Security Standard 

audit, which validated that the company is in full 
compliance with the security level one standard for 
service providers.

Pivotal offers $1,000/merchant, 
hires Nascar's Waltrip

Pivotal Payments is offering ISOs and agents a $1,000 
per merchant signing bonus program. The company 
also announced that Nascar driver Michael Waltrip will 
be its official spokesman. 

A payment processor, Pivotal provides a full suite of 
merchant processing services to small and mid-sized 
retail businesses, MO/TO merchants, chain stores, fran-
chises, restaurants and dealerships.

PARTNERSHIPS
Think Partnership selects 
Chase Paymentech 

Think Partnership Inc., a provider of interactive per-
formance-based marketing and related Internet tech-
nologies, has chosen Chase Paymentech Solutions LLC 
for payment processing. Think Partnership reportedly 
has a large base of recurring charges from pay-per-click 
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advertising, dating, education and home-based business 
opportunities.

FAPS and IBG support education

First American Payment Systems LP and Infinity 
Business Group Inc. have teamed to support education 
through IBG's loyalty program "I S.W.I.P.E," which is 
short for "I Support Winners in Public/Private 
Education." The program enables merchants to con-
tribute a portion of each credit card transaction to local 
schools. FAPS is supplying the card processing services.

Murphy USA joins 
Tempo Payment Network

Murphy USA is now part of Tempo Payments Inc.'s 
payment network. Murphy will implement Murphy-
branded PIN debit cards at more than 1,000 gas stations, 
with an initial roll-out to 111 stores in Atlanta, Dallas/Ft. 
Worth and Houston. The company will also reward con-
sumers using the card with a $0.01 per gallon discount 
at the pump.

Heartland invests in Parcxmart

Heartland Payment Systems Inc. plans to increase its 
strategic investment in Parcxmart Technologies, the 

developer of a parking and local merchant smart card 
payment system. 

The partnership will also result in an exclusive marketing 
agreement whereby Heartland's national sales network 
will have exclusive rights to sell Parcxmart's payment 
system to merchants and municipalities nationally. 

MERGERS & ACQUISITIONS
DiscountPOS.net buying RegistWARE

DiscountPOS.net acquired RegistWARE POS software. 
The acquisition will allow discountPOS.net to offer one 
of the lowest priced complete retail management POS 
systems in the industry (starting under $1,500), accord-
ing to the company.

Emida and Q Comm merge

Emida Technologies Inc. and Q Comm International 
Inc., providers of electronic prepaid solutions, plan 
to merge. According to both businesses, the combina-
tion will create one of the largest companies in the 
prepaid industry. 

It will have a retail network of more than 21,000 prepaid 
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points of sale spanning 21 countries and a combined 
annual dollar payment volume in excess of $456 million, 
processing more than 34 million prepaid transactions 
annually. 

The new company will do business as Emida. Dennis 
Andrews will remain Chief Executive Officer of Emida. 
Mike Keough, CEO of Q Comm, will serve as President 
of Emida North America. The merger is expected to 
close on or after July 10, 2007.

FTS acquires Allied Bancard

Financial Transaction Services acquired Allied 
Bancard. FTS is a full-service provider of electronic 
transaction processing services for merchants, ISOs 
and financial institutions. Angelo and Jerry Grecco of 
Allied Bancard, and Allied's sales force, will join the 
new company. 

APPOINTMENTS
NAAIO hires operations director

The National Association of ATM ISOs and Operators 
appointed Greg Adkins Director of Operations. 
Adkins has more than 15 years' experience in the ATM 

industry. He began his career as Electronic Banking 
Manager with National City Bank. 

He managed Brink's Inc.'s ATM and currency process-
ing departments in the Cleveland area. And he spent 
eight years with Diebold Inc. Most recently, Adkins was 
Director of Operations and Sales with WRG Services Inc.

Bartlett joins FDR

Jerry Bartlett joined First Data Corp. as Senior Vice 
President and Chief Technology Officer of Development 
for First Data Resources. Bartlett, who has 20 years' 
experience, was most recently with TD Ameritrade. 
Prior to that, he served in leadership positions at the St. 
Paul Co. and the American Red Cross. 

Comdata appoints Interim President

Jim Burns, Executive Vice President of Ceridian Corp. 
and President of Ceridian International, was appoint-
ed Interim President of Comdata, a Ceridian wholly 
owned subsidiary. 

Gary Krow, who was Executive Vice President of 
Ceridian and President of Comdata, was terminated for 
violations of Ceridian's code of conduct. The violations 
included unauthorized meetings with and disclosure of 
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confidential information to Pershing Square Capital 
and other third parties, according to the company.

Nxgen names Caltabiano COO

Nxgen Payment Services named Giuseppe Caltabiano 
Chief Operating Officer. Caltabiano has more than 
15 years' experience in senior management positions. 
Prior to Nxgen, he was President of WorldWide 
Operations for CyberNet Inc. He also worked at 
VeriFone as Vice President of Business Development 
in Asia Pacific and was one of the founding members 
of VeriFone's European operations. 

He has held business development positions at Olivetti, 
Philips and Fingross Card Systems. Before joining 
CyberNet, he was Vice President of IT and Business 
Development for GemWare and the General Manager 
of Tranzkorp.

USA ePay hires Camm

Deborah Camm joined USA ePay as Vice President of 
Sales and Marketing. She has over nine years of bank-
card experience. She was Assistant Vice President of 
Sales and Marketing at Humboldt Merchant Services 
LP. And most recently, Camm has consulted on behalf 
of Planet Payment.

Keycorp appoints CEO

Dr. Kenneth Martin Carr has been appointed Managing 
Director and CEO of Keycorp Ltd. Carr was most 
recently Group CEO of LongReach Group Ltd., prior 
to its November merger with Allied Technology Ltd. 

He has also held senior executive roles at IBM Global 
Services Australia, Lucent Technologies, Computer 
Sciences of Australia and Unisys Australia Ltd. He has 
also worked for British Telecom and AT&T.

ECHO announces new leadership

Electronic Clearing House Inc. (ECHO) announced 
the upcoming retirement of Chairman and CEO 
Jody Barry, effective July 2, 2007. 

Upon Barry's retirement, President and COO Chuck 
Harris will become CEO, and independent board mem-
ber Richard D. Field will assume the role of nonex-
ecutive Chairman of the board of directors. ECHO also 
appointed Shawn Alikian in-house General Counsel.

Heartland has new board member

Richard W. Vague joined Heartland Payment Systems' 
board of directors. He most recently served as CEO 
of Barclays Delaware Bank, which he joined in 2004 
after its acquisition of Juniper Financial, a company 
he co-founded. Prior, he was co-founder, Chairman 
and CEO of First USA. Vague has also served as 
Chairman of Paymentech. 
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Surcharge-free 
ATMs abuzz
By Tracy Kitten, Editor
ATMmarketplace.com 

This story was originally published on ATMmarketplace.com, 
April 17, 2007; reprinted with permission. © 2007 NetWorld 
Alliance LLC. All rights reserved.

A TM-transaction fees are a hot topic. A legisla-
tive backlash against ATM surcharging and 
foreign-use fees has garnered recent attention 
in Canada and remains a front-burner issue in 

the United Kingdom. 

In the United States, attention on ATM fees has been 
driven by consumer demand.
 
Over the last 12 to 18 months, some large to mid-sized 
banks have launched fee-free ATM access campaigns as a 
way to woo new customers.
 
In March, Seattle-based Washington Mutual Inc. ($324 bil-
lion in assets), the nation's third-largest thrift, announced 
it would stop charging customers who sign up for 

its WaMu Free Checking account fees for using 
foreign ATMs. 

With a clever advertising campaign, the new, more 
laid back WaMu aims to separate itself from the stereo-
type of a rigid banker – someone who gives nothing away 
for free.
  
And WaMu is not alone. Pittsburgh-based PNC ($92 bil-
lion in assets) and Portland, Maine-based TD Banknorth 
Inc. ($40 billion in assets) have both launched campaigns 
that reward customers with certain types of accounts with 
fee-free out-of-network ATM access. 

PNC's offer isn't as flexible as most, however, in that it 
requires accountholders to maintain a monthly balance of 
$2,500 in order to qualify for the fee-free reward.
 
Waiving fees for foreign or out-of-network ATM use 
has long been a practice on the credit union and com-
munity bank side, where competition for market share 
is steep. 

Surcharge-free ATM access at credit-union ATMs also has 
been a long-standing practice, as credit unions have a 
tradition of collaborating and shared ATM networks, said 
Jim Hanisch. 

Hanisch is the Executive Vice President of Network 
Operations and Corporate Development for Ontario, 
Calif.-based Co-Op Financial Services, the nation's 
largest credit-union owned electronic-funds-transfer 
(EFT) network.
 
Hanisch said the surcharge-free, fee-free hype is interest-
ing, but surprising.
 
"I'm not sure why it's such a hot topic in the media 
right now," he said. "The driver for it – consumer 
demand – has been around since the late 1990s, when 
surcharging began."

The network boon

Hanisch admits the notion of surcharge-free and fee-free 
ATM access has attracted a great deal of industry atten-
tion over the last several months. But from Co-Op's per-
spective, which launched its shared network in 1981, the 
notion isn't revolutionary. 

Co-Op's network includes some 25,000 ATMs scattered 
throughout the United States and Canada. The network 
includes 6,200 shared-deposit locations and 5,500 Vcom 
terminals, which are owned and operated by 7-Eleven. 

And Co-Op expects this summer to add around 2,000 
shared-deposit locations through its deal with 7-Eleven.
 
"It's pretty clear cut," he said. "Every bit of research out 
there points to the availability of surcharge-free ATMs 
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[where the acquiring FI fee is waived] being a key 
determinant in financial-institution choice among con-
sumers. It's important to consumers; therefore, it's
important to FIs."
 
Jan Estep, Business Manager for St. Paul, Minn.-based 
Elan Financial Services, the EFT network that in May 2005 
purchased EFT provider Genpass Technologies, agrees 
that consumer demand is driving interest. But so is con-
sumer confidence.
 
"There's been a lot of talk about surcharge-free networks, 
and I wouldn't be surprised if others work to make and 
build new surcharge-free networks," she said. 

"The challenge is the number of ATMs and the number 
of cardholders, and frankly the cardholders need to feel 
comfortable in both finding and approaching ATMs. 
[ATM] providers need to make them feel as good about 
the service as they can."
 
Estep said many of the financial institutions Elan 
works with are interested in expanding their 
ATM-network reaches, but they worry about con-
sumer confidence. Working with trusted brands and 
networks is important to FIs, because it's at the top of 
consumers' minds.

By signing with a surcharge-free network, they gain mar-
ket share with a trusted brand, she said.
 
"It makes for an interesting set of factors, to see how we 
can introduce transactions at ATMs in an attractive way," 
Estep said.
 
She added that EBT and payroll cards have indirectly 
fueled surcharge-free interest, since holders of those types 
of cards are often given fee-free access to funds at ATMs.
 
Elan merged its Fastbank Free surcharge-free ATM net-
work with Genpass' surcharge-free MoneyPass network 
in July 2006 and later completely rolled the Genpass 
brand into Elan.
 
Where the Co-Op Network is open only to credit unions, 
MoneyPass and its competitor, Allpoint Network, are 
open to all FIs, Estep said.
 
MoneyPass has 10,000 ATMs, 700 FIs and 25 million card-
holders, and Estep expects the network to grow between 
25% and 30% in 2007. She said Elan also plans to add 
between 200 and 500 FIs – an admittedly lofty goal.

Number of networks grows

The concept of surcharge-free ATM access is not new. In 
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fact, the roots of all EFT networks may be found in small, regional surcharge-
free networks, a dying breed.
 
A handful of those regional networks remain – remnants of the first shared net-
working deals signed by FIs during the early ATM days – but most have been 
absorbed by larger networks. 

Greenwood Village, Colo.-based First Data Corp.'s April 9 acquisition 
announcement of Instant Cash Services, Wells Fargo's surcharge-free network, 
reflects the trend.
 
The network, which includes about 500 community banks, credit unions and 
nonfinancial institutions, provides its network members surcharge-free ATM 
access in 20 states. 

First Data says it plans to operate Instant Cash separately from its Star network, 
and Wells will continue to participate in the network, as well as continue work-
ing with its own customers via Instant Cash. Wells and First Data's global cor-
responding-bank relationship helped to leverage the acquisition, a First Data 
spokesman said.
 
"We have a referral deal between Wells and Instant Cash, so that will continue," 
he said. "There will be an ongoing collaborative relationship between the 
two companies."
 
The company has announced no plans to merge Instant Cash with Starsf, Star's 
surcharge-free network.
 
Other acquisitions, like Houston-based ISO Cardtronics LP's purchase of sur-
charge-free Allpoint Network in December 2005, show growing interest among 
all types of entities in the surcharge-free trend.
 
Allpoint, which launched in April 2003, includes more than 32,000 ATMs 
and more than 600 member FIs.
 
Ben Psillas, the network's President, doesn't expect interest or growth in the 
network to pause anytime soon. Earlier this month, Psillas announced plans to 
expand into the U.K., adding some 1,400 surcharge-free ATMs to its network 
through a deal with fellow Cardtronics' subsidiary Bank Machine Ltd.
 
"Surcharge-free networks help FIs and consumers," he said. "How do small, 
medium or large banks and credit unions compete with the huge regional FIs 
when all the studies and statistics say that one of the main drivers that custom-
ers look at when choosing a financial institution relates to ATM access? They 
have to offer convenience."
 
Surcharge-free networks, Psillas said, offer FIs options and allow them to 
expand. And, like Estep, he said the industry is paying attention to surcharge-
free networks because consumers are demanding better service, more access 
and fewer fees.
 
"By joining a surcharge free network, the bank or credit union still has the for-
eign fee [the fee it charges its customers or members for out-of-network trans-
actions] to consider," Psillas said. 

"But the majority of our [FI] customers are waiving that foreign fee and just 
making all of the transactions like on-us transactions, because they don't want 
to confuse the customer with fees." 

Link to original article: www.atmmarketplace.com/article.php?id=8706
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C huck Saden is President of POS Card 
Processing Inc.; 10 years ago, he was a newly 
hired merchant level salesperson (MLS) who 
sold leases and received no residuals. He 

quickly jumped ship to a better fit at Bank of America 
Merchant Services. 

In this interview, he talks about automated goal reinforce-
ment, his laissez-faire approach to having an arsenal of 
products and the importance of using merchant life cycles 
to determine when to make a pitch.

The Green Sheet: What business/profession were you in 
before you joined the payments industry?

Chuck Saden: I was in the insurance business. I started 
with Combined Insurance in 1983. I'm a huge fan of its 
founder, W. Clement Stone. He stands as my number 
one influence and is the person I'd most like to emulate. 
RIP Clem!

GS: Are you working as an employee or contractor for 
someone else, or do you own your own company?

CS: I would consider myself self-employed, but I have 
paid myself by W-2 since 2002. I stay out of trouble with 
taxes, and I have a five-year track record of income that I 
could only dream about while selling insurance.

GS: What has kept you in the industry?

CS: The money has been outstanding, but it's also been 
great working with my daughter (who sells and services 
with me) and wife (who does our books).

GS: If you could change anything about this business, 
what would it be?

CS: I would like to see a higher hurdle to enter our 
business. I'd also like to see some kind of certifica-
tion: something as simple as a third-party testing 
facility administering a 100-question test on the 
Electronic Transactions Association's Encyclopedia of 
Terminology for the Acquiring Industry. That would be 
better than nothing.

GS: If you were going to call it quits and do something 
completely different with your life, what would you do?

CS: I'm really doing it now, but part time. I've been 
going to school the last few years. I completed the 
Certified Financial Planner (CFP) coursework and 
recently finished a Master Urban Rancher program. Next 
up is a Spanish degree. I'm shooting for professional 
student status.

GS: Do you set goals for yourself? 

CS: My wife and I have a net worth goal e-mailed to us 
twice per day by Yahoo! Groups. We both read it out loud 
when we receive it. The goal is written according to the 
exact instructions on page 36 of Napoleon Hill's Think 
and Grow Rich. 

GS: What are your long-term business goals, and what 
steps are you taking now to ensure you'll reach them?

CS: Every business decision I make now asks the 
same questions: How can I make more and spend 
less time doing it? Will this activity or new product 
make my earning capability more efficient? Can I do

AgenTalkSM

One small office, one giant reach
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this plan without having to hire anyone else? How 
will this action affect my stress level?

GS: What's been your greatest success so far as an agent?

CS: The low attrition of our client base, overall, has really 
surprised me. Of course, I always hoped for low attrition, 
but it's nice to see that our model is working very well.

GS: What are some keys to lowering attrition?
 
CS: One thing is that major life cycles are the best times 
for merchants to look at switching processors. In the life 
insurance business, rarely was it a good deal to replace a 
policy. But that didn't stop salespeople from overselling. 
It's the same with merchant services. 

Major life cycles for buying insurance would be buying a 
new home, getting married, having a child, and so forth. 
I like to wait until major events in a merchant's life, too. 
These include bank or checking account changes, opening 
a new store, opening a second location, buying a new POS 
system, and so on. 

Poor service with a current processor is next, but sav-
ings is at the bottom of the list. Instead of overselling 

merchants, I've sat on leads for months and even over a 
year. It's done wonders for attrition.

GS: What has been your most significant learning 
experience?

CS: I was lucky to have a mentor in Charlie Ryan, who 
was the Bank of America Merchant Services' Manager in 
Atlanta. His entire team was classy. From the get-go, I saw 
that you could make a great living at this and have it be 
good for the processor, bank, salesperson and, especially, 
the merchant. What a way to start.

GS: How do you balance the demands of your work and 
personal lives?

CS: I was diagnosed with multiple sclerosis in 2003 
but actually had my first attack in April 2002. This kind 
of thing forces your hand a little. Some organizations 
feel the need to hire, hire, hire and constantly put more 
and more stress on themselves. Lose an eye, and see how 
important success is. I have no problem getting personal 
time in. 

GS: Have you ever tried to move your merchants from 
one processor to another? If so, what happened?
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CS: Moving blocks of merchants is like telling them you 
gave the wrong recommendation. It's also double the 
work. Making more commission is not a valid reason to 
move a client unless you are completely cut off.

GS: What is unique about your sales style/method?

CS: I've done a great job in creating referral relationships. 
Everything is either an incoming referred call or an outgo-
ing warm call. 

I've also taken advantage of my CFP training to 
create some great CPA referrals. CPAs know there is 
a code of ethics in the CFP world: integrity, objectiv-
ity, competence, fairness, confidentiality, professionalism 
and diligence. It makes it easier for them to let me help 
their clients.

GS: What would people be surprised to know about the 
way you do your job?

CS: Maybe being able to never leave the office might 
surprise some. But I think our colleagues have seen just 
about everything. 

Maybe they would be surprised to find out that I'm 

registered with two different banks even though we 
only have two salespeople. I'm a big believer in 
being registered. 

GS: Why is it important to have a full arsenal of products 
to offer merchants?

CS: Don't look at me. When I ask myself the core ques-
tions of effort versus stress versus return, most weapons 
end up on the scud heap. 

GS: What does it take to succeed in this business?

CS: If I was starting out today, I would hope I could 
find a mentor, like I found Charlie Ryan. If available, 
I would buy the ETA's terminology book and read it 
cover to cover. I would hope that I would stumble onto 
The Green Sheet and the GS Online MLS Forum early in 
the game. 

If I were at street level, I would call in off-the-beaten-path 
areas, like business to business areas. I would never call 
on the best store in the shopping center first. 

I'd spend at least an hour each day looking for a referral 
source. Go the extra mile; make one more call.
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GS: What would a good agent training program 
consist of?

CS: There is only one way to train someone in this busi-
ness. You take them out with you and let them see you 
make the sales. The longer the better. Whether you split 
commissions with the new person or just make them 
watch, they will pick up the lingo by watching you. 

Then, they have to prove to you that they can retrieve 
statements. If they can get statements, they can make it, 
and you can help them make it. 

GS: If you had to bring a new sales rep up to speed on 
interchange right away, how would you do it?

CS: I'd pull out old statements and analyze them side by 
side with the interchange sheets. I would focus on what 
you can prove and show them how to use the Socratic 
method of selling to show savings on categories with hid-
den fees.

GS: How has The Green Sheet helped you?

CS: I remember when I got my first copy of The Green 
Sheet. I knew my employer didn't want me to have access 

to it. It was like being 12 years old and finding your dad's 
Playboy. Oh, the secrets it revealed! 

The MLS Forum is a fun place to be. It allows us to search 
for just about any question we can ask. The print version 
has been invaluable. To share a secret, I was looking for 
a specific relationship in June of 2004. I don't know what 
exactly caught my eye about a new advertiser, but I called. 
I send them over $200,000,000 annually now. And I regis-
tered with them, too.

GS: What hobbies do you enjoy?

CS: I love to fish and farm my property. I also like to 
video edit. 

But what I really like is to see my favorite band, 
Blue Oyster Cult. I have been close friends with 
them since 1996 and created a benefit concert with some 
of their members. We've had a ball over the last 10 
years. The shows and late nights following get better 
and better.

GS: Do you have a motto that you live by?

CS: Miracles do happen; take one. 







38

View

By Bulent Ozayaz
VeriFone

M yths endure, even when refuted by 
airtight logic. To some extent, that's the 
situation we face today with regard to 
wireless POS systems, which have great 

potential to modernize POS transactions. Persistent fears 
about wireless monsters of old are holding back the 
march of progress.

I'd like to dispel the myths circulating about wire-
less POS technology. Why should you care? Primarily 
because grasping the true advantages of wireless POS 
systems will boost your profit potential and increase your 
value to customers.

All myths have some basis in a distant reality. And in the 
past, there were very significant drawbacks to wireless 
payments. But times have changed. So let's take a look at 
the myths and realities of wireless as they apply to pay-
ment processing today.

Myth No. 1 − Coverage isn't good 

Historical basis: Nonstandard wireless networks, such 
as cellular digital packet data (CDPD), Motient and 
Mobitex, were notorious underperformers. Coverage 
was far from ubiquitous; service could be erratic; cus-
tomers were often unhappy.

Today's reality: How many of you go anywhere without 
your cell phone these days? You're virtually assured of 
service unless you're out in the hinterlands. 

The old networks are either dead or on life support. 
They are being replaced by better technology that major 
communication networks are backing with multibillion-
dollar investments.

Not only is coverage better, but general packet radio ser-
vice (GPRS) and code division multiple access (CDMA) 
technologies are more efficient and have the ability to 
transmit data more securely. 

These networks – backed up by industry power-
houses Verizon Wireless, AT&T (formerly Cingular 
Wireless) and Sprint Nextel Corp. − are here to stay. 
They are built on the backbone of the cell phone 
infrastructure that supports hundreds of millions 
of consumers. 

In 2006, out of 233 million cellular customers in the 
United States, 86.8% were covered by global system for 
mobile communication (GSM) and CDMA technologies, 
according to industry groups. 

Myth No. 2 − It takes longer to set 
up a wireless merchant account 
than a countertop account

Historical basis: Older wireless networks were cumber-
some and time-consuming. 

Today's reality: We're now in the era of plug and play. 
Compare the experience of signing up for a wireless 
phone versus setting up new landline service today. 

With wireless, if the equipment is on-hand with 
your processor or preferred reseller, you can estab-
lish service in almost real time. With landline, it will 
likely take weeks. And if you need wiring installation, it 
may cost hundreds of dollars (if you can find somebody 
to do it).

Wireless networks and support organizations are 
creating an infrastructure much like what the cell 
phone industry has created to provide mass service. 
The major service providers such as AT&T and Verizon 
have tailored programs specifically for POS transac-
tions that make wireless accounts less expensive than 
landline accounts.

Myth No. 3 − There isn't enough 
support for wireless POS

Historical basis: Sure, when wireless networks were 
sparse and the number of systems in circulation was 
relatively small, support was very limited. 

Today's reality: All major processors today are set up for 
wireless transactions, and Class A and help desk sup-
port options are available. 

Today's third-generation networks and hardware are 
more advanced; a wireless POS terminal works virtually 
anywhere a cell phone works. Installation is simple and 
service is reliable. 

Myth No. 4 − Merchants are doing fine 
without wireless, so why change?

Historical basis: When something is not readily avail-
able, it's easy to think you don't need it. Case in point 
is the cell phone: When the only options were spotty 
analog service and 10-pound units, very few people 
thought they'd ever need a wireless phone. 

Today's reality: Merchants need wireless to expand 
their businesses with card acceptance for delivery ser-
vices, in-home services, curbside food pickup, sidewalk 
sales, and so forth. 

Let's face it, consumers are hooked on plastic. Having 

Debunking wireless myths
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to come up with cash can result in a lost sale. Add to 
that the cost of handling cash (pilferage, bank fees, 
security, for example), and card acceptance looks better 
and better these days, regardless of interchange costs. 

In addition, once merchants have their hands on 
wireless systems, they will realize that flexibility 
and portability generate additional revenue from 
increased sales. They will be more likely to purchase 
additional systems.

Myth No. 5 − Wireless is expensive

Historical basis: Many of you undoubtedly recall a few 
shocking moments when monthly wireless phone bills 
came with pages of roaming call charges. 

Today's reality: Wireless service providers long ago 
realized they could sell more plans by reducing the 
shock factor. Plus, competition has pushed costs down 
to levels that are more attractive than landline costs. 

In addition, service providers have crafted packages 
specifically for card transaction use. Savvy ISOs and 
merchant level salespeople are finding they can generate 
incremental revenues by reselling service packages. 

Wireless data packages are billed on data volume rather 

than minutes used. Base wireless packages can start as 
low as $20 per month. Meanwhile, businesses can do 
away with phone lines and eliminate dependency on 
phone jack location. 

Myth No. 6 − Wireless is slow

Historical basis: The earlier generation wireless data 
networks had theoretical data transmission rates of 
up to 19.2 kilobits per second, but actual transmission 
was generally quite lower. Round-trip transmission lag 
could be four to 30 seconds. 

Today's reality: GPRS and CDMA offer much more 
robust capabilities and better coverage. This means 
transmission times from start to finish are generally no 
more than two to three seconds, and often faster.

Myth No. 7 − Wireless isn't secure

Historical basis: Many of us remember the days when 
the hot security issue was not credit card fraud, but 
rather cloned cell phone numbers. Back in the days of 
analog, circuit-switched wireless, security was indeed 
an issue. 

Today's reality: Today's CDMA and GPRS wireless net-
works provide a high degree of security with advanced 
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digital encryption technologies. In VeriFone's case, 
secure sockets layer (SSL) encryption is provided. 

You cannot scan wireless information from the airwaves 
and use it for fraud. The level of encryption is so great 
that fraudsters wouldn't even consider attempting to 
create a breach. There are many easier targets for them 
to pursue.

Myth No. 8 − Wireless equipment 
isn't sturdy

Historical basis: Early wireless terminals were not 
designed to withstand impact and spillage. As a result, 
they were not suited for market segments in which 
physical reliability is a major concern.

Today's reality: New wireless terminals are built for 
rugged conditions. Wireless payment technology is very 
much a maturing art form. Today's systems represent 
lessons learned from years of field experience.

Moving forward

Skeptics like to point out that in the United States, the 
overall wireless adoption rate has been slower than in 
Europe and Asia. But don't forget that for many years 
the United States enjoyed not only the most advanced 

landline infrastructure, but also the lowest costs. The 
incentive to go wireless in Europe, Asia and Latin America 
was much greater due to the cost advantages that wireless 
technology offered. 

It has taken time for wireless in the United States to match 
and then surpass the advantages of our landline system.

While there are regions throughout the country that don't 
have wireless service, they are mainly unpopulated or 
barely populated areas where you're not likely to be sell-
ing anyway. 

In fact, 99% of Americans are now living in counties in 
which next-generation wireless services are available, 
according to CTIA − The Wireless Association. It reported 
there are now more than 233 million wireless subscribers 
in the United States. 

The art of any deal lies in selling the customer on 
the benefits. With wireless there are many. But there 
are also benefits for you. Adding a wireless terminal to 
every deal will provide you with greater profits and up-
selling potential. 

Bulent Ozayaz is VeriFone Vice President of Marketing for North 
America. He can be reached at bulent_ozayaz@verifone.com.
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No more margin 
compression blues
By Ken Musante
Humboldt Merchant Services

I n my last article, I discussed barriers to entering 
the payment services industry. They are increasing 
due to the industry's stiffer regulatory, capital and 
knowledge requirements.

While these barriers have pushed down merchant pro-
cessing margins, they will help stabilize our long-term 
profitability. Specifically, barriers will lessen the number 
of new competitors.

Intuitively, this makes sense: As regulatory and capital 
requirement barriers increase, the cost to enter a busi-
ness increases and, thus, lowers the total return. A lower 
return in an industry lessens the desire of businesses or 
individuals to enter a market.

Further, complexity and knowledge-based barriers can 
serve to provide certain competitors distinct advantages. 
Innovative Merchant Solutions, for example, has an 
advantage because of its affiliation with QuickBooks. 

Cam Commerce Solutions has an advantage because of 
its expertise and integration into software for specific 
vertical markets. 

Humboldt Merchant Services has an advantage because of 
its affiliation with its parent banking organization, which 
allows for unique relationships and residual advances for 
sales partners.

Building on barriers

Once a product or service permeates through competi-
tors, it is difficult to differentiate. Payers attempt to add 
value either through enhanced service or lower pricing 
(or a combination).

Stated differently, increasing complexity and knowledge 
requirements are barriers payment professionals can uti-
lize to keep competition at bay.

Moreover, if you, as ISOs and merchant level salespeople 
(MLSs), can understand how your processor prices each 
category and how that impacts your compensation, you 
have truly separated yourself.

At HMS, for example, sales professionals have the option 
to set nonqualified rates for check cards the same as or 
lower than the nonqualified rate for credit. Knowing this 
and understanding a merchant's customer base enables 
experienced ISOs and MLSs to analyze and price mer-
chants more efficiently than those with less experience. 

Another example is the category each interchange rate 
falls into. Processors and acquirers determine which items 
fall into qualified, mid-qualified and nonqualified. Work 
with your processors to know which items will down 
grade and into which category. 

To further increase your utility, know that same informa-
tion for your competitor so you can truly provide a fair 
comparison to your prospects. Doing so and being able 
to explain it will elevate you to deity status in the eyes of 
frustrated merchants.

Market niches allow you to further separate yourself from 
competitors. Understanding the small-ticket market can 
serve as a micro-barrier. 

To further illustrate, when a Visa U.S.A. Check, Rewards 
or Signature card is used at a small-ticket merchant and 
the transaction amount is under $15, the small-ticket rate 
applies instead of the Rewards rate (for all consumer cate-
gories.) The Visa Check card rate is 1.55% + $0.04, and the 
credit rate is 1.65% + $0.04 for small-ticket transactions. 

With MasterCard Worldwide, the transaction amount var-
ies with the merchant category code but is typically $25. 

The small-ticket rate applies on all check cards, but Core 
Value and Enhanced transactions drop to QPS Merit 1 
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(which is 1.89% + $0.10 for Core Value and 2.04% + $0.10 
for Enhanced transactions as of June 2007). World Cards 
will retain the World Card rates. 

Less experienced sales professionals may not realize the 
above and misquote pricing to merchants. Or they may 
understand the interchange on a small-ticket rewards 
transaction but not realize where the transaction will be 
priced with their processors.

Keeping abreast of change

On June 7, an entire new class of rewards card rates will be 
applicable for MasterCard transactions. The new category 
is MasterCard's "Enhanced" card. They will be separated 
from "Core Value" cards, which have lower interchange. 

World Cards will remain and carry a higher interchange. 
The new lineup is similar to Visa's. They are compared 

in the "Visa and MasterCard rewards 
card rate comparison" table accom-
panying this article.

Keep in mind, MasterCard and 
Visa categories are only similar. 
The interchange between these sets 
of cards is not equal, although they 
do correlate.

The new interchange structure proposed by MasterCard 
complicates an already convoluted subject. Taking the 
time to understand it provides you a competitive leg up 
on similarly situated professionals. 

Get a breakdown from your processor of where these 
transactions will fall for your merchants. Doing so will 
provide a knowledge barrier between you and your com-
petitors and allow you to stave off the margin compres-
sion within the industry. 

It's not easy to obtain a knowledge barrier. But once 
obtained, it is lasting. 

Ken Musante is President of Humboldt Merchant Services. 
Contact him by e-mail at kmusante@hbms.com or by phone 
at 707-269-3200.

Source: Humboldt Merchant Services
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P ositive Feedback Software LLC develops and sells restaurant POS 
software at a price so low that it's almost free. In business since 2001, 
the company took more than two years to bring its restaurant soft-
ware solution, FreePOS, to market. 

The product includes more than a million lines of code, which was written 
almost entirely by Todd Norvell, the company's President and founder.

The price is right

Norvell said if he had used a team of programmers to develop FreePOS, he 
would have incurred millions of dollars in research and development costs. 
"That [savings] is one of the things that make our product untouchable," he 
said. "Functions that FreePOS offers for $99 other vendors are selling for 
$1,000 per station." 

According to Norvell, many of his competitors use programming 
teams, but "if you can have software developed by an individual versus a 
group, a lot of times it is more efficient, and the design decisions are 
made decisively."

He noted that when a programmer quits or advances to a new position, the time 
and money spent on that individual's programming efforts are often lost. 

And when a new programmer enters a project, the code has to be recreated, 
sometimes from scratch, because one programmer may have a difficult time 
picking up where another programmer left off. 

"In the final analysis, what sells a product is price and performance," Norvell 
said. "Sure, you can get a product to market faster by implementing a team 
programming infrastructure, but if no one can afford the resultant product, it 
was all for nothing in the end."

While FreePOS is affordable, it is neither basic nor bare-boned, Norvell said. 
FreePOS is robust and suitable to diverse restaurant models. It can:

• Remind server staff to check back with tables

• Provide picture-based menu ordering screens that automatically change depend-
ing on the meal being served

• Run on wireless table-side devices for order-at-the-table functionality

• Run a wireless messaging center that includes up to 1,000 wireless pagers, 
guest coasters and staff pagers.

Positive Feedback 
Software LLC

Company address:
10 Walnut Ave.
Vinton, VA 24179
Phone: 540-243-0300
Fax: 540-526-9371
E-mail: sales@positive-feedback.net
Web site: www.positive-feedback.net

ISO/MLS contact:
Todd Norvell
President and Senior Software Designer
Phone: 540-243-0300
Fax: 540-526-9371
E-mail: todd@positive-feedback.net

ISO/MLS benefits:
• Sales training at ISO location
• Sales lead generation and referrals
• Tech support and financing available
• Referral fees paid every 45 days
• Tradeshow and cooperative advertising
• Reduced account attrition

POS panache 
for restaurateurs
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POS pulse

Before launching Positive Feedback, Norvell extensively 
researched and installed other brands of POS software. 
"If you go into the POS business without an understand-
ing of what your competition is able to accomplish, it is 
difficult to justify the financial risk that the R&D cycle 
requires," he said.

Norvell observed a weakness among his competitors: "I 
think many POS software companies hire arrogant techni-
cal support staff that doesn't care about their customers," 
he said. "Support is a huge issue in an industry driven 
by referrals.

"If you are snobby and look down on your customers, you 
aren't going to succeed in the POS business." 

Norvell said he is not above running a load of dishes for 
a customer on a busy night. "So few technical people are 
willing to be on the same level as people who are working 
for a living," he said. "All a restaurant owner wants is for 
any problems to get solved without attitude. 

"Until you've worked behind a bar on a busy Friday 
night, you can't really appreciate what a restaurant 
owner does."

Norvell also observed that many merchant level sales-
people (MLSs) promote the added features of a product 
when, in reality, the customer doesn't need them. "Many 
customers just want to print checks and run credit cards," 
he said. "It's great fun to watch a fingerprint scan but does 
that make the restaurant any extra money?"

Follow the money

Positive Feedback's revenue stream includes lead distri-
bution, financing, hardware and software sales, and ser-
vice plans. It also refers out credit card processing. 

Norvell said a compensation structure based on buy rates 
and residuals is "tired and insecure. We have built a pro-
gram which allows an MLS to earn large lump sums to 
supplement their existing residual portfolio."

Positive Feedback uses three sales channels: resellers, alli-
ance partners and agents.

Resellers

Positive Feedback's resellers are technically trained indi-
viduals and organizations. They understand how res-
taurants work, and they handle all their own support. 

Norvell noted that most of his resellers have established 
relationships with restaurants; many have worked for 
cash register or POS product companies previously. 
"Often a reseller for another POS company will come to 
us after losing a price war," he said. 

Norvell does not require that resellers have college 
degrees or formal education. 

"The one thing we look for is restaurant experience and 
an incredible work ethic," he said. "I'll take the guy who 
wants a chance to make a better life for his family over 
the established reseller who will massage an existing 
sales channel until it dries up." 

Alliance partners 

Typically, Positive Feedback's alliance partners are ISOs 
with at least a dozen agents. Alliance partners identify 
clients who potentially need POS systems and deter-
mine what they need in general terms. 

Partners pass that information on to Norvell and his 
team who then contact potential customers and help 
identify specific solutions. 

Positive Feedback also gathers merchant account leads 
through its Web site, which attracts 10,000 visitors a 
month, according to the company. Positive Feedback 
matches leads with local providers in an effort to con-
nect them with payment processing services.

"The agreement is we earn 50% of the residual collected 
by the ISO if we referred the sales lead," Norvell said. 
"Most deals are just signing them up. It's not making a 
sale, it's taking an order."

Positive Feedback has procedures that help identify 
professionals who will work best with the company. 
And it tests new relationships before giving out the best 
sales leads.

"We have our new partners call hard leads first that are 
seeded with a couple of established contacts," he said. 
"We find out how professionally the lead was handled. 
We have to do this for quality control.

"We can't have great leads going to undermotivated, 
unprofessional sales reps. Many times, we learn about 
the work ethic during this process, too."

The company gives alliance partners a buy price for 
an entire project. "Anything over the buy price they 
may keep," Norvell said. "We do put a limit of 50% on 
the negotiation." 

Independent agents

Norvell said being an independent agent is the easiest 
way to earn revenue with Positive Feedback. It does not 
require POS system knowledge, and MLSs need only 
refer clients. 

Agents earn bonuses of $500 or more each time 
they refer a client who closes an account. For a 
multilocation account, MLSs receive $500 for each 
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FreePOS system installed. Typically, each location uses 
one system. 

"We will be your partner," Norvell said. "Every 
restaurant is going to get a POS system someday, but 
the other POS companies don't 'play nice' with the credit 
card industry." 

While some ISOs opt for the Alliance Partner program, 
Norvell said that many times, ISOs would do better to 
use the referral program option. 

"They may think they will make more money as an 
Alliance Partner, but they don't take into account that 
without POS knowledge, it can be difficult to sell," 
he said.

MLSs receive sales leads from Positive Feedback. 
And, FreePOS provides an additional solution to offer 
merchants. "Often, our FreePOS product converts a cold 
call into an appointment," he said. "Our products are 
that powerful."

Perks for the pros

According to Norvell, FreePOS is a tool that helps make 
customers dependent on MLSs. "When the MLS sells a 
merchant credit cards, gift cards, POS, remote support, 

equipment loaner programs and a financing solution, 
he owns the account," he said. "Attrition occurs when 
replacement is painless." 

FreePOS merchants wishing to switch processors must 
call Positive Feedback and request a change. The com-
pany alerts alliance processors, providing them an oppor-
tunity to save the account. 

According to Norvell, merchants appreciate this because 
it gives them a chance to save the costs a processing 
switch would incur. "We hold up the account switch 
for 36 hours at most. After that, we must honor the 
merchant's request."

Customers can finance FreePOS through Positive 
Feedback or purchase it outright. "We try to emphasize 
the financing solution since it generates a larger sale 
size for the agent and higher profits for Positive 
Feedback Software," Norvell said.

Another benefit for alliance partners is Positive Feedback's 
Shark School, a two-hour, high-energy motivational class. 

The class costs $1,500, but the company offers a discount 
to each person who attends: $125 multiplied by the 
number of attendees. If a class includes 12 people, it 
is free. The company will also fly a trainer to alliance 
partner locations. 

Positive Feedback handles all follow-up service issues. 
This allows ISOs and MLSs more time for selling. It also 
offers 24/7 hardware and operating system support if the 
merchant purchases a service contract. 

In addition, it provides per-incident support seven days 
a week from 9 a.m. to 8 p.m. Eastern time for all 
FreePOS users.

Envisioning a profitable future

FreePOS is sold worldwide and supported by a network 
of 20 reseller corporations. "Over 240 businesses trade 
sales data with us, and that number is growing fast," 
Norvell said. "Our projected profits for 2007 − 2008 are 
expected to be sufficient to begin consolidating partner 
companies.

"Positive Feedback has become successful for one very 
simple reason: We leave a lot of value on the table for our 
customers." Norvell's ultimate goal is to take the entity 
public. "The money spent nationally on POS products is 
nothing short of staggering," he added.

Positive Feedback values its sales channels: "We are prob-
ably the only POS company in North America that will 
come to your office, show you how the POS business 
works, and get you started selling with no initial cost," 
Norvell said. "We couldn't do that if we didn't make a lot 
of sales as a result." 

CompanyProfi le
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New Arkansas law caps 
early termination fees

T he Arkansas legislature has weighed in on the long-simmering feud over 
merchant processing fees. With no fanfare and little public debate, state 
lawmakers overwhelmingly approved a bill in April that imposes strict 
disclosure requirements on merchant processing agreements. 

The legislation caps the fees that can be assessed Arkansas merchants for early 
termination of card processing contracts.

Arkansas Act 911, which takes effect July 31, applies only to nonbank providers of 
merchant services. As enacted, the new law caps at $50, or one month's minimum 
charge, fees that can be assessed an Arkansas merchant for early termination of a 
contract with a nonbank processing company. 

Experts note that $50 is substantially less than prevailing industry charges for 
early contract terminations. "Almost every merchant agreement that an ISO or 
MLS [merchant level salesperson] would be selling would be in violation," said 
Mary Dees Griffith, President and Chief Executive Officer of Creditranz.

Griffith and others also pointed out that the $50 cap on termination fees fails to 
take into account staffing and technology costs processors incur ramping up and 
maintaining operations that support contractual obligations.

Simple but not straightforward

The text of Act 911, at about two pages in length, has been described by experts 
who have studied it as ambiguous and unreasonable. "The unreasonableness of 
this is quite frankly staggering," said Rob Drozdowski, Electronic Transactions 
Association Senior Director for Research and Information. 

Drozdowski said the ETA is particularly concerned about the lack of time provid-
ed so that ISOs and MLSs doing business in the state can ensure their merchant 
contracts are in compliance with the new law.

The act, for example, dictates specific terms that must be included – effective 
date, monthly minimum and termination fees – as well as the print size that must 
be used (8 point) in any processing agreements entered into with merchants in 
the state beginning July 31.

Typically, lawmakers and regulators when mandating changes in legal business 
contracts will establish implementation windows (normally between six and 18 
months) during which time businesses can make the required changes to con-
tracts, Drozdowski said. 

Not so this time: The effective date of Arkansas Act 911 was 90 days from the date 
of final passage. Introduced in February by Rep. Susan Schulte, R-District 48, the 
act, as originally drafted, would have applied to banks and nonbanks, alike. 

But one of two amendments approved before the bill's final passage 
excluded from coverage state and federally chartered financial institutions, their 
parents, and affiliates that offer credit card processing services. (The other 
amendment reduced the minimum text size required in disclosures from 
10-point to 8-point type.)

Griffith, however, said it's unclear how the new law will be enforced. "The law, 
as written, is very ambiguous," she said.

News
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Under MasterCard Worldwide and Visa U.S.A. rules, card 
processing agreements must be between merchants and 
acquiring banks. The ISO/MLS who signs a merchant is 
an agent of the acquiring bank, even though the name of 
the acquiring bank may not be obvious to the merchant. 

Griffith, however, said it's unclear how Arkansas Act 911 
will apply to contracts involving processors that partner 
with multiple acquiring banks. For example, is a contract 
involving First Data Corp., a partner bank based in New 
York, and an Arkansas merchant covered, or is it exempt? 
"I think you'd have trouble in Arkansas," she said. 

Stealth lawmaking

The Arkansas legislature adjourned on May 1 and is not 
scheduled to reconvene until January 2009.

Schulte, who is completing her third and final term in 
the state Congress, said she was prompted to intro-
duce the bill by complaints she had received from area 
merchants about contract disclosures that were diffi-
cult to read ("even using my bifocals") and about steep 
contract termination fees. Many of the contracting com-
panies were "from out of state," Schulte noted during a 
telephone interview.

One of the most troubling aspects of the legislation is that 

it seems to have garnered no public debate or discussion. 
Repeated searches of news sources in Arkansas make no 
mention of the new law.

"The really frightening thing is that this passed 
without a whisper," Griffith said. "It concerns me that 
something with provisions this specific to our industry, 
along with items that most industry agreements would 
be in violation of, could pass into law with very little 
media coverage."

Schulte said there are no initiatives planned to tell mer-
chants and processors about the new law. Nor is the state 
on the lookout for companies in violation of the law. It's 
on the books; if merchants feel they've been wronged, 
there's now a law under which they can sue the offending 
party, Schulte said. 

Market in acquiring 
state of mind

M erchant acquiring is garnering a lot of 
ink in the financial press, as investors 
bid up values on leading companies. 
And one of those companies – First Data 
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Corp. – has thrown a financial lifeline to the contactless 
payments market.

First came news in April that private equity giant Kohlberg 
Kravis Roberts & Co. was offering $29 billion (or $34 per 
share) for First Data, which, in addition to merchant 
acquiring, has significant market share in card issuing 
services and transaction processing. 

Then on May 16, the Blackstone Group, another large 
player in the asset management field, announced it would 
add Alliance Data Systems Corp., a provider of market-
ing, loyalty and transaction services, to its portfolio of 
private holdings. 

At a cost of $7.8 billion (or $81.75 per share), Blackstone's 
offer amounts to a 30% premium over Alliance Data's 
closing share price ($62.96) on the day the offer was 
announced, according to Reuter's News Service. In late 
May, ADS was trading at just under $78 a share.

Just two days earlier, Chicago-based GTCR Golder Rauner 
LLC announced it was selling transaction processing ser-

vice provider TransFirst to another buyout firm, Welsh, 
Carson, Anderson & Stowe, for $683 million. 

WCAS' portfolio includes several information services 
companies, including BancTec, a financial imaging solu-
tions provider. But none are involved directly in transac-
tion processing or acquiring. 

GTCR is no stranger to payments business lines. It owns 
National Processing Co., one of the largest providers of 
merchant acquiring services, and until just a few years 
ago, GTCR owned POS terminal manufacturer VeriFone. 

TransFirst, originally known as ACS Merchant Services, 
has been in GTCR's portfolio since 2000.

KKR is new to the payments space, but it knows the retail-
ing sector well. Its holdings include Toys R Us Inc., which 
operates several national chains.

Private equity and buyout firms are drawn to payments 
businesses, especially merchant acquiring and processing 
companies, by the large amount of cash flow generated. 

Typically, a buyout firm restructures and cuts costs at the 
companies purchased, then sells the investment. 
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These firms often borrow as much as two-thirds of the 
purchase price, so the cash is used to pay down interest, 
the Reuter's report explained.

Typically, a buyout firm restructures and cuts costs at 
the companies purchased, then sells the investment. Or, 
as was the case with VeriFone, the company is taken 
public. In a recent exchange with employees, First 
Data Chief Executive Officer Henry C. Duques insisted 
that no "significant changes in staffing or structure" 
are planned "at this time as a result of this deal."

No new bidders as First Data 
invests in ViVOtech

Under the KKR deal, First Data had 50 days to find an 
alternate buyer. But in a statement released May 22, First 
Data announced it had received no takeover proposals 
and was ready to proceed. 

KKR's completion of the buyout, which regulators 
and First Data shareholders still must approve, is 
expected by the end of the third quarter.  Meanwhile, 
First Data is honing its focus on the emerging business of 
contactless payments. 

The company announced last month that it has signed 
on as lead investor in the latest round of financing for 

ViVOtech Inc., which specializes in devices and software 
that use a contactless technology known as near field 
communication, or NFC.

NFC is a short-range wireless technology that supports 
tap-and-go payment applications, like those using 
MasterCard PayPass. Adoption of NFC-based payments 
is expected to surge as the technology is embedded in 
mobile telephones with increasing frequency. ABI Research 
expects NFC chips to be embedded in 20% of all mobile 
telephones (or about 292 million handsets) by 2012.

"As one of the many technologies First Data will be sup-
porting, our recent investment in ViVOtech furthers our 
objective of bringing a new generation of terminals and 
mobile-phone-enabled payment services to our finan-
cial institution and merchant customers," said Barry 
McCarthy, First Data's President of Product Innovation.

Michael Mullagh, ViVOtech's CEO, sees First Data's 
financial commitment as a clear validation of this 
emerging technology. 

"Given First Data's vast global footprint, this relationship 
will help accelerate the availability of these new services 
and the associated transformation of mobile phones into 
portable payment devices," Mullagh said. 
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  Home sweet business from page 1 
CoverStory

"I thought I was going to burst out laughing. In our 
family business, I guess the whole family really does 
work together." 

Risks versus rewards

An estimated 80% to 90% of all U.S. companies are family-
owned or controlled − nearly 13 million in total, according 
to the Family Firm Institute. 

Despite the popular perception that family businesses are 
small, mom-and-pop shops, many well-known giants, 
including Wal-Mart Stores Inc., Ford Motor Co., Mars Inc., 
Levi Strauss & Co., and HP, are family-owned.

But family enterprises can be risky. The business pages 
are full of stories about clans torn apart by professional 
differences: the Mondavis, the Pritzkers, the Hafts, the 
Murdochs, the Gallos, to name just a handful. 

According to the FFI, only about 12% of family 
businesses make it to the third generation. And just 3% 
make it to the fourth generation − although not all fail as 
a result of feuds. 

Still, families in the payments industry say that with some 
care, the benefits far outweigh the risks. 

"If you have a family member that shares the same 
vision, work ethic and general concept for doing 
business, you probably have a winning partnership for a 
new venture," Isaacman said. "Working with my father, 
Donald Isaacman, has been one of the most rewarding 
experiences of my life."

Sarantopoulos said every family member comes to the 
table with a passion that is hard to find in outsiders. 
"An employee doesn't have the shared vision … because 
he hasn't known you for long," he said. "When you are 
family, there's no better feeling than working, not only 
together as a business but as a family together towards a 
common goal. 

"It is tough to do sometimes, like herding cats, but well 
worth it when you hit that stride. Watch out when we are 
all on the same page."

Michael Lineback said the best thing about working 
with family is "you don't have to worry about their 
loyalty to running the business right because they 
have a very vested interest in doing the right thing for the 
customer on a daily basis.

"And you know every day that you have someone you can 
lean on for support and that they will always be there."

Busy bee families

Don Schwerzler, the founder of the Family Business 
Institute, said research indicates family businesses tend to 
be more productive than nonfamily businesses. 

"Family businesses create most of the jobs in the U.S., and 
in the process, they also create wealth for the owners," 
he said. "There is a higher sense of trust amongst family 
members, and at the same time, a more forgiving environ-
ment when mistakes are made."

Schwerzler added that families in business together "seem 
to have more tangible evidence of their connection to past 
generations, more of an appreciation of how the history of 
the business shaped the family and how the family values 
shaped the business."

Gary Yen said going into business together can bring 
family members closer. He works with his wife, Nora, at 
Money Tree Merchant Services.

"If responsibilities can be dedicated so you'll all work as a 
team without conflict, your business can grow a lot faster 
than if you did it yourself," he said. "I enjoy working with 
Nora. It certainly makes shop talk easier because we both 
know what we're talking about, without the funny or 
bored look. It just makes our relationship stronger." 

Rocks in the road

Sarantopoulos noted that the same passion family mem-
bers bring to the table can lead to real conflicts. And 
unlike regular employees, you can't just walk away.

"You have to work double hard to resolve conflicts 
because you are seeing these people − your family − after 
work and during the weekend," he said. "Nobody in their 
old age on their death bed wished they had spent more 
time at the office. It's about family and taking care of and 
nurturing that family."

Isaacman said that, in general, working with family can 
have great benefits and some unfortunate drawbacks. 
"It can be challenging sometimes to live the differences 
between being both family and co-workers," he said.

Schwerzler believes that lack of a shared vision is a major 
reason why family businesses falter. 

Despite the popular perception that family businesses are 
small, mom-and-pop shops, many well-known giants, 
including Wal-Mart Stores Inc., Ford Motor Co., Mars Inc., 
Levi Strauss & Co., and HP, are family-owned.
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"There are those who see the family business as 
a business-first family," he said. "The other side of the 
divide are those … who see the family business as a 
family-first business. Each side will recognize and 
attack a problem, but the solution to the problem can be 
worlds apart."
 
Some family businesses start out with everyone 
sharing the same perspective, but the situation may 
change over time. 

"When the siblings marry, new and different value 
systems are brought into the equation," Schwerzler 
said. "That is when it gets tough, as the siblings can 
be inclined to seek solutions to problems that appease 
their spouses but are divisive for other members of the 
family business."
 
Schwerzler suggested that a family's personal planning 
process should drive business planning. "If you are 
going to create a mission statement for the business, first 
a mission statement should be developed for the family," 
he said. "If a strategic plan is going to be developed for 
the business, first they should develop a strategic plan 
for the family. 

"If a succession plan is to be developed for the 
business, first a succession plan should be developed 
for the family. … Most family businesses do not follow 
this protocol." 

Beauty in boundaries

Rachael and Joel Rydbeck work together at Nubrek Inc. 
"We make sure that if we are talking about business after 
hours and just shooting the breeze about our day that 
the other person doesn't feel like they need to solve a 
problem," Rachael said. 

"In my past jobs, I could mention a problem, and Joel 
never felt like he was going to be part of the solution," 
she added. "Now we have to clearly state, 'Hey, I just 
need to chew this one over out loud, don't feel like you 
need to fix it.'"

Another flash point for family businesses gone bad are 
unclear roles or expectations.

"You have to have respect for each other," Jon Perry 
said. He works with his wife, Vanessa Lang, at their
company 888Quikrate.com Merchant Services. "We 
matched our strengths – not our egos – up against the 
things that each of us was best suited [for]."

Vanessa agreed. "We complement each other well," she 
said. "Jon and I are like yin and yang." 

For the Linebacks, working together is a natural fit 
because they know their individual strengths and weak-
nesses. "Michael has more banking knowledge and 
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payment processing industry experience than I do," Lisa said. "I bring a stron-
ger marketing/PR and training background. 

"Michael also took the time to find a partner, Nick Thuston, who has industry 
knowledge on both the issuing side and the processing side, so we have a 
solid foundation."

Rachael Rydbeck said she and Joel have great respect for each other as 
colleagues. "We are fortunate in that our skill sets are very unique," 
she said. "I focus more on customer relationships, and Joel oversees 
product development. 

"But there was also a point in time where we had to pick one of us to have the 
last say. We like to come to an agreement on issues, but at the end of the day, 
one person needs to call the shot."

Family time, company time

All of the payments industry families The Green Sheet interviewed for this 
article agreed that they talk shop at home. A lot. 

Michael Lineback said that because he and Lisa "work together in the 
same industry, we end up spending all of our time talking about work, 
and sometimes we have to remind each other to talk about stuff that is 
not work related.

"You have to schedule time to do stuff that has nothing to do with work, or 
you will spend all of your time working, which does not make for a healthy 

relationship. You need to agree what 
is work time and what is personal 
time and try your best to stick to it." 

Yen believes it is essential "to leave 
the business at the office and not 
take it with you to the barbeque. 
Both Nora and I love to take a ride 
on my motorcycle on the weekends, 
which takes our minds away from 
the stress of work.

"I think it's important to have a 
hobby that we both enjoy to relieve 
any tensions that might crop up dur-
ing the work week."

Isaacman said in his family "it's 
sometimes hard not to talk shop. For 
my father and I, this has been our life 
for the last eight years."

Rachael Rydbeck said she and Joel 
invite friends along when they go 
out of town "just so that we don't end 
up talking about work all night."

But combining personal and busi-
ness time has its perks.

"We do talk shop a lot at home," 
Lang said. "One of the wonderful 
things about working together is 
that whenever you come up with a 
great idea for the business, you can 
discuss it."

Perry concurred. "If you have a 
healthy business, there is no separa-
tion between family and business," 
he said. "Our livelihood is linked 
together. It's like a tight weave – you 
can't really distinguish one color 
strand from another; you see the 
entire cloth. 

"That's what is great about 
running your own family busi-
ness – your life is not controlled 
by 9 to 5 or by someone else. Your 
life is what you decide it is. We 
probably wouldn't be as successful 
as we've been if we weren't doing 
it together."

So, next time you're looking for a 
way to grow your company, why not 
take a good look at the people sitting 
at your dinner table? 

CoverStory
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T he GS Online MLS Forum is abuzz with talk of 
telemarketing lead variations: leads with state-
ments, appointment-setters and lead databases 
with millions of prospects, to name a few. 

But what are the most effective ways to generate qualified 
leads? And how do you capitalize on these pricy gems?

We, as ISOs and merchant level salespeople (MLSs), are 
always looking for new ways to get our hands on hot 
prospects. Leads are a necessity in the payments space.

MLS Forum member UTAH997 posed an intriguing ques-
tion: "How much would you pay for qualified leads with 
billing statements?" 

Responses posted by Forum members ranged from $100 
to $1,000 per closed deal. 

What is a qualified lead?

Hundreds of companies offer leads to sales agents. Most 
of us have tried some of these sources and found they 
often take us nowhere. Sometimes this is due to a lack of 
agreement on what a qualified lead actually is. 

To some, a confirmed appointment with a merchant 
is qualification enough. Others want the lead source 
to ensure the merchant will have a statement ready at 
the appointment. 

Regardless of what your qualifiers are, make sure they 
match those of your source. 

MLS Forum member Rome brought up an important 
subject: "We recently hired a few appointment setters," 
he posted. 

"We had them calling the new business licenses in our 

area, and they have all complained that they have been 
hit way too much." 

Rome experienced what many of us have 
also encountered: new businesses being overwhelmed 
by telemarketers.

Lead lists don't come cheap, and they have no 
guarantees. And, given how overused most available lists 
are, the odds of closing new business with this method 
are slim. 

How do I create a telemarketing team?

So, does it make sense for a one-person operation to hire 
a full-time telemarketer? If you are writing five to 10 mer-
chant accounts a month and you want to increase your 
sales, this could be a workable solution.

Should you employ someone exclusively to 
generate new business contacts? I would not recom-
mend it initially. However, you could start with a part-
time source.

I know of a few agents who have one person 
managing day-to-day customer service and office 
details while they are out selling. The inside person needs 
to be able to multitask and be willing to do lead genera-
tion and office management. 

Some agents ask their spouses to do lead calling, 
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primarily when their businesses are just getting off 
the ground. Whether you hire someone through 
advertising or use your niece in college, it is usually a 
win-win scenario.

To make this successful, be sure to write down 
what you require in a qualified lead, and train 
your telemarketer well. Communicate your schedule, 
and get a good list of businesses for your helper to call. 

Now, here is the main ingredient for a successful team: 
Follow-up. How many times have you regretted not fol-
lowing through on a referral? 

Don't let this happen again, especially if you are pay-
ing for contacts. Follow-up is what will get you in the 
front door.

Do CRM tools work for leads?

The next step is lead management. Customer relation-

ship management (CRM) is all the rage these days. CRM 
applications, such as those offered by Salesforce.com and 
PeopleSoft.com, have become increasingly popular.

An effective CRM program can bring enormous benefits 
to ISO and MLS lead management activities. It is crucial 
to track all of your contacts. A good program should have 
the following:

• Sales functionality: contact management profiles and 
history, and account management including activity, 
order entry and proposal generation

• Sales management functionality: pipeline 
analysis, forecasting, sales cycle analysis, territory 
alignment and assignment, and roll-up and drill-
down reporting

• Telemarketing/telesales functionality: call list assem-
bly, auto dialing, scripting and order taking

• Time management functionality: 
single-user and group calendar/
scheduling (typically Microsoft Outlook) 
and e-mail

• Customer service and support func-
tionality: incident assignment, esca-
lation, tracking and reporting; prob-
lem management and resolution; 
order management and promising; and 
warranty and contract management

• Marketing functionality: campaign 
management; opportunity management; 
market segmentation; and lead genera-
tion, enhancement and tracking.

A CRM product can increase produc-
tivity by automating key aspects of 
the selling cycle. It can maximize team 
selling effectiveness and give an accu-
rate view of the sales pipeline. 

I, like many, use a CRM product 
for a comprehensive grasp of my 
company's leads. It also helps ensure 
the leads I provide to agents are 
high-quality.

Do I have to pursue all leads?

A lead is worthless if you don't follow 
up and track it. 

StreetSmarts

I, like many, use a CRM product for a comprehensive grasp of 
my company's leads. It also helps ensure the leads I provide 
to agents are high-quality.
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If your ISO provides contacts or sets appointments to help you obtain more 
business, make sure you understand the company's expectations for follow-
up and reporting. 

If I provide an agent with a qualified lead and don't see it come in as a 

signed application, or if I don't see 
any information on lead status, I feel
like I'm wasting money.

Lastly, if you are accepting leads, 
be sure to follow through on every 
appointment. Don't cherry-pick the 
good ones. 

This is where some experienced 
agents go wrong. They burn the 
leads that don't look promising, 
or they don't follow up on small-
volume merchants. 

Whether you are using third-
party or in-house telemarketers, 
you must remember that people are 
waiting for you to close deals so they 
can get paid commissions. 

If you earn a reputation for not fol-
lowing up or for picking only those 
leads you think will be successful, 
your sources will not work as hard 
for you. 

No matter how you accomplish it, 
establishing a reliable lead source 
will take your business to the next 
level. Find out if your ISO offers a 
lead program. Be diligent. Make sure 
you and your sources share the same 
objectives. Be organized and coordi-
nate your efforts. 

Most importantly, you should always 
follow up. 

Dee Karawadra is the founder, Chief 
Executive Officer and President of Impact 
PaySystem, based in Memphis, Tenn. He 
and his team have a wealth of knowl-
edge on the merchant services industry, 
with a niche in the petroleum market. 
Dee's experience on the street as an 
agent has guided him in laying a foun-
dation for an agent program that is 
both straightforward and lucrative for his 
agents. Contact him at 877-251-0778 or 
dee@impactpaysystem.com.

StreetSmarts

Whether you are using third-party or in-house telemarketers, 
you must remember that people are waiting for you to close 
deals so they can get paid commissions. 
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By Steve Schwimmer
Renaissance Merchant Services

A growing trend among data thieves involves 
information derived from discarded medicine 
bottles and receipts. As improbable as this 
might seem, medicine vials and the paperwork 

that comes with them contain enough information for 
criminals to steal patients' identities and illegally access 
medical services. 

Pill bottles are easy to spot. And fraudsters who find them 
are wreaking havoc. Because this is a relatively new phe-
nomenon, it is happening under the radar. It comes as a 
shock to most people when it happens to them. 

The malady

Thieves use prescription-related information several ways:

• To obtain medications for people who cannot get 
them legally

• To procure drugs to fuel the underground prescription 
drug trade

• To access medical services fraudulently

• To bill insurance companies for services that insured 
patients never received.

This can adversely affect victims' medical coverage and 
negatively impact the delivery of life-saving services they 
might one day need. Another chilling point is that this 
type of medical fraud can go undetected for years.

The cure

All health care professionals and support staff with access 
to patient files need to be aware of this growing crime and 
take steps to safeguard patients' data. 

And the general public must be informed that criminals 
look through garbage, not just for financial information, 
but also for medical records.

How do we, as ISOs and merchant level salespeople 
(MLSs), help? Through education. To be effective, we 
must be well-versed on the issues − from theft of medical 
services to fraudulent billing practices. 

We must encourage our clients in the medical field 
to dialogue with patients and provide suggestions 
for safeguarding information. (Helping this process can 
also strengthen our ties with customers and thus foster 
account retention.) 

Following are steps health care professionals can take to 
help keep sensitive data out of the wrong hands:

• Send patients letters and pamphlets that explain the 
growing trends in theft of medical data. 

• Instruct patients to treat information on medical receipts 
and pill bottles as confidential personal data. 

• Take all labels off bottles prior to their disposal. 

• Shred all labels as well as papers that pharmacies 
include with prescriptions. They contain codes and 
other information that can be traced to patients.

Opportunities to acquire merchant accounts in the health 
care arena are increasing. If we help this expanding client 
base iron out this wrinkle, we'll be doing a good deed, 
while also building our businesses.

Together we have the potential to shut down a percentage 
of this thievery. Let's do it. 

Steve Schwimmer is President of the National Association of 
Payment Professionals. He has been serving the payment process-
ing industry since 1991 and is the Long Island Director of Sales 
for Renaissance Merchant Services. Call him at 516-746-6363 or 
e-mail him at thevisaguy@516phoneme.com.

Who's messing with our meds?
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Technology: 
The ideal employee
By Marcelo Paladini
Cynergy Data

W e've all heard that people prefer to do 
business with people they like. Even 
as e-commerce and automated transac-
tions become increasingly common, 

nothing can top one-on-one interactions as the most 
effective method of building lasting relationships with 
your customers. 

Consumers prize the convenience of doing business 
24/7. But they are much more likely to form loyalties to 
a particular product or service if they know and trust the 
person behind the business. 

The everyday logistics of managing and running a busi-
ness – from tracking expenses to replying to chargeback 
requests to waiting on hold with customer service – can 
take up much of a merchant's time. 

And there are few hours left in the day for the face-to-face 
selling and relationship building that are crucial to long-
term business success. 

The solution is simple: Merchants can let technology do 
the heavy lifting by relying on automated systems to per-
form the most important, time-consuming tasks. 

If your ISO offers a technology package to your 
clients that is easy-to-use and reliable, they will be eager 
to transfer their administrative duties to a Web-based 
program. It will free them up to spend more time on the 
sales floor, which will drive new business and strengthen 
customer relationships. 

Automating routine tasks

A computer system is not qualified to perform every 
duty required of a business owner, of course, so it's 
important to provide prospective merchants with exam-
ples of tasks that can be simplified through the effective 
use of technology. 

First and foremost, any merchant using a technology-
based reporting system worth the microchips it's imprint-
ed on should be able to efficiently track incoming and 
outgoing electronic payment transactions. 

Processing volume, returns, fraud alerts and transaction 
reports can be managed and tracked easily. This should 
require little daily work from the merchant. A good 
system can simply be turned on at the beginning of the 

processing day and left alone until it's time to run 
reports at the end of the evening or week. 

Another major money- and time-saver for merchants who 
use technology is instant chargeback notification. 

Under the traditional system, merchants had to constantly 
monitor the postal mail (or have it monitored if they were 
ever on vacation) for chargeback notices. Then they must 
respond quickly to avoid missing the deadline and being 
assessed with charges. 

But technology can instantly notify merchants 
through a pop-up window or e-mail when a chargeback 
request comes in, saving time and effort and result-
ing in more chargeback disputes being resolved in the 
merchant's favor. 

This translates into more money in the bank for the mer-
chant. ISOs should make this a major selling point in their 
sales pitches. 

Tracking errors, resolving problems

Even in the most well-run businesses, glitches hap-
pen. When merchants without a technological backup 
have an issue to resolve, they have to deal with it the old-
fashioned way.

This can mean time wasted on hold with operators, trans-
fers between departments, and dealing with customer 
service representatives who aren't authorized to deviate 
from the script and can't resolve the problem. 

But a processor that provides a state-of-the-art track-
ing system can offer merchants peace of mind that their 
problems will be resolved quickly and efficiently through 
automated requests. 

Here's how it works: A merchant uses the system 
to provide a quick description of the problem. It's then 
automatically routed to the appropriate department and 
person, who provides an expected time of resolution 
and requests any additional information needed to solve
the problem. 

If more time is needed or additional complications arise, 
the merchant receives instant notification, so he or she is 
always aware of the status of any requests. 

The merchant is also confident that issues are being dealt 
with by the people most equipped to resolve them. 

By selling merchants the ability to track and resolve 
complaints with a few simple keystrokes and the push 
of a button, ISOs can provide them the ability to rest 
easy and focus on making their businesses the best 
they can be. 
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Merchants will be grateful that they never have to suffer through the old way 
of handling disputes again. And ISOs will have won merchant customers who 
will remain in their portfolios for life. 

Delegating effectively

Many merchants have established ways of doing business and routinely del-
egate to staff members and employees certain tasks that could easily be accom-
plished with technology. 

It's the ISO's job to convince merchants of the benefits of letting a Web-based 
system handle the work. If ISOs go to sales meetings armed with the major 
selling points of such a system, it will be hard for merchants to say no to the 
benefits of technology. 

A Web-based program never calls in sick, makes mathematical errors, or needs 
to leave at the end of its scheduled shift. 

It's on call and on the job 24 hours a day, seven days a week and can be counted 
on to reliably perform its tasks day and night without complaint. 

Of course, regular employees are 
still an essential part of the business 
process; a computer is only as good 
as its operator. 

But by relying on a computer system 
to perform the tasks it does best, 
without fail, merchants can make 
it an essential part of their busi-
ness teams. And they can free their 
employees to do the in-person tasks 
to which they are best suited. 

Every effective manager knows the 
importance of delegating. By using 
the right technology  system, a busi-
ness can find the perfect balance 
between technology and in-person 
customer relations. 

Technology can allow merchants 
to spend their time in the front of 
the store, helping customers and 
driving sales, instead of spending 
hours in the back room with a pile 
of receipts. 

Find a processor that offers tech-
nology you can trust, and you can 
make technology the cornerstone of 
your sales pitch – and watch your 
profits soar.  

Marcelo Paladini is the President and 
Chief Executive Officer for Cynergy Data, 
a merchant acquirer that distinguishes 
itself by relying on creativity and technol-
ogy to maximize service. 

Cynergy offers its ISOs: Vimas, cutting 
edge back-office management software; 
Vimas Tracking, a ticketing system that 
makes responses to customers fast, 
accurate and efficient; Brand Central 
Station, a Web site of free marketing 
tools; plus state-of-the-art training, prod-
ucts, services and value-added programs, 
all designed to take its ISO partners way 
beyond their competitors. For more infor-
mation on Cynergy, e-mail Mike Grossman 
at  mikeg@cynergydata.com.

Education

By using the right technology system, a business can find 
the perfect balance between technology and in-person 
customer relations. 





Education (continued)

86

By J. David Siembieda 
CrossCheck Inc.

I f you truly want to dominate a market, try vertical 
market saturation. A vertical market, also known 
as a niche market, consists of similar businesses in a 
specific industry with a well-defined set of needs. 

One of the main reasons for selling to a vertical 
market is that it gives you an opportunity to specialize 
and become successful in a particular segment, rather 
than splintering your business into multiple sectors 
without realizing your full potential in any 
single area. 

The POS terminals many of you sell to 
merchants are a good example of this. 
A variety of models and programming 
options are available to meet industry-
specific needs.
 
Food industry businesses such as 
restaurants are turning to hand-held devices for pro-
cessing transactions right at the table. POS setup for 
traditional brick-and-mortar retailers generally requires 
less portability. 

However, it can be quite diversified in terms of business 
requirements as well as service and equipment needs.

The health care industry is another highly specialized 
vertical market. Medical offices frequently handle 
mailed-in payments from patients and insurance com-
panies. This opens the door to a burgeoning market for 
back-office conversion. 

With the promise of fewer trips to the bank and 
instant payment processing, more medical offices today 
are using back-office conversion technology to mini-
mize costs and focus valuable human resources on the 
business of medicine.

Begin with your base

How do you determine which vertical market is right 
for you? First, look at your existing merchant base, and 
ask for referrals from the most profitable businesses in 
your group. 

Offer them something in exchange for their referrals, such 
as a personalized business gift or a gift card. Referral 
business is one of the most effective channels for build-
ing your merchant base and expanding further into a 
niche market.

There are several factors to consider when selecting a new 
vertical market:

• Whether most businesses in the sector have single or 
multiple locations

• Whether businesses in the market tend to sell small- 
or large-ticket items

• The reported average sales volume for businesses 
in the sector

• How adaptable the market is to cutting-edge 
technologies. 

Become a joiner

Another way to determine which vertical markets to 
approach is to perform an online search of industry trade 
associations. Look for those with a large enough member-
ship to support your effort. Search for organizations with 
at least 200 to 300 members. 

Obviously, some industries will have greater sales poten-
tial than others. In industries wherein significant con-
solidation has occurred, you may have just one or two 
primary prospects, which is fine for the short-term. 

But you will want to focus most of your energy on indus-
tries with a larger field of prospects.

Once you narrow the search to a short list of top associa-
tions, inquire about becoming a member. However, before 
you introduce yourself to the membership of any trade 
association, particularly in an industry that is unfamiliar 
to you, learn as much as possible about the industry. 

Read about the market online and in trade publica-
tions. Call trade associations and ask questions. The 
objective here is to gain an understanding of how these 
businesses operate. 

You'll also want to familiarize yourself with the 
everyday terms and expressions used by profession-
als in the field. The more knowledge you have going 
in, the better prepared you will be to communicate and 
sell effectively. 

Vertical marketing verve

How do you determine which vertical 
market is right for you? First, look at 
your existing merchant base, and ask 
for referrals from the most profitable 
businesses in your group.
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The next step is to meet with prospects at tradeshows 
or at their places of business, if possible. After you 
manage to close a few accounts in a new industry, move 
on to larger accounts in the same vertical market. 

Again, use referrals as much as possible, until you've 
gained the accounts and knowledge necessary to sell to 
larger, more complex businesses. 

Make a plan

In order to accomplish your vertical market sales goals, 
it's important to develop a strategic plan that will help 
you stay on track. First, determine what percentage of the 
market you'd like to tackle. 

For example, if you set 10% as your initial target, and 
there are 200 businesses in an industry association, 
you'll need to close 20 accounts. When dealing with a new 
industry, allow time to become educated in the field. Add 
an extra cushion for the initial sales phase, too. 

Base your projected sales on a number lower than 
your current average. If you currently sell an aver-
age of 10 accounts per month, aim for half of that. 
When you hit your target, increase the number, or 
move on to another group of businesses in the same or a 
similar sector. 

At some point, you will reach critical market saturation. 
Others in the field will recognize you as an expert and 
seek your advice on such matters as how to streamline 
transaction processing for their businesses. 

By gradually phasing in new businesses to overlap with 
your current merchant base, you will establish yourself as 
a niche market specialist. 

J. David Siembieda has been the President and Chief 
Executive Officer of CrossCheck Inc., a national check 
approval and guarantee provider, for over six years.  He has 
more than 16 years of experience in the check services field. 
He serves on the board of directors for the Electronic 
Transactions Association and the Wells Fargo Center for the 
Arts. He is also Chairman of the Board for the Heritage School 
in Petaluma, Calif.  He is Chairman of the ETA's Membership 
Committee and is also a member of NACHA's Electronic Check 
Council. Dave was recently chosen by the North Bay Business 
Journal as one of the 40 under 40, a list recognizing exceptional 
young professionals.

CrossCheck, Inc. has been at the forefront of check authorization 
services and technology since its inception in 1983.  For more 
information on marketing check services and CrossCheck, please 
call 800-654-2365 or e-mail dave@cross-check.com.
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Keep the FTC 
off your back
By David H. Press
Integrity Bankcard Consultants Inc.

O n April 13, 2007, the Federal Trade Commission 
announced that the Federal District Court in 
Oregon had frozen the assets of Beaverton-
based Merchant Processing Inc., its owner 

and affiliated companies. It also appointed a receiver to 
temporarily take control of the business. 

The FTC alleged that the defendants used deceptive tac-
tics to sell credit and debit card processing services to 
thousands of small businesses. For full details on this case 
see: www.ftc.gov/opa/2007/04/merchantprocessing.shtm.

The Washington State Attorney General's Office 
also sued the defendants in Washington. For more 
information on this action, visit www.atg.wa.gov/
pressrelease.aspx?&id=14330.

The FTC accused MPI of falsely promising it would 
save the small businesses money and saying it would 
buy out merchants' existing equipment leases. 
The FTC also charged the defendants with failing 
to disclose fees and concealing pages of fine print from the 
merchants until after they had already signed contracts. 

In January 2004, the FTC accepted $23.5 million to settle 
charges that Certified Merchant Services violated the FTC 
Act. The payment to the FTC came from the forced sale of 
CMS' assets. 

The list of don't's

To prevent FTC scrutiny, you, as ISOs and merchant 
level salespeople (MLSs), should never lie to a mer-
chant or assist others in misrepresenting material facts. 
Specifically, do not:

• Tell merchants the services you offer will reduce 
their business expenses, including current card 
processing expenses, if this is not absolutely true. 
Even when doing an initial cost comparison, ISOs 
and MLSs must disclose to merchants all the fees they 
would be charged. 

• Tell merchants that if they are dissatisfied with 
any services or representations made by your 
ISO, they can cancel or transfer to another card pro-
cessor at any time without further obligation if that is 
not true. 

• Hide fees in fine print and fail to fully disclose any 
fees or expenses in addition to the discount rate and 

per-transaction fee agreed to by the merchants. This 
includes early cancellation fees.

• Hide and fail to fully disclose all fees, including a 
monthly minimum fee, annual or semi-annual fee, or 
any other expense associated with merchant accounts 
or the services. 

• Promise to repay to merchants any cancellation fees 
charged by prior credit card processors if the ISO will 
not reimburse them to merchants. 

• Promise to buy out the remainder of the merchant's
existing equipment lease if this is not true.

• Modify contracts without merchants' knowledge after 
they were signed.

The list of do's

It is imperative that ISOs do the following:

• Clearly and conspicuously disclose, orally and in writ-
ing, any material fact relating to fees, as detailed in 
the fine print of the merchant agreement. All fees 
should be prominently listed near where the mer-
chant signs the merchant agreement. 

• Provide to the merchant − at the time the merchant 
signs the merchant agreement − a copy of the execut-
ed document.

• Take reasonable steps to monitor the conduct of 
agents, representatives, employees or independent 
contractors in complying with disclosure require-
ments. The diligent ISO should have a good indica-
tion of its problem MLSs. 

• When merchants are contacted during the underwrit-
ing process, ask questions to verify that the MLS 
has properly complied with all requirements. Action 
should be taken when the ISO discovers an MLS who 
is not compliant. 

• During underwriting, use a checklist to review 
with merchants all the rates and fees quoted in 
the merchant agreement, and write down the name 
of the person with whom the verification was 
done, the phone number called, time and date, and 
so forth.

• If merchants have been misled, make things right. 
Give customer service reps things to look for and 
a process to inform management so they can make 
merchants whole.

• Be extra careful in states with active attorneys 
general offices. Before the action against MPI, 
Washington State Attorney General Rob McKenna 
authored a letter from the attorneys general of 
44 states to CardSystems Solutions Inc. The letter 
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demanded that the company inform all consumers affected by its security 
breach. For more information about this, visit www.atg.wa.gov/
pressrelease.aspx?&id=5060.

• Re-do merchant agreements, if necessary, to clearly disclose all fees, 
especially any cancellation fees. A cancellation fee may help minimize 
merchant turnover, but if it is used, you may be a target for the FTC. 

Consumer rights for merchants

Remember, it is imperative to adequately disclose all changes to your merchants, 
whether they are fees, charges or other terms of the merchant agreement. 

A Tennessee class action, American 
Golf Schools LLC v. EFS National Bank, 
brought under the state consumer 
protection acts, was settled for $37.5 
million. The suit was based upon the 
failure to properly notify merchants 
of changed terms in the business 
relationship including: 

• Charging higher rates for 
electronic transactions without 
prior notification 

• Charging an increased rate for 
manual or voice authorizations 
without prior notification 

• Applying new charges to 
bill statements without 
prior notification

• Charging rates for services 
in excess of rates stated in 
the agreement without 
prior notification. 

Regulators are treating merchants as 
consumers, and this gives merchants 
additional power that can put ISOs 
out of business.

In April, the Arkansas legislature 
passed a bill that limits fees for mer-
chants who cancel credit card servic-
ing agreements. 

They will pay no more than $50 in 
cancellation fees on agreements 
signed after July 31, 2007. The law 
also imposes new disclosure require-
ments for servicing contracts.

Violations of the law would be consid-
ered unfair or deceptive trade prac-
tices. For more information about this 
legislation, see "New Arkansas law 
caps early termination fees" in this 
issue of The Green Sheet. 

There is no monetary reward in 
lying to merchants to get their 
business. Long gone are the days of 
the big upfront commissions from 
equipment leasing. Today, income 
comes from maintaining long-term 
relationships. 

David H. Press is Principal and 
President of Integrity Bankcard 
Consultants Inc. Call him at 630-637-
4010, e-mail him at dhpress@ibc411.com 
or visit www.ibc411.com.
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Recession may roil 
acquiring risk
By Charles Marc Abbey and Raymond Carter
First Annapolis Consulting

A cross the United States, the "R" word has 
inched into press accounts of economists' 
deliberations. This is because the current 
expansion continues to age, and recession risk 

factors such as oil prices and subprime mortgages (the 
housing sector in general) continue to be troubling.

The acquiring world is a different place now than it 
was not so many years ago when the economy 
went through its last downturn. It is our thesis that 
credit exposure has been building in acquiring, begging a 
thoughtful response.

The acquiring business has never been particularly cycli-
cal. In every recession since the early 1980s, the secular 
growth in card based payments more than offset declining 
retail sales, which accompanies recession. 

Of course, business failure always spikes in a downturn, 
impacting acquiring losses and attrition. But it was not 
until the 2001 recession that acquiring growth began to 
show strong tracking with the macro-economy. 

In the mid 1990s, for example, co-branding was emerg-
ing, and issuers were for the first time literally paying 
consumers to transact with credit cards. Now issuing has 
matured substantially, and acquiring volume has as well. 

The issuing side of the business may have more inher-
ent risk than some believe, since the availability of home 
equity dollars to pay off card balances has declined. 

So, there is every reason to expect that volume 
growth in general will track with the macro-economy 
in the next recession (though some merchant 
categories are more impacted than others, and some are 
actually countercyclical).

Formidable new factors

At the same time, certain risk factors have continued to 
build since the last recession. It is our contention that the 
average acquirer faces significantly more risk than in the 
last downturn. 

E-commerce – and card not present transactions in gen-
eral – have continued to grow at much faster rates than 
the system average. They now represent a much higher 
proportion of industry and individual acquirer volume.

Competition has driven acquirers to a certain level of 
risk tolerance: Even conservative banks are approving 

merchants they would have looked twice at not that 
many years ago. Aggregation models have flourished 
and often have ambiguous risk characteristics untested
in a general recession. 

The Payment Card Industry Data Security Standard and 
other compliance requirements have become greatly 
increased sources of financial risk for most acquirers. In 
the 1990s, the truly substantial fine exposures tended to 
be limited explicitly to high-risk acquirers.

Some sectors have attributes that greatly raise acquirer 
risk. The restaurant industry is an interesting, albeit nar-
row, case study.

Restaurants have long been prone to business failure. In 
fact, restaurant failure rates are more sensitive than aver-
age to recessions. However, historically, restaurants have 
not represented significant exposure for acquirers because 
they lack a delayed deliver profile that would create 
chargeback risk.

Nevertheless, we believe both the exposure and likeli-
hood of default in the restaurant sector is on the rise.

First, the incidence of proprietary gift cards in restau-
rants has boomed. In recently updated First Annapolis 
research, the number of U.S. and Canadian restaurants 
with total sales under $10 million with a proprietary gift 
card offering increased from 6% in 2003 to 55% in 2007. 

This phenomenon is important because it creates a 
delayed delivery risk where one did not exist before. So, 
some portion of the proprietary gift cards will be pur-
chased on a credit card. And if the restaurant fails with 
gift cards outstanding, the cardholders will have charge-
back rights. 

The gift cards themselves represent the delayed delivery. 
Because gift cards have much greater penetration than 
paper gift certificates, this risk is incremental, in part, to 
the current gift certificate related risk. 

This phenomenon has not generated significant losses yet, 
in no small measure because consumers have not yet real-
ized they have a chargeback right, but we consider this 
an inevitability.

Cash advance crunch

Second, at the same time, the merchant cash advance 
product has emerged. Restaurants, which are generally 
not bankable, were the primary early target. 

In a cash advance, the lender will provide a merchant 
credit (say $7,500) and divert presettlement funds from 
the merchant's daily credit card receivables until the mer-
chant has repaid a larger amount (say, $10,000). 

Commonly, these advances are calibrated at 70% to 90% 





96

View

of monthly credit card receipts, and the cash advance 
provider diverts 15% to 20% of daily settlement. This 
corresponds to something like a six- to nine-month 
effective maturity. 

The 25% discount on these cash advances is highly sensi-
tive to the amount of time it takes for the merchant to 
repay the advance. But, for example, over nine months 
a 25% discount corresponds to an effective interest rate 
approaching 75%.

Merchant cash advances very likely make a segment of 
the merchants more economically fragile, as the cash 
advances likely divert on the order of 10% of the mer-
chants' cash flow. For restaurants, this represents 60% of 
their gross margin. 

Additionally, cash advance providers report as much as 
a 70% renewal rate, which may indicate merchants have 
trouble avoiding such forms of credit once they have 
begun to use them.

The commissions that cash advance providers pay are 
very high and offset potential losses from this increased 
fragility. The problem arises when the party bearing the 
acquiring risk is not the same party receiving the cash 
advance commission. 

So, if an acquirer's sales agents are referring merchants 
on the side and receiving commissions, or if the down-
stream "no-liability" ISOs of an ISO aggregator or BIN 
bank have their own deal with a cash advance provider, 
there is a bit of a chump-factor for the party accepting the 
acquiring risk. 

This is because the increased acquiring risk will not be 
offset by commissions.

In this example, a confluence of industry factors has 
made restaurants, on the margin, both more risky and 
more fragile (though still lower risk, in the scheme 
of things).

First Annapolis believes these factors are an argument 
for a re-analysis of exposure, credit policy and process at 
most acquirers. 

The focus should be on compliance strategies and 
process, credit and fraud process, credit enhancement, 
and portfolio mix. 

Ray Carter is a Senior Manager responsible for the Commercial 
Risk practice at First Annapolis Consulting. Marc Abbey is 
Managing Partner at the Baltimore-based management consulting 
and mergers and acquisitions advisory firm.
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Look to the light: 
Retail POS system 
can replace ECR
Company: Vivonet Inc.
Product: Halo Retail POS

S ome people prefer to use mail services such as 
Comcast, Yahoo! or Hotmail because their data 
is stored on the provider's server. Users don't 
have to worry about transferring files to differ-

ent computers while traveling, or even backing up data. 

If a laptop is stolen, or a desktop experiences a power 
surge, the data is safe because it is stored off-site. Vivonet 
Inc. recently introduced a product that brings similar 
peace of mind to retail merchants: Halo Retail POS. 

Halo is a Web-based all-in-one cashiering and payment 
processing solution designed to replace the electronic 
cash register (ECR) that many small and medium-sized 
merchants use. 

Halo includes a touch-screen terminal connected to the 
Internet. The system tracks details of every transaction 
(cash, credit and debit) and sends that information via the 
Internet to a secure data center off-site. 

Real-time department, category and product sales perfor-
mance data are accessible by store owners and managers 
from a Web browser anywhere, anytime. Even when the 
Internet connection goes down, the Halo offline manager 
keeps store operations running. 

And since the data is housed off-site on the Halo secure 
server, merchants don't have to worry about losing infor-
mation in a hard drive crash, theft or natural disaster, 
such as fire or flood. 

Halo relieves some other burdens as well. With an ECR, 
merchants must back up data and update systems with 
new versions. With Halo, upgrades are free and take place 
during the night. 

Since Halo is used for credit card and PIN-based debit 
card transactions, it eliminates the need for stand-alone 
terminals and the double entry and end-of-day reconcili-
ations they can require.  

Halo also integrates multiple locations and enables mer-
chants to compare them in real-time and change items 
and prices instantly.

Additionally, Halo is secure. It reportedly is compliant 
with the Payment Card Industry (PCI) Data Security 
Standard and has achieved the Visa Cardholder 
Information Security Program (CISP) certification for 
level 1 service providers.

Halo Retail POS will be available to retailers this sum-
mer. The product will be sold through ISOs and merchant 
level salespeople. 

Vivonet Inc.

866-512-2033 
www.vivonet.com
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Cash, credit 
or cell phone?
Company: MobiBucks
Product: MobiBucks

M any in the payments arena believe that 
contactless payments will be the next big 
thing. But before consumers can make such 
payments, they have to get their hands on 

the medium, whether it is a card or key fob, to complete 
the purchase. 

MobiBucks has found a way to harness a medium 
that 2 billion people already have: a cell phone. 
MobiBucks is a convenient, secure payment solution that 
enables customers to pay for purchases with their cell 
phone number. 

In other words, MobiBucks turns a consumer's cell 
phone into a wallet. MobiBucks' trials indicate that its 
solution can convert up to 50% of cash payments to 
electronic transactions. 

MobiBucks is free to consumers. Consumers register 
online or in the store and add money to their account at 

either location. Funds can be added using cash, a credit 
card or a bank account. 

When consumers are ready to pay at the POS, they key 
in their cell phone number and a four-digit PIN – and 
that's it. They don't even have to have their cell phone 
with them to use the service. 

After each transaction, consumers receive a message on 
the phone confirming the purchase. Transactions are 
settled daily, and consumers can track their accounts 
and view past transactions on their phones or at the 
MobiBucks Web site. 

MobiBucks works with existing POS hardware 
and software, including stand-alone terminals and 
POS systems. 

It also works for merchants who don't have  any 
existing POS hardware or software, as MobiBucks 
offers a solution for dial-up and TCP/Internet 
protocol connections. 

MobiBucks

650-906-3676
www.mobibucks.com
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Cool your jets, 
mighty MLSs

W ork smarter, not harder, so the trusty 
adage goes. Well, says who? Most of the 
time, success involves working smarter, 
harder and longer. If you, as ISOs and 

merchant level salespeople (MLSs), want your residuals 
to grow, it is going to take fortitude. 

Our society puts so much emphasis on instant 
gratification. Turn on any TV station in the wee hours, 
for example. 

You will be bombarded with weight loss offers promis-
ing to melt pounds off within days or investment advice 
pledging a financial killing in two weeks.

Even if you haven't succumbed to the late night infomer-
cial, you probably still are a bit of an instant gratification 
junkie. Don't think so? 

Go online. Visit a Web site that is slow to load. How long 
do you wait before hitting the reload button? Three sec-
onds? Five? How soon do you give up altogether and skip 
to another site?

We are fortunate to live in an age wherein we can get
many things without much of a wait. We rarely need 

patience. We have quick service restaurants and 
on-demand cable. 

If we need documents from a bank or insurance 
company, we can have them faxed or e-mailed within 
minutes, view them on the Web, or even download and 
print them ourselves. 

Remember when such access to information would take a 
week or more and involve the postal service?

The downside to such advancements is we now expect 
results pronto − all the time. However, the worthwhile 
things in life really do require commitment and toil. 

There is no instant way to build a client list, create solid 
relationships and earn your customers' respect.

Patience is the companion of wisdom. 
– Saint Augustine
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It can be frustrating to wait for goals to reach fruition. 
But, it's worth it. It takes years to build relationships that 
are so strong your merchant will not leave you for lower-
priced offers. 

It can take a year or more just to earn a client's trust. But, 
once you have it, it will last. 

Merchants expect results yesterday, too. They want to 
boost revenues, minimize losses, and maximize employee 
investments − the sooner the better. 

However, none of these can occur overnight. Each requires 
an investment of money, effort and time.  

As a sales professional, it is your job to help merchants 
understand what it takes to realize value that lasts. 

They may be lured by shortcuts to boost immediate 
profits, but will the tactics pay off in the long run? 
Probably not. 

Educate your clients on the pitfalls of hasty remedies, and 
make sure they understand the likely long-term effects. 

If you tell merchants that a solution you offer could help 

boost their sales, they may expect to see a 30% increase in 
revenue the first month. Don't let that happen.

While it's important for you to get signed agreements, it's 
even more important that you make sure merchants have 
realistic expectations. 

Your customers may be disappointed to hear they won't 
see results for a few months. But, that is nothing com-
pared to how upset they will be if you let them believe 
their business will boom in a heartbeat. 

Make this mistake, and their disgust will walk them right 
out of your portfolio. 

There are no short cuts. Cultivate patience. Fueled by 
perseverance and dedication, your hard work will pay 
off − in time.
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Visit www.greensheet.com/tradeshows.htm for more events and a year-at-a-glance event chart.

NACHA – The Electronic Payments 
Association
The Payments Institute East 

Highlights: The Payments Institute East offers an intensive five-
day curriculum providing an overview of the entire payment 
system, including the automated clearing house, card  systems, 
electronic check, international payments, risk manage ment and 
fraud, and much more. 

 Registration will include hotel, most meals and special events. 
Scholarships are available. 

When: July 22 – 26, 2007
Where: Emory Conference Center Hotel, Atlanta
Registration: Visit www.nacha.org, e-mail info@nacha.org 

or call 703-561-1100.

Midwest Acquirers Association 
(MWAA) 
5th Annual Conference

Highlights: For the first time, MWAA is offering free conference 

admission to MLSs; all other attendees will pay an admission 
fee. The conference will offer educational sessions, panel dis-
cussions and an exhibit hall.

 Topics will include how to pick a processor, Payment Card 
Industry Data Security standards and how to sell effectively. 
Tom Wimsett of NPC will be the keynote speaker. 

 Registration will include a party and dinner at the Rock and 
Roll Hall of Fame and Museum. Registered ISOs, MLSs and 
exhibitors can also attend the Field Guide Seminar.

When: July 25 – 27, 2007
Where: Renaissance Cleveland Hotel, Cleveland
Registration: Visit www.midwestacquirers.com, 

e-mail info@midwestacquirers.com, or call 
Jim McCormick at 314-602-9832. 

Field Guide Enterprises LLC
Field Guide Seminar

Highlights: If you are headed to Cleveland this July for MWAA's 
5th Annual Conference, arrive a day early for the Field Guide 
Seminar, "A Practical Guide to ISO Sales Success." 

 The seminar, geared toward MLSs and small to medium-sized 
ISOs, will provide insight on how to succeed in this business. 

 Six speakers will cover topics including lead generation; hiring, 
training and keeping good salespeople; proposal selling; and 
merchant retention. Admission to the Field Guide Seminar will 
be included with MWAA conference registration.

When: July 25, 2007, 12:30 p.m. to 5 p.m.
Where: Cleveland Renaissance Hotel, Cleveland
Registration: Visit www.fieldguideforisos.com, 

www.midwestacquirers.com, 
e-mail mark@fieldguideforisos.com 
or call 262-966-2215.

ACA International
68th Annual Convention & Expo

Highlights: More than 1,100 credit and collection industry 
professionals are expected at this four-day annual event, 
from which attendees can choose 35 educational sessions 
and seminars.  

 The exhibit hall will include more than 130 exhibitors. In addi-
tion, three free Campus ACA seminars will be offered. And 
seminar and convention attendees can earn professional devel-
opment units toward an ACA Academy degree. 

Regional

Associations
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Events 
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 Networking opportunities will include a welcome reception, 
happy hour, a golf tournament and the President's banquet. 

When: July 25 – 28, 2007
Where: Hyatt Regency Chicago, Chicago
Registration: Visit www.acainternational.org, 

e-mail murphy@acainternational.org, 
or call 952-928-8000, ext. 114.

Western Payments Alliance
Payments Symposium 2007

Highlights: The sixth annual conference will examine 
electronic payment issues and trends. The event is designed 
for executives, controllers, marketing managers, automated 
clearing house (ACH) professionals, fraud and risk manag-
ers, payment processors, and payment technology providers, 
among others. 

 Keynote addresses and panel discussions will include top-
ics such as back-office conversion, image exchange, remote 
deposit capture, disaster recovery, risk issues and ACH 
developments. 

 More than 300 senior-level managers and payment 
professionals and approximately 30 corporate exhibitors 
are expected. Speakers include executives from NACHA 
– The Electronic Payments Association, IdenTrust Inc., 
NetDeposit Inc., the Federal Reserve Bank, Bank of 
America Corp., Electronic Payments Network, 
Wells Fargo & Co. and WesCorp.

When: Sept. 9 – 11, 2007
Where: Harrah's Las Vegas Hotel and Casino, Las Vegas
Registration: Visit www.wespay.org or call 415-433-1230.

ATM Industry Association
ATM Security in the Americas

Highlights: This is the only conference in our industry 
dedicated exclusively to ATM security-related topics and 
issues. The two-day event is designed to provide attendees 
with the information necessary to ensure the success of an 
ATM program. 

 Attendees will learn how to establish a fraud-adverse culture 
in their organizations and increase program stability. The 
conference will include group discussions surveying the legal 
and regulatory landscape in the United States, Canada and 
Latin America. Attendees will also learn about technologies 
and best practices related to ethics and fraud prevention.

When: Sept. 11 – 13, 2007
Where: The Rio All-Suite Hotel, Las Vegas
Registration: Visit www.atmiaconferences.com, 

e-mail dana@atmiaconferences.com, 
or call 605-528-7270.

Regional

Associations

Trade

Associations





112

News









116

ResourceGuide
To add your company to our expanding listing, call 866-429-8080 today.

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

ACH - Check 21 BOC

Check 21 Direct
 (888) 477-4500
 www.check21direct.com

Electronic Funds Corp.
 (775) 267-0067
 www.achnetwork.com

United Check Services
 (800) 327-0291
 www.unitedchecks.com

ACH - EFT 
SETTLEMENT SERVICES

Access 1 Selectpay
 (866) 764-5951 x203
 www.accessoneusa.com

ADVERTISING
DISPLAY SYSTEMS

Intertise, Incorporated
 (800) 630-2841
 www.intertise.com

ATM / SCRIP ISOs LOOKING 
FOR AGENTS

Access 1
 (866) 764-5951 x207

Access to Money
 (888) 501-5246
 www.accesstomoney.com

Data Capture Systems Inc.
 (800) 888-1431
 www.msi-sd.com

NationalLink
 (800) 363-9835
 www.nationallink.com

United Cash Solutions
 (800) 698-0026 x1430

BACKGROUND INVESTIGATIONS

Commercial Business Intelligence
 (888) 740-0747
 www.cbintel.com

BANKS LOOKING
FOR AGENTS

Global ISO, LLC
 (800) 757-1538
 www.giso.com

Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com

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

Redwood Merchant Services
 (800) 939-9942
 www.redwoodmerchantservice.com

BANKS LOOKING 
FOR ISOs / MSPs

Global ISO, LLC
 (800) 757-1538
 www.giso.com

Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com

Integrity Payment Systems
 (888) 477-4500
 www.integritypaymentsystems.com

Redwood Merchant Services
 (800) 939-9942
 www.redwoodmerchantservice.com

BRANDED
PROMOTIONAL PRODUCTS

Goodheart Enterprises
 (636) 451-5512

CHECK COLLECTIONS

Checkfast Data Systems, LLC
 (866) 243-2532
 www.checkfast.com

CHECK GUARANTEE / 
VERIFICATION

ArJAY DATA (SCAN)
 (800) 296-0170
 www.arjaydata.com

CrossCheck, Inc.
 (800) 654-2365

EZCheck
 (800) 797-5302
 www.ezchk.com

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

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

Secur-Chex
 (866) 464-3277

CONSULTING AND 
ADVISORY SERVICES

Adam Atlas Attorney at Law
 (514) 842-0886

First Annapolis Consulting
 (410) 855-8500
 www.firstannapolis.com

Integrity Bankcard Consultants, Inc.
 (630) 637-4010

The Strawhecker Group
 (916) 367-7709
 www.thestrawgroup.com
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DEBIT TRANSACTION PROCESSING

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

EQUIPMENT

Automated Transaction Tech.
 (714) 999-9566

BANCNET
 (713) 629-0906
 www.banc.net

BARTLETT INFO TECH SERVICES, LLC
 (901) 384-6151
 www.bits-pos.com

Budget Terminals and Repair
 (985) 649-2910

CardWare International
 (740) 522-2150

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

Ingenico
 (800) 252-1140
 www.ingenico-us.com

JRs POS Depot
 (877) 999-7374
 www.jrsposdepot.com 

MagTek, Inc.
 (800) 788-6835 
 www.magtek.com

POS Portal
 (866) 276-7289

TASQ Technology
 (800) 827-8297
 www.tasq.com

TEERTRONICS
 (800) 856-2030

The Phoenix Group
 (866) 559-7627

TSYS Acquiring Solutions
(Formerly Vital Processing)
 (800) 686-1999
 www.tsysacquiring.com

VeriFone
 (800) VERIFONE

FINANCING

(866) CASH 456
www.AmericanMicroloan.com

FINANCING FOR ISOS

FREE ELECTRONIC 
CHECK RECOVERY

ACCESS CHEX
 (866) 746-CHEX
 www.accesschex.com

CheckAGAIN
 (703) 332-0062 x354
 www.checkagain.com

GIFT / LOYALTY CARD PROGRAMS

Comdata Processsing Systems
 (866) 806-5016

FLEXGIFT/UMSI
 (800) 260-3388 

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

HIGH RISK

AVP Solutions
 (800) 719-9198

Global Funding Alliance, Ltd.
 (877) 845-9493
 www.globalfundingalliance.co.uk

International Merchant Solutions
 (800) 313-2265 x106
 www.officialims.com

National Transaction
 (888) 996-2273

ID & OFAC VERIFICATION

INTERNATIONAL / OFFSHORE 
RELATIONSHIPS AVAILABLE

First Atlantic Commerce
 (441) 294-4622
 www.firstatlanticcommerce.com

Group ISO International
 (800) 376-3974
 www.gisointernational.com

ISO RELATIONSHIPS AVAILABLE

AmericaOne Payment Systems
 (888) 502-6374

BluePay Inc
 (866) 579-6690
 www.BluePay.com

CoCard Marketing Group
 (800) 882-1352
 www.cocard.net

Comdata Processsing Systems
 (866) 806-5016
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Electronic Payments, Inc. (EPI)
 (800) 966-5520 x221

EVO Merchant Services
 (800) CARDSWIPE x7800

First American Payment Sys.
 (866) GO4 FAPS
 www.first-american.net

Frontline Processing Corp.
 (866) 651-3068

GET
 (877) GET 4ISO

Global ISO, LLC
 (800) 757-1538
 www.giso.com

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com

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

North American Bancard
 (800) BANCARD x1001

NOVA Information Systems
 (800) 819-6019 x6
 www.novainfo.com

Partner-America.com
 (800) 366-1388

Total Merchant Services
 (888) 84-TOTAL x9715
 www.upfrontandresiduals.com

Transfirst
 (800) 669-7228
 www.transfirst.com 

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

ISOs / BANKS PURCHASING
ATM PORTFOLIOS

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

ISOs / BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne Payment Systems
 (888) 502-6374

BluePay Inc
 (866) 579-6690
 www.BluePay.com

Comdata Processing Systems
 (866) 806-5016

EVO Merchant Services
 (800) CARDSWIPE x7855

GET
 (877) GET 4ISO

Hampton Technology Ventures
 (516) 896-3100 x100
 www.hamptontv.com

iMax Bancard
 (866) 702-8801
 www.imaxbancard.com

NOVA Information Systems
 (800) 819-6019 x6
 www.novainfo.com

North American Bancard
 (800) BANCARD x1001

Total Merchant Services
 (888) 84-TOTAL x9715
 www.upfrontandresiduals.com

ISOs LOOKING FOR AGENTS

Acies, Inc
 (800) 361-5540 x111
 www.aciesinc.com

Advanced Merchant Services, Inc
 (888) 355-8472
 www.amspartner.com

Allied Merchant Services
 (888) 355-7450 x3
 www.alliedmerchantservices.com

AmericaOne Payment Systems
 (888) 502-6374

AVP SOLUTIONS
 (800) 719-9198

Century Bankcard Services
 (800) 497-4650

Connect Merchant Payment Services
 (877) 905-5900

Dynamic Payment Ventures
 (800) 343-7322 x112
 www.dpvco.com

East Commerce Solutions
 (800) 527-5395 x202
 www.eastcommercesolutions.com 

EVO Merchant Services
 (800) CARDSWIPE x7800

EXS-Electronic Exchange Sys.
 (800) 949-2021
 www.exspartner.com

First American Payment Sys.
 (866) GO4 FAPS
 www.first-american.net

Frontline Processing Corp.
 (866) 651-3068

GET
 (877) GET 4ISO

iMax Bancard
 (866) 702-8801
 www.imaxbancard.com

Impact Paysystems
 (866) 884-5544 x1555

Innovative Merchant Solutions
 (800) 397-0707

Merchants' Choice Card Services
 (800) 478-9367 x5
 www.mccs-corp.com

Merchant$ $elect $ervice$ Inc.
 (800) 636-9385
 www.merchantselectservices.com

Money Tree Merchant Services
 (800) 582-2502 x2
 www.moneytree1.com

MSI-Merchant Services, Inc.
 (800) 537-8741

Netcom Data Southern Corp.
 (800) 875-6680
 www.netcomsouthern.com

North American Bancard
 (888) 229-5229

(800) 656-0077
www.preferredcard.net

PREFERRED CARD
SERVICES

Premier Payment Systems
(630) 932-1661
www.ppsbankcard.com

Priority Payment Systems
(800) 935-5961 x3
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Signature Card Services
 (888) 334-2284
 www.signaturecard.com

Total Merchant Services
 (888) 84-TOTAL x9715
 www.upfrontandresiduals.com

Transfirst
 (800) 669-7228
 www.transfirst.com

(888) 780-9595
www.premiumcardsolutions.com

Premium Card Solutions

United Bank Card
 (800) 201-0461 x 136

United Merchant Services, Inc.
 (800) 260-3388

Xenex Merchant Services
 (800) 705-2559 x511

ISO / POS DEALER
LOOKING FOR AGENTS

CoreTranz Business Services
(877) 443-4455
www.coretranz.com

ISOs / PROCESSORS SEEKING 
SALES EMPLOYEES

AVP Solutions
 (800) 719-9198

iMax Bancard Network
 (866) 702-8801
 www.imaxbancard.com

LEASING

A-1 Leasing
 (888) 222-0348 x3012
 www.A-1leasing.com
ABC Leasing
 (877) 222-9929

(866) 396-2754
www.barclaysquareleasing.com

BARCLAY SQUARE 
LEASING, INC

First Data Global Leasing
 (800) 897-7850

GlobalTech Leasing, Inc
 (800) 414-7654
 www.globaltechleasing.com

International Lease Center
 (800) 236-2317

LADCO Leasing
 (800) 678-8666

Lease Finance Group, LLC
 (888) 588-6213
 www.lfgleasing.com

Lease Source Inc.
 (877) 690-4882
 www.gotolsi.com

LogicaLease
 (888) 206-4935
 www.logicalease.com

Merimac Capital
 (866) 464-3277

Northern Leasing Systems, Inc.
 (800) 683-5433
 www.northernleasing.com

TASQ Technology
 (800) 827-8297
 www.tasq.com

TimePayment Corp.
 (877) 938-5231
 www.timepaymentcorp.com

LENS / KEYPADS / 
POWER SUPPLIES

Sierra Enterprises
 (866) 677-6064

MERCHANT CASH ADVANCE /
PORTFOLIO PURCHASERS

Advance Me Capital
 (866) 900-3045
 www.AdvanceMeCapital.net

MULTI - CURRENCY PROCESSING

DCC Merchant Services
 (888) 322-8632 x1805
 www.DCCtoday.com

First Atlantic Commerce
 (441) 294-4622
 www.firstatlanticcommerce.com

PAPER ROLLS 
& RIBBON SUPPLIES / DEALERS

THERMAL PAPER DIRECT
 (877) 810-5900
 www.thermalpaperdirect.com
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PAYMENT GATEWAY

APRIVA
 (480) 421-1210
 www.apriva.com

PAYMENT GATEWAY /
SERVERS / ISPs

eProcessingNetwork.com
 (800) 971-0997
 www.eProcessingNetwork.com

GET
 (877) GET 4ISO

Network Merchants
 (800) 617-4850
 www.networkmerchants.com

USAePay
 (866) USAePay (872-3729)

POS CHECK CONVERSION

CrossCheck, Inc.
 (800) 654-2365

EZCheck
 (800) 797-5302
 www.ezchk.com

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

Secur-Chex
 (866) 464-3277

POS CREDIT CARD 
EQUIPMENT REPAIR

TEERTRONICS
 (800) 856-2030

POS SUPPLIES

CardWare International
 (740) 522-2150

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

TASQ Technology
 (800) 827-8297
 www.tasq.com

TSYS Acquiring Solutions
(Formerly Vital Processing)
 (800) 686-1999
 www.tsysacquiring.com

PREPAID PRODUCTS
FOR TERMINALS

POSA Tech, Inc.
 (888) 491-4006 x3
 www.posatech.com

PRIVATE PARTIES
PURCHASING PORTFOLIOS

2GS
 (949) 200-7474

PROCESSORS 
LOOKING FOR ISOs

Comdata Processing Systems
 (866) 806-5016

Global Payments Inc.
 (800) 801-9552
 www.globalpay.com

NOVA Information Systems
 (800) 819-6019 x6
 www.novainfo.com

TSYS Acquiring Solutions
(Formerly Vital Processing)
 (480) 333-7799
 www.tsysacquiring.com

SITE SURVEYS

PRN, Inc.
 (800) 676-1422
 www.prn-inc.com

Request Site
 (877) 259-1665
 www.requestsite.com

Spectrum Field Services
 (800) 700-1701 x286
 www.spectrumfsi.com

SUPPORT DESK FOR POS 
TERMINALS & PC SOFTWARE

CardWare International
 (740) 522-2150

TASQ Technology
 (800) 827-8297
 www.tasq.com

TSYS Acquiring Solutions
(Formerly Vital Processing)
 (800) 686-1999
 www.tsysacquiring.com

WIRELESS RETAIL / 
KEYED PROCESSING

eProcessingNetwork.com
 (800) 971-0997
 www.eProcessingNetwork.com

USAepay
 (866) USA-epay
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