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In the rapidly growing smart card market, there's no such thing as too many
cooks in the kitchen. Smart card technology has come a long way over the
past 30 years, and now hundreds of organizations across multiple market
segments are taking part in its development and deployment. The Smart

C a rd Alliance brings all of these companies together with the goal to help drive
the continual adoption of smart cards in the United States.

Smart cards are plastic cards about the size of a credit card and contain an embed-
ded computer chip that can store a user's personal information, such as account
data, passwords, shopping pre f e rences and biometric information.

Smart cards have been widely adopted in Europe, Latin America and Asia by
telecom companies for wireless phones and by financial institutions and re t a i l e r s
for security purposes with bankcards and processing payment transactions. Most
b a n k c a rds in Europe and around the world already contain smart cards, which
have been driven largely by Euro / M a s t e r C a rd / Visa (EMV) mandates. The U.S.
has been somewhat slower to use the technology with bankcards and payment
devices, but most in this industry know it's just a matter of time.

"Over the last three years there have See SMART CARDSon Page 43

Smart Card
Graduating from

Exception to
Acceptance

I plan to hold ongoing conversations with you. I promise these
conversations will be relevant and up-to-date. I will continual-
ly solicit your input for issues you would like to see discussed.
I will review topics that appear on the MLS Forum. And, in
the process, I also will offer my own insights and opinions.

See new feature – "Street Smarts" – on Page 28
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ECHO-ing Nonprof it  Sent iments

Your recent article on credit card acceptance for non-profit organi-
zations was very informative and, we hope, useful to your readers
looking for a growing market for payment services.

We at ECHO believe that non-profit organizations can truly benefit
from adopting credit card acceptance, both on a recurring basis and
for one-time payments. We've witnessed for ourselves great interest
among community groups, religious organizations, fraternal organi-
zations and many others who have opened accounts with ECHO.

We would like to note one correction, however, that your readers will
want to be aware of. Our Web site URL was incorrectly listed without
a hyphen. The correct address is www.echo-inc.com. Our "Non-
Profits" page gives agents a good overview of our non-profit pro-
gram, which Mr. Kimels so capably outlined.

Greg Imlay
Marketing Director

ECHO

New Assoc ia t ion

Would you have a contact for the new Midwest Acquire r s
Association?

Mark

The contact is Jim McCormick, c/o General Credit Forms, Inc., 3595
Rider Trail South, Earth City, MO, 63045. Phone: 314-216-8600; e-
mail: jimmccormick@gcfinc.com. The new association's Web site is
under construction. For more information about the Midwest

Acquirers and other associations, please see our new feature, "Trade
Association News," which appears monthly.

Editor

Repr i nt  Pro c e d u re

Paul,
I found "A Primer on Card Acquiring" in your April 28, 2003 issue
(03:04:02) to be very informative and would like to incorporate it
into our training. What are your policies on reprinting for training
and educational purposes? Thanks again for your excellent articles
on our industry.

Peter Scharnell
Vice President, Marketing

Electronic Exchange Systems

Peter,
Thank you for the positive feedback. It's always good to know that
what we have produced is useful.

We are happy to have our information quoted in other publications
as long as we are credited correctly: "As published in The Green
Sheet, issue _________. Copyright 2003 All rights reserved." 

We sell reprints of our articles in print and PDF format. Pricing for
reprints is included on our Web site Media Kit. Please contact Kate
Gillespie (kate@greensheet.com) for additional information or to
order reprints. Also, visit greensheet.com/media/media_rate.htm

Editor

CORRECTION

Lin Fellerman's work history was incorrectly reported in the
Industry Leaders profile in the April 28, 2003 issue of The Green
Sheet ("He Has the Cure for What Ails Industry," 03:04:02).
Fellerman moved to Tampa, Fla., in 1981, and in 1982 he was
given responsibility for managing all corporate data processing
activities for Telecredit's Credit Card and Check Services sub-
sidiaries. He subsequently was promoted to President of the Check
Services division, which he ran from 1986 to 1995.



N E W S
First Data Wants More Time to Buy Concord

First Data Corp. said it wants more time to get antitru s t
clearance to buy Concord EFS, Inc. Following talks with
the U.S. Department of Justice, FDC said it will with-
draw its original April 10, 2003 filing seeking antitru s t
a p p roval and re-file the form with the DOJ and the
Federal Trade Commission re g a rding its pending merg-
er under the Hart-Scott-Rodino A n t i t rust Impro v e m e n t s
Act. The re-filing will allow the Department's antitru s t
division more time to review the proposed merger; it
also starts a new 30-day regulatory review period that
would have expired on May 12. First Data plans to buy
C o n c o rd for approximately $8 billion.

Visa Sued for Patent Infringement

Visa USA I n c . and Visa International a re being sued by
two technology partners, s t a r p a y.com, LLC a n d
VIMachine, Inc. The companies claim that Visa's payer
service – VPAS, or "Verified by Visa" – infringes on their
patented technology involving the process of authenti-
cating credit card account holders in online transac-
tions. 

starpay and VIMachine also claim that they share d
information about patented technology with Vi s a
t h rough face-to-face meetings, telephone calls, e-mails
and in regular correspondence and that Visa then stole
the information from them by filing a patent application

for a solution based on that information. The complaint
against Visa was filed May 8, 2003 in the U.S. District
Court for the Northern District of Te x a s .

Countdown to Section 326

The U.S. Treasury Department issued final re g u l a t i o n s
for implementing Section 326 of the USA Patriot A c t .
Section 326 re q u i res that financial institutions establish
minimum pro c e d u res for identifying and verifying cus-
tomers who open new accounts in order to guard
against money laundering and the financing of terro r-
ism. The rules affect more than 30,000 U.S. financial
institutions, which must be compliant with Section 326
by October 1, 2003.

U.S. Bills to Get Color

The U.S. Treasury Department and the F e d e r a l
Reserve System unveiled a new design and updated
security features for the $20 bill. The new bill will be
h a rder to fake and easier to check because it's the first
time since the 1905-Series that U.S. currency will include
b a c k g round colors other than black and green. The new
Series-2004 currency designs will be introduced into cir-
culation in late 2003 and will start with the $20 bill.

A N N O U N C E M E N T S
EPN Offers ACH through Internet 

The Electronic Payments Network (EPN) now off e r s
financial institutions of all sizes the ability to transmit
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➤Kmar t emerged from 15 months of bankruptcy protection as the newly named Kmart Holding Corp. It is a
smaller company than before (down to 1,500 stores from 2,100) and has new management.

➤Major retailers such as Wal-Mart, Target, J.C. Penney and Sears, Roebuck and Co. missed their sales targets
for April 2003, blaming chilly temperatures.

➤CBL & Associates Properties, Inc. opened Cobblestone Village in St. Augustine, Fla., a 261,110 square-foot
community shopping center.

➤Chain Store Guide (CSG) re-released its Database of Retail Locations, which it updates three times a year with
information on merchant location, modeled weekly sales volume and square footage. The database allows
companies to access businesses across the U.S by industry class or choose stores by market definition, state
and zip code. For more information, visit www.csgis.com.

➤Grocery distributor Roundy's Inc. will buy 31 Rainbow Foods stores from bankrupt Fleming Cos., Inc. for
$42.5 million plus inventory.



*

ANNOUNCING ISO INSURANCE BENEFITS FROM NAB.

We Don’t Just Care About Profits.

WE CARE ABOUT YOUR HEALTH.

At North American Bancard we lis-
ten to our ISO’s and we work hard
to provide every possible benefit
to ensure their success.

That’s why when you become part
of the NAB family - we offer you
the opportunity to receive com-
prehensive healthcare for you and
your family.

It’s time to get what you deserve.
Comprehensive medical coverage
from the processing company that
cares, North American Bancard.

Call today to find out more 1 - 8 0 0 - BA N CA R D
E XT.1 0 1 5 2 2 6 2 2 7 3

N o rth American Ba n ca rd
is looking for top notc h
ISO’s to join our innovative
commission rich pro g ra m .
Sign up to d ay and re ce i ve a
$30 0 0 signing bonus.

GET A$3000
SIGNING BONUS!

It’s Easy! 
30 Deals in 

90 Days = $3000

*  Call for details     Agent of HSBC Bank USA, Buffalo, NY 

✓ Medical Insurance

✓ Dental Insurance

✓ Vision Insurance

✓ Life Insurance

✓ Long Term Care
Insurance



and receive ACH transactions via EPN's new high-
speed Internet connection. Arizona FCU (Phoenix,
Ariz.), Tru West CU (Scottsdale, Ariz.), First National
Bank of Jeffersonville (N.Y.), EastBank (Minneapolis)
and Fort Lee (N.J.) Federal Savings Bank are some of
EPN's customers using this new service. EPN's Internet
connection is secure and uses the latest encryption and
authentication technology. Customers load Wi n d o w s -
based software called the Personal Computer A C H
Interactive Management System (PCAIMS) on their PCs
and connect to EPN through the Internet.

Help Wanted at ViVOtech

Santa Clara, Calif.-based start-up ViVOtech, Inc. i s
looking for a Senior Vice President, Sales. If you are
i n t e rested in learning more about this position and the
c o m p a n y, contact Gerald Hukee, Human Resourc e s
Manager for ViVOtech, at 408-248-7001, ext.130 or visit
w w w. v i v o t e c h . c o m .

Yaga Opens UK Office

Yaga, Inc. announced the opening of a new office in
London to provide sales support for publishers in
E u rope who need commerce and merchandizing tech-
nology for their Web sites. A n d rew Grant will head the
new off i c e .

Global Payments Certifies ACH Direct
ACH Direct, Inc. 's Payments Gateway platform
received certification from Global Payments Inc. f o r
p rocessing credit cards, debit cards and checks.
Traditional retail, mail ord e r, service industry and We b -
based merchants all can use the Payments Gateway
p l a t f o r m .

PA RT N E R S H I P S
Fiserv and SVPCo to Share Check Images

Customers of F i s e r v, Inc. and S V P C o will be able to
exchange and settle check images through the SVPCo
network. The two companies have partnered to estab-
lish an integrated system "connection" that will allow
participating financial institutions to electro n i c a l l y
exchange check data and images among their client
financial institutions. 

Fiserv provides outsourced item-processing services for
1,700 clients through a network of 48 check-pro c e s s i n g
centers with imaging capabilities. SVPCo provides elec-
t ronic payment services such as ECP, ACH and imaging.
SVPCo's vision is to have an industry-wide exchange of
check images.

Dresdner Bank Renews with FDC

Dresdner Bank AG signed a five-year processing agre e-
ment with First Data Corp. , renewing its four-year re l a-
tionship with FDC. First Data will continue to deliver
c redit card processing for Dresdner Bank's customers in
G e r m a n y.

New Gift Card POS Solution

Gift card and loyalty processor Givex USA C o r p. and
t o u c h - s c reen point-of-sale software provider R P O W E R
Restaurant POS announced plans to integrate their
p roducts to create a POS system for the hospitality
i n d u s t r y. The companies expect the new solution to be
available summer 2003. It will be marketed directly by
RPOWER's dealers. In addition, Posera, Inc. integrated
its 2003 Maitre'D software with Givex's frequent diner
points processing services. 

Global eTelecom Signs Two for ECC

DestinBank...The Financial Centre will pro v i d e
E l e c t ronic Check Conversion to its customers and a net-
work of banks across the U.S. by licensing in-house
Global eTelecom, Inc.'s proprietary electronic check
conversion technology. Global eTelecom's check servic-
es are licensed under U.S. Patents 5,484,988; 6,164,528;
6,283,366; and 6,354,491 from LML Payment Systems
Corp. 

Global eTelecom also renewed a two-year agre e m e n t
with Cynergy Data and will continue to provide pro-
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cessing and support for Cynergy's Electronic Check
Conversion pro g r a m .

China's Largest Bank Picks Hypercom

Hypercom Corp. said it expects multimillion-dollar
o rders for thousands of its Hypercom ICE 5500Plus and
ICE 5700Plus card payment terminals to come out of its
partnership with Industrial and Commercial Bank of
China (ICBC). ICBC plans to offer Hypercom's termi-
nals to merchants in China. Hypercom will be ICBC's
p re f e r red equipment provider for the second year in a
ro w.

Moneris to Process for Intrawest Resorts

Moneris Solutions Corp. will process Visa and
M a s t e r C a rd and debit card payments at all of I n t r a w e s t
C o r p .'s Canadian properties. Intrawest is a developer of
village-style resorts and has multiple points that accept
c redit and debit card payments, such as hotels, re s t a u-
rants, stores, equipment rental, lift ticket and greens fees
p a y m e n t s .

NPC, Payerpath Team Up 

As part of a multiyear co-marketing agreement with
National Processing Co., LLC, Payerpath, Inc. w i l l
market NPC's HealthePay service (formerly known as
AcceleratedPay) to its payer partners. Payerpath is a
p rovider of financial transaction solutions over the
Internet for the health care industry.

Smart Cards Hit the Midwest

First National Bank Omaha, a division of First National
of Nebraska, will issue 100,000 Visa smart cards fro m
Oberthur Card Systems to its customers over the next
two years. One service the bank will offer through the
smart cards is FileIT, a "convenience storage" applica-
tion that allows cardholders to securely store personal
data such as birthdays, a social security number or fre-
quent flyer details in their card's memory.

M E R G E R S / A C Q U I S I T I O N S
Two Clearing Houses to Merge

Two of the oldest clearing houses in the U.S., – T h e
Clearing House and The Chicago Clearing House,
announced plans to merge. The organizations were
formed separately in the mid-19th century – before the
Federal Reserve – to facilitate the exchange of pay-
ments. To d a y, both are owned by banks and both clear
and settle checks. 

The Clearing House, through the National Check
Exchange, processes $7.8 billion daily for its 35 partici-
pants in the Northeast. The Chicago Clearing House
p rovides check clearing and settlement services totaling
m o re than $2.5 billion daily for seven member banks

and 400 affiliates throughout Illinois, Indiana,
Michigan, Minnesota, Ohio and Wi s c o n s i n .

Paymentech Adds 15,000 Merchants

Payment processor Paymentech Canada a c q u i re d
Citibank Canada's MasterCard merchant portfolio
(excluding Citi Global relationships) of 15,000 mer-
chants. In October 2002, Paymentech Canada acquire d
Scotiabank's Visa portfolio. The combination of these
m e rchant portfolios will allow Paymentech to pro v i d e
consolidated billing and settlement to Canadian mer-
c h a n t s .

PRE Expands in Puerto Rico Market Share

PRE Solutions, Inc. acquired Innovative Solutions,
I n c ., one of its largest competitors in Puerto Rico. PRE
Solutions said that with the acquisition, it now has more
than 50% of the prepaid market share on the islands.
PRE Solutions' prepaid products and services such as
w i reless, long distance, home telephone, Internet and
M a s t e r C a rd branded-cards are provided in all 78
municipalities of Puerto Rico and United States the
Vi rgin Islands.

TSYS Adds Enhancement

T S Y S a c q u i red Enhancement Services Corp. (ESC),
p rovider of loyalty and gift card programs. ESC will
operate as a wholly owned subsidiary of TSYS, and
ESC's President and CEO, Steven Wilson, will continue
to manage day-to-day operations.

A P P O I N T M E N T S
Lynk Hires VP for MSP Sales Team

Lynk Systems, Inc. announced the appointment of To m
Della Badia to Vice President of its newly formed MSP
Sales Channel. Before joining Lynk, Della Badia served
3 1/2 years as Regional Vice President for NOVA
Information Systems' New York Regional Distribution
C e n t e r.

Visa Hires Brand Expert

Visa International appointed John Elkins head of
Global Brand and Marketing. Elkins is founder and for-
mer CEO of Interpublic Group's FutureBrand, a global
brand consulting firm with clients such as Bank of
America, UPS, Microsoft, Telefonica, British A i r w a y s
and Samsung. Elkins previously served as CEO of the
Naisbitt Group. 

eFunds Snags Industry Veteran 

Eric S. Bleicher joined eFunds Corp. as Vice Pre s i d e n t
of National Sales for eFund's EFT solutions business
line. Bleicher has 24 years of experience in the financial
services industry. Before joining eFunds, Bleicher was
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From POS equipment supplies and deployment to on-line order management, Vital 

has what it takes to keep business moving. Our responsive support team can get your

merchants what they need, when they need it. To find out more about Vital Merc h a n t

S e rvices, call 800-348-1700.

CAPABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

• Web-based Order Entry
via VitalSync

• Just-in-Time Inventory
Management

QUALITY EQUIPMENT FROM:

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTek



Vice President of ISO Business Development for NYCE
Corp. He also has served as Vice President and General
Manager of US Processing/First Data Resources and
has held positions with M&I Data Services and A . O .
Smith Data Systems.

PPI Lands Bankcard Exec

Payment Processing, Inc. (PPI) h i red Lisa J. Brzezicki
as Vice President, Strategic Business Development.
Brzezicki has 20 years of card industry experience in
a reas such as business development, marketing and
sales. She most recently served as Vice President, New
Markets for MasterCard International. Brzezicki also
held various management positions for 11 years at
American Expre s s .

MagTek's Hart Named President/CEO

Annmarie D. “Mimi” Hart was named Chairman,
P resident and CEO of M a g Tek, Inc. Hart has been asso-
ciated with MagTek for more than 28 years, most re c e n t-
ly serving as a Director since 1999 and as a strategic
advisor to MagTek's executive management team. She
began her career at the company in 1975 as a Sales
Executive. Hart succeeds Thomas McGeary, who passed
away in December 2002.

Catuity Elects New Chairman
Duncan P. F. Mount, a major Catuity Inc. s h a re h o l d e r
and a non-executive board member, was elected to serve
as Chairman of Catuity's Board of Directors. The com-
pany changed the role of Chairman to be a
Nonexecutive Chairman; and as part of this transition,
David L. MacSmith voluntarily stepped down as
C h a i r m a n .

The Catuity Board now consists of five directors, with
one executive director and four independent non-exec-
utive dire c t o r s .

JCB Promotes Omoto

JCB International, the largest card issuer and acquire r
in Japan, promoted Masahiro Omoto to Executive Vi c e
P resident and General Manager of the A d v a n c e d
Technologies Department. Omoto had served 16 years
of his 18-year career with JCB in the International
Department. Most re c e n t l y, he has been responsible for
smart card migration outside of Japan, including pro d-
uct launches and pilots in Taiwan, the U.S., U.K. and
S w i t z e r l a n d .

Capital One Recruits New CFO

Gary L. Perlin will serve as Capital One Financial
C o r p .'s New Executive Vice President and CFO, eff e c-
tive July 1, 2003. Perlin replaces David M. Wi l l e y, who
resigned in March after receiving a Wells notice from the
S E C .

Perlin currently is CFO and a Senior Vice President of
the World Bank in Washington, where he has served for
13 years. Before joining the World Bank, he worked at
the Federal National Mortgage Association (Fannie
Mae) for more than 11 years.

Cynergy Data Appoints VP Sales

Cynergy Data h i red Donald Saunders as Vice Pre s i d e n t
of Sales, overseeing the national re c ruitment efforts of
Independent Sales Organizations and sales agents.
Saunders has more than 10 years of bankcard industry
experience. Saunders previously served as Vi c e
P resident of Sales for Electronic Data Resourc e s .

Spectrum Adds VP Business Development

Spectrum Merchant Services, a division of Spectru m
Business Solutions LLC, appointed Pamela Smith a s
Vice President of Business Development. Smith has 15
years' of industry and banking experience. She most
recently served as Dire c t o r, Business
D e v e l o p m e n t / Western Region for Paymentech
P rocessing Services. She also was the AV P B a n k c a rd
Manager and Business Development Officer at Bank of
the Cascades in Oregon, overseeing both the issuing
and acquiring pro g r a m .
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How can I convert merchants
and convert their checks as well? 

I team with E ZCheck.® EZCheck is an industry leader
with the knowledge and experience to deliver the most
dependable Check Conversion and Check Guarantee
products available today. Check Conversion is the most
successful and powerful selling tool to hit the market in
years. The service is not only valuable to me, and my
sales organization, but it brings tremendous benefits to
my merchants as well. Choose EZCheck and you, too,
will enjoy some of the best advantages the industry
has to offer.

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

24 hours
• Flexible equipment and platform requirements
• No hidden fees
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Just call 1-800-797-5302 ext. 313.
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Th ree more industry experts re c e n t l y
joined The Green Sheet Advisory Board ,
a cross-section of industry re p re s e n t a-
tives that makes significant contribu-

tions to the breadth and depth of both The Gre e n
Sheet and GSQ. The Green Sheet staff compiles
questions posed to us by our readership, and
a p p roximately every six weeks we send a selection
of these questions to the Advisory Board. Their
responses are used to develop articles for our pub-
lications. 

The newest Advisory Board members:
• Penny Baker, President/CEO, National Bankcard
Systems, Inc.
• Wayne Damron, Senior Vice President of Sales, Ly n k
S y s t e m s
• Doug McNary, Executive in charge of third - p a r t y
sales channel, First Data Merchant Services

Advisory Board members agree to give some of their time
to serve our readership, the payment processing indus-
try's Merchant Level Salesperson (MLS). We truly appre-

ciate their willingness to help strengthen our
industry by supporting our publications with
their industry knowledge and insight. Here is a
brief introduction to these new members: 

Penny Baker founded National Bankcard
Systems, Inc. in 1997. Headquartered in A u s t i n ,
Texas, the company was ranked 27th on Inc.
magazine's 2002 list of America's 500 fastest-
g rowing private businesses. 

A c c o rding to the Austin Business Journal (Vol. 22, No. 34,
November 2002), "With $220,000 in revenue in 1997,
National Bankcard Systems ratcheted sales up to $5.39
million in 2000 and $9.47 million in 2001. Revenue is pro-
jected to hit $12 million this year [2002]."

Penny has attributed the rapid growth of the company to
his yellow pages advertising in 50 markets at one time. In
t rue entre p reneurial spirit, he isn't averse to a certain
amount of risk.

Wayne Damron has more than 20 years of sales and mar-
keting management experience in the financial servic-
e s / b a n k c a rd processing industry. He began his career as
a Marketing Officer with The First National Bank of
C o m m e rce and went on to become a Senior Sales
Executive for Envoy Corp. Damron also served as Vi c e
P resident, Sales Manager for First American National
Bank, where he managed a considerable merchant pro-
gram. As Vice President, National Sales Manager of CFC
Financial Services in Louisville, he managed the compa-
ny's national sales eff o r t s .

Immediately before joining Lynk, he was Senior Vi c e
P resident of Sales and Support for MagCard Services, a
wholly owned subsidiary of First USA M e rchant Services.
D a m ron currently heads up all indirect sales agendas for
Lynk, including the LynkPartner program, which has
m o re than 400 banks and associations as referral partners.

B e f o re that, as Vice President of Regional Sales, he led
Lynk's sales team to re c o rd levels of new sales. During
this time, he developed a turn-key agent bank pro g r a m
and grew the direct sales force to 33 times its original size,
making it one of the largest direct-sales forces within the
acquiring industry. 

When asked why he wanted to be a member of the
Advisory Board, Wayne responded, "I hope that my 20-
plus years being in the industry would qualify me to at
least have an opinion on the many issues facing our
industry today. It is a most trying time for acquirers and
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for ISOs in particular. The dynamics
of how we do business are changing,
and we are faced with adaptation or
stagnation. I would like to think that
as good as this industry has been to
me, it is my duty and honor to give
something back."

D a m ron would like to see The Gre e n
Sheet become "the driving force for

establishing high ethics that all ISOs [MLS's] should fol-
l o w." He continued, "There are various organizations that
seem to be trying to do something in this re g a rd but none
that I give a really good chance of making a diff e re n c e .
U n f o r t u n a t e l y, education is not the sole solution.
E n f o rcement of the current rules and regulations would
be a great enhancement." 

(An "Industry Leaders" profile of Wayne appears in this
issue, beginning on Page 18.)

Doug McNary is the executive in charge of First Data
M e rchant Services third-party sales channel, comprised
of Cardservice International, TASQ Technologies and
First Data Merchant Processing (FDMP) Omaha.

Doug’s leadership, business development and strategic

expertise drive the First Data third-party sales channel to
o ffer clients a full spectrum of relationship pro g r a m s .
Doug leads the third-party sales channel as it meets the
needs of clients, agents and merchants. 

B e f o re assuming leadership of the third-party sales chan-
nel in 2002, Doug led the Strategic Business Development
g roup of First Data Corp., which focused on mergers and
acquisitions, partnerships, joint ventures, new pro d u c t s ,
p roduct enhancements and other revenue-building mod-
els. 

B e f o re October 2000, Doug was President of We s t e r n
Union North America, where he was responsible for all
sales, agent management, marketing, customer service
and business-development functions for Western Union's
consumer money transfer, money order and electro n i c
benefits transfer businesses in the United States, Mexico
and Canada. He joined First Data in 1985, and before that
he worked for Xerox Corp. in Omaha.

McNary chose to join the Green Sheet Advisory Board
because "it is a great opportunity to collaborate with my
peers, improve education among [MLS's] and independ-
ent contactors and to establish and position industry stan-
d a rds and ethical practices. 

"As an industry, we need to improve the way ISOs and
agents [MLS's] work and in the process enhance our pro-
fessionalism and integrity, and I would welcome the
opportunity to contribute to that eff o r t . "

When asked what the Green Sheet can do diff e rently to
better serve the ISO/MLS community, he said that, "The
G reen Sheet has been a great foundation for growth and
legitimacy in this industry. Its continued commitment to
inform and educate professionals at every level in this
industry about our strengths, challenges and opportuni-
ties would serve us well. 

"I would like to be part of the board’s effort to communi-
cate to our industry specifically, practically and eff e c t i v e-
l y. "

We welcome each of these executives to the A d v i s o r y
B o a rd and look forward to their contributions in the
months to come.  
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Wayne Damron readily admits that sales is
his life. And while he has built a care e r
a round the art of selling payment services,
he has seen the industry evolve from the

early days of paper credit card drafts and phone authori-
z a t i o n s .

Knowing an industry that well, of course, has helped him
t h rough the years. Beyond that, it has been the satisfac-
tion that results from closing deals and, perhaps more
important, meeting people that has fueled his love for
what he does. 

D a m ron's contributions as Senior Vice President of Sales
at Lynk Systems, Inc. have enabled the company to gro w
and expand into new areas. His role there has changed a
little, too, but a successful sales effort always will be his
primary focus even though he isn't pounding the pave-
ment the way he used to. As Lynk has added personnel,
D a m ron has watched over sales managers in expanded
territories and has supervised the formation of a new
M S P p rogram. 

D a m ron, who was born and raised in Kentucky, has been
in the payment industry since 1982. He attended college
(University of West Florida) on the G.I. Bill. "I wanted to
do it and be debt-free when I got done. I was taking 24
units a quarter. I had one quarter left and ran out of
m o n e y," he said.

Instead of applying for financial aid, he said, he went to
New Orleans and "went to all the tall buildings there , "
knocking on doors looking for work. His efforts paid off
when one of the doors in one of the tall buildings opened
for him. The Bank of New Orleans off e red him a job as a
sales rep selling merchant credit card services. He had
found his niche. Three months later, Damron said, his
boss was fired and he was asked to replace him. He never
looked back.

Not only did those days mark the beginning of his care e r,
but they also were the beginning of the payment industry.
"When I started, in 1982, you had to physically take your
c redit card receipts to the bank and turn them in to get
c redit," he said. "In 1984, the World's Fair was held in
New Orleans. I sold electronic draft capture technology to
them – it was a first. This opened the door to electro n i c
settlement and to consolidating merchant accounts."

Over the years, Damron learned a lot about many jobs
within the industry. "I was a salesperson on the stre e t ,
then I managed salespeople. I also learned to do actual
support, like operations and risk management. I saw
many points of view. I learned by hook or by crook. I was
a jack of all trades, a master of none," he joked.

In 1994, Damron joined Lynk Systems, which had been
formed three years earlier and was beginning to gro w. He
started on Lynk's credit card side but said his range of
experience within the business, combined with his pas-
sion for sales, definitely worked in his favor. "My wide
knowledge base of the industry served Lynk well in those
early days," he said. 

Lynk Systems provides single-sourced electronic pay-
ment, cash dispensing and e-commerce solutions, includ-
ing merchant account processing, ATM services and a
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range of stored-value card options.

"Our founder and CEO, Edward Uzialko, came from a
technology background; that was a big plus," Damro n
said. "We planned carefully and purposefully. From the
beginning, many people said we were crazy to enter into
a business ruled by giants. The others were focused on
acquisitions. But we took a contrarian view. We were
p robably more single-sourced than any of our huge com-
p e t i t o r s .

" To characterize Lynk informally, two things come to
mind. The first is, 'Inch by inch, anything's a cinch.' The
second is, 'Ready, fire, aim!' "

D a m ron said Lynk set out from the beginning to establish
survivability for the long haul; the philosophy of "slow
and steady wins the race" has served the company well.
He said Lynk is now the 16th-largest acquirer in the coun-

try with 80,000-plus merchant sites and 15,000 off - p re m-
ise ATMs. The company's corporate staff numbers more
than 500.

"All our growth has been organic," he said. "We worked
under the radar screen, developing our own solutions.
For example, there were inherited legacy platforms that
didn't offer contemporary solutions. So instead of buying
back-end settlement applications, we spent two years
developing our own. Also, there was call center software
out there that didn't address the needs of the users. We
developed a solution that supported our 24-hour help
desk access."

D a m ron's own work schedule was practically 24 hours,
too. He "lived and breathed it," he said.

"During those formative years with Lynk, I was a
' Lynkaholic,' " Damron said, describing the long hours
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that he – and everyone else there – was putting in. That
was especially true for the sales department, where 99%
of the credit card business was generated by the compa-
ny's in-house sales force. Work weeks of 100 hours were
not unusual. 

"My first love is sales," he said. "Being in sales allows
m o re cre a t i v i t y, more positive feedback and a sense of
accomplishment. There's a sense of immediate gratifica-
tion – you don't have to wait to see the results of your
e fforts. There's also a sense of fulfillment in aligning
yourself with a good company. 

" You end up with a 'win' in each column."

D a m ron knows well the highs and lows salespeople face
and the challenges involved in staying focused and moti-
vated. He said he tries to share his knowledge and expe-
rience with new sales staff members. These days, he finds
real satisfaction in conducting training sessions.

"When I'm speaking in front of a group of salespeople, it's
a real positive thing for me. I know the ro l l e r- c o a s t e r
these folks are on. I try to be a motivator and a positive
influence," he said.

Lynk has an in-house W-2 sales staff of more than 600,
including 35 managers and 60-70 territory managers
t h roughout the country. Damron is heading a new MSP
p rogram that will increase the company's pre s e n c e
nationwide. While Damron acknowledges that the pri-
mary training takes place on the street, Lynk has devel-
oped sales materials and online tools to assist its agents.

" We've reached a point of maturity," he said. "We feel the
systems are in place and we need more points of distri-
bution. The partner program is designed to form partner-
ships with financial institutions, VARs and associations.
They will endorse us to their customer base and then
s h a re in the profits of the re f e r red merchant. Our MSP
p rogram, for the first time, will allow indirect distributors
to market Lynk's products and services under their own
b r a n d s . "

T h e re's also the part of selling that involves dealing with
other people – good interpersonal skills are essential.
Successful salespeople know that not only do you have to
have a good product to re p resent, people always do busi-
ness with people they like. 

D a m ron is a people person. Underneath his affable man-
ner is a guy who knows the payments industry inside and
o u t .

D a m ron's contributions as Senior Vice President of Sales
at Lynk have helped the company expand in several ways
– its products and services, its personnel, its physical
space re q u i rements. The point of selling is to make money
for the company. When the company sells a lot, every-
one's happy. It begins to gro w, the number of customers
or accounts increases, and then more staff people are
needed. 

And now, Damron said, the downside – if you can re a l l y
call it that – of the ongoing success and growth of Lynk is
the fact that he doesn't know everyone in the office by
name anymore. It’s not surprising and even understand-
able: Lynk is now the sole occupant of a 105,000-square -
foot, four story office building, as well as an off - s i t e
2 5 , 0 0 0 - s q u a re-foot shipping and warehouse center. A n
a rea that size can hold a lot of people.

D a m ron said the days of the 100-hour work weeks are
o v e r, and it's allowing him to focus on other important
a reas. Damron's family, for instance, consists of kids and
grandkids of all ages: He has a 9-year-old son, a 5-year-
old daughter, a grown daughter and four grandchildre n
ages six months to 10 years; his grandchildren's uncle and
aunt are younger than their niece and nephew.

"I've been able to add more balance to my life the last cou-
ple of years," he said. "I have more time now to give back
to the industry. "
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Nashville, Te n n . - b a s e d
iPayment, Inc.'s (Nasdaq:
IPMT) stock was well
received by investors on

May 12, 2003 for its initial public
o ffering after a brief postponement
because of a slip-up by Bear Stearns,
iPayment's IPO underwriter.
iPayment's public offering was the
first after two straight months of no
IPOs in the U.S, the slowest IPO
market in this country in nearly 30
y e a r s .

The debut of iPayment shares closed
at $21.02 – a $5, or 31.4%, jump over
its $16 offering price, with 6,532,700
s h a res trading hands.

In December 2002, iPayment filed S-
1 documents with the Securities and

Exchange Commission for an initial
public offering of stock to take place
in early 2003. The IPO was sched-
uled for May 9, 2003, with Bear
Stearns Cos. serving as the under-
writer on the deal, valued at $68 mil-
l i o n .

H o w e v e r, Bear Stearns delayed the
IPO by one day after one of its sen-
ior analysts, James Kissane, pro m o t-
ed it in an investor "road show" on
the Web; the delay gave iPayment
o fficials time to disclose the inci-

dent. On April 28, 10 Wall Stre e t
securities firms, including Bear
Stearns, had agreed in a $1.4 billion
settlement to prohibit stock re s e a rc h
analysts from partaking in IPO
"Company- or Investment Banking-
s p o n s o red road shows." Bear
Stearns is paying $80 million of that
s e t t l e m e n t .

Since the IPO craze of the late 1990s,
securities regulators have begun
looking into any abuse of investors
by investment companies, and
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many see the April 28 settlement as
another step forward on Wall Stre e t .

Although the new regulations will
not take effect until a few more
months, the "road show" blunder
was an uncomfortable situation for
Bear Stearns. The company has since
apologized and agreed to imple-
ment the regulations immediately.

The Green Sheet featured iPayment
in the top 25 of the 2002 Billion
Dollar Bank Card Acquiring Report
(GSQ Vol. 6, No. 1, January 2003).
The company processes credit and
debit card payments for small to
medium-size merchants in the U.S.,
p roviding them with such services
as card authorization, data capture ,
settlement, risk management, fraud
detection and merchant assistance
and support.

iPayment services appro x i m a t e l y
56,000 merchants that generate
$250,000 or less of charge volume
per year with average transactions

a round $75 (as of December 31,
2002). Many of iPayment's mer-
chants accept credit card payments
over the phone and the Internet.

On April 23, iPayment reported net
income of $900,000 for the first quar-
ter of 2003 on revenue of $46.7 mil-
lion, compared to a loss of $700,000
on revenue of $16.5 million for the
same period last year; operating
expenses increased to $42.1 million
f rom $15.8 million. Most of the
i n c reased revenue and operating
expense came from acquisitions.

For its IPO, iPayment originally
o ff e red 4.5 million shares at $16 per
s h a re (before underwriting dis-
counts and commissions) but then
i n c reased the offering another
500,000 shares after a showing of
s t rong demand, for a total off e r i n g
of 5 million shares. 

The company raised $80 million and
said it intends to use $46 million of
the net proceeds from the offering to

repay some of the $78 million it
owes in outstanding debts; it will
use $5 million for working capital
and the remainder for general cor-
porate purposes, including more
potential acquisitions.

The company was founded in 1992.
Since its incorporation in 2001 – fol-
lowing funding by venture capital
firm Summit Partners of Palo A l t o ,
Calif. – iPayment has acquired six
m e rchant credit card servicing com-
panies, four portfolios and several
smaller portfolios of merc h a n t
accounts. 

In August 2002, iPayment tried to
buy Humboldt Bancorp's pro p r i-
etary merchant processing operation
for $34 million in cash, but the deal
did not go thro u g h .

iPayment is still in a quiet period
because of the IPO, and company
o fficials said they were unable to
comment on the IPO for this story.
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Welcome to the newest member of The Gre e n
Sheet family! As part of the "Education"
section, this bimonthly column will be the
voice of The Green Sheet's core re a d e r s h i p .

It is dedicated to the Merchant Level Salesperson (MLS)
whose feet are firmly planted out on the street and whose
opinions, observations, concerns and critiques need to be
h e a rd. It is appropriately titled "Street Smarts." 

Its creation came about over dinner at the recent ETA
annual meeting in Las Vegas. I had the privilege to sit

down that night with Paul Green, Editor-in-Chief of The
G reen Sheet, and Julie O'Ry a n - D e m p s e y, its General
M a n a g e r. We were discussing the recent 2002 Reader
Survey and the extraordinary statistic that 74% of the
readers work for an ISO/MSP o rganization. 

I assumed, based on the tremendous response my com-
pany had received from articles and advertisements over
the years, that The Green Sheet's audience was larg e l y
made up of Merchant Level Salespersons. The survey
p roved my assumption correct. 

We talked about how the newly renamed MLS Foru m
(online at www. g reensheet.com) has become an invalu-
able site for sales professionals in the payment pro c e s s i n g
business to get together and discuss topics of interest in a
c o n s t ructive, inquisitive and/or educational atmosphere .
Then we asked, "Wouldn't it be even more valuable to
have a similar forum published in each issue of The Gre e n
Sheet?" Now there is ... and I will be hosting it for you.

I am sure your first question is, "Who is this guy and why
should he be hosting it?" Yo u ' re probably wondering if I
even know what's relevant to the Merchant Level
Salesperson. 

H e re's the answer: I am a guy who came from the stre e t s
and still can be found there. When I started my company,
Total Merchant Services, I didn't immediately set up an
agent program. I did not just quit my executive position
at Cardservice International. I didn't just leave an easy job
at a bank or credit card processing company.

I set up my company in a two-bedroom apartment in
West Philadelphia. There were bars on the windows in
that neighborhood, and I used to run to the car to keep
safe. I spent the first two years selling the first thousand
m e rchant accounts on my own. I learned a lot during that
time. I learned how valuable and how difficult a job it is
that you, as an MLS, are doing. The fact that I sold thou-
sands of merchant accounts myself is certainly not the
only reason why I am qualified to host "Street Smarts." 

M o re important, I understand and appreciate what's hap-
pening out on the street today because I continue to man-
age and work with more than 400 diff e rent MLS sales
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o ffices all over the country.

I do not speak for myself. I speak for
everyone I'm hearing from each
week. My feet may not be hitting the
s t reet every day, but I am talking to
every guy who's out there every
d a y. I am entrenched with them and
I know what they're going thro u g h .
I listen to them and, in doing so,
have found a lot of common thre a d s ,
common issues. The basis for this
column will be those issues.

I also want you to know that this is
not my first time putting pen to
p a p e r. For a number of years I've
been writing articles, giving pre s e n-
tations, even putting together edu-
cational sales conferences. 

Why do I do it? In 1997, I first met
Paul Green at a Green Sheet seminar
in Princeton, N.J. I asked Paul why
he was conducting this type of edu-
cational conference, why he cared so

much about the Merchant Level
Salesperson. 

He told me he wanted to give back
something to an industry that has
given so much to him. He was actu-
ally the first ISO ever to exist in the
United States. Paul's example
encouraged me to do more of the
same and to give back to an industry
that has given me so much.

Since then I have been committed to
doing just that. I am a founding
member of The Green Sheet
Advisory Board. I am a teacher with
the ETA University's A u d i o
C o n f e rences. I was a speaker at The
G reen Sheet 2000 National To u r.
And I have been doing pre s e n t a-
tions at the ETA c o n f e rences on var-
ious topics over the last two years,
in particular a well-received pro-
gram titled "The Future of ISOs." 

N o w, with the creation of "Stre e t
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Smarts," I'll be able to do even more for the core of our
i n d u s t r y. I am very excited about it and hope you will be
as well. 

So there you have it. I plan to hold ongoing conversations
with you. I promise these conversations will be re l e v a n t
and up-to-date. I will continually solicit your input for
issues you would like to see discussed. I will review top-
ics that appear on the MLS Forum. And, in the process, I
also will offer my own insights and opinions. 

Some of the topics "Street Smarts" will address in the
coming months include equipment, lead generation, com-
pensation, new products/services, training and trade
associations. In our industry, there are dozens of things a
M e rchant Level Salesperson needs to be successful. Some
a re critical, others are not. 

Paramount to all strategies is one issue that is key. My
next column will address that topic. It will discuss the key
that not only will unlock your success but will ensure
your survival in this phenomenal business of ours.

Since this column always will be dedicated to your issues,
it needs your involvement and assistance to work. So ro l l
up your sleeves with me and let's get started!

To share your opinions, to make sure we're discussing an
issue you are passionate about, I need to hear from you.
Please send your responses to: Stre e t s m a r t s @ t o t a l m e r-
chantservices.com. Your voice will be heard .

"A journey of 1,000 miles starts 
with one small step." 

-- Chinese Proverb

I'll see you next time where the rubber meets the ro a d .

Ed Freedman is founder and President/CEO of Total Merchant
Services, one of the fastest-growing credit card merchant account
acquirers in the nation. Ed is the driving force behind all business
development activity as well as the execution of Total Merchant
Services' marketing plan, including recruiting and training inde-
pendent sales offices and establishing strategic alliance partnerships
with leading vendors so that Total Merchant Services can provide its
customers with the highest quality and most reliable services avail-
able.

To learn more about Total Merchant Services, visit www.totalmer-
chantservices.com.  To learn more about partnering with Total
Merchant Services, visit www.upfrontandresiduals.com or contact Ed
directly at ed@totalmerchantservices.com
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The U.S. Congress is debating whether to re n e w
p rovisions of the federal Fair Credit Reporting
Act (FCRA) that enable the sharing of con-
sumer financial information. The pro v i s i o n s ,

which prohibit states from passing their own stro n g e r
consumer protection laws, are due to expire on January 1,
2 0 0 4 .

The laws as they are currently written set national stan-
d a rds for businesses that share their customers' financial
information among themselves, including credit re p o r t-
ing agencies and credit issuers such as retailers or lenders.
Only these provisions of the FCRA a re being debated by
the House Financial Services Panel. 

C u r re n t l y, states are barred from passing their own legis-
lation to deal with issues involved in sharing of con-
sumers' financial information. The FCRA was passed in
1970; the preemption provisions were added in 1996 to
a d d ress the increasing number of incidents of identity
theft and continuing problems with accurate cre d i t
reporting.  

P roponents of the provisions as they now exist say that
they let shoppers easily make purchases on cre d i t .
Business re p resentatives and lawmakers who favor
renewing the provisions say that a lack of uniform guide-
lines will raise costs and interest rates and decrease the
availability of consumer credit. 

Consumer advocates say that states should be free to
adopt stricter credit reporting laws that go beyond the
FCRA. Opponents of the laws include consumer gro u p s
who say the laws don't go far enough to protect individ-
uals' privacy, financial information and Social Security
numbers, which leads to identity theft, credit score erro r s
and higher interest rates.

Lenders and businesses, though, believe the nationally
uniform laws help prevent thieves from using other peo-
ple's credit cards or personal information. “You want to
have lots of people participating so you can improve the
accuracy of credit decisions,” Katherine Lugar of the
National Retail Federation said in a news wire statement.

On the other hand, “Sloppy information practices lead to
consumers paying too much for credit or even being
denied car or homeowner's insurance, a job or the right to
open a bank account,” according to a position paper pub-
lished by the U.S. Public Interest Research Group, a con-
sumer advocate organization lobbying against the pro v i-
s i o n s .

The Bush administration has not yet officially endorsed
renewing the laws. Wayne A b e r n a t h y, the U.S. Tre a s u r y ' s
Assistant Secretary for Financial Institutions, spoke to the
House Committee on Financial Services Subcommittee on
Financial Institutions and Consumer Credit and urg e d
t h o rough examination of the issues involved.

“ T h e re could hardly be a more important subject to con-
sider than the information infrastru c t u re of our financial
system ... whether considered from the impact on each
family in America or on the economy as a whole,” he said.

Federal Reserve Chairman Alan Greenspan told Congre s s
in April that he favors a national standard for sharing
c redit information, rather than allowing states to pass
their own laws, in order to keep the flow of information
o p e n .

Michael Oxley (R-Ohio), Chairman of the House
Financial Services Committee, said updating this law is
his panel's top priority. “This is the most important piece
of legislation this committee will deal with this legislative
session,” he said in a wire service story.
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Congress Studying Financial Privacy Laws



Features:
•  Contains all documents necessary to process merchant applications
• Available 24x7 from any PC with Internet Access
•  E-mail or fax filled-out applications directly to merchants for signature
•  No more incomplete applications – save it – add info – submit it
•  No more handwritten apps means fewer pended apps
•  On-line Document Retrieval, Reporting and Status Tracking
• “Smart” programming asks for only relevant application information

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

A whole new way

to organize and

submit

applications

NEW! From NET1

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

Easy 4 Step System

1. Fill it - Enter merchant
information online

2. Save it - System holds
your applications

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

4. Submit it!



The effects of Visa and
M a s t e r C a rd's $3 billion
combined settlement
with Wal-Mart and other

major retailers are undulating
t h roughout the financial services
industry like ripples on a pond. 

• Minneapolis bank TFC Financial
C o r p . objects to Visa's settlement
with retailers and filed a "motion to
intervene" with the presiding judge,
U.S. District Court Judge John
Gleeson in New York. The motion
seeks a hearing with Gleeson before
the settlement is finalized. 

TFC's concern is that Visa's settle-
ment will hinder banks (such as
TFC) that issue a large quantity of
debit cards and typically benefit
f rom the fees Visa charges mer-
chants. The bank alleges that Vi s a
and merchants that accept debit
c a rds have a "memorandum of

understanding" that sets short-term
limits on rates merchants pay to Vi s a
and member banks. In its complaint,
TFC argues that debit card fees
"should not be set by lawyers nego-
tiating in a room" and that "new
pricing should be set by the market-
p l a c e . "

TFC also objects to the fact that the
settlement is focused only on debit
c a rds, not credit cards, arguing that
Visa's debit card issuers (such as
TFC) carry the burden for price
changes, not the credit card issuers.

• Paycom Billing Services, Inc.
filed a multimillion-dollar lawsuit
against MasterCard International
alleging antitrust violations, fraud
and excessive fees. Paycom pro c e s s-
es credit card and check transactions
for Internet merchants, most of
which are adult-themed and consid-
e red high risk in the industry. The

company is seeking at least $23 mil-
lion in damages.

In the lawsuit, Paycom also com-
plains that it is unfair for online
m e rchants to pay for losses fro m
fraudulent transactions (where the
customer is not physically pre s e n t )
when credit card issuers do not
re q u i re merchants to pay for losses
f rom fraudulent transactions (where
the customer is present). Paycom
did not include Visa in its lawsuit,
saying Visa's fees and penalties for
c h a rgebacks are more re a s o n a b l e
than MasterCard ' s .

• MasterCard and Vi s a a rgued in a
New York district appellate court to
try to overturn a 2001 ruling in a
lawsuit brought by the U.S.
Department of Justice. The court
o rd e red Visa and MasterCard to
eliminate their policies that pre v e n t
banks issuing Visa- and
M a s t e r C a rd-branded credit card s
f rom also issuing American Expre s s
branded cards. 

Card Associations Face New Actions
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PayPal, eBay's online pay-
ment service subsidiary,
will stop handling pay-
ments for "adult" mer-

chandise – anything from sex toys to
magazines to DVDs – beginning
June 12, 2003. The company alre a d y
had stopped processing payments
for downloads of pornographic
material such as digital photos,
s t reaming video and Web site sub-
scriptions as of May 12. 

PayPal said massive fraud is the
driver for its change in policy – there
is too much of it when dealing with
adult-oriented purchases. 

Like several other payment compa-
nies, PayPal has been cracking down
on facilitating payments for "adult"
goods. In November 2002, Visa clas-
sified any online seller of digital

images as a high-risk merc h a n t ,
which means that these types of
m e rchants must register dire c t l y
with Visa instead of using third par-
ties for billing. The association even
re q u i res some adult merchants to
pay a $500 initial registration fee
and $50 each year. 

PayPal's competitor, Ya h o o !
P a y D i rect, also does not accept pay-
ments for adult content.

eBay said it still will list items in its
" m a t u re audiences" category, but
buyers of this merchandise will have
to send a check or money order or
use a credit card instead of using
PayPal's payment service although
some online merchants may not
accept these dire c t l y.

A spokesperson for eBay said the

company's decision includes items
both "on and off" eBay. About half of
PayPal's transactions are for pay-
ments beyond eBay.

PayPal will continue to handle pay-
ments for condoms, risqué (but not
pornographic) works of art, and
magazines with publication dates
b e f o re 1980, which are considere d
collector's items.

In addition to adult themed mer-
chandise, PayPal also does not
accept payments for tobacco, lottery
tickets, used air bags and human
corpses; it also does not take pay-
ments for online casinos. Because of
the uncertain legal implications,
eBay ended PayPal's policy of
accepting payments for online gam-
bling when it acquired the company
in October 2002.

PayPal Stops Accepting Payments for Adult Products





Get ready.



Your upfront bonus and 
r e s i d ual income are about to take of f.

Total Merchant Services has launched the most lucrative pay plan in the industry.

UPFRONT BONUS
We've set aside more than $1 million to pay you upfront
money for simply writing an account on our program. Our
production bonus program has no limits. It’s NOT a signing
bonus. You earn $100 per deal, every single month. Writing
only 10 deals a month makes you $1,000 more each month.
And the sky’s the limit!

You can make even more with our conversion bonuses. For
each merchant currently processing over $10,000/month,
we pay you $150 to $250. We’ll also pay you an extra $1,000
bonus on your first 10 leases. [Leasing program funded by
Lease Finance Group (LFG), a division of CIT.]

RESIDUAL INCOME
Take advantage of our “choice” program to maximize your
earnings. You get to choose, on a merchant-by-merchant
basis, either our lucrative revenue-sharing program, or 
our aggressive buy-rate program. On average, our sales
partners earn $30 to $40 per month on each account!

FREE SERVICES
Count down our list of free services. Marketing materials;
color brochures; business cards; customizable website;
conversion assistance and merchant training; pin pad
swap-out and encryption; dedicated sales partner terminal
support team; wireless activation fees; Internet payment
gateway software from Authorize.net and Plug ‘N Pay 
a web-based transaction information management tool 
for your merchants; sales training events including 
payment for your airf a re, hotel and meals; and many 
other FREE services you can find out about by calling or 
visiting our website.

WANT YOUR UPFRONT AND RESIDUAL INCOME TO TAKE OFF?

CONTACT TOTAL MERCHANT SERVICES TODAY.

1-888-84TOTAL, ext. 411
www.upfrontandresiduals.com

255 Gold Rivers Road | Third Floor | Basalt, Colorado 81621 





been in excess of 130 million
smart cards issued in the U.S.
and Canada alone," said Paul
B e v e r l y, Chairman of the Board
for the Smart Card Alliance and
Vice President of Smart Cards at
S c h l u m b e rgerSema in North

America. "You can basically say that one out of every
t h ree Americans somehow has a smart card." (This is
l a rgely because of the launch of smart card programs by
c a rd issuers such as American Express and Visa.) 

The Smart Card Alliance is a not-for- p rofit org a n i z a t i o n
whose membership spans multiple industries: banking,
financial services, computers and technology, telecommu-
nications, health care, retail, transportation, government
and even entertainment. 

Companies involved in the development of smart card s
include chip manufacturers, card manufacturers, applica-
tion developers, equipment manufacturers, middleware
companies, systems integrators, project implementers,
c a rd issuers, card associations and banks, just to name a
f e w.

"It's not a narrowly defined, single type of technology or
i n d u s t r y, but smart cards carry a very broad spectru m , "
said Randy Va n d e rhoof, Executive Director of the Smart
C a rd Alliance. "You need all these components in the
development of end-to-end solutions, and there isn't a
sole source that you can go to that supplies all of them;
h o w e v e r, it's a very integrated industry where there are
many diff e rent players developing the pieces to the over-
all solution. There's a tremendous amount of R&D and
technical innovation that goes into this industry. "

The Smart Card Alliance is the result of a merger in early
2001 between two smart card groups with similar goals,
the Smart Card Industry Association and the Smart Card
F o rum. Any individual or company that is focused on the
use of smart card technology can become a member of the
Smart Card A l l i a n c e .

The organization's mission is to "stimulate the under-
standing, adoption, use and widespread acceptance of
single- and multi-application smart card technology
t h rough specific projects such as educational pro g r a m s ,
market re s e a rch, advocacy, industry relations and by
bringing together, in an open forum, leading users and
technologists from both the public and private sectors."

M o re than 100 companies are members of the Smart Card
Alliance; it recently added about 25 more organizations to
its membership list, including BearingPoint, Vi V O Te c h
and RSA S e c u r i t y. Through active participation in the

o rganization, members can benefit by gaining more visi-
bility as promoters of smart cards from educational meet-
ings and work groups, numerous networking opportuni-
ties, information sharing and collaboration on re s e a rc h ,
implementation and innovation. Both members and non-
members can attend the annual meeting, access white
papers and participate in teleseminars, conferences and
educational programs. 

The Smart Card Alliance is truly a source for smart card
education and support, and the numbers show it re a c h e s
members and non-members alike. The Alliance's Web site
averages more than 500,000 hits per month. In Febru a r y
2003 alone, it received more than 3,000 requests to down-
load its white papers, and those requests came from all
over the world.

"I believe our white papers have been the most well-
received initiative of the Alliance so far because the mate-
rials that we generate in our task forces are done by col-
laborating with the work of some 20 organizations shar-
ing their input, reviewing the information and coming to
a consensus on the message," Va n d e rhoof said. "What is
being delivered to the industry is a well-re s e a rc h e d ,
e x t remely informative and non-vendor-biased view of
what's happening in the marketplace."

The Alliance recently released two white papers re l e v a n t
to the payment industry, including, "Smart Cards and the
Retail Payments Infrastru c t u re: Status, Drivers and
D i rections" and "Contactless Payment and the Retail
Point-of-Sale: Applications, Technologies and Tr a n s a c t i o n
Models." 

Smart Card Origins
Smart card technology was first used in payphones in
France in the 1970s. Faced with high maintenance costs
for its coin-operated phones, a telecommunications com-
pany developed a card technology to replace the use of
coins in phones with the purpose of decreasing mainte-
nance costs, decreasing vandalism and increasing pay-
phone usage by providing users with more convenience.
The cost of making a phone call had increased, so the
amount of change re q u i red to make a call had incre a s e d ,
t o o .

This was the first instance of a read/write card that peo-
ple could carry with them and use to make purc h a s e s .
The use of smart cards in Europe grew from payphones to
parking systems to general retail and financial institu-
t i o n s .

"Financial institutions saw [smart cards] as a way to
i m p rove the capabilities and security of their credit and
debit card products," Va n d e rhoof said. "And the technol-
ogy has continued to evolve in a number of vertical mar-
kets beyond that."
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The U.S. has gradually adopted
smart card technology for gov-
ernment identification and
access purposes, state EBT pro-
grams, transit programs in met-
ropolitan areas and loyalty card
p rograms. "The U.S. doesn't have
the same fraud problems as

E u rope as a percentage of total transactions, so there's a
d i ff e rent set of motivators and drivers that are moving
smart card technology in U.S. financial markets,"
Va n d e rhoof said.

The Alliance understands moving the U.S. payment infra-
s t ru c t u re to smart cards is neither a simple nor inexpen-
sive process because it re q u i res investments in new tech-
nologies (especially by merchants) and new pro c e s s e s .

H o w e v e r, the Alliance expects smart card espousal and
acceptance to continue to grow in the U.S, with imple-
mentation driven by business cases for new multi-appli-
cation smart cards with services that provide merc h a n t -
and consumer-specific benefits.

Loyalty Programs and Contactless Payments
The main drivers of smart card technology in the U.S.
right now are customer retention or loyalty pro g r a m s ,

which help reduce the amount of credit card turnover,
and contactless payments, which increase consumer
spending and convenience.

"All credit cards and debit cards are pretty much alike in
terms of what they do and what they off e r, so there's very
little stickiness that issuing banks can create with their
c a rd product," Va n d e rhoof said. 

"They see smart card technology as a way to diff e re n t i a t e
themselves from the other products on the market by
o ffering some of the advanced capabilities that the card
delivers such as higher security, the ability to do online
transactions more securely and the potential to have
things like loyalty programs, frequent shopper points and
e l e c t ronic coupons that can be delivered directly to the
c a rdholder and redeemed on the spot."

Retailers and card issuers choose to implement smart
c a rd technology to securely identify their loyal customers
and re w a rd them at the point-of-sale. Smart cards can be
used to pay for purchases made at both physical and
Internet retailers. Some loyalty programs in place include
American Express' Blue card program, Visa's Smart
R e w a rds program and the Ta rg e t / Visa project, which is
the largest deployment of smart cards in the U.S.
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G O O D  T H I N G S  C O M E  I N  T H R E E S .

Pyramids have always been a symbol of power and wealth. That continues today
with Triad, the new thre e - t i e red approval process from MCCS.SM

With Triad, MCCS can handle any size of account with ease—whether you
call on small, medium or even large, big-ticket accounts. Which means you now
have one, convenient source for all your sales. So you can take on more business
than ever before. 

The Triad process uses customized, customer-specific data to provide a highly
effective new system for merchant approvals. Combine that with guaranteed
residual income and the unsurpassed service that MCCS is known for, and you
have a powerful combination for growing a strong portfolio of profitable customers.

For years, MCCS has been a recognized industry leader, with over $2.4 billion
in annual transactions. And now, with our new Triad system, we can offer you
even more ways to grow your business.

To discover the power and wealth of the pyramid, you don’t have to go to
Egypt. Just call 1-866-826-MCCS (1-866-826-6227) or email info@mccs-corp.com
and ask about the new Triad. 

Then watch good things begin to happen.
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THE NEW 3-TIERED PROCESS THAT 
CAN HANDLE ANY SIZE ACCOUNT.
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The Smart Card Alliance also has
been paying close attention to
several contactless payment
pilots that leverage smart card
t e c h n o l o g y. One of these is
M a s t e r C a rd's PayPass pro g r a m ,
which is being tested in Orlando,
Fla., at numerous locations, such
as McDonald's, Chevron, Eckerd

D rug Stores and Friendly's Restaurants ("Tap it or Wa v e
it, Payments Add Up" The Green Sheet, January 13, 2003,
issue 03:01:01). 

The PayPass card contains a magnetic stripe, an embed-
ded chip and an antenna. When card users tap or wave
their card on any compatible payment terminal, account
information is transmitted wire l e s s l y, communicated
d i rectly to the terminal and then processed thro u g h
M a s t e r C a rd's network. 

The solution is even faster than accepting cash, so con-
sumers speed through the checkout process. The tests and
focus groups have shown that average transaction
amounts increase compared to cash transactions, and
PayPass may help attract new customers and incre a s e
their loyalty to a store and the card companies. The
Alliance believes the more versatile the card, the more

likely users will accept it. "I expect these pilots over the
next 12 months to turn into full-scale roll-outs," Beverly
s a i d .

Va n d e rhoof said the Smart Card Alliance is especially
i n t e rested in contactless payment programs at quick-serv-
ice restaurants, which have been primarily cash-based
businesses. 

"One of the obstacles that has limited credit card transac-
tions in fast food has been the slowing down of the trans-
action process," Va n d e rhoof said. "Contactless technology
not only does n o t slow it down, but it can actually speed
up the transaction process. It's even faster than accepting
cash and making change."

He predicts the consumer will have a positive experience
with contactless cards in a fast food environment because
t h e re is no wrong way to present the card. It's a simple
"tap it" or "wave it" method that consumers can embrace
e a s i l y. "You don't have the learning process you'd have to
go through if you were moving away from swipe to
something else," Va n d e rhoof said.

Biometrics vs. Smart Cards
Another emerging technology in the payment industry is
biometrics. Many are asking, "Which technology will pre-





vail, biometrics or smart cards?" 

"Biometrics is a form of re a l - t i m e
identification, so the scope and
the scalability of a biometrics-
activated authentication solution
is limited by how and where you
s t o re the re f e rence biometric
against what you are reading in

terms of the real-time transaction," Va n d e rhoof said.

He described the example of consumers who provide a
biometric data sample to use at the point-of-sale at a par-
ticular grocery store for validating their transactions; in
return, they receive pre f e r red shopper benefits. However,
if these shoppers go to a diff e rent store, it is unlikely that
their biometric information would be stored at that other
s t o re .

This is where smart cards come in. Consumers' biometric
information, such as a fingerprint, voice sample or re t i n a
scan, can be stored on a smart card and get carried with
the consumer, who can use it for payment at other re t a i l-
e r s .

To answer the "Biometrics or Smart Cards?" question,
Va n d e rhoof believes that it probably won't be one tech-

nology or the other that will be adopted – he expects it to
be both. He considers them to be complementary, not
competing, technologies.

Smart Partnerships
The Smart Card Alliance has formed many partnerships
with other companies promoting smart card technology,
such as Global Platform (a smart card standards org a n i-
zation), the International Card Manufacturers A s s o c a t i o n
(ICMA) and the International Smart Card A s s o c i a t i o n s
Network (ISCAN). In a sense, the Alliance's members can
be considered partners, too.

"The Smart Card Alliance is not a standards org a n i z a t i o n ,
but many of our members and partners contribute their
expertise to the development of those standards because
that's what's going to drive the adoption around the
world," Va n d e rhoof said.

In 2002, Va n d e rhoof helped found ISCAN, which unites a
number of organizations in other countries that are simi-
lar to the Smart Card A l l i a n c e .

" We collectively agreed that we share a common mission
in the adoption of smart card technology, so we work
together to share our re s o u rces such as white papers, con-
f e rence programs, teleconferences, new releases, etc.,"
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Va n d e rhoof said. "It will help all
of us be more aware that we
operate in a global economy
rather than in our own geo-
graphic re g i o n . "

The Alliance also serves as an
o u t reach into various vertical
markets, such as the retail and

payment industries, by forming alliances with org a n i z a-
tions such as the Electronic Transactions A s s o c i a t i o n
( E TA), the Retail Trade Association, the National
Association of Convenience Stores and the National
Retail Federation.

"As smart cards become increasingly used and part of the
evolution of payments, then we want to make sure we are
p roviding the necessary information and connections
between our organization and others," Va n d e rhoof said.

Smart Cards Have Arrived
With a broad membership that spans multiple industries
and a number of solid partnerships around the world, the
Smart Card Alliance is focused on four simple priorities:

1. Influencing smart card standard s .
2. Maintaining a voice in their adoption and imple-
m e n t a t i o n .

3. Serving as an educational re s o u rce to the industry.
4. Providing a forum for discussions surro u n d i n g
smart card technology.

One myth the Smart Card Alliance is trying to overc o m e
is that the smart card market is not growing in the U.S.
"The market in the U.S. is absolutely growing, there is no
question about that," SchlumbergerSema's Beverly said.
"In the U.S. over the last couple of years, the market has
experienced a 20-30% growth rate. But it's probably going
to still be another three to five years until all of the
b a n k c a rds have chips in them." 

First National Bank of Omaha, First USA, FleetBoston,
P rovidian and Ta rget Financial Services are some of the
financial institutions issuing credit cards with smart
c a rds. But there still are many more to go. Imagine the
possibilities for the payment industry.

" You know the old question, 'When is the smart card mar-
ket going to come to the U.S.?' Well, that's really old
news," Beverly said. "To d a y, the U.S. market is already in
excess of $100 million. It's a real business now."   

For more information about the Smart Card Alliance, visit
www.smartcardalliance.org
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1  "U.S. Checks Are Only 50 Billion Annually ... Or Are They?", The Green Sheet, February 2, 2002, issue 02:02:01, www.greensheet.com/PriorIssues-/020302-/default.htm
2  See relevant site links at the end of this column for current status of this act’s passage.

Americans wrote 42.5 billion checks in 2001,
a c c o rding to a re s e a rch paper1 published by the
Federal Reserve. Each of these checks typically
passes through 15 or more handling steps as it

clears through the banking system and is returned to the
check writer in a monthly bank statement. Legislation
now pending in Congress, the Check 21 A c t2, promises to
remove billions of paper checks from the banking system.
The legislation, if enacted, would effectively render elec-
t ronic check images the legal equivalent of the original
paper checks.

If you're an executive at a big bank, such as Bank One,
with billions of dollars invested in regional data centers
and staffers dedicated to processing paper checks, man-
aging the transition from paper- to image-based clearing
can be a huge challenge. Banks that fail to meet this chal-
lenge will find that traditional check processing centers
can be a drag on pro f i t a b i l i t y.

This re s e a rch report describes radical changes banks need
to make to profitably manage the transition from paper to
e l e c t ronic clearing. The authors convey a strong sense of
confidence in their recommendations, based upon re c e n t
experiences in Great Britain. If the authors are corre c t ,
t h e re will be major implications for Merchant Level
Salespersons and transaction acquire r s .

Executive Summary
The premise of this white paper is that three fundamental
changes are necessary to profitably migrate from paper

checks to electronic payments. These are :

1. Reduce the number of check processing touch-points.
In other words, the authors advise banks to consolidate
c h e c k - p rocessing sites, to drive economies of scale during
the transition from paper to electronics. This will re q u i re
s e c u re Internet pipelines, capable of transporting check
images between banks and image archive centers.

Once banks start to build these pipelines, there will be
t remendous pre s s u re by retailers and major corporations
to build interfaces that allow them to electro n i c a l l y
deposit their check images.

2. Move the check payment stream from a serial process
to concurrent process flow. The message here is that
banks need to move from daily batch processing of checks
to a process that continuously accepts and pro c e s s e s
check images. This will be welcomed by the largest re t a i l-
ers who want "real-time processing" of POS transactions.

Wal-Mart is driving this technology objective by pro v i d-
ing its suppliers with continuous POS transaction data
feeds that come with the obligation to automatically
replenish merchandise at the store level. But re a l - t i m e
p rocessing doesn't stop at inventory management; it
extends to every aspect of retailing, including transaction
posting. Cash-flow reporting is going to be in gre a t
d e m a n d .

3. Integrate the front-end retail network with the back-
end processing center. Check images should be capture d
as soon as possible once entered into the collection
s t ream. For banks, this means at branch sites or image-
enabled ATMs. Once the "pipes" have been laid for feed-
ing images to high speed image processing centers, the
cash flow improvements and costs savings available to
m e rchants will drive retailers to install and upgrade
check scanners. Integration isn't going to stop at the
branch but will extend out to the local re t a i l e r, govern-
ment agency or commercial client that collects payments.
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T h e re are many alternatives to writing checks (including
the ACH) that are significantly cheaper. Federal Reserve
c h a rges for processing an ACH transaction to a depositor
bank amount to about 0.9 cents. If a transaction-acquiring
bank charges a retailer 6 cents to convert a check to an
ACH transaction, the margins seem impressive, but,
re m e m b e r, the transaction replaces a traditional check
deposit, for which the bank can charge processing fees of
10 to 15 cents. And there is no revenue source available to
the check writer's bank when checks used at the point-of-
sale or for consumer bill payments are converted to A C H
t r a n s a c t i o n s .

C o m p a re this payment model with the Visa POS Check
model. Under this Visa method of check truncation, trans-
action-acquiring banks can charge retailers whatever the
market will bear and the check writers' banks earn fees
for authorizing and guaranteeing transactions. It's just
like the interchange stru c t u re that governs credit card
t r a n s a c t i o n s .
Visa's POS Check program also offers verification
options, but in all cases Visa drives revenues back to the
check writer's bank. This is not the case with ACH check
c o n v e r s i o n .

The authors expand on their three-part strategy for pro f-

itable migration from paper checks to electronic pay-
ments by focusing attention on what they refer to as
" t h ree tactical mantras" – Truncation, Automation and
I n t e g r a t i o n .

• Tr u n c a t i o n : Remove paper from the processing stre a m
whenever possible – not just checks, but deposit slips,
ATM and batch header cards used in traditional check
p rocessing environments. 

F rom an ISO or acquirer standpoint, I would suggest
expanding the universe of checks that can be truncated to
include third-party transactions such as payroll checks,
w e l f a re payments and money orders. There is no question
in my mind that passage of the Check 21 Act will make it
feasible for these types of checks to be truncated by re t a i l-
ers for in-lane purchases with the "cash back" being auto-
matically applied to the retailer's loyalty card for that cus-
t o m e r.

The cardholder then will be able to obtain cash from any
ATM or effect transfers to pay bills or move money to
other bank accounts. While the retailer is responsible for
disposing of the original item, images of the original
checks (scanned at the checkout) will be available when
collecting funds from the issuer of the check or money
o rd e r.

• Automation: H e re the authors are broadly describing
an opportunity to rethink the traditional check-pro c e s s-
ing stream and eliminate duplicate balancing, sort passes
and continuous processing without consideration of
d e a d l i n e s .

• Integration: The authors counsel bankers to consider
t runcating checks as soon as possible and to move digital
images across the branch network to the data center and
on into the settlement networks. They predict extensive
p roductivity gains for seamless integration. Staff savings,
for example, can be re d i rected to better serving customers
or selling services.

The authors believe their vision of the evolution of pay-
ment processing because it's the way things have worked
out in the United Kingdom. What they don't mention is
that there are only five large commercial banks in the
U.K.; the U.S. has about 10,000 commercial banks and at
least that many credit unions and savings banks.

Changing the direction of an industry of this size and
diversity is going to be like turning around an aircraft car-
r i e r. It will take awhile before you start to recognize any
change of course. If you check the Web sites listed below,
you will find that the major banks and Federal Reserve
a ren't waiting for the passage of the Check 21 Act. They
a l ready have placed their bets that imaging will foster the
migration from paper to electronic payments.
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Excerpts from this White Paper

"These are exciting times for banking, and in payment
p rocessing in particular. It is said that there has been more
change in the past three years than in the previous 30
c o m b i n e d . "

"The conventional (paper check) cost model is clearly in
competition with alternative payment channels, i.e., A C H
c o n v e r s i o n . "

"Rapid advances in Internet and telecommunications
technology ... are removing excuses for implementing
i m p rovements in the payment process infrastru c t u re . "

"Check MICR data, images and amounts are easily and
quickly captured using small footprint capture devices.
Transactions are then automatically proofed, balanced
and cleared for posting with minimal effort by the teller
or by offsite, 'online' processing staff . "

"An integrated enterprise workflow will eliminate the
cycle-time barriers between transaction points of entry
and downstream central processing operations by lever-
aging the merger of paper payments with electro n i c
d a t a . "

"In the United Kingdom, the trend from paper check pro-
cessing to electronic payments and channels began earli-
er and accelerated faster than in the U.S. Solutions such as
those described here, in fact, are currently used to pro c e s s
the majority of checks in the U.K."  

Eric Thomson is Executive Vice President of Profit Source Advisors.
He can be reached at etprosc@attbi.com.

Web Sites for More Information

www.kc.frb.org/FRFS/NonBankPaper.pdf 
"Nonbanks in the Payment System," by Terri Bradford, Matt Davies
and Stuart E. Weiner, Federal Reserve Bank of Kansas City, March
2003.

www.ny.frb.org/rmaghome/staff_rp/sr62.pdf   
"Bank Payments – Driven Revenues," by Lawrence J. Radecki,
Research and Markets Analysis Group, Federal Reserve Bank of
New York, February 1999.

www.bitsinfo.org/checksafekeepingjan2003.pdf  
"Safekeeping and Electrification in the Financial Services Industry,"
by Charles E. Siegmann, Executive Vice President and CTO,
M e rchantile Bankshares Corp. and Grant Cole, Senior Vi c e
President, Bank of America Corp., January 2003.

federalreserve.gov/paymentsystems/truncation/default.htm  
"Proposed Check Truncation Act," Federal Reserve Board Chairman
Alan Greenspan's testimony to Congress, section-by-section analy-
sis, March 14, 2002. 

www.eccho.com/PDFs/Comparison_Chart%20_10-01-02.pdf  
"Comparison of the current House, Senate and FRB versions of the
CTA" (which has come to be called the Check 21 Act).

www.endpointe.com/
One of the major check image exchange consortiums formed by
large banks.

www.viewpointearchive.com/flash/index.asp
The nation's largest private sector check image archive, with more
than 24 billion checks (and counting) in storage. The nation's largest
banks are behind this technology powerhouse. 

www.frbservices.org/retail/fedimage.cfm
By far the largest check image archive built, at a massive expendi-
ture by the Federal Reserve Bank – primarily for community banks,
thrifts and credit unions.
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In the last few years the transaction pro c e s s i n g
industry has faced troubling events that have
t h reatened revenues and the ultimate viability and
longevity of businesses. While the industry is tech-

nology driven, its roots and most common denominator
exist in the highly regulated banking industry. 

The unique challenge is maintaining the independence,
c reativity and flexibility of innovative and entre p re n e u r-
ial service providers while instilling some of the pro c e s s ,
audit, legal and regulatory re q u i rements of the banking
business. The balance of these disciplines can be achieved
t h rough a series of "best practices" recommendations for
the acquiring market. 

The areas that can most affect an acquiring company fall
into the following categories: sales re p resentative train-
ing, sales re p resentative disclosure monitoring, pro c e s s
and audit control of new account setup, conforming doc-
umentation, customer service, and ethics and compliance
monitoring. The ETA has appointed a Best Practices
Committee to make recommendations on the "Best
Practices" to offer a level guidance and accountability in
acquiring re l a t i o n s h i p s .

For purposes of this paper, the primary focus is on best
practices of third party organizations, specifically pro c e s-
sors and independent sales organizations. Third party
o rganizations are not bankcard association members and
thus are not subject to the more stringent rules enforc e d
by such associations. There f o re, these best practices are
d i rected toward third party organizations as a guideline
for sound and ethical business policies.

Our definition of a "Third Party Organization" includes
any company or person providing merchant pro c e s s i n g
sales and services directly or indirectly to an acquiring
bank. These services include but are not limited to solicit-
ing merchants, processing merchant applications, detect-
ing fraud, providing merchant support and the
s e l l i n g / l e a s i n g / renting of processing equipment. 

While no industry or business is so unique that common
solutions cannot solve business problems, transaction
p rocessing has elements that do pose special risks. One
such risk is a lack of control over non-employees. Many
m e rchant services are sold and serviced by a wide variety
of non-employee and loosely affiliated salespeople.
Policing the non-employee sales re p resentatives, while
ensuring that such sales re p resentatives maintain their
independent contractor status, poses unique challenges
for this industry.

With all of the above in mind, set forth below are some
recommended best practices with respect to merc h a n t s
and sales re p re s e n t a t i v e s :

A. Best Practices with Respect
to Your Merchants

1. Disclose fees, charges and assessments on the first page
of every agreement CLEARLY AND CONSPICUOUSLY.

2. Do not engage in deceptive pricing practices by offering
special deals or offers that are not different from your
everyday pricing and practices.

3. Deliver what you (or your representatives or agents)
promise. Caution representatives that the following vio-
late the law: (1) misrepresentation by failing to say
something (or covertly agreeing with a merchant) about
products or services at the time of sale, and (2) oral
representations that conflict with terms in the contract.

4. Do not misrepresent the cost or character of any equip-
ment or service that you offer. Do not misrepresent a
merchant's existing terminal as obsolete if that obsoles-
cence is based on the ability to use your services or
based on laws contemplated but not yet passed.

5. When leasing equipment, make sure that non-cancelable
leases are clearly disclosed and that you honor "right of
rescission" time periods required by state law.

6. Promptly document and respond to all merchant com-
plaints. Understand and correct the problem. Be proac-
tive if there are any trends (retraining a sales agent or
revising a contract to make sure it accurately reflects
what you sell).

7. Make sure your contract with the merchant clearly spells
out all rights and responsibilities, including merchant
fees, card sales process requirements, notification of
change in ownership, compliance with card association
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rules, and merchant liabilities.
8. Monitor state consumer protection agencies and the local

Better Business Bureau to see if you have a file or any
complaints.

9. Monitor your attrition rate and see if there are any
trends; especially confirm that the merchants understand
the agreements. If you see any trends regarding misrep-
resentations or other acts that can be corrected, take the
necessary corrective actions.

10. Have a complaint mechanism in place to monitor mer-
chants' complaints and monitor complaints by type, by
representative and by product to identify trends.

B. Best Practices with Respect to Your ISOs
or Sales Staff

1. Have a clear agreement with your ISO that includes
financial compensation, price changes, assignment of
contract, specific obligations of the parties, confidential-
ity, record-keeping requirements, fraud and chargeback
loss responsibility, merchant acceptance criteria, future
use and solicitation of merchants, portability of mer-
chants, indemnification and reserve requirements.

2. Define what are unacceptable merchants.
3. Have the ISO represent and warrant that it is not mixing

merchants with low chargeback rates with other mer-
chants.

4. Monitor your ISO's sales procedures with frequent
reports and assessments of consumer 

complaints. Ensure that merchants are receiving full disclo-
sure and that the sales process is full and complete.

5. Know the ISO's merchant acceptance procedures.
6. Make sure the ISO does not misrepresent any of your

services or products and especially prices. Continuously
screen for fraudulent acts.

7. Make sure the ISO is familiar with the products you are
offering.

8. Review telemarketing scripts.
9. Review compensation structure to make sure that the ISO

is not compensated solely on making a sale.
10. Consider recording telephone calls.
11. Review and prevent high-pressured sales tactics.
12. Examine the due diligence utilized by the ISO when

evaluating a prospective merchant.
13. Have the ISO monitor and report whether the mer-

chant's chargebacks are excessive and whether the mer-
chant has ever been placed on Visa's active monitoring
list.

14. The ISO's due diligence should also include a review of
a merchant's history with its previous processor to make
sure it matches up to the length of time that the mer-
chant says it has been in business, as well as a Dun &
Bradstreet or Better Business Bureau file.
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15. The ISO should continuously review the merchants' cus-
tomer complaints.

16. Make sure that the ISO or you has a policy for approv-
ing new merchant accounts that includes the following
issues: 

a. Documentation requirements for merchant accounts.
b. Termination procedures.
c. What derogatory information is acceptable on credit

reports.
d. Criteria for approving processing for additional loca-

tions.
e. Underwriting guidelines.

C. Best Practices of Your Merchants
1. Make sure that you know what your merchant is selling

and that customers are aware of what they are buying
(to avoid chargebacks).

2. Make sure that the merchant delivers what it promises.
3. Make sure telemarketing and sales scripts/pitches do not

misrepresent what the merchant sells.
4. Make sure that the merchant has appropriate fraud pre-

vention policies in place.

D. Best Practices Regarding Your Operations
1. Evaluate the adequacy of the chargeback system. Make

sure the system can quantify outstanding chargebacks

and their age, prioritizes research into chargebacks,
measures daily chargeback activity, provides exception
reports, and measures the efficiency of the chargeback
process.

2. Implement an ongoing review of merchant accounts,
including annual review of large merchant financial
statements.

3. Periodically audit operations, including compliance with
operating procedures, compliance with card association
rules, compliance with written contracts, review of all
vendor disaster-recovery plans, and adequacy of mer-
chant and ISO reserves.

4. Implement a fraud-detection system, including an early
warning system, daily fraud reports, trained employees,
exception reports that screen for significant variances
from average ticket size and volume, multiple tickets in
the same dollar amount, multiple use of same card num-
ber, keyed rather than swiped transactions, high
chargeback rates, authorization declines and excessive
returns.

5. Provide your sales representatives/ISOs/non-employee
representatives with a copy of your own best practices
paper and have them affirmatively agree to comply with
such practices. Renew that commitment annually.
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Confused?
Choosing the right processing relationship is
often confusing and a hassle. It is important
that bankcard professionals focus on the val-
ues that will help them succeed. Real values
like “care” and “financial growth.”

Yeah sure, we offer an “interchange plus”
pricing structure, revenue share in all fee
categories and online reporting. But without
care, and a plan for personal growth, it’s
tough in this industry to develop the “kitten”
into the “lion.” We can help you grow.

We understand that there are many
agent/ISO programs out there. Choosing
one is not exactly easy — we have been in
your shoes, we built this company from
scratch ten years ago. Contact us and we’ll
give you a clear overview of our programs.

• Free POS equipment upgrade program.
• Lead generation program.
• Revenue-share in all fee categories.
• Virtual office support (email, voice mail, 

web presence and online reporting).
• Stock options.
• Training for your representatives.
• Residual advance buyout — up to 24X.
• Agent bank program.
• And more goodies of what you expect

from a good processing partner.

For details, contact Tannon McCaleb:
800.655.8767 Ext. 262
or by email at: tannonm@usms.com

Newark, CA
www.usms.com



The Canadians are coming!
They want your wire l e s s
transaction business!
P re p a re to expand what

you define as the point-of-sale! In
2001, there were 92 million mobile
workers – such as plumbers, land-
scapers, taxi and limousine drivers,
outdoor market merchants – in the
United States, and there were 100
million cellular phone subscribers. 

Also in 2001, the volume of purc h a s-
es made with debit and credit card s
by Americans exceeded $1.3 trillion.

At least a few Canadians are com-
ing, anyway, and this particular
g roup is bringing a technology for
mobile payments that gives mer-
chants and businesses a way to
accept multiple methods of electro n-
ic payments over cellular networks.
They say their system will gre a t l y
i m p rove the quality – and especially
the quantity – of interactions
between merchants, customers, cel-
lular providers and financial institu-
tions for increased business oppor-
tunities and convenience.

Wi l d c a rd Wi reless Solutions, Inc., or
W2 Solutions, is based in Calgary,
Alberta. The company is publicly
traded on the Canadian TSX Ve n t u re
Exchange; a truly global enterprise,
it has contracts with developers and
m a n u f a c t u rers in South Africa and
Asia to produce software, devices
and peripherals. 

In America, it has partnerships with
payment processors and has lined
up deals with restaurant franchises

for thousands of devices to be used
by delivery drivers.

This invasion of sorts has been well
planned and plotted out by the man-
agement team at W2 Solutions. They
saw a need and came up with a way
to take advantage of advances in cell
phone capabilities, incre a s e d
reliance on mobile communications
and the growing electronic pay-
ments market. Their flagship pro d-
uct line, devices called Tr a n s A K T,
turns digital cell phones into elec-
t ronic payments terminals and pro-
vides a wide range of portable hand-
held solutions for all types of appli-
cations, markets and budgets.  

W2 Solutions was founded in 1997.
F rederick Coykendall, Vi c e
P resident of Business Development,
said the company has put consider-
able effort into re s e a rch and devel-
opment and has waited to make a
move into the U.S. market, the first
step of a broader marketing plan to
move the company into global
mobile commerce. 

He said part of the company's strat-
egy was formed based on the diff e r-
ences between the Canadian and
American business enviro n m e n t s .
"Debit in the U.S. is in its infancy in
the market, unlike Canada, where
we only use debit – no cash and no
checks. Canada is the debit capital of
the world," he joked. 

W2 Solutions focused its efforts on
the U.S. market from the beginning
for several re a s o n s .
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Wildcard Wireless
Solutions, Inc.

MLS contact:
Frederick Coykendall
Vice President of Business Development
Phone: 780-608-7546
E-mail: fredc@wildcardwireless.com  

Company address:
Suite 202
1212 31st Avenue NE
Calgary, Alberta, Canada  T2E 7S8
Phone: 403-290-1744
Fax: 403-266-5732
Web site: www.wildcardwireless.com

MLS benefits:
• Aggressive sales campaign in U.S. and Canada

will utilize hundreds of MLSs and ISOs to intro-
duce TransAKT wireless POS devices

• W2 Solutions manufactures two handheld wireless
POS terminals that enable mobile merchants to
accept and authorize payments made with
credit, debit, checks

• System relies on the wide cellular coverage the
CDMA and iDEN networks provide across North
America

• W2 Solutions has established key relationships
with phone networks, payments processors and
equipment manufacturers

The Canadian Mobile
Commerce Connection



The volume of commerce – and potential for growth in mobile electronic com-
m e rce – is lower in Canada than in the U.S.; the market for POS equipment in

America is estimated to be 15 times larger than it is in Canada. 

American businesses, though, also need to be able to go wire l e s s
and need the solutions to make that possible. Because of the

continued reliance on paper checks in the U.S., an electro n i c
check reader can be added to the TransAKT device for use

strictly in A m e r i c a .

Financial services also operate diff e rently in Canada than
in the U.S. "Our sales efforts in the U.S. depend on inde-
pendent contractors," Coykendall said. "In Canada, five
banks control the merchant services industry and fro z e
out the ISO market. The American style was kept out –
a lot of Americans came in hoping to sell to that huge
debit market. That has changed somewhat since 1998,

and the banks are slowly coming aro u n d . "

Certification with an American processor for the Tr a n s A K T
took a relatively short time to accomplish. W2 Solutions has

been certified with Vital Processing Services since the winter of
2002, and Coykendall said the company is in the process of com-

pleting certification with all major U.S. processors. 

The first 1,000 devices have been delivered after W2 Solutions recently con-
tracted with Va n c o u v e r, B.C.-based Your Choice for Easy Payments Inc. to dis-
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"Our sales efforts in the
U.S. depend on independent 

contractors. In Canada, five banks 
control the merchant services industry

and froze out the ISO market. The American
style was kept out – a lot of Americans came 
in hoping to sell to that huge debit market. 
That has changed somewhat since 1998, 

and the banks are slowly coming around."

– Frederick Coykendall
Vice President, Business Development

Wildcard Wireless Solutions





tribute TransAKT to the nearly 5,000
Domino's Pizza outlets in North
America. The TransAKT POS attach-
ments will enable delivery drivers to
accept electronic payments at cus-
tomers' doorsteps, where they con-
duct most of their business.

The TransAKT POS terminal clips
onto Motorola's StarTA C / Ti m e p o r t
PCS and iDEN family of mobile
phones. Coykendall said transaction
information is sent to payment
p rocessors on the CDMA and iDEN
cellular networks, unlike other wire-
less solutions, which run on the
CDPD platform.

" We chose the CDMA p l a t f o r m
because it has the best coverage in
North America," he said. 

Coykendall said that many of the
CDPD operators are either facing
financial difficulties or are closing

shop. W2 Solutions' system works
separately from those issues, pro-
viding a cost-effective, dependable
w i reless answer for mobile com-
m e rc e .

The device is PIN pad secured, can
read both credit and debit transac-
tions, has voice capability and is
smart card capable. 

Despite its small size – it weighs
only 200 grams – Coykendall said,
" With all the features it has, it's the
Cadillac of wireless POS devices.
Everyone who gets one and holds
one wants one. It's a neat-looking lit-
tle unit."

W2 Solutions has thought the entire
p roduct and process of using it all
the way through; check re a d e r s ,
remote printers, holsters and carry-
ing cases increase the Tr a n s A K T ' s
f l e x i b i l i t y, portability and function-

a l i t y. Transaction information can be
s t o red and will batch out automati-
c a l l y. 

With the wireless revolution well
under way and its foray into the U.S.
market a success, W2 Solutions is
looking forward, too. It has its sights
set beyond the North American con-
tinent, to Europe, Asia and beyond. 

The global mobile market is expect-
ed to reach $200 billion generated by
130 million customers conducting 14
billion transactions by 2004. 

W2 Solutions' goal is to expand the
boundaries of where transactions
can take place beyond the tradition-
al definition of the point-of-sale. For
m e rchants and businesses, that
means being able to create and cap-
t u re new sales anywhere.   
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Empower your merchants to do business under more accept-able terms.

Like accepting checks. Accepting credit. Accepting debit, EBT and 

more. With the ValuePak,™ Nationwide’s all-in-one payment processing 

solution, merchants build revenue – and you build profits! – without any 

hassles or exceptions. With up to 9 reliable check processing services, 

including c o n v e r s i on / g u a r a n t e e, Nationwide gives merchants the 

confidence to say “YES!” to the consumer’s preferred choice of payment.

Call to equip your merchants with the VA LU E PAK t o d a y!

You can’t afford to turn business away any more than your merchants can.

Turn to Nationwide Check Services
and turn up your profit potential.

CONVERTING OPPORTUNITY INTO REVENUE™





In addition, Comerica Merchant Services also offers you many 

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

• Overnight approval process

• Web-based application submission, processing, and tracking

• Guaranteed Lease Program with a 48-month factor 

as low as .0285

• Interchange as your Buy Rate

• 100% vested residuals from day one

• American Express® sign-up commission

• Full debit processing with 12 debit networks

• EBT processing

• Web-based merchant reporting 

• An affiliation with one of the nation’s leading 

business banks

• A dedicated relationship manager providing

unparalleled agent support to help you make

more money

• A 33-year history of continuous residual payments 

to all our sales partners! Comerica provides a safe 

and stable sales environment for you.

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

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

Comerica Merchant Services 

offers you a whole series of new

bonus opportunities to help you 

earn extra money up front. You can 

earn up to $6,600 in bonus dollars 

per year and up to $5,000 for every

major merchant you bring in.



Management Tool
for Acquirers
Product: TranSending System
Company: Infonox

Infonox is a software company that develops solu-
tions targeting the banking, retail, gaming,
unbanked and ISO/merchant acquiring market. Its
latest release, TranSending System, is a flexible

application designed to help acquirers better manage
their merchants, agents and transaction activity. 

TranSending System helps acquirers manage the full
cycle of taking on merchants – everything from merc h a n t
signup and underwriting to payment gateway, risk, pro f-
itability and commission management and analysis and
customer support; it also has detailed reporting and
accounting functionality. 

TranSending offers a unified picture of an acquirer's port-
folio. Information is aggregated into three integrated
components or views (and is available in real time): the
Back Office, the ISO/Agent Center and the Merc h a n t
C e n t e r.

The Back Office receives merchant applications thro u g h
an online automated process and leverages a ru l e s - b a s e d
underwriting module that incorporates automated cre d i t
reports and MATCH lookups. There is also a risk-man-
agement module that evaluates chargebacks and A C H
rejects. 

The ISO/Agent Center offers a view of detailed and cus-
tomizable reports for tracking and managing merc h a n t s ,
and the Merchant Center supports payment pro c e s s i n g
for MOTO transactions for online and catalog re t a i l e r s
and Internet transactions and shopping carts for We b
m e rchants. It also supports traditional payment solutions
for terminals/PC-based/wireless systems.

A c q u i rers, ISOs and agents can fully brand the solution
with their logos, colors and templates and have the appli-
cation customized to meet their specific needs. Customers
can run the software on their own servers or take advan-
tage of Infonox's hosting solution.

Some of Infonox's customers include First Data Corp.,
Bank of America, Western Union and Global Cash A c c e s s .

I n f o n o x

2350 Mission College, #250
Santa Clara, CA 95054
4 0 8 - 9 8 0 - 9 8 8 8
w w w. i n f o n o x . c o m / s o l u t i o n s / t r a n s e n d i n g _ s y s t e m /
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When English is a
Merchant's 2nd Language
Product: Quick Reference Guides 
Company: Card Wa re Intern a t i o n a l

Ca rd Wa re International supplies point-of-sale
equipment and merchant support directly to
its merchants and to merchants of ISOs and
banks, so it knows a thing or two about the

challenges merchants face in managing transactions. 

In response to receiving calls from merchants looking for
help with the transaction process and for whom English
is a second language, the company has developed Quick
R e f e rence Guides (QRG) for point-of-sale operations,
o ff e red in multiple languages.

To translate and develop the Quick Reference Guides,

C a rd Wa re employed the help of multi-cultural students
at local universities, local civic associations and churc h e s .

When the company sends out a "welcome kit" to new
m e rchants, it includes a QRG written in English, and
when an ISO or bank informs Card Wa re that its mer-
chant's primary language is one other than English,
C a rd Wa re also will include a QRG in that language (if
a v a i l a b l e ) .

The guides are provided on demand and can be mailed,
faxed or even e-mailed.

C a rd Wa re currently has QRGs in Spanish, Thai and
Cantonese. Others are in the works.

C a rd Wa re Intern a t i o n a l

432 S 22nd Stre e t
Heath, OH 43056
7 4 0 - 5 2 2 - 2 1 5 0
w w w. 1 3 - i n c . c o m
E-mail: sales@13-inc.com

Page 6 8



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

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

ABANCOLLC

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

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

Tomorrow's Payment Solutions Today

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

■ Interchange plus 4bps, 100% above

■ 12 cent transaction fee

■ Check Conversion/Guarantee at 1% Buy Rate

■ Faxed Applications

■ Same day full deployment

■ Full merchant training and on-going support

■ Net lease funding, no out-of-pocket

■ One Terminal-5 services, Fully Loaded Residuals

■ VISA/MASTERCARD Credit Card processing

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

■ Debit Card processing

■ Electronic Check Conversion/Guarantee 

■ Gift and Loyalty programs, 100 card minimum

■ ELECTRONIC SIGNATURE CAPTURE

Only ABANCO

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

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

PL E A S E C O N TA C T : BO B CO C H R A N 8 6 6 . 2 31.2030 ext 2334 / DA N LEW I S 8 6 6 . 2 31.2030 ext 2347 / TO N Y AS H E 8 6 6 . 2 31.2030 ext 2345





Keys to the Kingdom

You know me. I am the one you absolutely don't
want to talk to. I am the one keeping you fro m
attaining your goal. I am the gatekeeper.

You have tried everything to get around me. You have
cajoled, lied and even threatened me. But you still get
n o w h e re. Some of you won't even talk to me anymore .
You just hang up. You have tried to figure out when I
won't be at my post, hoping to slip through the gate
unnoticed. I am amused by your antics. I have seen and
h e a rd it all.

P e rhaps it is time I give you some important information:
I am not a machine. I am a person just like you. I have
good days and bad days and I really don't like to be
yelled at. And, yes, I really like it when someone asks me
how I am. So few seem to bother to take the time to get to
know me. Yet, I am the key to your goal.

R e m e m b e r, I know more about my company than you do.
Ty p i c a l l y, the most mild-mannered person (and yes, the
lowest in the food chain) has the most information. Yo u
may not talk to me, but almost everyone in the company
will talk to me. 

I am screening all the calls and have more information
than most give me credit for. I know who is taking a long

lunch, who is shopping for a new service for the compa-
n y, etc. I can help you if I want to. It is your new goal to
make me want to help you.

Try starting out by asking my name. It makes me feel a lit-
tle more human, and I am more likely to help you if you
know me a bit and I know you a bit. You don't have to be
my best friend, but you do have to be honest, so don't try
to trick me. I know most of the tricks, and if you do suc-
ceed in deceiving me, you can be sure it will be the only
t i m e .

Instead of just routinely asking to speak to the decision-
m a k e r, talk to me a bit. If you give me a little information,
I will give you a little information. After you have my
name, perhaps you would like to ask me for my help.
Make me feel important. This lets me know that you
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Wisdom is knowing what to do 
next; virtue is doing it.

– David Starr Jordan, 1851-1931



respect me and understand that I am an important part
of the sales process. I like to feel empowere d .

I have the ear of the person you want to talk to. That
person respects me because I am so good at keeping you
out. A new approach for you may be to try to sell me
first. You stand a much better chance of getting thro u g h
to the decision-maker if I know what you are trying to
s e l l .

Keep in mind that I, too, may be ambitious, and I pro b-
ably don't want to be a gatekeeper all my life. If you
honestly have a product or service that will benefit my
c o m p a n y, giving me the opportunity to present the idea
will benefit me greatly and ensure that you now have an
advantage over any competitors who may show up
l a t e r. 

Show respect for my time. Yes, you want to get me on
your side, but understand that I am probably juggling
many tasks. I still have to answer the phone while I am
talking to you, so please don't be impatient. 

Let me know that you understand and will either hold
or arrange for a better time to speak to me. Keep the con-
versations brief. This is a process and probably will take
m o re than one phone call, but if you can gain my trust it
will be worth your time in the end.

And please don't just hang up on me when I don't let
you through the first time. Most companies today have
caller ID on the phone system. I will remember your
number if you are rude and you will be even less likely
to get through the next time. Also, since I can see your
n u m b e r, I will know if you are calling back every five
minutes. This will probably only annoy me. A n n o y i n g
me or making me angry is probably the worst thing you
can do. Remember, you need me.

Discounting the amount of power I have and trying to
go around me instead of attempting to work with me
would be your biggest mistake. Instead of always trying
to climb over the fence, try using the key to the gate. Yo u
may be surprised by how much easier it is to attain your
g o a l .

Oh, one more thing: I know a lot of the other gatekeep-
ers, too!
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Northeast Acquirers Association   
Summer Seminar and Golf Outing

Highlights: Vendors, acquirers, processors and small to midsize
sales offices all will have a chance to meet face-to-face in a
relaxed atmosphere. This regional meeting will give attendees
an opportunity to exchange information and network at the
exhibition, workshops, presentations and social events.
Tentative seminar topics include building merchant acceptance,
Internet banking, debit PIN vs. pen, Web site security and fraud
prevention. The final day of the meeting will be devoted to a
golf tournament and other outings.

When: June 10-12, 2003
Where: Tropicana Casino & Resort, Atlantic City, N.J.
How to Sign Up: Visit www.northeastacquirers.com; phone

603-692-2408

RESCHEDULED: ATMIA Toronto Workshop

Highlights: The event has been postponed until June because of
the SARS threat and the recent travel ban to the Toronto area.
ATM Industry Association (ATMIA) officials want both attendees
and speakers to feel comfortable and safe during the work-
shop, which will focus on the issues of the Canadian ATM
industry. The name of the event is, "Making Risk Management
Work for ATMs: Identification & Solutions."

When: June 17-18, 2003
Where: The Metropolitan Hotel, Toronto
How to Sign Up: Visit www.atmiaconferences.com/Events/
Toronto/Index.cfm or phone Dana Fullerton, Marketing Director, at

605-528-7270.

NACHA Electronic Child Support Payments
Teleseminar 

Highlights: Employers are turning to banks to help transmit child
support payments to federally mandated State Disbursement
Units (SDUs). The Federal Government is pushing electronic
funds transfer (EFT) to expedite payments to custodial parents,
and states are relying heavily on direct deposit. If you need to
know more about electronic child support payments, take part
in this informative teleseminar. Hear details of a case study
from the state of Iowa that will give examples and statistics of
the state's experiences in the implementation of a successful
electronic payments program. Registration provides you with
access to the teleseminar on a single telephone line; there is no
limit to the number of people who may listen in and participate
on that line. One site per fee paid. Each registered site will
receive one set of handout materials supplied by the speakers
via a special Web site. Presented by NACHA-The Electronic
Payments Association and the Regional Payments Associations. 

When: June 18, 2003, 1:30 p.m. to 3 p.m. EDT 
Where: Your location via Internet/telephone connection 
How to Sign Up: Visit www.nacha.org. Phone 703-561-1100.



PARTNERSHIP
PROGRAM

TO START YOUR OWN BUSINESS
CALL US

1-800-310-3812

A COMPANY OWNED AND OPERATED
BY SALES PEOPLE
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AT M L E A S I N G
L e a s e P ro c e s s

(303) 808-0448

ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Access to Money
(888) 501-5246

Amicus/XtraCash ATM
(888) 712-1600

ATM Merchant Systems
(888) 878-8166

Data Capture Systems, Inc.
(800) 888-1431

NationalLink
(800) 363-9835

BANKS LOOKING 
FOR ISOs/MSPs

Bridgeview Payment Solutions
A Wholly Owned Subsidiary of
Bridgeview Bank and Tru s t

(888) DO APPLY
Comerica Merchant Serv i c e s

(800) 790-2670
C e n t r a l B a n c a rd

(866) 797-2317
First American Pymt Sys

(866) GO4 FA P S
Humboldt Bank Merchant Serv i c e s

(877) 635-3570
National Processing Co.

(800) 672-1964 x 7655
Professional Payment
Consultants

(402) 496-6381
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING
S E RV I C E S

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

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

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

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

C rossCheck, Inc.
(800) 654-2365

ElectCheck Plus
(800) 863-5995

E Z C h e c k
(800) 797-5302 x303

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

Global Payments   
(800) 638-4600 x888

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

S e c u r- C h e x
(888) 603-0978

COMPLIANCE/PIN 
E N C RY P T I O N

I N F O R M AT I O N EXCHANGE, INC.
(888) GO-INFOX

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

Adam Atlas–Attorney at Law
(514) 842-0886

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

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

Novida Consulting
(402) 895-5142

Service Dimensions, Inc.
(800) 578-3800

Strategic Management Partners,
LLC

(800) 886-4465

CREDIT CARD CASH
A D VA N C E

P O S Payment Systems
(718) 548-4630

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

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

Global Payments, Inc.
(800) 801-9552

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

C h e c k g a t e w a y. c o m
(480) 785-2262

Intercept Corporation
(800) 378-3328

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

(866) 231-2030 x2347
Assoc. Te rminal Mgmt (ATM) Grp

(877) 286-4768
Automated Transaction Te c h .

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

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

(740) 522-2150
C D ES e rv i c e s

(800) 858-5016
E l e c t ronic Payment Systems, LLC

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

(800) 325-1158
Global Payments   

(800) 229-3698
The Horizon Gro u p

(888) 265-2220
I n g e n i c o

(800) 252-1140
Lipman USA, Inc.

(516) 484-9898 
M I S T

(866) 955-6478
M LT & Assoc., Inc. Plastic Refurb

(775) 358-2922

National Processing Company
(800) 672-1964 x 4383

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

P O SP o rtal, Inc.
(866) 276-7289

S c h l u m b e rger Sema
(800) 732-6868 x202

TA S Q Te c h n o l o g y
(800) 827-8297

Te e rt ronics, Inc.
(800) 856-2030

Thales e-Transactions, Inc.
(888) 726-3900

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

FREE ELECTRONIC CHECK
R E C O V E RY

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

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

FUNDING SOURCES
R e s o u rce Finance Company, LLC

(866) 211-0114

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

C H I P L O G I C S
(866) 462-4477

P O S Payment Systems
(718) 548-4630

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

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

AmericaOne Payment Sys
(888) 502-6374

BioPay Biometric Pymt Svcs
(866) 324-6729

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

Business Payment Systems
(877) 700-7947 x242

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.
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C e n t r a l B a n c a rd
(866) 797-2317

C o C a rd Marketing Group, LLC
(800) 882-1352

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

First American Payment Systems
(866) GO4 FA P S

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

F M B S
(800) 966-5641

Global Payments, Inc.
(800) 801-9552

M e rchant Data Systems, Inc.
(800) 249-6377

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

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

P a rt n e r- A m e r i c a . c o m
(800) 366-1388

Total Merchant Serv i c e s
(888) 84-TOTAL x314

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

ISOS/BANKS 
PURCHASING ATM 
P O RT F O L I O S

Midwest Bancard Corporation
(888) 272-4325

Momentum Cash Systems
(800) 939-0914

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

AmericaOne Payment Sys
(888) 502-6374

C a rdPoint, Inc.
(410) 592-7485

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

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

Global Payments Inc.
(416) 847-4477

M e rchant Data Systems, Inc.
(800) 249-6377

M e rchant Services Incorporated
(800) CARDSWIPE x7934

PaySystems Corporation
(514) 227-6894 x407 

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

ISOs LOOKING 
FOR AGENTS

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

AmericaOne Payment Sys
(888) 502-6374

American Credit Card Proc.Corp.
(800) 310-3812

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

B a n c a rd Payment Systems
(866) 987-7200

B a n k C a rd USA
(800)589-8200 x101

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

Business Payment Systems
(877) 700-7947 x242

C a rdPoint, Inc.
(410) 592-8998

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

C e rtified Merchant Serv i c e s
(800) 732-7099

Comerica Merchant Serv i c e s
(800) 790-2670

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

C o rnerstone Payment Systems
(866) 277-7589

CPS Group, Inc.
(800) 933-0064

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

E - C o m m e rce Exchange
(800) 748-6318

E l e c t ronic Merchant Systems
(800) 726-2117

E l e c t ronic Payment Sys., LLC
(800) 863-5995

EXS Electronic Exchange Sys.
(800) 949-2021

Fifth Third Merchant Serv i c e s
(800) 669-7228

First American Payment Systems
(866) GO4 FA P S

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

F M B S
(800) 966-5641

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

Imperial Processing Gro u p
(800) 790-2670

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

(800) 397-0707
I R N PAYMENT SYSTEMS

(800) 366-1388
Lynk Systems, Inc.

(866) 828-5965
M e rchant Data Systems, Inc.

(800) 249-6377
M e rchant Services, Inc.

(800) CARDSWIPE
Momentum Cash Systems

(800) 939-0914
Money Tree Serv i c e s

(800) 582-2502 x100
M S I - M e rc h a n tS e rvices, Inc.

(800) 537-8741 x9-12
M S P D i rect, LLC

(888) 490-5600 x112
National Processing Co.

(800) 672-1964 x7655
Nationwide Check Serv i c e s

(800) 910-2265
Netcom Data Southern Corp.

(800) 875-6680
Online Data Corporation

(866) 222-2112
Orion Payment Systems

(877) 941-6500
Retriever Payment Systems

(800) 376-3399
S i g n a t u re Card Serv i c e s

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

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

(800) 260-3388 x236
Vequity Financial Gro u p

(800) 442-8380
Worldwide Merchant Serv i c e s

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

(888) 918-4409

L E A D S G E N E R AT O R S
Hot Leads Xpre s s

(866) 244-2593

L E A S I N G
A-1 Leasing

(888) 222-0348
Abanco Intl., LLC

(866) 231-2030 x2347
A B C L e a s i n g

(877) 222-9929
Allied Leasing Corp.

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

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

(866) 396-2754
E l e c t ronic Payment Systems, LLC

(800) 863-5995
First Leasing Corp.

(888) 748-7100
G l o b a l Tech Leasing, Inc.

(800) 414-7654 x 3002
Golden Eagle Leasing, Inc.

(800) WE LEASE 
Integrated Leasing Corp.

(800) 398-9701
LADCO Leasing

(800) 678-8666
Lease Finance Gro u p
A Division of CIT

(888) 588-6213
Leasecomm Corp.

(800) 515-5327
M e rchants Leasing Systems

(877) 642-7649
Merimac Capital

(888) 603-0978
Nationwide Check Serv i c e s

(800) 910-2265
N o rt h e rn Leasing Systems, Inc.

(800) 683-5433 x 8500
S i g n a t u re Leasing, LLC

(877) 642-7649
TA S Q Te c h n o l o g y

(800) 827-8297

L O YA LT Y C A R D S
F L E X G I F T / U M S I

(800) 260-3388 x236

The Resource Guide is paid classified advertising. The Green Sheet is not responsible for and does not  recommend or endorse any product or service. Advertisers and advertising agencies agree to indemnify
and hold the publisher harmless from any claims, damage, or expense resulting from printing or            publishing of any advertisement.
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INDEX TO ADVERT I S E R S :
POS CHECK CONVERSION

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

B - C H e X
(877) 700-7947 x242

C rossCheck, Inc.
(800) 654-2365

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

ElectCheck Plus
(800) 863-5995

E l e c t ro C h e c k
(877) 509-9399

E Z C h e c k
(800) 797-5302 x303

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

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

POS SUPPLIES

C a rd Wa re Intern a t i o n a l
(740) 522-2150

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

The Horizon Gro u p
(888) 265-2220

TA S Q Te c h n o l o g y
(800) 827-8297

Valdez Paper Pro d u c t s
(970) 689-1655

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

PROCESSORS LOOKING 
FOR ISOs

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

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965

National Processing Company
(800) 672-1964 x7655

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

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

C h e c k g a t e w a y. c o m
(480) 785-2262

E - C o m m e rce Exchange
(800) 748-6318

e P ro c e s s i n g N e t w o r k . c o m
(800) 971-0997

Online Data Corporation
(866) 222-2112

Payment Option Solutions,
L L C

(888) 767-7674
P roPay USA-FaxPay

(888) 486-4701
U S A e P a y. c o m

(866) USAePay (872-3729)

SITE SURV E Y S

P ro p e rty Resource Network Inc.
(800) 676-1422

S U P P O RT DESK FOR
P O S TERMINALS &
PC SOFTWA R E

C a rd Wa re Intern a t i o n a l
(740) 522-2150

The Horizon Gro u p
(888) 265-2220

TA S Q Te c h n o l o g y
(800) 827-8297

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

ABANCO International  ..................................................69
ACCPC  ..........................................................................73 
Advanced Payment $ervices ............................................44
AmericaOne Payment Systems  ..........................................9
Barclay Square Leasing   ................................................18
Bridgeview Payment Solutions  ........................................25
BUDGET Terminals & Repair  ............................................28
Business Payment Systems  ..............................................34
CardWare International  ..................................................12
CDE Services  ..................................................................68
Certified Merchant Services  ............................................51
Comerica Bank  ..............................................................66
Concord EFS  ..................................................................56 
CrossCheck  ....................................................................31 
Cynergy Data ................................................................ 77
Electronic Payment Systems  ............................................70
EVS Development  ..........................................................63 
EZCheck  ........................................................................13
FTI   ................................................................................55
First American Payment Systems  ......................................23 
First Data Merchant-MD  ..................................................52
Frontline Processing  ........................................................39
General Credit Forms  ....................................................37 
GO Software ................................................................59
Horizon Group  ..............................................................80
Infinite Peripherals  ..........................................................48
Integrated Leasing  ..........................................................50 
IRN/Partner America  ......................................................15
JR's P.O.S. Depot  ..............................................................8
Lipman USA  ..................................................................17
Merchant Services Inc.  ....................................................19
Merchants' Choice Card Services  ....................................45
MIST Inc.  ........................................................................71
Money Tree  ....................................................................27
MSI (NJ)  ........................................................................75
MSI (NJ) dba 1-800-BANKCARD  ....................................42
Nationwide Check Services  ............................................64
Nationwide Payment Solutions  ........................................36
Network 1 Financial  ......................................................35
North American Bancard ..................................................7
NOVA Information Systems  ............................................26 
NPC  ..............................................................................29
Online Data  ..................................................................47 
Payment Option Solutions  ..............................................65 
Plug'n Pay ......................................................................14
POS Payment Systems  ....................................................67
POS Portal  ....................................................................62
Resource Finance  ............................................................16
Retriever Payment Systems  ..............................................33 
SchlumbergerSema  ........................................................32
Secure Payment Systems  ................................................58
Signature Card Services  ..................................................54
TASQ Technology  ..........................................................79
Teertronics  ......................................................................22 
Thales e-Transactions  ........................................................2
The Phoenix Group  ........................................................21
Total Merchant Services  ............................................40-41 
Transaction Payment Systems  ..........................................30
U.S. Merchant Systems  ..................................................60
United Bank Card ..........................................................49  
United Merchant Services  ................................................20 
Vequity Financial Group  ................................................46
VeriSign  ........................................................................24 
Vital Merchant Services   ................................................11
Wells Fargo Merchant Services  ........................................38 

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