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Life in the MLS trenches:
The newbie's new landscape

t's been a turbulent decade in
the payments industry, and
ISOs and merchant level sales-
people (MLSs) have been on
the front line as each challenge has
emerged.

As the dollar value of credit and debit
card payments has skyrocketed, it
is now rare to find an established
merchant who doesn't have credit
card processing of some sort. Rapid
technological changes have made it
nearly a full-time job to stay abreast
of the myriad alternatives in our
ever-changing market.

And one of the latest industry devel-
opments — free equipment - has
changed the financial landscape for

MLSs. There's more opportunity, per-
haps, but it's more elusive.

To remain successful, established
agents have embraced change with
agility. But what have these changes
meant to those entering the field,
those who are without a steady base
of residuals to cushion the industry's
inevitable bumps and sharp turns?
And what has it meant to ISOs trying
to recruit and retain quality agents?

The necessary nest egg

According to Sam Chanin, Chief
Executive Officer of Business
Payment Systems, many new agents
without cash reserves to cover living
expenses while they build their client
base simply don't make it. "Of the

[[IFI¥ See Newbies on page 67



We don’t just pay Lip Service
to Customer Service.

Over 98% of All Customer
Care Calls are Answered
Live within 4 Rings at NAB.

Above call metrics provided are ¥TD from 1/1/2006 through 31 /2008

-

While other companias claim to have great customer
service, most leave you and your customers on hold.

Meanwhile, NAB has built the most dedicated, = ] -
responsive customer service group in the industry. NDFtI‘IAI‘I’IBeAI;JISCIn

With over 150 highly trained, always friendly ARD
team members on the other end of the line.

See the NAB difference for yourself at www.gonab.com,
or better yet... give our ISO/Agent Sales Team a call.

1-888-229-5229 « www.GONAB.com
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NotableQuote

"Always ask a prospective partner
for a reference or two. ... Call them.
See what they have to say. If they
are happy with the relationship, then
there's a good chance you will be,
too."

See story on page 102
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Hi, Randy. Since you're going to be my boss now,
| wanted to return all the pens | stole from your desk.

Where can | find the section on GS Online that gives the defini-
tions of all the interchange program codes@ For example, | want to
know in plain language what "card present with swipe" means.

John Carro
John:

You will find our nine-part article series "Interchange untangled" at
www.greensheet.com/interchangeuntangled.html . We provided
the series in response to numerous reader requests for definitions
of the various interchange levels. For example, Visa's CPS (Custom
Payment Service) Retail is the most common rate qualification for
merchants performing transactions in a face-to-face environment.
To qualify for this rate:

e The cardholder, card, merchant and POS device all

must be present at the time of the sale.

e The card must be swiped for authorization, and the full,
unaltered contents of the magnetic stripe must be sent for
authorization.

® Only one authorization is allowed per transaction.

e The transaction must be settled within 24 hours of the
transaction date.

e The merchant must obtain an authorized signature

on the receipt.

Editor

| have been working with a local merchant service provider here in
Chicago for two years. Is there any methodology, training or tools
you can recommend for reading, analyzing, pricing and present-
ing cost savings to merchants?

| need to streamline the statement analysis process. | am working
on bigger accounts with bundled rates and interchange charges;
there has to be a method to the madness.

Bill Yergler
GS Cooper & Associates

Bill:

The Green Sheet does not make product or company recommen-
dations; however, our readers may be able to help. If you are a
member of GS Online's MLS Forum, please post your question
at www.greensheet.com/forum/viewforum.php . If you are not a
member, you may register online for free.

Editor

| remember an ad ...

Within the last six months I've seen an ad concerning purchasing
residual cash flow. | have looked through my copies of the publica-
tions, and | am unable to locate it. The ad had a large "66X" as
its headline. If you could find the ad and send me another copy, |
would be very grateful.

Thank you,
Jeffrey T. Condon
Wireless Web Inc.

Jeffrey:

The only ad in The Green Sheet that has come close to what
you described is for Equity Commerce LP. The ad's headline is
"36x Multiple." The ad is on page 67 of the Jan. 9, 2006 issue
(06:01:01). You may access this issue on GS Online in the GS
Archive at www.greensheet.com/pdf/060101.pdf . | hope this is

what you are looking for.

Editor



Don’t Be Fooled!
Free Terminal Programs
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Now, more FREE terminal choices than ever!

.....
.........

Flus FREE PIN PADI

Premium Solution  Premium Solution Check Solution Wireless Solution
OMMI 3750 Murit 8100 OMNI 3750 wicheck imager Way System wiwirsless printer
Duzal comm & Smaet Card Dl comm & Smart Card Inciudes cables, Dual comm & Hand Held, Wirsleas, Sman Card

réady terminal radchy berminal Smart Cand ready enabiled 1armnal



Are Not Created Equal.

Reality:

NorthAmetiegn

There’s really no comparison. While other companies
bury restrictions and mandatory fees in their fine print,
MAB is offering the very best equipment. Mo Hassles.
Mo fine print. Plus, a residual program that’s
unmatched in the industry. More program choices,
more ways to profit that's the difference with NAB.

Why partner with a company that will eat away at your
hard earned money? Turn to North American Bancard
and stay clear of those bad apples out there.

-
w

Others

/No Annual Fee or Batch )
Header Fee Required.

If you charge one you share in it!

With NAB You Get a

Interchange Revenue it.
Unlike other rams we don't
charge 3 to 6 basis points off the
top disguised as a “Reserve Fee
for Hidden Losses" or something
called a “*BIN Sponsorship Fee"

Up to $500 Conversion Bonus!

Get paid 1% of the actual monthly
processing on every merchant.

If the merchant processed
$50,000 then you receive $500.
Paid Weekly!l!

$100 Activation Bonus
per each retail merchant activation

$50 per card not present merchant

.\\‘_ar:ﬁvﬂunn. 111Paid Weekiy!!! P
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Short on time? This section of The
Green Sheet provides a quick summary
of nearly all the articles in this issue
to help keep you up to date on the
latest news and hot topics in the
payments industry.

Cover Story

Life in the MLS trenches: 1
The newbie's new landscape

To remain successful, established agents have
embraced changes in the payments industry
with agility. But what about those entering the
field? How are they coping without a steady
base of residuals to cushion the industry's
inevitable bumps and turns? And what does
this mean to ISOs trying to recruit and retain
quality agents? -
= Page 1

View

Charting a course for a 1
maturing ACH

Does the future hold sustainable growth in

ACH payments? Will ACH payments ever

eclipse check writing? Or more to the point, is

it in the best interests of the marketplace, and

the overall U.S. economy, to eliminate paper

checks? Those are just a few questions that

arose this spring at Payments 2006, NACHA's

annual conference. -
|= Page 24 |

Feature

The challenges of
cash recycling

From ATMmarketplace.com . Self-Service and
Kiosk Association Editor Bryan Harris queried
two experts in the ATM cash-recycler field:
MEI — Mars Electronics' Neil Young and JCM
American Corp.'s Dave Elich to learn the ben-
efits, challenges and future of cash-recyclers.

'.‘_- Page 30 |

i Industry Leader

A sweet, successful
second chapter

For 24 years, Wendy Zucker worked for
Fortune 500 company Merrill Lynch & Co. Inc.
Then, she traded the rigid structure and long
commute to become National Sales Director
for Barclay Square Leasing.

|= Page 32 |

Feature

GS Advisory Board: Data
security on the mind - Part Il

Opver the past two years, the media have been
abuzz with news about financial data security
leaks and identity fraud. Perception (includ-
ing the public's) plays a crucial role in our
industry's reaction to recent events. We asked
members of The Green Sheet Advisory Board
to share their views on the current state of

data security. -

'|_I Page 39 |

View

Will we soon see the first
human payment device?

Visa U.S.A.'s CEO recently predicted that by
the end of the year, more than 60% of mer-
chants accepting Visa bankcards will have
adopted the Payment Card Industry (PCI)
Data Security Standard. Humboldt Merchant
Services President Ken Musante is so cer-
tain this won't happen he has wagered the

unthinkable. =

|= Page 52 |

View

Does free technology mean
obsolete technology?

Sometimes free technology is advertised as
the latest and greatest; however, it is typically
some of the oldest technology available. Many
people think that the only alternative to free
technology is high-priced technology. This

is not true. Technology does not have to be

expensive to bring merchants excellent results.

= Page 54 |



Oour Proven Merchant Leoad

GCeneration Program Will Leave
Your Competitors in the Dust.

Our I150’s receive qualified, pre-set appointments.
All you have to do is close the deal!

AmericaOne Delivers:

o Upfront Cash - Hundreds to Thousands of Dollars Per Merchant Appheation
) Additional Upfroant Bonus- $100-5500 Per Approved Account

O Faxed Merchant Applications - No Photos / No Originals | Same Day Approval
© Merchants Reimbursed for Current Providers Cancellation Fees

) Free Merchant Equipment Program

) Expert Customer Service On All Platforms 24 / 7 / 365

) Free Merchant Equipment Swap-Out Program

O 2-Hour Lease Approval / Split Funding / Rebates

O MLS Reporting @ www.aoreports.com

) Application Status & Knowledge Base @ www.acagent.com

) Merchant Reporting @ www.merchantrepors.com

O Professional Marketing Materials

) Business Development Consulting

) Free Merchant Statemeant Analyses & Merchant Praposals

) Check Services / ACH Services [ Gift & Loyalty Card Programs

AmericaOne’s Overall Commitment to You and Your Customer’s
Satisfaction is Second to None.

If you are serious
about selling,
call us TODAY...
888-502-6374

’

email: iIscfomericooneps.com - WWww.americooneps.com
Copgrghd 2005 AmencOne Payment Spoiems, i » 200 Hambn Cour = Sonrrpeaie, C8 34080 = Keyflank Natonsl Amooston, Ceveland, 08, Member FORC
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When restaurants
exceed the tipping point

By now, tip overage preauthorizations should
be a thing of the past, but the issue still arises,
with misinformation abounding. When your
merchants call you to complain about this
practice (because their customers are com-
plaining to them) advise them on what they
can do to stop it from happening.

'L- Page 56

Book Review ]

|
-

[ )

To meet quotas, hungry salespeople will
knock on door after door until they get a

yes. And then they will start again the next
day. The thought of cold calling leaves many
new to the sales profession with ... cold feet.
In Never Cold Call Again! author Frank J.
Rumbauskas Jr. explores the alternative: a self-
marketing system.

|= Page 58

i

News

B

Hackers exploit vulnerability
at banking Web site host

Goldleaf Technology's 600 client bank sites
were affected by a recent phishing attempt. So
far, no banks or their customers have reported
fraudulent activities stemming from the secu-
rity compromise. But the incident has shaken
the confidence of some Goldleaf clients.

'L- Page 62 |

Education ]

m)

StreetSmartssV:
The agent bank
relationship - Part Il

Once an ISO or MLS has established an agent
bank relationship, there is much to consider
when defining the parameters for selecting

and processing merchant accounts. This sec-

ond article in a three-part series delves into

the underwriting, pricing and customer ser-

vice aspects of agent bank programs. -

|= Page 74 |

“We Grow by Helping You Grow”

GET is helping the growth and prosperity of its direct ogents and 1505,
Hence we are growing the old fashioned way through hanesty and hord

work. Allowing us to help you grow with litetime residuals helps us to grow.

Henesty and hard work pay and don't ever let up. 'We ook forward fo

assisting you
Respacthully,

e Py

Steve Bryson
Faunder / CED
Global Electronic Technology, Inc.

BIM Sponsorships -Porffolic Purchases

www.gettrx.com

877-GET-41SO

d

GLOBAL

ELECTROMNIC TECHNOLOGY

B0 GaTT all iyl i)



Take h
‘ get&?e$1$3,000 and

"100,000.

And that’s just a sign-on bonus!

Work with NPC® and earn one of
the highest paying sign-on bonuses
in the industry —up to $100,000.
Portfolio conversions are welcome.

Also enjoy some of the lowest lease rates around.
Check out the Northern Sure Lease Factors NPC negotiated on your behalf.
(Al Credit Tiers)

48 month = 0305 £4 month = 0527
36 month = 0387 12 month = 0975

Work with us and it all adds up to the most lucrative
package available.

And it's backed by NPC's excellent reputation and sales support:

* Instant credibility and brand recognition

* Member of the Bank of America family of companies

* Free 27T award-winning merchant support and free merchant training

* Dedicated relationship managers assigned to each sales office

* Qur 50.05 Interchange Plus pricing option

Start earning more now!
Call ws at 1.800.672.1964, ext. 54883,

=9
wwwL npo.net
=
* Full disckobse of details availabds pnn MUl N P
© 2006 Mational Prooessing. nc. A8 rights reserved C
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The 10 worst decisions E-newsletter élan

evermadebv I SDS .............................. ISOs and MLSs can use e-newsletters to

Many problems arise because someone made improve customer loyalty and business vol-

a poor decision. Sadly, one bad decision can ume. This article maps out the steps involved
break a business. Learn the top 10 worst deci- in sending out an e-newsletter, describes some
sions ever made by ISOs and MLSs, and avoid of the applications available and offers dos
repeating them. and don'ts for e-newsletter campaigns.

|= Page 82 |= Page 94

Education 1| Education 1|

[ )
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T_he _rnllllonalr'e In you: Making the most of the
Finding your canoe

........................................................................ proliferating, nimble Wi-Fi POS
Although many industry leaders have | | o i e
achieved millionaire status based on hard
work and diligence, where do MLSs fit in?
What about the average MLS pounding the
pavement every day, all day long? What will
it take for the average MLS to achieve the goal
of building a million-dollar portfolio?

Wi-Fi requires an initial learning curve, but it
can give a salesperson a significant advantage
over those who are less tech-savvy. Anyone
can provide a credit card processing solution.
Sales agents focused on providing greater
value and flexibility will be the winners.

.L' Page 88 .L' Page 96
i Education 1
-
«<NYnia o 'lljjl:rp 0. Don't be afreid to ask
Nvis wWur - If you regularly read any of the industry trade

publications, you'll see advertisements for
various ISO programs. Yet many companies
don't have enough space in their ads to tell
the entire story. So how do you, an MLS look-
ing for an ISO partner, get the full story? Ask
the right questions.

“The Highest Quality Refurbished
POS Equipment”

= 20 Years Industry Experience
» Full Service Repairs

and Refurbishment rf L _ 3
* Quick Turn Around Time ' e
» Unsurpassed Quality and Service g
= Overnight Replacement Program -
FTeminal DEployReNtE R COtRERDs Give a little respect

y When it comes to showing respect, some of
Emiﬂlllﬂﬂ us have a solid foundation and can build on
Eﬂl[ﬁﬁ cs T?Tﬁ &T7P's . it, while others will have to undo some early
"‘Omni’s = Nurit's = All Tranz's training that led to bad habits. But no matter

4 . where you fall on the respect spectrum, exam-
| bt . . . .
more rmation. I‘BE. 584, mu . ine, from time to time, the effect your actions
For e “I::‘ﬂ' N i: ﬂl;apﬂé-_ ¥ k.l (or lack thereof) are having on others.
Receive 5% ol when you menbon thissd | s Poge 111
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QuickBo oks

> A =1 Small Business Financial Soltwan:

FREE Nurit 2085 or FREE Mobile Phone”
and FREE QuickBooks software

Think about if... 3 million Small businesses

chaose ewaniwinning QuichBooks software,

#nd IM5 is the only merchant service that
searmbegsly inegraies with QuickBooks. Your
custemars can streamiling their bookkesping
by downloading ransactions intg thair
QuickBooks fles. They could save time and
meney, and you could gam mone residual

income through our True Partnership Program,

Contact us at 800-383-8306

A True Partnership

* Interchange pass-through

* Sign up bonuses

= Cofversion bonuseas

= Same day apgrovals

» Live 24/T support

= Online account management

= Backed by a Fortune S00 compiny

= H!.!.J.l’n" ative.
-"_,.rl 1 am IHTUITE Cempung
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NEWS

NACHA spells out rules of conduct

NACHA - The Electronic Payments Association's Code
of Conduct took effect Feb. 23, 2006, for existing and
potential members and participants in its programs. A
partial list of the rules requires that members: adhere
to the spirit as well as the letter of all applicable
regulations and laws; avoid the appearance of criminal
or professional misconduct; and conduct business in a
manner that does not adversely affect the automated
clearing house network.

Financial institutions must
awaken to Wi-Fi threats

Financial institutions must deploy Wi-Fi intrusion
detection and prevention systems, even if they do
not sanction wireless elements within their networks,
advises a research report by MasterCard's TowerGroup.
Institutions must respond "to the reality that Wi-Fi
devices employees are using on their premises may serve
as unintended points of entry for security intrusions to
their networks," wrote Bob Egan, Research Director for
Emerging Technologies.

Visa Plus ATM transactions
to get higher scrutiny

Visa U.S.A. is expanding its fraud-detection capabilities
by integrating its Plus ATM network with its primary

authorization system in order to provide real-time fraud
intelligence on each transaction. Advanced authorization
gives the issuing institution a rating within two
seconds on each transaction's potential for fraud,
according to Visa.

ANNOUNCEMENTS

GET moves to larger quarters

Global Electronic Technology Inc. has relocated the
company's headquarters and operations to larger offices
in Cypress, Calif., from its home in Laguna Hills. The
move was triggered by recent growth.

AmEx partners with restaurants

American Express Co. launched the Restaurant
Partnership Program, which provides merchants
savings on overnight shipping, office supplies and
marketing support, as well as access to resources such
as GuestMetrics, Healthy Dining Finder and the Elliot
Leadership Institute.

Western Union spin-off proceeding

First Data Corp. took steps toward spinning off its
Western Union business, which is planned for the
fourth quarter of 2006. The company filed a Form 10
registration statement with the Securities and Exchange
Commission and requested a favorable tax ruling from
the Internal Revenue Service.

F

M P;‘J * Retail industry sales for May 2006 (which exclude automobiles, gas stations and restaurants) rose

8.2% over last year and rose 0.2% (seasonally adjusted) over April, according to the
//[ﬁﬁi'rﬁmj National Retail Federation.
I-Illh * Total retail sales (which include non-general merchandise categories such as autos, gasoline
HEADLINES stations and restaurants) increased 7.6% unadjusted year-over-year and increased 0.1% from
oM THE the previous month, the Commerce Department reported.

RETAIL |, The National Restaurant Association predicts that in 2006 the restaurant industry

Wﬂ R LD will have $511 billion in sales, 925,000 locations serving more than 70 billion meals
and snacks, and 12.5 million employees.
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Heartland's Carr wins award

Heartland Payment Systems Inc., won the Greater
Philadelphia Venture Group's 2006 Walter M. Aikman
Entrepreneur-of-the-Year Award, which recognizes his
achievement in developing the company as a venture-
backed business.

WRG hits 10-year mark

In April, WRG Services marked its 10-year anniversary
in the ATM business, providing hardware, software,
processing, service and training.

Dutch processor joins
Merchant Risk Council

Internet payment service provider ChronoPay B.V. has
joined the Merchant Risk Council, an association of 6,500
online retailers, vendors, financial institutions and law
enforcement agencies.

POS software licensed

Comstar Interactive's Charge Anywhere POS software
is now available for VeriFone Omni and V* products.
The company reports the software is PCI compliant.

MagTek gets MasterCard
stamp of approval

MagTek has been awarded the Terminal Quality
Management label from MasterCard for quality assur-
ance. Also, MagTek's IntelliStripe 65 hybrid reader has
achieved EMVCo type approval for Terminal Level 1.

Hypercom is a preferred provider

NOVA Information Systems, a subsidiary of U.S.
Bancorp, chose Hypercom Corp. as a preferred pro-
vider of payment terminals and peripheral devices.
NOVA will begin Class A certification of Hypercom's
Optimum T4100 countertop unit, which has an Intel
XScale processor and 24 megabytes of memory.

Co-op opens Midwest office

CO-OP Financial Services has opened a St. Louis
sales office, naming Mike Weismiller Regional Sales
Manager. Headquartered in Ontario, Calif., the co-op
has nearly 2,000 credit union members.

Fast-growing payment
processor recognized

Business 2.0 magazine recognized Global Payments Inc.
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as one of the 100 fastest-growing technology companies
in the United States. In June, the company was
listed as number 62 of the top 100 publicly traded
tech companies.

Visa government services highlighted

At Visa International's annual International
Government Services Conference in Buenos Aires in
May, Visa showcased how its government partnerships
have contributed to economic development goals for
emerging nations.

Humboldt sales partners rewarded

Humboldt Merchant Services rewarded hlgh-
producing sales partners in April with training
and team building at its first President's Advisory
Council meeting in Phoenix. Kari Dorris of First
National Bank of Arizona was the guest speaker;
vendors and strategic partners included Lease Finance
Group, Merchant Capital Source, USA ePay, VeriFone
and ViVOtech.

Marketer launches cash-back program

RewardsNow Inc. launched its first cash-back rewards
program for a major client. The program gives client
banks and credit unions a way to enhance loyalty
among customers.

Merchant service provider relaunches site

ImGlobal Ltd., a provider of MO/TO and POS retail
transaction services, relaunched its Web site to better
reflect its product and service offerings. The site remains
at www.imglobalpayments.com .

Gift card program for small businesses

Moneris Solutions announced a gift card program for
small businesses. The turnkey program is designed
to give merchants new merchandise to display at the
POS; enhanced fraud security, compared with paper
gift certificates; and flexibility in loading card value,
up to $250.

First Data named processor of the year

At an awards ceremony in Milan in May, Cards
International 2006 named First Data the card processor
of the year. The company was also short-listed for
the best merger and acquisition award. First Data
recently acquired a number of companies in Europe
and Southeast Asia.

Europeans choose Visa first

Reader’s Digest magazine's European subscribers rated
Visa the most trusted credit card brand. The survey
polled 25,434 households in 14 countries.
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Comdata's fuel program chosen

Airgas, a distributor of industrial and medical gases,
is integrating Comdata Corp.'s MasterCard fuel
program for all fuel purchases for its vehicles within the
United States.

Netifice picks Precidia

Netifice Communications has chosen Precidia
Technologies Inc. to provide connectivity to serial
equipment as part of the Shell Oil Products CoolBand
initiative. The program consolidates convenience-store
equipment, including Ruby terminals, tank monitors and
video surveillance, onto a single broadband network.

ISO to offer cell phone rewards platform

Vision Payment Solutions LLC's direct and ISO sales
channels will resell the MobileLime Mobile Rewards
platform, which turns a consumer's phone into a
shopping device.

Retail chain switches to PaySpot

PaySpot now provides electronic prepaid products

Leasing Should

to Giant Industries' 123 retail stores in Arizona, New
Mexico and Colorado. Within three days of installation,
Giant's daily prepaid product sales reportedly exceeded
previous daily volumes.

Fiserve network adopts PIN debit

The ACCEL/Exchange EFT Network, owned by Fisery,
will be the first to enable ATM Direct's Internet PIN debit
transactions. ATM Direct is a Pay By Touch company.

Chain to deploy fingerprint scan

Pathmark Stores' 141 supermarkets in New York, New
Jersey and Philadelphia will deploy Pay By Touch
fingerprint payment services. Shoppers will authorize
payments by a combination of finger scan and telephone
number.

VeriFone, D-Link create marketing alliance

VeriFone will collaborate through a marketing
alliance with D-Link Corp. to assist merchants with
implementation of Wi-Fi electronic transaction systems.

DTI chosen for its mobile technology

PuroSystems Inc., a franchise organization dedicated
to insurance restoration and environmental services,
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chose Direct Technology Innovations as its exclusive
provider of merchant services. DTI's mobile transactions
technology will enable PuroSystems personnel to collect
for services at the POS.

POS-X becomes strategic supplier

Northern Leasing Systems Inc., a provider of micro-
ticket leasing, has named POS-X Corp. as its strategic
supplier for POS technology.

Security specialists partner on PCI program

The Logic Group and AmbironTrustWave will launch a
service package to help businesses comply with the PCI
Data Security Standard.

The Logic Group will manage the project, and
AmbironTrustWave will conduct compliance audits
and certification.

Integrator partners with Sterling

Value-added integrator POSDATA chose processor
Sterling Payment Technologies LLC as a referral
partner. The two companies already share an extensive
list of mutual customers.

Payment processor, bank to offer DCC

Planet Payment and Standard Chartered Bank will offer
dynamic currency conversion (DCC) in China, enabling
merchants there to disclose to Visa and MasterCard
cardholders at the POS the amount of their transactions
in their home currency.

FastLane services offered through BPS

Business Payment Systems' merchants now have access
to debit and gift card services offered by payment
network FastLane. BPS will begin to market FastLane's
product suite to its base of 25,000 merchants.

Gateway and software provider team up

Plug & Pay Technologies has completed its integration
to POS software provider Inertia Beverage Group.

Hypercom chooses EFTPOS

Hypercom appointed EFTPOS Ltd., an electronic funds
transfer company, as the distributor for POS equipment
in South Africa and the African continent.

PointPay and Valutec
team to offer terminals

PointPay USA completed certification of its OmeroX Lite
terminal with Valutec Card Solutions Inc., a provider
of gift and loyalty programs. The device combines an
intuitive user interface with a thermal printer and the
ability to run four fire-walled applications.

< & &
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ACQUISITIONS

AmbironTrustWave acquires Lucid Security

AmbironTrustWave, a data security and compliance-
management solutions supplier, has acquired Lucid
Security. Lucid's ipANGEL Intrusion Prevention System
will position AmbironTrustWave as a leading provider
of threat-management security appliances, the company
reported.

VeriSign to purchase SSL reseller

VeriSign Inc. has agreed to buy GeoTrust, a supplier
of Secure Sockets Layer (SSL) solutions to direct
resellers, for $125 million in cash. The acquisition will
extend VeriSign's protection of networked interactions.
GeoTrust's 9,000 resellers will complement VeriSign's
direct-sales SSL business.

APPOINTMENTS

Industry veteran joins Element Payment

Element Payment Services Inc. named industry veteran
Roy Bricker Chief Operating Officer, to be responsible
for launching the ElementExpress payment processing
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At Business Paymeni Sysiems we prstand real suCcess
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platform. Current COO Tim Vint will take the role of
Chief Compliance Officer. Bricker was a key participant
in the development and launch of EFSNET, Concord
EFS' (now First Data's) Internet payment platform.

TriCipher has new CEO

and Chairman of the Board. Previously, De Santis was
CEO and President of Sygate Technologies.

He is expected to work closely with TriCipher Founder
Ravi Ganesan, who will focus on leveraging the
company's intellectual property.

VeriFone appoints former
MasterCard CEO to board

MasterCard, was appointed to the board of directors of
VeriFone. Hart was the founding Chairman of the Board
of CIRRUS and is currently Chairman of Silicon Valley
Bank. He also sits on the boards of Global Payments Inc.
and Fair Isaac.

Ramsay to head historical society

“When making a good
impression counts™”

Count on Quality Imprinters
and Merchant Plates
From Data Syvstems®

Email:
Sales @ DataSystemsCompany.com

(843) 856-1025

elected 2006 — 2007 President of the Board of Trustees of
the SEC Historical Society.

Hypercom appointments strengthen
international sales and service

Hypercom promoted O.B. Rawls IV to Senior Vice
President, International Sales, and John H. Andrews
to Senior Vice President, Global Customer Service.
Andrews is former Principal of iClient Global LLC and
former CEO of Excell Agent Services LLC.

TransAKT appoints new
President, CFO and board

TransAKT Corp. appointed incumbent Board Director
James Wu to the post of President and named Rong
Fitzgibbons Chief Financial Officer. Wu has been
President of IP Mental Inc. since 1997. Fitzgibbons
was most recently Senior Budget/Financial Analyst at
Antelope Valley Hospital.

Three new directors have been appointed to the board:
Lionel Ni, head of the computer science department at
Hong Kong University of Science and Technology; Ming-
Huang Tseng, founder and CEO of CeraMicro Technology
Corp.; and Mark Fletcher, an Associate at Thackray
Burgess and former President of RadioCompass. B
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Insider's report on payments

Charting a course for a maturing ACH

By Patti Murphy

s the automated clearing house a mature payment
system? Does the future hold sustainable growth in
ACH payments, particularly for retail transactions
like POS and Internet payments?

Will ACH payments ever eclipse check writing? Or more
to the point, is it in the best interests of the marketplace,
and the overall U.S. economy, to eliminate paper checks?

These are questions that came to mind this spring while
attending Payments 2006, the annual conference put on
by NACHA - The Electronic Payments Association.

In my mind's eye, the answer to the first question came
through as a resounding yes when NACHA's president
and Chief Executive Officer, Elliott McEntee announced
to a packed opening session that NACHA would collect
per-transaction and annual fees from financial institu-
tions using the ACH: The news didn't register a blip on
the industry's radar screen; and as of mid-June, I couldn't
locate a single mention of the new fees in the trade press
or elsewhere, even with extensive Internet searching.

Contrast this to what happened about 10 years
ago, when ATM owners began assessing convenience
fees (surcharges) on certain transactions. Consumers
and executives at many small financial institutions cried
foul, and the pricing decision was even visited briefly by
Congress. Today, of course, surcharges are a critical rev-
enue stream for banks and nonbanks, alike. ATMs are a
mature market.

Or rerun the hue and cry that ensued more than a decade
ago, when the Federal Reserve (then the primary proces-
sor of ACH payments) announced something akin to a
surcharge for its ACH processing work.

If a mature payment system is one in which new fees
can be adopted and nobody seems to care, the ACH has
reached that pinnacle. However, the jury is still out on
whether the ACH can grow its retail payments load, or if
the ACH will ever supplant the check system.

Modest pricing

est: $0.0001 per transaction; the annual fee assessed finan-
cial institutions hasn't been cast in concrete, but NACHA
spokesman Mike Herd said it will probably be set at $40
to $45 a year. Monies collected, Herd said, will be used

to fund NACHA's functions as rule-making body and
administrator of the ACH network.

Historically, NACHA's operating budget has been
funded by assessments on members. Industry consoli-
dation, however, has rendered that funding mechanism
ineffective. At the peak of membership, NACHA count-
ed as members about three dozen ACH associations,
including many large banks that had enough ACH busi-
ness to warrant individual NACHA memberships. Now
there are just 19 regional ACH associations, each made
up of hundreds (in some cases thousands) of individual
financial institutions.

(Visa operated an ACH association, and for a time was the
only alternative to clearing ACH items through the Fed; it
bailed out of the business in the late 1990s.)

ACH versus checks versus cards

It's been more than 30 years since a group of bankers
and Federal Reserve officials began collaborating on a
new payment mechanism (the ACH) that would
eliminate the costly and redundant processes associated
with clearing paper checks. Since that time, the ACH
has enabled banks to migrate billions of checks to
electronic payments.

Yet, billions more checks continue to be tendered as pay-
ment for goods and services every year by consumers and
businesses alike. Just over 34 billion last year, by most
estimates. Plus, banks continue to invest in check tech-
nologies and processes (like imaging and remote deposit
capture) that make it easier, faster and cheaper to clear
check payments than previously imagined. Celent LLC, a
Boston-based research and advisory firm, estimates that
U.S. banks spent more than $900 million last year on tech-
nologies just to support check image exchange.

Last year, about 1 billion checks were cleared through
the banking system as electronic check files, using a
process known as check image exchange. Collected data
suggests that many of these are large-dollar (presumably
business) transactions.

Nearly 14 billion payments cleared and settled through
the ACH in 2005. That represented a 17.4% increase over
2004 and twice as many payments as ran through the
ACH in 2000, according to NACHA.

ARC transactions (consumer remittance checks that get
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converted to ACH payments by billers or their agents)
accounted for 2.15 billion in ACH volume last year, or
about 47% of total ACH transaction growth for the year,
NACHA said.

An additional 1.34 billion ACH payments were initi-
ated via the Internet; NACHA estimates that about 80%
of these were initiated by consumers using online bill-
pay services. With nearly one in four ACH transactions
tied to consumer bill payments, the ACH clearly has
played a pivotal role in moving the paper-laden world of
consumer payments to EFT. (Business transactions, how-
ever, have been slow to migrate. Only 2 billion business-
to-business payments went through the ACH last year,
according to NACHA.)

Now NACHA has set its sights on a relatively new con-
sumer market: Internet-based payments. A pilot set to
begin early next year will test using the ACH to authen-
ticate and initiate consumer online purchases via their
financial institutions.

These, of course, aren't payments typically made by check.
Credit cards are tops among consumers who shop online:
At least 85% of online purchases are credit card transac-
tions. But many consumers are leery of using the Internet

to exchange payments. Boston-based JupiterResearch
estimates that just 65% of Internet surfers made online
purchases last year, and nearly 59% of Internet surfers
who don't shop online are concerned about credit card
and related frauds.

A Harris Interactive survey sponsored by MasterCard
International last fall found 49% of American consumers
believe their personal financial information is most vul-
nerable when transmitted online.

In the NACHA pilot — as demonstrated at Payments 2006
— consumers choosing this as yet unnamed payment
method at a participating Web site get redirected, via
a secure network, to their financial institutions' online
banking sites, where they log in using established pro-
cedures. Once there, the consumers confirm transaction
details and authorize payment.

No personal financial information is ever sent to or
stored by the merchant. Clearly, this new online method
has merit. Consumers will like the added security.
Merchants also may like it, but that will depend on pric-
ing. NACHA has said it plans to assess interchange once
the new online payment method goes live (probably some
time in 2008). &

There’s $2.38 billion worth of opportunity
out there. How do | capture it?
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The challenges of

cash recycling
By Bryan Harris, Editor

SelfService.org, the Self-Service and Kiosk Association's Web site

This story was originally published on ATMmarketplace.com,
June 8, 2006; reprinted with permission. © 2006 NetWorld
Alliance LLC. All rights reserved.

ash-recyclers are still limited in their capabilities

and uses. Large cash-recyclers hold hundreds of

bills, compared with thousands of notes in bill

dispensers. The interest in recyclers as an alter-
native to validator/dispenser combinations continues
to grow, and companies are continually improving their
recyclers to meet industry demand.

Self-Service and Kiosk Association Editor Bryan Harris
queried two experts in the cash-recycler field: MEI - Mars
Electronics' Neil Young and JCM American Corp.'s Dave
Elich to learn the benefits, challenges and future of cash-
recyclers.

SelfService.org: What are the key benefits of cash
recycling?
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> "Recyclers are complex devices

involving mechanical, software
and electronic components.

"The products will be useless at
best and turn away customers at
worst if they are not functioning
properly."
- Neil Young,
Mars Electronics Inc.

Young: The immediate advantage is the cost savings asso-
ciated with reducing the amount of float (bills needed for
inventory) required to start up a self-service application.

Over the long term, there are costs associated with cash
management, which includes refilling the seed inventory
and clearing and securing the cash.

When retailers use the same cash that is paid-in to
dispense, they reduce these charges significantly. Recyclers
also reduce employee contact with cash, delivering addi-
tional savings through reducing commercial cash-han-
dling fees, shrinkage and cash-room activities.

Recyclers also improve the consumer cash experience
by consolidating the input and output of the cash into a
single device.

One device to replace two separate devices means less
space required, fewer container bins and cassettes to
handle and store cash, and fewer communication ports
required to control it.

SelfService.org: What indicates the demand for cash-
recyclers?

Elich: There is a general trend to automate more and more
retail transactions. When you do that, you have to do it in
a cost-effective way, both in terms of size and effective-
ness. Those combined factors drive the demand.

SelfService.org: What are the design and implementation
challenges? How can they be overcome?

Young: Recyclers are complex devices involving mechani-
cal, software and electronic components. The products
will be useless at best and turn away customers at worst
if they are not functioning properly.

Early-entry models have not worked out all the bugs, are
not reliable enough, and are not designed to optimize
security and dispense the denominations of cash demand-
ed by today's consumers.



These are some of the specific challenges:

* Reliably accepting and transporting low-quality
street money

* Designing a mechanism to make it easy to replenish
denominations, as needed

e Determining capacity requirements in terms of specific
denomination types (which vary by industry, applica-
tion, location and geographic markets)

® Closing the cash-management cycle to avoid
cash-handling on the floor.

Addressing these needs requires the design of a recy-
cler as a complete system. Integrating recyclers into
new-product platforms, such as OEPTs (order-entry
and pay terminals) for the quick-serve and c-store
industries and self-checkout systems for the grocery and
chain-store industries, involves first understanding the
footprint, power and communications requirements of
the component.

Then it requires working with a payment-systems vendor
that understands the requirements and can provide the
tools needed to integrate the component.
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SelfService.org: Do you believe cash-recyclers will even-
tually replace acceptors and dispensers in machines that
use both?

Elich: Not only do we expect cash-recyclers to replace
acceptors and dispensers, but we also expect kiosks with
cash-recycling technology to replace more and more cash-
drawer operations.

Think about what happened when VCRs first hit the mar-
ket. There were issues of consumer acceptance, size con-
straints and cost considerations. Over time, as consumer
acceptance of the product increased, improvements were
made and costs came down.

Compare that with the automatic-transaction industry.
Over time, we can expect that operator-acceptance of
the product will increase and the cost will decrease. There
is a marked trend in the industry toward more and more
automation, and as that increases, we expect recycling
to increase. B

Link to original article: www.atmmarketplace.com/research.htm
2article_id=26050&pavilion=167&step=story
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A sweet, successful second chapter

magine spending almost half of your life working

for a financial management and advisory company

with offices in 36 countries and territories, client

assets of $1.6 trillion and more than 50,000 employ-
ees. You've grown accustomed to getting up in the dark at
4:05 a.m. so that you can arrive at work by 6:45 a.m. (Any
later would mean a 2.5-hour commute.)

Then, you awaken one morning to sunlight streaming
into your home, and you drive a short distance to the sole
office of a start-up business.

No, it's not a new reality television series, "Job Swap." It's
the true-life experience of Wendy Zucker. For 24 years,
Zucker worked for the Fortune 500 company Merrill
Lynch & Co. Inc. Then, she traded the rigid structure
and long commute to become National Sales Director for
Barclay Square Leasing, a microticket leasing company
that specializes in financing POS equipment.

Zucker still drives to the train station where she used to
board for her morning commute to New York City. Only
now, she simply parks her car and walks a short distance
in the morning light to her office at Barclay, which just
happens to be across from the station.

Zucker joined Barclay a year after her husband and
brother-in-law founded the company. "Having worked
for a Wall Street firm, I was used to working under
pressure, not to mention long days and commutes,"
she said. "I knew that building a company from scratch
would have its own challenges, but I was ready to try
something new."

She signed on for a six-month trial; almost five years later,
she's still with the company.
A period of adjustment

experience necessary to be an invaluable asset to Barclay.
"I was able to leverage my background in cash manage-
ment, operations and systems design, and to put proper
controls in place to grow our customer base," she said.
"I had a lot of experience at Merrill in building up new
operations from scratch, so that certainly helped."

Despite her extensive skills, the transition wasn't without

’ "If anyone has a problem, they

can call me and know that | will
take the call and talk with them.
1 pride myself that | will get
involved on every issue. We are
a niche. We know all of our I1ISOs
and reps by name, whether they
process one lease a month with
us or a hundred. We focus on
relationships."

- Wendy Zucker
Barclay Square Leasing

some bumps. She had to adjust to the change from work-
ing within a very structured, multinational, corporate
culture to operating a young, small business. For starters,
Zucker managed a staff of over 200 at Merrill; Barclay had
no staff at the time she joined the company.

"Coming from a large company, one becomes used to
a large staff to get things done and deep pockets for
everything," she said. "I was used to Merrill Lynch being
every bank's best global client. That is certainly a different
mindset than when building a company."

At Barclay, Zucker enjoys more freedom and flexibility
than she had at Merrill, but if she wants something done,
she has to pitch in. This includes tasks such as clearing
paper jams in the office copier or sending faxes. "Now, the
big difference is, if we need to get something done right
now, we all do it," she said. "In the old days, I asked a staff
person to fix the jams."

But Zucker prefers the trade-off. She cites a more relaxed
environment, having more hours in her day and coming
home to her family when it's still daylight as just some of
the benefits of her new career.

Clearing up misconceptions

companies. However, as the business grew, the company
shifted to controlling its destiny by processing its own
leases and establishing direct leasing relationships with
reps and ISOs.
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"Our view was that we could grow faster and stronger by
originating leases under our own identity," Zucker said.

"Additionally, since this business requires a keen focus
on receivables for the life of the lease, we believed that
nobody had more of a vested interest in managing this
effort than us as guarantors.”

So, the company started advertising and waited for
the leads to roll in. "We thought that business would
just come by answering the phone. We were wrong,"
Zucker said.

Zucker believed that building a business would be easy
if she worked hard, was upfront and honest, and did the
right thing. But she soon found out that reps and ISOs
are not receptive to changing companies when they are
happy with their current providers.

"It's not always about lower factors," she said.
"Clients don't call when they are happy with their existing
relationship."

Another lesson Zucker learned was the difference between
how large organizations attract business versus how small
organizations attract business.
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"There are a lot of bright people and partners out there,
but it takes a while to find those people who share your
philosophies," Zucker said. "When you are a smaller
company, the big companies don't flock to you first. Some
come to us by the process of elimination.

"Many of our clients have come through referrals, and
that continues to be the best way to grow our business. It
takes a while to earn the respect and trust of these clients
through great service."

Zucker also pointed out that small companies have to be
more careful. She explained that many times the people
looking to switch service providers are those who have
some type of difficulty.

She mentioned that approximately 20% of Barclay's incom-
ing calls are from companies that have a problem. "With
Merrill Lynch that was not the case," she said.

However, there is an upside to being a smaller company.
"Our business model supports flexibility," Zucker said.
"Being a smaller company, we can change procedures
specific to a certain rep if their business dictates it and
controls are still in place. We are willing to adjust our
programs and procedures."

A boutique lessor

Barclay is a niche provider, but it took hard work to attain
that status. "It took a while to build up our reputation that
we were not just another new company either owned by
or being funded by a larger leasing company looking for
more market share," she said.

But the effort and challenge inspire Zucker. She is
motivated by building a company from scratch,
providing excellent service to every client and grow-
ing a business while remaining independent of other
leasing companies.

"It's not all about volume for us, but the quality of the
paper that we take," she said. "Not everyone thinks like
we do. We are OK being the small guy on the street. We
really focus on service for all of our ISOs and reps."

Indeed, relationships with reps and ISOs are paramount
to Zucker. "If anyone has a problem, they can call me and
know that I will take the call and talk with them. I pride
myself that I will get involved on every issue. We are a
niche. We know all of our ISOs and reps by name, wheth-
er they process one lease a month with us or a hundred.
We focus on relationships."

Greed is not good

Zucker's five years in the industry have shown her the
ups and downs of the leasing business. She cited greed



" WE HELP YOU STAND ABOVE THE REST!

To stand out from the competition, you need one-of-a-kind marketing promotions
that open doors. Acies is here to help you separate yourself from the crowd.

Acies Partnership Program: Acies Pays Merchants to Switch: - Residual Protection
- Up to 85% Split on All Revenues - Merchants Receive upto $1,000 (protection of a public company)
- Activation Bonuses (just for upgrading to Acies) - Dedicated Relationship Managers
- Residual Buybacks - Merchants Receive FREE Equipment = Faxed/Electronic Applications
- Residual Loan Program = 24x7 Customer Support - Fast Turnaround
- Multiple Platforms Available - Free Marketing Support - ODwnership Ability

STOCK
SYMBOL

BarvalEl CEMpAny

PCIGS  TPAYSTOPARTNERWITHACIES  2iaea

Acies, Inc: 14 Wall Street, Suite 1620, M




AR =

IndustryLeader

and lack of controls as the biggest

problems facing leasing today. "The > ] have been able to

' make positive headway
in training our reps and
ISOs to put stronger
controls in place to
protect against fraud."

leasing industry needs to stop being
greedy in the short run and be able
to walk away from the leases where
the individuals have extremely poor
credit,”" she said.

She also believes that government
regulation is not the answer and will

value in the information that we
ask for upfront; at the end of
the day, that information protects
the rep, not just Barclay, in terms
of recourse."

The real deal

Zucker is most proud of the rela-
tionships she has nurtured in her
time at Barclay. "If a rep has a

- Wendy Zucker

not be necessary if leasing compa-
nies take responsibility for their actions.

"The industry needs to band together to stop making it so
easy to lease," she said. "Instead of relaxing the controls
each year to lure in reps and ISOs, let's try to better edu-
cate people and put controls in place to prevent fraud."

That is a large part of what Zucker does at Barclay. She
works with ISOs either over the phone or in person to
help them understand some of the scams Barclay has been
able to prevent.

"I have been able to make positive headway in train-
ing our reps and ISOs to put stronger controls in place
to protect against fraud," she said. "They now see the

problem with anything here, they
know that I am always approachable and, moreover, that
I care about resolving issues immediately," she said.

Her goal is to keep growing the business while providing
superior service to clients for the life of their leases. And
she is well on her way.

"The best compliment that I got was from another leasing
company that told me ... face to face at a trade show, that
we are the 'real deal," she said. "That was the best compli-
ment that a competitor could give me."

And she didn't have to get up at 4:05 a.m. to achieve it.
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Data security on the
mind - Part 11

ver the past two years, the media have been

abuzz with news about financial data secu-

rity leaks, identity fraud and the like. We'd

like to better understand the implications for
the acquiring community, especially ISOs and merchant
level salespeople (MLSs).

Perception (including the public's) plays a crucial role in
our industry's reaction to recent events. With this in mind,
and understanding that members of The Green Sheet
Advisory Board represent different constituencies within
the industry, we asked them the following questions:

1. How secure do you perceive your transaction processor
to be vis-a-vis the industry as a whole?

2. Do you believe our industry takes threats of data secu-
rity breaches seriously?

3. How do you perceive your organization's liability with
respect to such breaches?

4. Do you provide in-house training on data security for
your sales staff and/or merchants2

5. Do you think your merchants are engaged in necessary
diligence with respect to the treatment of their custom-
ers' fransaction data?

6. Do you believe it is appropriate, or even possible, for
ISOs and processors to reserve against liabilities asso-
ciated with data security breaches?

7. How familiar are you with the Payment Card Industry
(PCl) Data Security Standard? Do you consider your
organization fo be PCl compliant? What about
your clients?

8. Should there be some underlying criteria for evaluating
PCI compliance?

Because we asked a lot of questions, and respons-

so EXEXET
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es were lengthy, we divided this article into two
parts. (See "GS Advisory Board: Data security on the
mind — Part I" in The Green Sheet, June 12, 2006, issue
06:06:01.) The numbers next to the reponses correspond
with questions one through eight. Following is the
second set of GS Advisory Board responses, in alphabeti-
cal order:

Steve Eazell, Secure Payment Systems Inc.

1. I feel confident that we as a processor are secure.
I believe it is a grave concern for all involved in the
acquiring industry, and I am not so confident that we
can rest in the security of all processors.

2. As arule, yes, but the proof is in the pudding, and we
continue to see security breaches. I believe that most of
the top organizations, including the card Associations,
are trying to stop these breaches, but we still see them.
3. We are responsible.

5. No.

6. Appropriate? Yes. Possible? That would depend on
the source.

Judging by how
muchwe sell,
you'd never

such
great service.
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Jerry M. Julien,
Equity Commerce LP

1,2.By partnering with industry process-
ing leaders Vital [now TSYS Acquiring
Solutions] and Paymentech [now Chase
Paymentech Solutions], we feel our pro-
cessing partners take PCI compliance
and security very seriously and are
extremely secure. With the events of the
last year, the industry as a whole has learned security
and PCI compliance are not only important and good
business practices, but also if they don't comply with
and maintain these standards they may even be cut off
or put out of business by the card Associations.

While I think the industry is now taking security seri-
ously, there are still many areas in which PCI compliance
is not being followed. These may be minor areas, such as
transmitting a full card number via e-mail, which would
not lead to a full scale security incident; however, this
practice is still out of compliance and not secure.

3. While the perception may be that "as a registered
ISO or MSP I have no liability if my processor is the
victim of a security or hacking incident," I know this is
not the case. Since a third-party processor is not a card
Association member and is merely sponsored into the
card Associations, if an incident does occur, the sponsor
bank will receive any associated fines and/or penalties
related to the incident and will then look downstream to
its ISO/MSP in an attempt to recoup these costs.

4. Yes, we provide our agents and merchants with best
practice policies related to security, fraud, and charge—
backs and retrievals. We also constantly provide them
with card Association updates and industry news via a
variety of formats.

5. Merchants as cardholders themselves are now begin-
ning to take the proper diligence in maintaining secure
practices. There have been many areas that are causing
the merchants to not only recognize the importance of
diligence (such as media coverage) but also the possibil-
ity of receiving a fine from the card Associations. Card
truncation on receipts and other technology develop-
ments also have made it easier for merchants to main-
tain diligence. I also feel sales agents are doing a much
better job explaining diligence, its importance and the
impacts for not complying.

6. Many companies are now enforcing quarterly or
annual fees to help defray the costs associated with
making sure their merchants are maintaining secure
business practices. There are other ways a company may
protect itself: insuring those it partners with, structuring
contractual language or taking out insurance policies.

7. I consider myself to be very familiar with the PCI

a1
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security standards. Equity Commerce takes PCI compli-
ance very seriously and works hard every day to main-
tain these standards as well as to keep abreast of new
tools, news and threats that could impact us and our
partners and merchants.

Allen Kopelman,
Nationwide Payment Systems Inc.

From an MLS and small sales office's point of view,
I don't think anyone has an idea or knows what the
impact would be on his business if any kind of data
breach happened with his merchants' using software,
POS systems or Web sites.

1. We use Global Payments Inc. and [TSYS Acquiring
Solutions] for the majority of our merchants. Our per-
ception is that all is well and everything is safe.

2. I don't know who is taking data breaches seriously.
Merchants don't ask about it, and this amazes me. I
have not seen anything in a merchant agreement that
addresses data breaches (i.e., who is responsible and
is there a fine or is that just covered by the part in the
agreement that says "you will abide by the rules and
regulations of Visa and MasterCard"?).

Judging by our
great service,
ou'd never
now how
much we sell.
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3. There is nothing in our contract that
specifically says we are liable for a data
breach, but who knows what the Visa
and MasterCard regulations and rules
say about who is going to pay?

4. None of the processors we use have
talked to us about data security at all.

5. The merchants who are using termi-
nals have the least to worry about as long as they keep
the detailed reports locked safely. Merchants who have
access to detailed online reporting information could
do damage, but the processors would know where that
came from. Merchants with POS systems have no clue
what the systems do with the credit card numbers after
they are processed. Are the numbers saved on the sys-
tems? How are they saved?

Merchants who have POS systems have the most to
worry about; they typically do more transactions than
merchants with stand-alone terminals, and the informa-
tion is on a computer with access to the Internet.

6. I don't know who is liable. I would think that mer-
chants who are using computer systems need to be
liable for their systems. We don't store any information
like that on our systems, and I would not want to be
liable for any of our merchants.

7. 1 don't think that merchants know anything about
PCI requirements, and the ones who should care are
those with POS systems. No information explaining if
merchants are liable and the questions they should be
asking their POS system provider has been provided to
us by any banks or processors.

I have not read anything about a merchant being fined
by Visa and MasterCard, although the only breach in
which a merchant was concerned that I have heard
about was DSW Shoe Warehouse. And an unnamed
office product store had issues, but no fines were ever
mentioned in connection with those incidents.

Garry O'Neil, Electronic Exchange Systems

1. Actually, it is impossible for the ISO community to
know how secure their processor is since the proces-
sors don't let us in on their security processes. We can
only hope that they use full-time, aggressive methods
to protect the data that they hold. Assuming that they
have more to lose than we do, we can only think that the
downside costs are so great that they are diligent.

2. Yes, I think that all the bad press and losses
have completely awakened this usually head-in-the-
sand industry.

3. Since we don't hold cardholder information, then we

Feature

don't have the exposure that the processors have, but we
do hold some information that can be interpreted by bad
players. We hope that our firewalls and monitoring will
prevent any problems.

4. Since we take liability and do risk monitoring, it is
always on our collective minds, and training of our in-
house people is constant. Unfortunately, our merchants
don't understand the threats to them. Our bank channel,
on the other hand, has the same training as our in-house
employees.

5. No, and they never have been. It has always been up
to us to try to protect the end user.

6. We can reserve against liabilities for anticipated prob-
lems, but the merchants will never go along with it,
and there will always be an ISO that will not follow the
generally accepted practices.

7. Our company is as familiar as it needs to be consider-
ing our liability. We are also as compliant as we need to
be. Our merchants are the real liability threat.

8. If any of the processors, banks or card Associations
could agree, then yes. In the meantime, we can only do
what we can do and follow the rules.

Factis, we're the
argefit independent
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POS supplier.
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David H. Press,
Integrity Bankcard
Consultants Inc.

2. My perception is that the threat wasn't

being taken seriously until the hype

over the CardSystems' breach. There

has been a lot of confusion over how

the PCI requirements apply to ISOs and
the usual lack of enthusiasm to spend money on non-
revenue-producing items.

As a part of our consulting services, we work with
ISOs to determine the level required for ISOs, their
third-party service providers and their merchants and
whether they need an annual onsite security audit and
quarterly network scan or an annual self-assessment
questionnaire and a scan.

Lisa Shipley, Hypercom Corp.

7. Hypercom has been involved with PCI since the
introduction of the PCI PIN entry device program. We
have a security team that is responsible for ensuring our
compliance with industry security requirements glob-
ally. Although PCI is not a large part of our company's
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compliance requirements, we anticipate it being so in
the near future. Because of this, Hypercom is very proac-
tive in all aspects of PCI.

J. David Siembieda, CrossCheck Inc.

1. As a check-approval provider, we are our own trans-
action processor. As such, we take our security very
seriously and are constantly adding new programs and
upgrades to our systems to ensure we have the tightest
controls in place at all times.

2. Yes, our industry takes security threats seriously, but
we need to be constantly diligent with security. Good
progress is being made by those in the payments indus-
try, but more work needs to be done at all levels.

Our merchants and customers need to know that we,
as payment processors and providers, are taking this
extremely seriously and are willing to make a commit-
ment to maintain a top level of security now and in the
future. Everyone in the payments industry needs to do
this to maintain merchant confidence and trust.

3, 4. Data security is important for all facets and depart-
ments of our business, not just sales, and we address
these issues in company training materials and ongoing
training classes. We are in the process of developing a
program that would provide security information and
fraud prevention tips to our merchants.

5. I don't think that security is a high priority for many
merchants unless they've been hit with a problem or are
in a higher-risk business.

Turnover and training is an issue for many retailers, and
this can impact how staff is trained in regard to securing
information.

7, 8. At CrossCheck we partner with most of the top
bankcard acquirers, and so we are very familiar with
PCI requirements. As an industry we should work to
put standards in place to monitor and measure compli-
ance and not leave it open to interpretation.

Scott Wagner, Humboldt Merchant Services

1. In theory, they should be the most secure as they are
the biggest.

4. A resounding yes. We are part of a bank, and security
is paramount here. We have rules and regulations that
we must adhere to, or we will lose our bank charter. We
are not your typical processor or ISO.

Thanks to all GS Advisory Board members who took time
to respond to our questions. &
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A Candéan Company

I1SO/MLS contact:

Mark Wilson

Vice President, 15O Merchant Services
Phone: 615-376-8778

Fax: 615-370-7924

E-mail: mwilson@comdata.com

Company address:

5301 Maryland Way
Brentwood, TN 37027
Phone: 866-806-5016

Web site: www.comdata.com

ISO/MLS benefits:

® Proprietary technology for all products

© Direct-to-processor relationship

© Award-winning customer service

® Business development staff with
extensive bankcard experience

o Web input and reporting

® Zero-, shared- and full-liability programs

© Same-day merchant approval on
applications received by 3 p.m. (ST

"In 1981, we were the first in the industry
to offer card-based electronic data capture
and information management services with our
Comchek cards for over-the-road trucking
customers. This industry segment contributes
the majority of company revenues today."

hirty-six years is a long

time to be in the financial

services industry. The only

way a business can grow
and thrive for that length of time is
to constantly evolve and keep an eye
on the future.

Comdata Corp. is an example of
one such company. When it opened
its doors in 1969, it provided the
trucking industry with the first
paper-based funds transfer service
for cash advances. Today it provides
end-to-end payment processing for
a variety of payment types within
all industries.

"Comdata is a full-service merchant
processor, and its platforms sup-
port both its proprietary card net-
works as well as processing for any
card tender a merchant may accept,”
said Mark Wilson, Comdata's Vice
President of ISO Merchant Services.

In 2005 alone, Comdata processed
more than 1 billion transactions
worth a total surpassing $12 billion.

Headquartered in Brentwood, Tenn.,
Comdata has an estimated 1,600
employees in 12 offices throughout

- Mark Wilson
Comdata's Vice President,
1ISO Merchant Services

the United States, Canada and the
United Kingdom serving more than
20,000 customers.

Some of Comdata's more high pro-
file clients include Safeway Stores
Inc., Costco Wholesale Corp., Sears
Brands LLC and FedEx Corp.

Comdata began long before the
advent of global positioning sys-
tems. However, it seems the com-
pany has always known where its
trucks have been, where they are
and where they are going. And, it's
been able to map the best routes for
its drivers.

Processing for
any card, anywhere

Comdata provides a variety of ser-
vices that include proprietary and
co-branded payment products such
as fuel cards, payroll cards, travel
and entertainment cards, and fleet
cards. It also serves diverse indus-
tries including transportation, retail,
restaurant and entertainment.

"Comdata's core business is elec-
tronic transaction processing,"
Wilson said. "We provide companies
with a variety of electronic payment
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options that help them save money on their payment
management and processing."

Long-term loyalty

but it has not abandoned the trucking industry. "In 1981,
we were the first in the industry to offer card-based elec-
tronic data capture and information management services
with our Comchek cards for over-the-road trucking cus-
tomers," Wilson said. "This industry segment contributes
the majority of company revenues today."

Comdata's proprietary fuel card network, available at
more than 8,500 truck stops, travel centers, mobile fuelers
and convenience stores, is the largest in the country.

The acquirer and the acquired

tibillion-dollar human resources and management com-
pany based in Minneapolis. For the past decade, Comdata
has functioned as Ceridian's wholly owned subsidiary.

Wilson said that the acquisition didn't change how the
company did business, but it did provide the capital
necessary to expand the organization organically as
well as through acquisitions. In fact, shortly after being
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acquired by Ceridian, Comdata acquired Trendar Corp.
This allowed it to process its own transactions and cards.

The acquisitions continued. In 1999, Comdata acquired
Stored Value Systems Inc., a former subsidiary of National
City Corp. Today, SVS is a leading provider of retail gift
card services and payroll card programs. SVS also issues
smart cards to governmental agencies for electronic ben-
efits distribution.

As a Comdata subsidiary, SVS has acquired Sash
Management LLC, a firm doing business as Gift Card
Solutions, an electronic cash card and check provider; and
Datamark Technologies Inc., a provider of stored value
and customer loyalty programs.

Last year, Comdata formed its full-service card process-
ing subsidiary, Comdata Processing Systems, through
the purchase of Tranvia Inc., a transaction processor. This
expanded Comdata's capabilities beyond its own propri-
etary fuel and gift cards to include the ability to process
any form of electronic payment.

According to Wilson, Comdata has aggressive growth
plans in the bankcard processing industry and will be
making more acquisitions in the next 18 months.
One-stop provider

Since Comdata provides all its card issuing and transac-
tion processing in-house, it offers unique benefits to its
merchants and its ISO and merchant level salesperson
(MLS) partners.

"Comdata is a one-stop provider for the processing and
issuing of credit, fuel, gift, loyalty and pay cards,” Wilson
said. "Our products are proprietary, and we know our
products inside and out.

"The level of service is higher, and we can move quickly as
new products are integrated. We are competitively priced,
with the knowledge and resources to support these prod-
ucts at a very high level."

Wilson also stressed the company's reliability, citing its
system uptime of nearly 100%. Comdata also focuses on
providing excellent customer service, employing more
than 300 customer service representatives who are avail-
able 24/7/365. Many of the help-desk employees speak
multiple languages.

Also, Comdata has several customer-based committees
established to provide input that will improve the com-
pany's offerings.

In addition to quarterly service and product meetings,
Comdata hosts an annual users' conference to seek input
from its customer base.
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"Comdata is absolutely committed to its partners and
is always seeking ways to improve our relationship
with our customers, as evidenced by our 93% overall
customer satisfaction survey," Wilson said. "We're
extremely proud of this."

An invitation to I1SOs and MLSs

MLS and agent-bank channel; it enables ISOs and MLSs
to distribute all of its products.

The company invites ISOs of any size, from single-agent
offices to larger organizations, to partner with it. "Our
program is designed to accommodate MLSs, ISOs and
agent banks of any size," Wilson said.

"We have the unique ability to structure programs for the
MLS partner writing a handful of deals each month, up
to ISO offices processing hundreds or even thousands of
deals monthly."

Comdata provides all processing in-house. Thus, it offers
its partners attractively priced, direct processor-to-agent
pricing. This enables ISOs and MLSs to offer merchants
highly competitive pricing without significantly impact-
ing profit margins. Comdata's size and experience allow
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it to offer ISOs and MLSs a variety of partnership options
including zero-, shared- or full-liability environments.
Additionally, full-liability programs give ISOs the option
of having their own BINs.

"Our experience, resources and extensive proprietary
product offering have allowed us to bring a processing
option to our resellers that is unmatched by our competi-
tion," Wilson said.

"Comdata is committed to providing our business
partners with a stable, long-term processing relation-
ship and building upon the impeccable product and ser-
vice reputation we've earned throughout our company's
36-year history."

Simple residual structure

Comdata's core values are based on trust, listening, reli-
ability and integrity. As such, it understands the impor-
tance of paying ISOs and MLSs on time and accurately.
"We've paid residuals to many of our reseller partners for
nearly 10 years," Wilson said. "Paying residuals on time
and accurately every time is critical. This is an area where
Comdata consistently delivers quality service."

Partners' revenue share is based on their production
and ranges from 50% to 75%, with no liability. "Our cost
and residual structure is very simple," Wilson said. "We
pass through our true interchange and transaction cost
and then share revenue with our MLS partners on all
billing items."

Wilson noted that Comdata's partners can also
earn bonuses. "We offer an aggressive signing bonus pro-
gram," he said.

"We also have merchant funding, leasing, check pro-
cessing and equipment purchasing programs
which provide additional revenue streams for our
MLS partners."

An ideal environment for partners

Wilson thinks that Comdata's pricing and the range of
proprietary electronic payment products it offers will
enable its ISO and MLS partners to create more revenue,
strengthen merchant relationships and decrease merchant
attrition. "This, coupled with our award-winning cus-
tomer service team, creates an ideal environment for our
business partners to thrive," he said.

Comdata began as a single-service provider to a niche
industry. Today it is an international payment and
transaction processor serving a variety of industries.
This company has a clear vision of where it's been and
where it wants to go. It invites ISOs and MLSs to join in
the journey. &
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Will we soon see the first

human payment device?
By Ken Musante

Humboldt Merchant Services

n a recent American Banker article, Visa U.S.A. Chief Executive Officer
John Philip Coghlan predicted that by the end of this year, more than
60% of the merchants accepting Visa bankcards will have adopted the
Payment Card Industry (PCI) Data Security Standard.

I risk spoiling my brand neutrality, but if 60% of Visa's merchants are PCI com-
pliant by year's end, I'll get a Visa tattoo, imbed a radio frequency identification
device in the back of my right hand and become the first human payment prod-
uct. "Talk to the hand" will become my preferred payment parlance. Fun as this
seems, I feel secure that by year's end I will remain ink and chip free: I doubt
that 60% of merchants will even know what PCI stands for by that time.

The challenge of PCl compliance

Coghlan asserted that data security is the greatest challenge fac-
ing our industry. I agree. Achieving compliance is a daunting and com-
plex task. The rules regarding third parties are still being modified
while merchants continue to provide data to third parties, i.e., reward, hosting
and gateway companies; integrated point of sale (IPOS) vendors; and ISOs.

Merchants furnish data because they need the services third parties provide.
For example, not every merchant is ready or sophisticated enough to develop
an Internet payment gateway. Thus, well-run PCI-compliant gateways have
found a niche. It's clear that requiring Internet payment gateways to certify
their security methods is a good thing. Unfortunately, our industry's various
sectors may not be acting in lock step. Hosting companies, for instance, can
expose, transmit or store the same type of data as payment gateways. Yet, few
hosting businesses are on the list of PCI-compliant companies.

Not all constituents have recognized the criticality of third parties within the
payments industry, nor have merchants fully understood the potential risks
involved. Often, when implementing new terminals or IPOS systems, mer-
chants either don't properly set up security protocol or don't recognize their
responsibility for the sensitive data they process. Also, merchants are migrating
to Voice over IP (VoIP) because of our industry's persuasive sales culture and
the additional speed and functionality VoIP offers. The danger is that some
VoIP lines are transmitting clear text, and some merchants haven't established
a secure protocol for transmitting this data.

Levelheaded rules

Visa's and MasterCard International's rules clearly delineate what merchants in
Levels 1, 2 and 3 must do to be PCI compliant. And for the most part, acquir-
ers recognize the pressing need to require compliance from these merchants.
Levels 1, 2 and 3 include the following merchant types:

Level 1

* Any merchant (regardless of acceptance channel) processing more than
6 million Visa or MasterCard transactions per year

e Any merchant who has suffered a hack or an attack that resulted in an
account data compromise

e Any merchant Visa or
MasterCard, at its sole discretion,
determines should meet the Level
1 merchant requirements to mini-
mize risk to the system

e Any merchant identified by
any other payment card brand as
Level 1

Level 2

¢ Any merchant processing 150,000
to 6 million Visa or MasterCard e-
commerce transactions per year

Level 3

e Any merchant processing 20,000

to 150,000 Visa or MasterCard

e-commerce transactions per year.
The overlooked Level 4

Unfortunately, attaining PCI com-
pliance requires more than the first
three merchant levels. There is also
Level 4, which includes Internet mer-
chants processing less than 20,000
Visa or MasterCard transactions per
year and any other merchant type
processing up to 6 million transac-
tions per year.

I emphasize Level 4 because, by
number of merchants, this is by far
the largest category. Indeed, near-
ly all restaurants and retail estab-
lishments using terminals or IPOS
systems fall into this category. And
Level 4 merchants are not being
addressed with the same urgency as
the other levels.

Neither Visa nor MasterCard has a
date by which compliance for Level
4 merchants must be validated, but
compliance is required nonetheless.

IPOS vulnerability

Additionally, several IPOS systems
can inappropriately store magnetic-
stripe data, often due to merchant
misuse or ignorance. Many IPOS
systems connect to a processor via
high-speed Internet connections,
leaving them vulnerable to hackers.

And many hackers specifically seek
IPOS systems because of the large



quantity of card numbers available and because of the
potential to obtain magnetic stripe data. Our industry is
most exposed within the Level 4 merchant category. In
this group, many unidentified third parties are storing,
processing or touching transactions; merchants are inap-
propriately handling or storing data; and merchants are
not being aggressively educated.

I urge Visa and MasterCard to focus their efforts on this
cross section of merchants, and I encourage all acquir-
ers to register all known third parties that represent this
merchant group. And I hope everyone in the industry
seriously addresses this demographic. The PCI require-
ments for Level 4 merchants are to pass a self-assessment
questionnaire and to pass a quarterly network scan from
a qualified independent vendor.

Enterprise-wide PCl compliance

Finally and most importantly, I suggest that Visa and
MasterCard move away from specific merchant compli-
ance and toward an acquirer-based, enterprise-wide PCI
program. This program should reward acquirers that
have implemented PCI security across their businesses
and alleviate punishment for isolated incidents.

Unfortunately, given the number of Level 4 merchants
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and the existing requirements, I cannot imagine how
these merchants will become PCI compliant.

I instead encourage the rules to be amended. Following
are some proposals for further consideration:

® Require merchants with dial-up, stand-alone terminals
and no other connectivity or card number storage
capacity to verify accordingly with an attestation
statement. Then exempt them from further compliance-
related activity.

* Impose a due date for compliance on merchants pro-
cessing more than 20,000 transactions yearly, regard-
less of processing method.

* Provide an Association certification for all acquirers
engaged in enterprise-wide cardholder security
programs. Advertise these acquirers' compliance
and significance.

Although foretelling events in our industry is dicey, I
can see the headlines should Mr. Coghlan's prediction
hold true, and I am bound by my word to proceed with
my implant. B

Ken Musante is President of Humboldt Merchant Services. E-mail
him at kmusante@hbms.com .
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Does free technology mean
obsolete technology?

By Ben Goretsky
USA ePay

e've heard it before: There's no such thing
as a free lunch. The same concept applies
to technology. In the past few months, my
colleagues and I have observed an emerg-
ing trend. It pertains to so-called free technology.

In addition to free POS terminals, we're seeing free wire-
less devices and all manner of other technical appara-
tus that purport to enhance merchants' ability to serve
customers. The big thing today is to give more away.
But is this craze really benefiting our customers? As chil-
dren we were told that four-letter words, especially the
f-word, were bad. It seems that within the payments
industry, the same goes for the word "free." How did this
come to pass?

Most bank representatives and merchants will say that
free equipment in our industry is usually tied to long-
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term commitments and a list of hidden
costs that appear to have been waived
but instead are split up and attached to
other fees. Thus, free devices usually
mean heftier monthly bills for merchants
who accept them.

Almost, practically, somewhat like new

Being a technophile, I love learning about cutting-edge
developments in our industry, and I'm fascinated by the
tasks new devices can perform. But as much as new tech-
nology puts a smile on my face, the thought of free tech-
nology makes me cringe. Free technology is sometimes
advertised as the latest and greatest solution; however,
it is typically some of the oldest technology available,
unfortunately.

Whether it's a POS terminal that doesn't have enough
memory for new card processing functions, a Blackberry
model that's no longer in production or a wireless phone
that only comes with a small, black-and-white screen,
offering these supposedly free technologies to merchants
has negative consequences.

These outmoded models ultimately result in merchants'
having to buy new products sooner than they expected,
upgrade services and incur additional fees, or buy attach-
ments that come standard with newer equipment. Some
merchants simply become resigned to using obsolete
products. Do you think this makes them happy? When all
is said and done, it is you, the reseller, who pays.

The happy medium

Many people may think that the only alternative to free
technology is high-priced technology. This is not true.
Instead, seek a happy medium. Technology does not have
to be expensive to bring merchants excellent results.

You, the reseller, can still get a big bang for your buck
by offering merchants new technology as long as you
are well informed about the products you represent. For
instance, if you wish to resell wireless devices and pay-
ment processing services, don't just look to one solution.
Research the competition, study the features of all avail-
able options, and go from there.

Most ISOs and merchant level salespeople already do
this type of research with POS terminals and find highly
functional, affordable options. There's no difference when
it comes to other technologies associated with our indus-
try's expanding, value-added markets.

Ben Goretsky is the Chief Executive Officer and head of IT
Development at USA ePay. He has been working with his brother
Alex since they started the company in 1998. E-mail him at
ben@usaepay.com or call him at 866-872-3729, ext. 350.
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When restavrants
exceed the tipping point

y now, tip overage preauthorizations should be a thing of the past.
In 2004, Visa U.S.A. established a 0% tip-authorization policy for
restaurants. Likewise, MasterCard International stipulates that restau-
rateurs must not add a tip without the cardholder's prior knowledge
and agreement.

Yet the issue still arises, with misinformation abounding, particularly in the case of
a newspaper blog where some discussion participants last August thought restau-
rants were actually billing extra for tips that were never left. Their ire illustrated
the downside of the practice, particularly for debit card users who keep their
account balances low. A one-week hold on funds never spent can be frustrating.

Visitors to GS Online's MLS Forum recently brought up the problem. "One of
my merchants is getting hammered by his customers about this," wrote MLS
Forum member kagtdthomas in early June. Member chett2787 responded,
"[Cloincidentally, I not five minutes ago received a call from one of my pizzeria's
... threatening to leave if this is not taken care of Monday morning."

According to "Rules for Visa Merchants: Card Acceptance and Chargeback
Management Guidelines," an authorization including an estimated tip is against
Visa's policy. (Review the document online at www.usa.visa.com/download/business/
accepting_visa/ops_risk_management/rules_for_visa_merchants.pdf .)

For example, a cardholder's bill is $50, and the staff adds on a 20% tip (for autho-
rization purposes) but the cardholder leaves only a 15% tip (or a cash tip). Because
of the authorization "hold" on the larger amount, the customer may think he was
overcharged. Visa stipulates this practice may result in phone calls from unhappy
customers and, ultimately, reduced business.

Legacy of bygone days

The problem can arise with legacy POS equipment and software from the days
when a 20% preauthorization overage was the norm. The fix is to ask the equip-
ment vendor to ensure the terminals are programmed to authorize only for the
known check amount, Visa advises.

A software download or upgrade may rid the equipment of automatic bill pad-
ding. Yet, this isn't always easy. The terminal's "size and memory may not allow
you to make changes remotely," said Gary Rutledge, Chief Operating Officer for
North American Bancard.

Likewise, Hypercom Corp. advises restaurants or their merchant level salespeople
to contact their processor or bank for the appropriate software to bring an older
terminal up to code. "We used to put that function into the terminal software, but
that was years ago," a Hypercom spokesman said.

Restaurants aren't the only merchants guilty of the practice. Tip overage preautho-
rizations are an even greater problem at hair and nail salons than at restaurants.

"You are going to find a lot of merchants out there who like [the overage] and are
not willing to make the change," Rutledge said. "Outside of snatching their credit
card machine, there's not a lot you can do. That's what the [card Association] fines



are all about. They are for bringing
organizations into compliance."
The risks of noncompliance

And fines to restaurants have report-
edly been increasing. "Visa U.S.A.
reports an increase in the number
of compliance cases against restau-
rant merchants resulting in fines and
penalties,” states an undated Global
Payments Inc. Web page. Visa did
not respond to a request for confir-
mation of the information.

"Debit card users are more likely
to frequently review their available
funds ... online, at an ATM and at
some POS locations,” according to
Global Payments.

"Restaurant merchants should
request an authorization for the
transaction amount presented to the
cardholder. Restaurant customers
may continue to enter a tip amount,
and restaurants will continue
to settle and be funded for the
total amount of the purchase, includ-

ing tip."

Global Payments restaurant prod-
ucts have built-in features to help
avoid erroneous tip authorization,
according to the company's Web site.
A Global Payments spokesperson
was not available for comment.

Visa rules state that a merchant is
protected against an authorization
denial after the customer adds a
tip. "Restaurant authorizations are
automatically valid for the transac-
tion amount plus 20% to protect
merchants from chargeback liability
for an incorrect or disputed transac-
tion amount."

Here's a tip ...

MasterCard specifies that when the
cardholder adds a tip after preautho-
rization, the merchant needs to get a
second authorization only if the tip
exceeds 20% of the bill.

"To ask the merchant to get a second
authorization for the gross amount
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including tip can create a second-
ary issue: What happens to the first
authorization? If it doesn't go away,
they have a problem, especially with
their debit customers,” Rutledge
said. "This is especially true for sig-
nature debit, which means you have
two authorizations: one for net and
one for the gross."

If the restaurant tries to authorize

only the difference between the two
amounts, the merchant gets hit with
two interchange fees.

"The resolution is to print a receipt
for the total amount with a tip line;
let the customer write a tip on the
receipt; then authorize and settle,"
he said. "But a lot of restaurants
don't have systems sophisticated
enough to do that." &

Whe's responsible for the
success you've attained through
PartnerAmerica?
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Door to door ...
no more?

ounding the pavement. Smiling and dialing.

Cold calling is a numbers game. The more

prospects greeted the better one's chances. To

meet quotas, hungry salespeople will knock
on door after door until they get a yes. And then they
will start again the next day. The thought of cold calling
leaves many who are new to the sales profession with ...
cold feet.

Frank J. Rumbauskas Jr. is one veteran salesperson so
opposed to the practice that he has written two books
about it: The first is Cold Calling Is a Waste of Time: Sales
Success in the Information Age (2003, FJR Advisors LLC).
His latest is Never Cold Call Again! Achieve Sales Greatness
Without Cold Calling.
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Rumbauskasbelieves cold callingisanantiquated approach
to selling; in the New Economy and the Information Age,
it simply doesn't work anymore.

True, most salespeople hate cold calling, but the author
provides a list of reasons why it doesn't work. A few of
them: Cold calling destroys your status as a business
equal. It makes timing work against you. It fails to help
you find the right prospects.

He challenges many of the traditional selling methods and
advice, such as "be persistent," "use funnels and forecasts"
and even "dress like your prospects.”

A new voice

Most authors of popular sales books come across as
mighty masters of the trade, even demigods. They share
their tricks, motivate others and preach how to do things
better. Rumbauskas brings a unique voice to the page
through openness and empathy.

He's not afraid to divulge specific examples of what he
learned in the school of hard knocks. He conveys that he
truly knows what it's like to be a struggling salesperson.
And his advice seems more valid because of it.

In his first few years of sales, continuing to follow his
managers' guidance to do more cold calling and increase



Never Cold Call
Again! Achieve
Sales Greatness
Without Cold

By Frank J. Rumbauskas Jr.

2006, DN Advisors LLC

John Wiley & Sons Inc., Hoboken, N.J.
ISBN-10: 0-471-78679-9

Paperback, 178 pages

activity, he faced "an endless pat-
tern of warning, final warning, fired,
new job, warning, final warning,
fired, and on and on." He admits
that having doors slammed in his
face and being hung up on affected
his confidence, which in turn hin-
dered his sales:

Instead of becoming immune to rejec-
tion, like I was told I naturally would,
I became increasingly sensitive to it,
and the condition known as call reluc-
tance began to set in. I dreaded facing
prospects. ... The longer this went on,
the more my fear was communicated
to prospects in subtle ways and the
more I was rejected.

Learning from mistakes

Through much trial and error he
realized there had to be a better way.
Why not get people to call on him
instead? In Never Cold Call Again!
Rumbauskas proposes what he calls
a self-marketing system, a new way
to generate leads that has worked
for him.

This "out with the old, in with the
new" involves making a number of
changes to business as usual.

Changes include improving your
salesperson self-image, creating the
right message for prospects and
adding it to a one-page marketing
piece, and serving as a consultant
rather than a salesperson.

He also instructs on effective ways
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to reach prospects using e-mail, Web
sites and blogs, direct mail, news-
letters, seminars, public relations,
and networking.

For when you do get the appoint-
ment (and he says you will)
there's a section on qualifying
leads, developing and presenting
your proposal and, of course, clos-
ing the sale.

When all is said and done,
Rumbauskas' method may not be
for everyone.

Some sales professionals have
a unique way with people, and
cold calling will continue to work
for them. But all the others, especial-
ly those just starting their careers,
will be relieved to know there's an
alternative. [E
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step for you—
one giant leap
for your income
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long-lasting and profitable relationship
with @ proven partner you ean depend
on. For more information call Jim Fink
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Hackers exploit vulnerability
at banking Web site host

f you've visited a regional

bank's Web site in the past

month, there's a fair chance

you've seen a drop-down win-
dow that reads:

"Please be advised, our Web site host
has notified us that they experienced a
possible security compromise on May
25, 2006, between 1:35 p.m. and
2:50 p.m. CST. The matter was quickly
identified and corrected. If you were
on our Web site during that time and
were asked to provide personal infor-
mation, please contact us ..."

At least a dozen banks have posted
such notices. All of Web host Goldleaf
Technology's 600 client bank sites
were affected by the security com-
promise, for periods from nine to 91
minutes. Catering to financial insti-
tutions, the company also provides

ACH processing and remote check
capture. Only site hosting was affect-
ed, said Scott Meyerhoff, Executive
Vice President for parent company
Goldleaf Financial Solutions.

"On May 25, there was a successful
attempt to redirect bank Web sites
we host to a phish site to entice cus-
tomers to give their personal finan-
cial data," he said. Goldleaf's Web
sites are static pages: no sensitive
bank data resided on the servers or
was put at risk. The redirect sent cus-
tomers through a server in Madrid,
Spain, at a large American company
that was an unwitting participant.

From there, customers were again
redirected to servers in several coun-
tries. The phony site did not resemble
official bank sites, making customers

instantly suspicious. The company
quickly suspended Internet access to
its services.

A close call

As of June 16, no banks or their
customers had reported fraudulent
activities stemming from the phish-
ing attempt. "That is heartening
to us," Meyerhoff said. He would
not discuss the nefarious methods
used to redirect bank customers
logging onto their trusted banking
sites, "other than to say the attempt
occurred through our hosted envi-
ronment."

Computer industry experts and
commentators pointed out that
Goldleaf's servers were hacked in
order to accomplish this feat. "This
is different from normal phish-
ing, where they send you an e-
mail," said Gavin Reid, Manager of
Cisco Systems' Computer Security
Incident Response Team. According
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to Reid, someone external to a system should never be
able to gain access to edit HTML coding. Best practices
involve securing servers so hackers cannot insert a redi-
rect instruction.

Meyerhoff said, "How [do] we prevent this in the future?
Unfortunately, ... this type of activity will not stop. We
will remain vigilant to safeguard our customers; having
security personnel on staff and fully reviewing the system
on a regular basis will ensure we have the safest environ-
ment possible."

Customer reactions

Most banks' spokespersons contacted for this story
declined or were unavailable to comment. McFarland
State Bank Executive Vice President Steve Swanson said
the bank was satisfied with Goldleaf's explanation for
how the breach occurred and will continue to use its
hosting services. However, publicly traded West Georgia
National Bank may reconsider its future with Goldleaf.
"We're in a decision-making mode," said M. Dan Butler,
Executive Vice President and Chief Information Officer.
"We were not too happy."

The bank discovered the breach when a customer, sus-
picious of the phishing site, contacted West Georgia

News

National, which notified Goldleaf. "Even though it was
a small period of time, we were the ones calling them
instead of them calling us," Butler said.

"We got their comments back in brief form. There was not
much to their explanation."

WGNB's own online banking network is monitored by
Secure Works. "Goldleaf needs to partner with someone
like that and monitor those [servers] every working hour."
A few other banks have quietly removed the "designed by
Goldleaf Technologies" designation from their sites.

Reflecting on the process

John Pescatore, Vice President for Internet security at
Gartner, said "My understanding is that the attacker was
able to install something that ... reflected people to the
hacker's site."

"[If] Goldleaf didn't notice until the customer told them,
Goldleaf had some process problems," he said.

"It is actually much cheaper to prevent these attacks than
to deal with one. Most [financial institutions] spend $90
per account after they get hit. Most of these attacks would
cost $16 per customer to [prevent]," Pescatore said.
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What everyone wants.
And no one else has.

Total Merchant Services has now added the
Nurit 8000 GPRS wireless unit to its free
terminal placement program!

As you know, selling wireless solutions had its problems in the
past. But, GPRS solved the “service”™ problem, since it actually
works — reliably — everywhere your cell phone does, Some
terminal makers tried w solve the "price” objection by coming
up with a cheaper alternative, but these options are small,
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your valued merchants.

So, we've decided w actually solve both the “service™ and
“price” issues for you and your merchants by offering the
“real thing” — the new Nurit 8000 GPRS Secure terminal [or
FREE. The Nuriv 800K is not some clumsy-looking BlackBerry or cell
phone with a mag strip and a separate printer. s the real thing!
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“No Catches,” that's exactly what we mean, [t's truly free, truly
wireless, and truly works!

Plus, to celebrate our new wireless offer, we've now
doubled our upfront bonuses!

We've set aside more than 325 million 1o pay you uplront money
for simply writing an account on our program. Our production
bonus program has no limits — It's NOT a signing bonus. You now
carn $200 per deal every single month. Writing only 10 deals 2
month used 1o make you 51,000 more each month, but now it
makes yvou $2,000!

Ed Freadman,
President/\CED

FREE EQUIPMENT « UNLIMITED UPFRONT BEONUSES «» MAXIMUM RESIDUAL INCOME



And. our rolloverfconversion bonuses [or reprogramming existing
merchanis Processing Visa/MasterCard have doubled, too, Based on
the merchant’s current Visa/MasterCard sales volume: you get
8300 (for S10,0001 = 25,0000, $400 (for 25,001 = £50,0007,
or 3500 (for 500,001 +)

For more information on the only real, free wireless
placement program worth selling, and to start taking

advantage of our new “double” upfront bonus program,
visit www.upfrontandresiduals.com or '
call 1.888-84.TOTAL ext 9411 today! F R E E .
Nurit 8000 GPRS
Secure Terminal
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agents we hire, only about 20% survive, and 20% of those
actually are successful," he said. "And we don't have a free
terminal program; that's not the way we do business.

"We've had success with the very young, say 18 to 21 years
old, who are still living at home and so can afford to go a
month or two without an income; and older people who
are retired or who already have another job, especially if
they are already selling to the same kind of merchant; ...
or perhaps insurance agents who understand the concept
of residuals."

Oscar H. Barry, an independent rep with BPS, is a case in
point. He has been an MLS for just under a year and still
has another full-time job. "The biggest problem is getting
the time to get enough sales so that I don't need a second
job," he said.

Barry has been successful, but he's not ready to give up
the steady income and benefits of his other job. "My goal
is to build enough business [so] that I can rep full time,
but I think it may be another year or two yet," he said.
"When I started I didn't know what I was doing, but I
could see there was opportunity there. You don't need to
be a big-time salesman. You just need to have the guts to
walk in to a business and hear them say no."

Barry's goal is to build a residual base that will allow him
and his wife to travel across the country full time in their
fifth-wheel trailer.

"We love travel and we love camping, and with a solid
residual base I could continue to sell from the road," he
said. "But if you have a family or other commitments, it
can be pretty hard to make it without a steady job, too.
You need at least four months of nest egg to pursue a
career in this field — at least."

Barry also noted that it's important to work with a
reputable company. "I think it's a good idea to do a lot
of research first and make sure you start with the kind of
company you want to be with," he said.

MLS David Hanlin agreed. (He goes by Slick streetman on
GS Online's MLS Forum.) "I didn't know beans about this
whole arena when I started," he said.

"I started with what we'd now call an equipment slam-
mer: a real slipshod company. It was all scare tactics and
high pressure sales. I didn't know any better; I thought
that was just the way this industry was.

"I was ready to get out of the industry altogether when
I came across a legitimate company. That was when I
started building my portfolio. I wish I'd discovered this
industry years earlier; I love it."
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The patience principle

It's common for a new rep in the industry to go six months
or more before earning an income that meets living
expenses. "The biggest barrier to making it in this busi-
ness is getting over that hump the first year," Hanlin said.
"That dry spell is hard. At times I had to borrow from my
parents until I was up and running."

Kathy Harper, Director of the Merchants' TPS Georgia
office, thinks free equipment programs can be problem-
atic, especially for new MLSs.

"Quite honestly, I don't know how anyone could make
it in this industry if they're going to focus on free equip-
ment," she said. "With free equipment you can go after
existing merchants easier, so the residuals build faster, but
you'd have to have some other income. ... Even if you sold
10 merchants right out the gate and got a bonus for each
of them, you wouldn't bring in that much."

Chanin said his most successful agents are those with
patience. "This is not a get-rich-quick scheme,” he said.
"My first residual check was $7.87. But I stuck with it. At
the end of the day, it does work and it works well. But it
doesn't work fast."

Chris Perrine, an MLS, said the first six months to a year
were his hardest. "I had savings and lived frugally, really
frugally, for awhile," he said. "I had a small part-time job,
and I just worked as hard as I could. I think of myself as
more of a consultant to my merchants than just a sales-
man. And now I'm at the point where I'm getting referrals
because of that.

"If you want to make it and do it right, you can't give up.
Just when you want to give up is when it opens up for
you, and I think some people quit too soon. The day when
you could get in, make a fast buck in equipment sales and
get out is over. I think that's a good thing."

Ed Freedman, President and CEO of Total Merchant
Services Inc., concurred. "Those who are really success-
ful are those who consider this a long-term business
and who take care of their merchants," he said. "In the
history of this industry the money was in equipment
sales or leasing, and no one thought about long-term
income potential.

"Now the focus is on building a portfolio with a recurring
revenue base. The concept that it's a bad time to be an
MLS is insane. In the history of the bankcard, there has
never been a time when MLSs have been paid more."

The self-educated MLS

Successful agents typically are motivated to educate
themselves. "It's really hard to do it all in the dark, and a
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lot of companies just toss you out there and you have to sink or swim," Hanlin
said. "The Green Sheet was really helpful to me, and when I discovered The
Green Sheet [MLS Forum] a whole new world opened up for me.

"It's a great way to find out who the best companies to sign with are: I wish I'd
known about it when I first started; it could've saved me some headaches. The
forum is like an extended family ... I've gotten great advice there about busi-
ness, and I've gotten support when my father passed away and after our recent
house fire. I can't say enough about [it]."

Barry pointed out that little coaching is available in the industry. "Everyone
says just go out and get an application,” he said. "What would really help
would be an online or CD-based video showing a typical sales call or two so
you could feel more comfortable on those first attempts."

Perrine thinks the initial learning curve is steep. "It's a huge amount of knowl-
edge to absorb: regulations, technology, interchange, everything. And you need
to understand it all to be successful.

"I read The Green Sheet every month. I read the book How to Survive and Thrive
in the Merchant Services Industry by Marc J. Beauchamp and William Graham
(Performance Training Systems, 2003). And I was fortunate enough to qualify
for one of TMS' training seminars. It's a really good seminar. All of that helped
a lot, but you're always learning."

Joe Creegan, National Sales Manager of Charge Card Systems Inc., has found
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that educated agents are more pro-
fessional, and they get the higher-
volume merchants. "Free terminals
don't mean much to the higher-
volume merchants," he said. "Most
of them use computer systems, not
terminals, anyway.

"Being proficient in interchange, in
reading the merchants' statements,
in being able to do a cost compari-
son analysis ... that means much
more. Agents need to learn. They
can read The Green Sheet; they can
study their processors' pricing; and
they should look to do business with
ISOs who will give them the tools
they need, because frankly, in the
end, it is in everyone's best interest if
ISOs provide the information agents
need to do the job right."

The learning curve is steepest in
the early months when many reps
are working two jobs to make
ends meet. "['ve got a lot of part-
time agents, and they make decent
money," Chanin said. "But I don't
think you can be really successful
without really understanding the
business. And understanding the
business is not a part-time thing."
The bonus boost

Chanin thinks organizations can take
steps to help new agents weather the
early months. "I let my agents draw
against their residuals for free up to
five times if they commit to signing
a couple more deals a month than
their average," he said. "Sometimes
that's what they need until they're
making real money."

Hanlin cited companies like
Heartland Payment Systems Inc.
that offer a year of residuals upfront
or offer signing bonuses as essential
for agents starting out in this indus-
try. TMS offers an initial signing or
conversion bonus of $200 to $500 per
merchant to help agents get over the
start-up hurdle.

"I think in the beginning the free
equipment programs were designed
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with established agents in mind," Freedman said.
"They could land four times as many applications with
these programs, and they already had established port-
folios ... so the loss of upfront equipment money wasn't
an issue."

It's more of an issue for MLSs just entering the industry,
Freedman acknowledged, which is why TMS developed
its signing bonus program. "It used to be you'd profit
about $300 on equipment, so we designed our program
to replicate the kind of upfront money you could get
from equipment rentals just to [help agents] get by in
the beginning," he said. "But the focus is where it should
be, on building a portfolio with a long-term recurring
revenue base."

Charge Card Systems also offers upfront conversion
bonuses to agents even though it doesn't have a free
terminal program. "We don't see any point in offering
free equipment to mom-and-pop merchants who will do
such a small volume that you never recover the costs,"
Creegan said.

"But we do offer equipment at very low cost, so the
agents can mark it up, sell it, lease it or even offer it free
to the merchants if they want to.

"They can supplement their income with equipment
charges while they build their portfolio if they want, but
they do get a signing bonus as well. We focus on large
($25,000 or more a month) merchants."

Some ISOs said free equipment programs make it impos-
sible to recruit high-quality salespeople. They fear that
the long start-up period diverts experienced salespeople
to salaried jobs or to industries where commission
checks roll in faster.

"I have noticed a trend toward ISOs creating salaried
sales positions," Harper said. "That is probably a way
for the ISO to recruit good salespeople, and it may be
one way for someone who doesn't have a huge savings
account to get into the industry."

While salaried positions offer security, many successful
agents have an entrepreneurial spirit that chafes at not
running their own show. "There were definitely times
when a steady paycheck sounded appealing," Perrine
said. "But I knew I wanted my own business, so I stuck
it out."

And according to Freedman, opportunities abound for
MLSs to earn significant long-term revenue. "The fast
buck may be gone," he said. "But in the past 10 years,
there has never been a better time to be an MLS than
right now."
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The agent bank
relationship - Part Il

By Michael Nardy

Electronic Payments Inc.

art I of this series gave an overview of agent

bank relationships and how to approach them

from the ISO and merchant level salesperson

(MLS) perspective. This article delves into the
underwriting, pricing and customer service aspects of
agent bank programs.

As an ISO or MLS, you may prefer a hands-off approach
that leaves many account approval and processing deci-
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sions to others; or you may want to be intimately involved
with bank operations, making your business a one-stop
shop for the bank's financial processing needs.

Whatever your approach, it will affect your decisions
regarding how merchants will be screened, what their
costs will be and how they will be served.
Underwriting: Approvals and declines

A key element of the agent bank relationship is resolv-
ing how merchants with low credit scores or in high-risk
businesses will be handled. If you deny a bank's mer-
chant customers processing services, this could damage
their pre-existing relationships. You don't want to be
in this position.

This doesn't mean I endorse the idea of accepting
all merchants to the detriment of your bottom
line or increasing your risk thresholds just to approve
an account. But any mutually beneficial agent bank
relationship must take different perspectives into consid-
eration during the merchant approval process.

While no processor's agent bank program should
approve all merchants referred by the bank, an approval
rate close to 100% is not uncommon.

Ask yourself whether you want your processor to approve
mostof theaccounts that come from the agentbank and how
much weight the processor should give a continuing source
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|1 see relationships in the agent bank world hurt more by low approval
rates than by poor customer service by the processor. If a customer
coming from a bank or credit union is going to be declined for a
merchant account, careful consideration should be taken as to
why they are being declined.

of bankcard leads versus the potential for loss on some
merchant accounts.

processor's restricted list. A bank's knowing in advance
which merchant categories qualify for a merchant account
can prevent much of the static than can develop between

I see relationships in the agent bank world hurt more by
low approval rates than by poor customer service by the
processor. If a customer coming from a bank or credit
union is going to be declined for a merchant account,
careful consideration should be taken as to why they are
being declined.

Is it a positive MATCH hit, a merchant with a very
poor credit history or a type of business the processor

doesn't accept?

Tell the bank upfront what types of businesses are on your

bankers and underwriting departments.

Certain underwriting parameters can mitigate mer-
chant risk. These include choosing between 24-, 48-, 72-
and 120-hour funding options, merchant reserves,
holdbacks and putting a merchant on a daily versus
monthly discount.

Processors that hold 100% of the risk on a portfolio may
also be able to assign a bank complete, partial or zero
risk in their accounts and allow merchants who would
be declined under normal underwriting conditions to be
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approved through the agent bank channel, with the bank
assuming risk on those merchants.

Merchant pricing: The highs and lows

Whether pricing is done at the local bank branch, where
the customer is based, or at the corporate level is a crucial
detail in the agent bank relationship.

One could offer greater flexibility and the other a
predetermined set of rate options. As an ISO or MLS,
you must strike a balance between customer savings and
bank profits.

An agent bank relationship should produce value for
the bank whether it takes the form of lease or equipment
sale commissions, ongoing residuals, or one-time account
signing bonuses, etc.

It's important to recognize that you can use your experi-
ence to set pricing that will be both fair to merchant cus-
tomers and highly profitable for the bank.

Also, consider how to make your pricing competitive
with other local MLSs soliciting merchant services; other
processors that bid for the bank's agent program; and
direct mail businesses and warehouse providers, such as

Cardservice International, Costco and Sam's Club, that
offer bankcard processing services.

I recommend a visible, guaranteed "meet or beat"
rate policy for your bank and its customers. This
means when a competitor solicits a bank's merchant,
the bank knows its established relationship with you
will always ensure the lowest processing rates for
its customer.

I like to see most banks setting their own pricing when
they have an internal sales department, using our
predefined suggested pricing when they don't and
then using a combination of both, depending on the mer-
chant situation.

Lowering a merchant's rates and fees will lower a bank's
income potential from that merchant. Nonetheless, it's
essential that pricing changes be made expediently with
no pre-approvals necessary. If a statement fee needs to be
eliminated, for example, it should happen immediately
and with little fuss from the processor.

Customer service: First do no harm

EPI's mission for agent banks is quite simple, and I think
it's a good guideline for other ISOs or MLSs: A bank's cus-
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tomers should never find reason to discontinue the bank's
services as a result of inferior technology or service on the
part of the merchant processor.

Will the efforts of a merchant processor make customers'
banking relationships stronger, or will they provoke cus-
tomers to leave the agent bank entirely?

This is a large concern for any bank. As a potential bank
partner, it's your job to ensure the bank's highest level of
comfort and trust.

I have seen many a merchant leave an agent bank and its
selected merchant processor because of a problem with
the ISO or merchant service provider.

For example, one processor couldn't find time to get a
merchant a new piece of equipment. The merchant, who
processed an average $75,000 per month, went an entire
week without processing credit cards as a result of this
inept service.

The week happened to include Labor Day. As a
result, the merchant severed ties completely with the
processing company and cut off the bank's revenue from
the account.

Of course, attrition is a natural part of the payments
industry; however, don't let a dependable source for
leads evaporate by failing in your commitment to cus-
tomer service.

The final article in this series will explore how to handle
multiple branches versus just one location, residual data
and payment, sharing of nonpublic personal information
and some final thoughts on making an agent bank rela-
tionship work.

I will bring these topics to GS Online's MLS Forum
and integrate opinions expressed there into the article.

Michael Nardy is Chief Executive Officer of Electronic Payments
Inc. (EPI), a founding sponsor of the National Association of
Payment Professionals and one of The Green Sheet magazine's
Industry Leaders.

EPI is one of the nation's fastest growing privately held pay-
ment processing companies offering ISO and MLS partnership
programs and cutting-edge tools to help their portfolios grow. To
learn more about EPI, visit epiprogram.com or e-mail Nardy at
mike@elecpayments.com .
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Legal ease
The 10 worst decisions ever made by I1SOs

By Adam Atlas

Attorney at Law

any problems land on my desk because
someone made a poor decision. Sadly,
one bad decision can break a business. To
help you avoid repeating other people's
mistakes in your business, here are the top 10 worst deci-
sions ISOs and merchant level salespeople (MLSs) have
ever made.

10. Having the wrong expectations

Some people earn substantial sums in the mer-
chant acquiring business. Some earn very little. In
building your business, make sure to set your
expectations at a level appropriate to your circumstances
and goals.

9. Taking liability without means

1 AR e e
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what that means: You could come to the office one
day and be expected to write a check for $300,000 to
an acquiring bank due to excessive chargebacks, fines
or losses.

Taking liability could mean being liable for even greater
amounts. Larger ISOs that have their own underwriting
departments and the financial means to absorb heavy
losses are best suited for liability. If you are a one-per-
son show just starting out in this business, do not take
any liability.

8. Deceiving banks

In the high-risk segment of merchant acquiring, one of
the classic maneuvers is to re-sign a high-risk merchant
on the MATCH list (a database used by acquiring banks
to identify merchants who have been terminated) by
using a company that is not on the MATCH list to pro-
cess the high-risk merchant's transactions.

The legality of that maneuver is grey, at best. Regardless
of its legality, however, you never want to be branded as
an agent who is in the business of deceiving banks just
to sign another merchant.

With high-volume and high-risk merchants, the reward
for a little dishonesty can seem too great to resist.
I recommend against any kind of deception of acquiring
banks. Remember, at the end of the day, acquiring banks
pay our salaries. Don't bite the hand that feeds you.

7. Using the wrong name

This is one of the classic errors in our business.
When you are not a registered ISO, you are obliged
by card Association rules to use the name of the
ISO for which you are selling. If you have any doubt
about how to exactly identify yourself, ask the
entity you are representing, and get the answer
in writing.

When you are an agent selling for more than one pro-
cessor, identifying yourself can become a complicated
process. Have frequent and thorough discussions and
correspondence with your processors to make sure you
are using the right identification. Getting it wrong could
cost you your business.

6. Lying to merchants

Most people in the acquiring business have a hard
time, at first, understanding how the industry works.
Merchants are even less informed about merchant
acquiring than new agents, and they are easily misled.
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Do not build your business by deceiving merchants. In
the long run, that kind of deception will catch up with
you and jeopardize your livelihood.

5. Forging merchant signatures

Agents are usually ambitious. Unfortunately, their
ambition sometimes exceeds their scruples, and they
forge merchant signatures. Some of these forgeries
occur with intent to deceive and cheat in order to
increase merchant count. However, some occur when
agents genuinely believe they are doing a service to mer-
chants, even though the merchants do not know they are
being bound to new merchant agreements.

Regardless of how good your reason may be, never, ever
forge any signature on any document.

Apart from the obvious loss of your residuals and repu-
tation in the industry, you run the risk of criminal pros-
ecution for fraud. Having a criminal record for fraud
could put a quick end to your career in the merchant
acquiring business.

Perhaps this is just my optimism speaking, but I find
that honesty is rewarded, while dishonesty usually
meets the end it deserves.

4, Stealing merchant lists

I once asked how a particular ISO kept signing such a
high number of merchants every month. The answer
was that its new agents would simply re-sign their pre-
vious employers' merchants. Apart from the obvious
moral issues, be aware that this tactic could expose you
and your new processor or ISO to liability for misappro-
priation of confidential merchant lists.

Most agent agreements or employment agreements in
this business make merchant lists confidential company
information that cannot be shared with any third party,
let alone a competitor. As such, using a merchant list
from an old employer could place you in violation of
your old employment agreement.

In addition to the moral and legal risks, agents also risk
ruining their reputations by wrongfully using merchant
lists. You do not want to be known as a thief in the small
merchant acquiring community.

3. Violating nonsolicit clauses

Very few people will tell you they have willingly violat-
ed a nonsolicit clause to which they are a party. As you
can imagine, in my position, I sometimes meet people
who have done this. If you are a party to an agreement
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that prohibits your moving merchants away from the
bank where you have placed them, then conform to
that requirement.

Sometimes it seems wrong that the bank with which
you have placed a merchant is paying you only a
fraction of what another bank might pay for the same
merchant. Despite unfair circumstances, however, do
not breach the terms of an agreement to which you
are bound.

Occasionally, a processor decides to stop paying an
ISO or MLS for no obvious reason. When that happens,
the ISO or MLS has to think hard and honestly about
whether the processor's action was justified. There
is often an element of liability on both sides. Be very
careful not to make a bad situation worse by moving
merchants when you do not have the right to do so.

2. Working without a signed contract

A considerable number of ISOs and MLSs go through
the trouble of negotiating an agreement without ever
getting a copy of the agreement signed by the proces-
sor or bank involved. Make sure this does not happen
to you.

1. Working without a written contract

Surprisingly, a lot of ISOs and MLSs are working rlght
now without written agreements. Some of them are
being paid significant residuals with not even a scrap
of writing to protect their income.

Selling merchant services without a written agreement
is against the card Association rules and could get
agents as well as processors in trouble with their spon-
soring banks. More importantly, if a payor of residuals
decides to stop paying one day for no good reason,
the absence of a written agreement will make it almost
impossible to turn the residuals back on.

In addition, a written contract helps to set out the
expectations of each of the parties on important sub-
jects such as termination rights, amount of residuals,
liability and portability.

You can avoid making most of the poor decisions
described in this article by being honest and organized,
and by using common sense. The headiness of the
merchant acquiring business sometimes challenges our
resolve to keep those goals in mind. But in my experi-
ence, it's worth continuing to work toward them.

In publishing The Green Sheet, neither the author nor the pub-
lisher is engaged in rendering legal, accounting or other profes-
sional services. If you require legal advice or other expert assis-
tance, seek the services of a competent professional. For further
information on this article, e-mail Adam Atlas, Attorney at Law at
atlas@adamatlas.com or call him at 514-842-0886.
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By Jason Felts
Advanced Merchant Services Inc.

Education (continued)

(TN You
Finding your canoe

space. Over the years we have grown into a nationally
recognized merchant service provider with more than 200

sales partners.

elcome to a new feature in The Green

Sheet. This monthly column is dedicated

to merchant level salespeople (MLSs)

reaching for the sky in the dynamic bank-
card industry. I am honored to take on the challenge of
sharing ideas that will inspire you, stories that will moti-
vate you and specific activities that are sure to bring out
the millionaire in you.

our industry.

I started in the bankcard industry as a fellow MLS in 1996

and quickly realized it was a fascinating business. The
concept of collecting a few signatures and then receiving
a lease funding of $1,000 or more (upfront cash) coupled
with a long-term residual was intriguing and potentially
a dream come true for the Felts household. From that day
forward, I was off to the races.

I set an ambitious goal of reaching a six-figure income
and achieved it in my first full year as an MLS. My next
goal was to reach that six-figure income exclusively
through residual income. I accomplished this in my sec-
ond full year by understanding and embracing residual

income's power.

Dream with me for a moment. Do you know what hap-
pens when you double a penny every day for 31 days?
Get your calculators out. You will be amazed. At seven
days, you have $0.64, and at 14 days you have $81.92.
At 21 days you have $10,485.76, and at 31 days you have
$10,737,418.24. This is a compounding penny. It is gen-
erating earnings, which are then reinvested in order to
generate their own earnings.

Imagine the possibilities in an industry that offers com-
pounding residual income.

It was exhilarating to wake up every morning knowing I

‘A million-dollar portfolio could be 1) $1 million in monthly
processing volume or 2) a portfolio that is valued at $1 mil-
lion. Example: Residual is $20,000 per month. Value of the
portfolio is 30 times [30 x $20,000] = $600,000. A portfolio
of merchants doing $35,000 per month times 30 times [30 x
$35,000] = $1,050,000.” — ccguy

— nwarshaw

had already earned more than $100,000 that year before Walkin.” — Starsales
even writing another deal. I was also inspired to teach

others how to improve their lives through the bank-
card business. I took the next leap of faith and founded

Advanced Merchant Services Inc. portfolio.” — Desdinova

In 1998 my wife, Kelley, and I started the business
out of a home office with two agents, one being my broth-
er Jeremy. Four months later, we leased our first office

I once heard a conference speaker say that inside every
tree over 10 feet tall and three feet in diameter is a canoe.
To retrieve the canoe you must first uproot the tree
or cut it down. Then strip away everything that is not
a canoe. If you don't remove the matter that prevents
the canoe from being harvested, you will have noth-
ing more than a tree. I related the same philosophy to

Although many of our industry leaders have achieved
millionaire status based on hard work and diligence,
where do MLSs fit in? What about the average MLS
pounding the pavement every day, all day long? When
will his ship sail? What will it take for the average MLS to
achieve the goal of building a million-dollar portfolio?
What is a million-dollar portfolio?

I define a million-dollar portfolio as one that can be sold
on the open market for a minimum of $1 million. I asked
members of GS Online's MLS Forum the same question.
Here are some of their responses:

”$1,000,000/$2,000 = 500. So it is about 500 merchants.”

"I'll keep it simple and say, 5 million a month in Visa/
MasterCard volume with an average ticket of $35 = 142,857
transactions per month.” — Inacio

"$35,000/month in residuals. I'd then call myself Millionaire

"Many of us, if we die tomorrow, heaven forbid, will find out
that the IRS has determined that we have a million-dollar

"$33,333 per month is a fair and equitable sales residual to
generate $1,000,000 if the portfolio is stable and not too old
or too risk heavy.” — Sanford Brown
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We will see you at the NEAA Summer Show in Parsippany, NJ June 13-15 and be sure to visit our booth at the
MWAA Show in Chicago July 18-20, For more information, visit www.gcfinc.com or call Teresa or Sandy at 1(B8B)GCF-MEWS.
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Crunching numbers

a portfolio worth $1 million when the monthly residual
within the portfolio reaches a valuation (the process of
determining something's value or price) of $31,250 to
$47,619 per month.

The portfolio would also contain a significant number
of accounts, a reasonable mix of business and acceptable
levels of attrition (along with a few other components).
The contract would be based on the uniqueness of the
individual portfolio.

To determine the average monthly income needed to
actually sell your portfolio for $1 million (taking into
consideration factors such as number of merchants,
monthly residual volume, time of season, average rate
of attrition and age of the portfolio), you would need to
review some average multipliers used in residual stream
acquisitions. For example, at 24 times you would need
$41,667 per month and at 30 times, $33,333 per month.

These numbers are not theory based. I selected them
because I would pay $1 million for a portfolio of this
size. The purpose of this example is to point out possi-
bilities by putting a number on the portfolio's value, not
to entice anyone to sell.

If you are wondering how long it would take to develop
a portfolio of this proportion, consider the following:
Let's say the average sales partner with company X earns
$30 per merchant, per month. Based on the principles of
compounding residual income, if you have 10 approv-
als per month, your residual income would increase an
average of $300 dollars per month.

For example, month one you would earn $300;
month six you'd earn $1,800. At the end of one year
you would be earning approximately $3,600 per
month in residual income. Continue with the same
production levels, and in five years you would be
earning $18,000 per month. In 10 years, your portfolio
would be worth $36,000 per month, or most certainly
$1 million or more.

What if you were really aggressive and said, "I can write
a deal a day and average 25 accounts per month"? If
that's the case, at the end of one year you could be earn-
ing $9,000 monthly in residuals alone. That translates to
over $100,000 per year.

Shave off six years of production time based on the
increased activity, and it would take you only four years
(or 48 months) to achieve the necessary $36,000 monthly
residual. Duplicate the same numbers, and if you were
running a sales office and putting up 50 merchants per



A Solid ATM Solution from a Company You Trust

United Bank Card has taken thiz knowiedge and resgunoes from s years of experience in payment processing and applied them to the ATM Industry, With United Cash
Sobuthana, & wholly owned subsidiany of United Bank Card, you cam rest sstured that we sdbens to the highe standards of quakity and cuitomer sendce. Operated by
industry experts who understand the 5TM nesds of merchants and 1508, United Cash Solutions delivers an entinely in-house program with & simphe application
process, fast tumaround times, nationwide on-site installation and 24-hour support. [f you ang interested in selling, leasing or pladng ATH machings, United Cash
Sobuticns i the solid cholos you can depend on,

ATHM Sales

= Spil or lease a stabe-of-the-art Triton, Tranax or Lipman AT machine and keep the entine
equipment Commission.

= Receve 100% of the customer surchange plus up (o an additional 30 cents of badke-end
imterchange,

Free ATM Placements

= AT machines ane programmed, delivered and installed ab & menchant location for fnee!
= Ko pxpense bo the [50 or Merchant = just immediate profit!

= Both 150 and Merchant recsive & residual on every ATM trarsaction.

Additional Services

=[S0 and Merchants receher added residuals on a variety of revenue streams with ATMs that
are fully compatible with a variety of value-added services such as: pre-paid phone cands,
Western Uinion money transfer and check cashing capabilities,

= Cash replenishment and armored carmier service availabie,
= Promotional material, neon signs, banners and decals to promobe ATM traffic at the Merchant

To sell, lease or place ATM machines, |
e UNITED
1-800-698-0026

Alan Forgione, President - ext. 1410 CASHSOLUTIONS

Stephanie DeLeve, VP of Sales - ext. 1430 a division of United Bank Card, Inc.
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> At this point, yvou should be thinking, if there's a canoe in every tree,
there's a millionaire in me. And you are right. Now, ask vourself the
following: Do | have the right tools and resources? Do | have the

knowledge?

month, you could develop a million-dollar portfolio in
only two years.

The numbers in this example do not take attrition into
consideration. Ask your relationship manager/processor
to assist you with putting together a formula specific to
your current situation.

Why is running numbers like this necessary? Well, how
can you attain a goal you cannot see? How can you
achieve what you cannot first comprehend? For some,
$1 million may seem overwhelming. For others, it's a
terrific place to start but certainly not the final
destination. Having a clearly defined goal is helpful
for everyone.

Now let's put it all in perspective. At this point, you
should be thinking, if there's a canoe in every tree, there's
a millionaire in me. And you are right. Now, ask yourself

the following: Do I have the right tools and resources? Do
I have the knowledge?

I hope you will find the answers to those questions in this
column. With each installment, I guarantee significant
take-home value that will bring you another step closer
to that million-dollar portfolio. Together we will work to
discover the millionaire in you.

Jason A. Felts is the Founder, President and Chief Executive Officer
of Florida-based Advanced Merchant Services Inc., a registered
ISO/MSP with HSBC Bank. From its onset, AMS has placed top
priority on supporting and servicing its sales partners. The compa-
ny launched ISOPro Motion, its private-label training program, to
provide state-of-the-art sales tools and actively promote the success
and long-term development of its partners. For more information,
visit www.amspartner.com, call 888-355-VISA (8472), ext. 211,

or e-mail Felts at jasonf@gotoams.com .
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Make your next
doctor or dentist

The &2 trillion healthcare industry is expected to double by 2015 with expenditures
representing 30.20 of every UL.5. dollar spent.’

To control rising costs, consumer-directed health plans with high-deductibles are shifting
payment responsibility onto patients. To pay their bill patients will require non-cash/check
solutions—this i5 a great opportunity for credit cards.

To help you sell American Express® Card acceptance to doctors and dentists, we have:

o Lowered our discount rate for new doctors/dentists to a competitive 2.25%°
o Developed sales tools to make selling acceptance easier than ever
o Created healthcare-specific card products, HealthPay Plus™ and Benefits Plus™

American Express is offering incentives for all qualified doctors and dentists signed.

Please contact your headquarters today for more details.

iy Consurmios-Driven Hisalth Plans Will Aflect Your Practon,” Family Pactioe Management, Wasch 2006, p. T
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Education (continued)

E-newsletter élan

By Joel Rydbeck
Nubrek Inc.

any people join e-mail lists so they can

receive updates or e-newsletters from vari-

ous businesses. Such lists often don't attract

my attention, but when I see one pertain-
ing to products and topics that are key to my business, I
want in. I subscribe to several e-mail lists, including those
of Authorize.Net, VMWare and The Green Sheet.

At Nubrek, we send out a monthly e-newsletter telling
our customers and potential customers about new posts
to our blog, recent articles published, updates to our
product and other things we think they will find of inter-
est. I've always been impressed by the degree of customer
loyalty and new business volume these lists can engender.
As an ISO or merchant level salesperson, you, too, can use
this highly effective tool.

In this article, I'll help you map out the steps involved in
sending out your first e-newsletter, spec out a few appli-
cations, share some dos and don'ts and recommend some
helpful print resources.

Preparation, preparation, preparation

initial planning;:

* Decide who your target audience is: current customers,
potential customers or both?2

* Determine how often you are going to send out your
newsletter: weekly, bi-weekly or monthly?2

* Determine your publication's content. What do you
want to cover in each issue2 Will you have depart-
ments? Themes?

® Choose the best application for your e-newsletter distri-
bution needs, and be sure it is easy to install and use.

Software solutions

Dozens of tools can make it a snap to send e-newsletters
to a voluntary recipient base: everything from a simple
feature in your current e-mail program to comprehensive
e-newsletter software suites.

Here are some software options I've looked into:

The inexpensive route

build a subscription list through your Web site. It keeps
tabs on users as they subscribe and unsubscribe. When

you are ready to send out an e-newsletter, Zeop enables
you to export your subscribers' e-mail addresses to a
text file. It also integrates nicely with many e-mail cam-
paign tools. For more information, visit www.zeop.com .

Microsoft Publisher and Microsoft Outlook: Publisher
and Outlook are part of Microsoft Office's small busi-
ness software package, so you might already have them
on hand. At Nubrek, we use a combination of Publisher
and Outlook.

Publisher, a $169 application when purchased sepa-
rately, is perfect for designing in-house brochures and
printed materials. You can use its templates to design
a snazzy newsletter without spending hours on layout.
Then, a click of a button gets your e-newsletter ready
to send. For more information, visit www.microsoft.com/
office/system/overview.mspx .

Recommendation: A low-cost alternative can be suf-
ficient if you merely want to keep current customers in
the loop. You may spend a little more time maintaining
lists, but if you don't plan on e-mailing many different
groups, this could be a good choice.

If you intend to use Outlook, try using Zeop for manag-
ing your e-mail address database. Also, before sending
bulk e-mail, check with your Internet service provider
(ISP); some ISPs will restrict the number of recipients to
whom you can send e-mail.

A complete package

Email Marketing Director: This product was developed
by the same company that created Zeop. If you intend
to send a lot of e-mail to specific groups, this tool has
just about everything you will need. It has capacity
for unlimited lists, a built-in delivery system, profes-
sionally designed e-mail templates and more. It retails
for $495. For more details, visit www.arialsoftware.com/
emailmarketingdirector.htm .

Recommendation: This system is rated one of the best
on the market; however, I have not used it, and it comes
with a hefty price tag.

List generation

List Builder: This is another Microsoft product. It
provides templates, sends your newsletter in text for-
mat or rich HTML, and offers many of the features of
Email Marketing Director. List Builder is unique in that
you can receive e-mail contact lists from the system,
based on demographics you preselect. This is perfect if
you are trying to attract new business. For more



information, visit www.microsoft.com/smallbusiness/
online/email-marketing/list-builder/detail.mspx .

Recommendation: List Builder's main advantage is the
ability to customize e-mails to specific demographics. I
haven't used this service though. The cost ranges from
$19.95 to $29.95 per month.

Other applications provide similar capabilities and come
in a range of prices: Mail Bomber, Bigfoot Interactive and
Ariel Software are just a few. Many have free demos and
trials; research several before you commit to one. Keep
in mind that recipients need the ability to unsubscribe as
well as subscribe to your list.

Creating killer content

is, it will be useless to people who don't want to
read your bon mots. Be vigilant about updating your
database so that it contains only contacts who will wel-
come your communiqués. Most people abhor unsolic-
ited junk e-mail; the last thing you want is to be known
as a spammer.

Once you have a workable list, you can write about any-
thing from new products to new security measures. If
you aren't sure what your audience wants to read, take a
poll. Ask current customers what they would find most
helpful. Or, poll sales reps to find the most common
reasons they are unable to close a deal, and then write
about how to overcome those obstacles. The possibilities
are boundless.

Also, a wealth of helpful printed material is available. I
recommend E-Newsletters That Work: The Small Business
Owner’s Guide to Creating, Writing and Managing an
Effective Electronic Newsletter by Michael J. Katz (Xlibris
Corp., 2003) and Sue Hershkowitz-Coore's Power Sales
Writing (McGraw-Hill, 2003).

A good company e-newsletter can be an effective
business-building tool. If you spend a few hours each
month producing one, it will likely help maintain cus-
tomer loyalty and bring your name to mind when a
potential customer is looking for additional payment
processing services.

If you'd like to see how Nubrek is using an e-newsletter,
send an e-mail to subscribe@nubrek.com . &

Joel Rydbeck, Chief Technology Officer of Nubrek Inc., brings
his strong background in e.commerce and business process auto-
mation to the merchant services industry. Nubrek offers elSO, a
Web application for ISOs that tracks leads and provides auto-
mated residual and commission reports. For more information on
elSO or to view a free demo, visit www.nubrek.com/eiso.html .
E-mail Rydbeck at joel@nubrek.com .
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Tired of running around
for equipment and supplies?

Contact POS Portal...
for ONE STOP Shopping!

@ Equipment & supplies sales

® "Customer-First” service

® Mew & remanufactured

@ At least 1-year warranty

#® Blind shipping to merchants

@ Real-time freight quoting

® Online fracking

@ Hypercom, Ingenico, Lipman,
Magtek, RDM, Thales, Verifone,
wWe carry them alll

Check readers/imagers, imprinters,
printers, terminals, smartcard readers,
pin pads, poper, ribbons, and more...
Guanfity pricing available.

CALL TOLL-FREE
POS mwiresiL

sales@posportal.com
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Education (continued)

Making the most of the proliferating,
nimble Wi-Fi POS

Biff Matthews

CardWare International

s a provider of transaction products and

help-desk services, I've seen what happens

when Wi-Fi technology is introduced into

a retail environment: For most users, Wi-Fi
means a set of exquisite surprises. It's less expensive
than many expect, easier to implement than most
believe, and its benefits become more apparent with each
selling season.

Leading mall-management companies are already aggres-
sively using Wi-Fi to draw shoppers and would-be shop-
pers. The latter group includes U.S. business travelers,
27 million of whom carry laptops and/or Wi-Fi enabled
PDAs or phones, and 40% of whom are women.

Wi-Fi is now standard in virtually every laptop sold
in the United States, a result of plummeting component
costs, perhaps. The number of Wi-Fi embedded devices
in the country is projected to top 226 million units by

2008. Good news for
everyone (with the"
exception of wireless/
cellular proponents).

As an ISO or merchant
level salesperson, you'll
only need to shift cus-
tomers' and your para-
digms a bit to realize
Wi-Fi's value.

System-wide
superiority

In a Wi-Fi PC environ-
ment, there's a static

checkout station and

* West

Edmonton Mall in
Alberta, Canada, is the
world's largest shopping and
entertainment complex. It's
also the largest Wi-Fi-enabled
entertainment and retail cen-
ter. Mall management expects
to recoup incremental invest-
ment costs within 24 months
and achieve a 120% ROl
in 2007 from selling Wi-Fi
access and voice-over-Wi-Fi
telephony to tenants. Triple
Five Group of Companies
Ltd., the mall's parent firm, is
considering a similar installo-
tion for the Mall of America in
Bloomington, Minn.
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reepaid call

a Wi-Fi antenna. Wire ° y
the latter to the former,

and you're immediately

"live." These, and the hook to the repeater or amplifier,
are the only hard-wired elements in the system. The aver-
age cost for Wi-Fi systems I see is $2,500 compared with
the conventional, no-frills checkout-station average of
$6,000.

Rather than call on individual merchants within a mall,
focus on the mall's management, and recommend install-
ing Wi-Fi solutions system-wide. The direct benefits of
Wi-Fi networks are very persuasive, beginning with their
low installation cost.

Wi-Fi's speedy flexibility

Wi-Fi reduces transaction time for tenants. It also allows
greater flexibility in POS siting than traditional solutions.
And if the merchant is new to the property, it allows flex-
ibility in store layout.

Wi-Fi also adapts to mobile checkout, the ultimate
friend of the seller of upscale or impulse-buy merchan-
dise, where time is often a factor. Additionally, Wi-
Fi enables unconventional selling (the sidewalk or tent
sale, for example) because it accommodates such events
with ease.

Building traffic

Wi-Fi's power as a traffic-builder can't be overstated.
Think of the Starbucks Coffee Co. model, but don't forget
Borders Inc., FedEx Kinko's and the millions of private
Wi-Fi networks that have sprung up, seemingly over-
night. Because Wi-Fi is still in the early stages of market



Interested in huilding a stronger, more successiul business?
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penetration, providing customers with Wi-Fi access
and services is a competitive advantage that they can
leverage in advertising, and marketing in general, as an
important infrastructural advantage.

The reliability factor

more reliable than wireless service. Wireless commu-
nicates over long distances; Wi-Fi is better for shorter
distances (a quarter mile or so at the outside) but
lacks the seamless, wide connectivity of a cellular grid.

This will change, however, as mesh networking becomes
more common. Mesh networking routes data around
blocked paths via nodes, which are processing locations
employing computers or other devices on a network.

Signals blocked by structures in retail environments can
be dealt with inexpensively by placing antennas in the
ceilings of individual stores, or on the mall concourse,
and connecting them to one or more repeaters (network
devices used to regenerate or replicate signals) for seam-
less coverage.

Mobile checkout

is a mobile, self-contained checkout station equipped
with a Wi-Fi antenna, and Wi-Fi-enabled cash drawers
and POS.

This tested and proven technology is incredibly
agile. Essentially, it's just a lightweight Rubbermaid
cart with permanently mounted, rechargeable battery
back-up, Wi-Fi antenna and local cash drawer PC and
electronic cash register (ECR). Add bags, boxes and
other sale supplies, and you're "ready to roll" wherever
the customer is.

Wi-Fi gives department stores and specialty stores within
malls great flexibility. With Wi-Fi terminals, mobile sales
staff truly can do checkout right where customers make
buying decisions. No more will patrons walk around the
store with goods: Checkout can be just about anywhere,
and opportunities for increased impulse buying, and
reduced theft, are substantial.

For a new retail business aiming for maximum pro-
ductivity, a Wi-Fi mobile-enabled station makes much
more sense than a dedicated physical siting. They take
up the same space, but the mobile POS is agile rather
than stagnant.

Theft prevention is a big reason that checkout is typically
located at the front of the store, but hand-held, roving
Wi-Fi POP (point of presence) devices are now available.
(Think car return at Avis.)
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Cozy up to those manufacturers

Sales agents would be wise to establish an alliance w1th a
manufacturer and offer leases on mobile checkout equip-
ment. It's a small-ticket item this way, and merchants
won't get stuck with obsolete systems as technology
continues to evolve.

Santa Ana, Calif.-based ExaDigm Inc. is an example of a
manufacturer that addresses retail merchants' concerns.
It offers a terminal, printer and operating system with
interchangeable modems (Wi-Fi, wireless and wired),
so a single device can serve merchants and maximize
flexibility. This technology is adaptive to individual mer-
chant needs and sensibilities.

Adding Wi-Fi to an existing PC cash drawer should be
straightforward, and the costs negligible, for merchants
who are replacing existing equipment. The trend is
migrating from ECRs to PC cash drawers and software.
If Wi-Fi malfunctions in this environment, reverting to
the hard-wired system is easy because redundancy is
built in.

Advantages for 1ISOs/MLSs

When a mall-management firm buys into the Wi-Fi con-
cept, it gives the sales agent a significant advantage over
competitors who don't offer this solution. There's also
the logistical advantage of eliminating the need for sales
calls on individual merchants.

Become the endorsed provider for a store group, and the
management firm becomes your agent for processing,
with stores coordinating requirements through them.
It's no different from any other utility, which is indeed
what Wi-Fi is.

If you deal with the right mall-management, or prop-
erty-management company, you'll also have an "in" for
other properties in their portfolio. Some mall managers
expect a small fee for granting you preferred-provider
status; others regard the program as a way to gain (or
retain) tenants and do not assess a fee.

Wi-Fi, like all technologies, requires an initial learning
curve, but it can give a salesperson a significant advan-
tage over those who are less tech-savvy. Anyone can
provide a credit card processing solution. Sales agents
focused on providing greater value and flexibility will
be the winners.

Biff Matthews is President of Thirteen Inc., the parent company
of CardWare International, based in Heath, Ohio. He is one of
12 founding members of the Electronic Transactions Association,
serving on its board, advisory board and committees. Call him at
740-522-2150 or e-mail him at biff@13-inc.com .
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Contact uws at Boo-414-4286 and ask for Myrvin Garnetr, VP of Business Dievelopment. With our
fexible systems, many programs are available to At your needs,

B S i, O D DRSS OF O Pasi L%, BT islal. Adsts S a TN, INFFALG MY
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Education (continued)

Don't be

afraid to ask

By Tom Della Badia
IRN Payment Systems

f you regularly read any of the industry trade pub-
lications, you'll see advertisements for various ISO
programs. Yet many companies don't have enough
space in their ads to tell the entire story. So how do
you, a merchant level salesperson (MLS) looking for an
ISO partner, get the full story? Ask the right questions.

Advertising is the activity of attracting public attention
to a product or business. Because ad space or air time is
limited, companies need to spark interest quickly and cre-
atively. Nothing is wrong with that. But you, their poten-
tial customer, need to ask probing questions to better
clarify what is offered. This will help you make the right
decision about a program, especially when it pertains to
pricing. Here are a few questions to ask:

What else is there?

If you see an ad touting a low transaction fee and rev-
enue sharing above interchange and assessment, stop
to think: How much is the revenue share and what
are the interchange and assessment costs? When you
ask, "What else is there?" or read the pricing adden-
dum, you might find the company will also charge you
several basis points under the heading of BIN [bank
identification number] sponsorship
or risk assessment.

Here's an example: BIN sponsor-
ship is 0.0004; risk assessment
is 0.04%. This negates the low
transaction fee that caught your
attention in the first place and
lowers your margin or profit.
If you don't know what
the terms "interchange"
and "assessment cost"
mean, ask. The com-
pany should be more
than willing to explain.

What is the
transaction fee?

Find out. Is the transac-
tion fee $0.07 or $0.08? Is
it $0.11 or $0.12 or higher?
Whatis the revenue split? Make sure
you understand. Do not walk away

from the conversation until you have
an answer.

Do surcharges and mid-qualified and nonqualified
transactions exist? How are they priced?

Some programs follow the transaction fee for all charge
types, while others pad the mid-qualified and nonquali-
fied surcharges. To explain it in simpler terms, a com-
pany will give you a base number above which you can
charge the merchant for "mids" and "nons." This will
effectively lock in a set profit. Other programs strictly
follow the revenue share model and give full revenue
share above your split.

When revenue share splits are offered,
how and when are expenses charged
and applied?

Let's say your statement fee cost is $5 and you have a
50/50 revenue split. You need to know exactly what is
being split 50/50 to determine your revenue.

You charge the merchant a statement fee of $10. Is
your revenue $2.50 ($10 — $5 = $5; 50% = $2.50) or
$0 ($10 x 50% = $5; your cost = $5, $0 revenue)? Ask
this question upfront, or better yet, ask for a sample
residual report. Information in the report may help
clarify the issue.

Will you provide a reference?

Always ask a prospective partner for a reference or two.
References are usually MLSs who have been with the
company for at least two years. Call them. See what they
have to say. If they are happy with the relationship, then
there's a good chance you will be, too.

To summarize, an advertiser's objective is to get you to
call. Your objective is to find the right partner and a pro-
gram that maximizes your revenue. If you do call, make
sure you:

o Ask the right questions.

® Read the pricing addendums.

® Find a competent and honest provider.
® Ask for a reference.

Remember, each program doesn't necessarily work for
everyone. Spend the appropriate time finding the pro-
gram that best works for you. &

Tom Della Badia is Vice President of Sales at IRN Payment Systems.
IRN has provided electronic payment processing solutions through
its PartnerAmerica program to businesses nationwide for over 18
years. Services include credit card and check/debit processing for
merchants, retailers, manufacturers, distributors and wholesalers
of all sizes, from individual facilities to multiple and chain opera-
tions. For more information, call Della Badia at 800-366-1388,
ext. 210 or visit www.partner-america.com .



DON’T BE“FREE-KIN” NUTS!

Studies Have Shown that Giving Things Away FOR FREE Could Put You in the Poor Housal
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ef's face il Giving away all this “Free® siuff has gl to ba

making some of you crazyl At USMS, responses to our

recent “F word Ad proved that giving away all this “Free”
stuff is making a lof of you mts!  Some of you arg giving away
Free Tarminals, PIN Pads, Check Imagers, Software and even
axpensnee Wireless Terminals. VWhal are pou geeng 10 give sway
nexd? our car, your house, your wife and kids!

W faund out that many of you ae veing “Free® bacauss you
weng never trained in the ing art of closing the package deal
Exparianced agants thought they knew how 1o do this. but cnce
they atiended owr 4-Day “Bankcand Wasnor™ Training Frogram
they realized there's a whola new way of closing package sales
with high gross profits, The double benal i that: the merchants
are ULTIMATE WINNERS-receiving cverwhelming value with
unique profit bulsding and Business development programs
provided by USMS. Merchants are making 50 much profit, they
ara ziling the “Frea® equipmant guy to “go-take-a-hikell™ Don'i
take ry word for if, read whal some of our graduabes hane 10 say

Ty boon salkiyg T LEMS Pletvium FPacRkops for 5159 pay manih
Rfavchavals Il i S0 moash el [ coakd prodably ged 5200 par ol
One of owr now neps with o prior axparsancs recenily affencied thae
LISAE frniming and imimeaiaiely sold & packages © G Baker, Contrd
Cahfomhg

T S0 my Second packagd deal o March T and ke owver ST, 200
i comvnisions. 1 wasn| for e package selling lecivnigue | probably
woukdn T sfay in e business.  Stand slone hankoaed in just nof exoting o
me." ... O Kemp, Lafsyaite Calfomia

| hate seeing dedicaled agents degrade themsalves by giving
away FREE tha things thai they should ba making thousands of
dollars on. 5o I'm going 1o offer you a challenge

~l-

o¥

U.s. MERCHAMNT
SYSTEMS

Stu Rosenbaum
Chief Executive Officer

The Great USMS 20/20 Challenge:
Make $20,000 + in 20 Deals

Corme ta our headguaners in the baauliful San Francisco Bay
Area- spend four days in our Powerful Bankcard Warrior,
Teaining. Send us 20 deals. | guaranbes i you follow our system
you'll make ab least $20,000 up front (phes residuals and bonuses)
and probabdy lot's more. I you can't make at least 520,000 on
those 20 deals foliowing o Powerful Trainmg Sysbem- We'll pay
all your travel expenses (aifare, hotel, meats, elc)

For incredibly valuable informatian, go on-line for one of thase
FREE REPORTS (Sorry | used the “F ward)

FREE REPORT: "How to Get FREE
Appointments and Hot Leads with USMS™

FREE REPORT: “How to Gross $3 Million in
One Year-on 100 Accounts per Month!" {(and
how to get to the 100 deals)

FREE REPORT: “Build a Profitable Sales
Organization with USMS" Bankcard Warrior

Training and Recruiting System"

FREE REPORT: “"How to Get 1,000 Hot New
Business Leads- FREE each month”

FREE REPORT: “How to Own the Medical
Market with the HeathTranz- All in one

Medical/Dental Payments Solution”

For FREE Reports or to find out more
about the USMS 20/20 challenge call

Jessica Slack at
1-800-655-8767, ext. 122 or go on-line:
www.usms.com/freereport




WE APPROVE DEALS

OVBI‘ $2 BilliOIl Processed Annually

Over $2 Million
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Check Conversion & Guarantee
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Micah Ext 126, Steffani Ext 141,
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800-863-5995
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MasterCard )
PayPass-equipped wrist watch _ watches allow Taiwanese consumers to make purchases

by simply tapping their wrist on a MasterCard PayPass-
enabled POS terminal.

Taiwan is an early adopter of technology and is a leading
market in the region to implement contactless payments,
said Tina Chiang, Vice President and Business Manager,
Greater China, MasterCard International. In Taiwan in
2005, MasterCard launched the OneSmart PayPass Chip
Combi card for Kaohsiung City's transportation system.

In the United States, MasterCard’s PayPass program
offers consumers a quick way to pay for small-ticket pur-
chases (under $25).

Consumers don’t need to dig cash out of
wallets or swipe credit or debit cards. They just tap

GOOOOAL: A PayPass NationalLink introduces the

All New Tranax MB400D

waitch on every wrist B eiis vour incomet™

Product: MasterCard PayPass-equipped wrist watch
Company: MasterCard International

hen the rest of the world is suffering from

World Cup fever, Americans usually have R L

high immunity to this strain of sports- e e
borne hysteria. MasterCard International e e
may be asking if Americans will also maintain their resis- * Whoa's A Chebs Junird Winaa
tance to contactless debit watches. o G R e e et
Asmcewdd Coh Dellvery

The company launched a soccer-themed PayPass e HE S K S

contactless-payments watch for the 2006 FIFA * Secnosiac Nelime i

World Cup in Germany. The device was created in * Free Ml Reviducl Paryouts

collaboration with Chinatrust Commercial Bank of * Soles Training L Jupgear!

Taiwan, Austrian watchmaker LAKS GmbH and On = lres ALW Focement

Track Innovations Ltd., a developer of contactless smart » Kotocwide inufolofion Service L Repar

card solutions. * ras Raal Timas On-Ling Reporing TRANAY

The choice of an Asian bank as a partner may signal
greater receptiveness to contactless payment watches in 866 - 286 - 2466
that part of the world. B R AN e

Charles Lo, Vice Chairman of Chinatrust, said contactless ( : ] Natronallink

payments are quickly gaining momentum in Taiwan. The
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their PayPass-enabled card or device, such as the watches,
on a PayPass reader at participating merchants.

Speedpass goal-less
with Timex watch

ments watch to the U.S. public in 2002 for use at Exxon
and Mobil convenience stores and pumps.

That product was discontinued in May 2005; its adoption
was perhaps hampered by Speedpass' proprietary nature,
making it limited to one nationwide merchant chain.

"To obtain compliance with MasterCard PayPass
specifications, we built high security specifications into
an analog watch," said LAKS Chief Executive Officer
Lucas Scheybal. McDonald's Corp. had already dropped
its pilot program, in which Speedpass was accepted
at 200 restaurants.

Limited edition

offered as a companion device to MasterCard credit cards.
It comes in three colors and has a sporty exterior with soc-
cer ball images imprinted on its face.

Sales Managers Needed

Cipesnng Mew OiTwes in Fr, Peerge, FLL & Colursbess, (3H

o Incoene ol |0 1o D50K per voar straght commission & reociving
owver-rides on leases & residuals

o Must have exgerience in the Bankcard Busisess

@ You will be hising, eraining & masagng wales repe. & ickemarkoiers
Wi arg loskng lof & Sales Masapger that Bas devve & hustle!

FAXED LEASES :: Fd0% APPROVED :: STRONG IS0 PRICING

Call Christian at 888-287-6033 Ext: 310

FIFA attendees who bought the PayPass watch received
a MasterCard-branded commemorative soccer ball
and bag.

MasterCard International

www.mastercardinternational.com

Optimum
4100 Blade

Product: Optimum M4100 Blade
Company: Hypercom Corp.
new handheld POS terminal from Hypercom
Corp. is sleek, speedy and sans wires. What
more could mobile merchants want from their
POS device? Actually, a lot more: What about
small size, security and signature capability? Fortunately,
Hypercom has got it covered.

At the Electronic Transactions Association's 2006
Annual Meeting & Expo in April, the manufacturer
showcased the Optimum M4100 Blade and captured
everyone's attention.

The product resembles a kind of POS terminal /mobile
phone/PDA/PIN-pad hybrid, and it is many of
those things.

The Blade is a lightweight, palm-sized, portable POS
terminal capable of processing magnetic strip credit,
debit (both PIN-based and signature-based), gift and
prepaid cards as well as chip-based cards (such as for
contactless payments).



Signature capture is available with special software,
which orients the screen to landscape mode and gives
cardholders more room to sign their names. A Stylus pen
for signing is built in, too.

Wireless options are covered

The product offers high-speed transactions using its 200
megahertz 32-bit Intel XScale processor and 24 megabytes
of memory.

Communication options include Wi-Fi and Bluetooth for
shorter distance data transmissions (local area networks
or LANs) and general packet radio service (GPRS) for
wide area networks, or WANSs.

The Blade has a 240 x 320 pixel, 64,000-color, high-con-
trast touch screen display, which can be clearly viewed
both indoors and outdoors. Its color coded hard-key key-
pad is splash and water resistant, illuminates, and is in
compliance with the Americans with Disabilities Act.

Modular design

A newer trend among POS terminal design is the con-
cept of modularity, which provides merchants the ability
to add or remove applications, memory and hardware
when needed. For example, Hypercom’s new device has

R & S
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an optional contactless reader, docking station and clip-
on sheet printer. The printer can print up to 12 lines per
second. It uses fanfold paper instead of a paper roll (no
more bulk) and can output 100 two-receipt transactions
per paper packet.

As far as security is concerned, the Blade meets the global
security standards, including EMV and the Payment
Card Industry Data Security Standard for PIN entry
devices. It also incorporates triple data encryption (3DES)
and Master/Session DUKPT key management to protect
against fraud.

Hypercom says the terminal is compatible with its
standard software and countertop capabilities and
provides a way to migrate from Hypercom
proprietary applications. The catch? It's not yet
available. The company is planning a release
date of October 2006 in the United States.
Stay tuned.

Hypercom Corp.

877-497-3726 (inside the United States)
www.hypercom.com

wrhanwnethbankpaymentsystems.com

Increase Your Income Potential

Earn Commissions on Payment Processing,
Prepaid Services and Commercial Loans!

* Conversion bonus for high-volume merchants ranging from 5150-5250 per activation
* Revenue share program * Faxed marchant applications - no photos

* Frea 24/7 merchant support
= Free 247 technical and customer support
* Free merchant training

Call Us to Learn How You Can Earn a

SIGNING BONUS!

" seam s eamnonts 8005232104 ext 243

increase your income!

< NetBank
Payment Systems, Inc.

A Mok Cormpoaey




THE MOST UNIVERSAL COMPLAINT IN THE 150 COMMUNITY
TODAY IS NOT HAVING ENOUGH CONTROL OVER YOUR
ACCOUNTS. WE ARE iMAX BANCARD, AND WE ARE HERE.




AT iIMAX BANCARD, WE OFFER FLEXIBLE PROGRAMS
WITH GENEROUS AND LIFETIME RESIDUALS - AS WELL AS
THE TOOLS YOU NEED TO STAY ON TOP OF IT "AlkR
AND WITH A HUGE SELECTION OF PRODUCTS AND SERVICES
INCLUDING THE LARGEST EQUIPMENT SELECTION AVAILABLE,
YOU WON'T HAVE TO SEARCH AROUND FOR WHAT YOUR
MERCHANTS NEED. WHAT COULD BE SIMPLIER.

we offer:;
New Agent Sign-On Bonus
70% Revenue Share
$125 Bonus per Account
$500 Conversion Bonus
Instant Approvals
Lifetime Residuals
Faxed Applications
Sales Training - Inhouse Support
Guaranteed Health Insurance

OUR PARTNERSHIP PROGRAM GIVES YOU MORE OPTIONS, MORE
SUPPORT, AND MORE REVENUE SHARE, PERIOD. WHY KEEFP
STRUGGLING WITH A PARTNER WHO EITHER DOESN'T OR IS UNWILLING
TO ACCOMMODATE YOUR NEEDS?

NOT ALL PARTNERSHIPS ARE CREATED EQUAL. LET US SHOW YOU WHY.

SALES....... BSETSEET TER.

S866r02.880 1

AX

BAMNCARD NETWORK




C\\_) Simple Numbers, No Funny Business,

Residual Payments and Commission

ABANLGO Programs Without the Small Print

Compare the Realities .
of Other ISO ngramg 75/25 rEUEI'!i.IE Shﬂ"nq
and You Will Choose to plan for Registered 150’

Partner with ABANCO

based on the number of monthly approved deals

» TRUE INTERCHANGE on ALL CATAGORIES :
» TRUE COST on ALL T;:HSA[TIDH FEES 65!3 5 revenue Sha 'l ng pla"

» RESIDUAL PAYMENTS on ALL: for Nnn-Registered Agents

- STATEMENT FEES - ANNUAL FEES based on the number of monthly submitted deals
« MONTHLY MINIMUMS. « MID & NON-QUAL

» ALL with NO LIABILITY

Abango Vista: |150-Agent Portfolio Management Tool
industry first business intefligence 1ool that allows an 150 10 manage
Their merchant poetiolio amytime, zeywhere from their deskiopwia a

sequre Web interface.
Now Compare the R T e

insurance sligibility and vevifcation inchading Medicare Pat A & B

Products and Technology ;
Available to You and B i A woe e s
. . afiefled solutons that enable and mulliphe busines
Again You Will Choose et e it 09 g
to Partner With Abanco © T
Advance business funding solution that delivers the waorking capital
nesded to grow a merchant’s batiness,

Abanoo Virtual Terminal: Merchant Web Processing
Initiate ACH, credit caed, debift cand, gift cards, electronic checks, and
EET thaough our CI5P and PCl-compliant Virtusd Terminal,

ABANCO: A PAYMENTS TECHNOLOGY COMPANY -'nwahanmmmilmaqﬂntu1 ﬂbanwmml ST

Payments + Technology = Sales .00
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Proudly sponsored by:

“HYPERCOM

The true measure of a man is how he treats

WaterCoolerWisdom:

Give a little respect

hen it comes to showing respect, some
of us have a solid foundation and can
build on established day-to-day practic-
es, while others will have to undo some
early training that led to bad habits. But no matter where
you fall on the respect spectrum, it's beneficial to examine,
from time to time, the effect your actions (or lack thereof)
are having on others.

Life is more pleasant and productive when people feel
that you value them, appreciate their efforts and want to
invest in a relationship with them. On the job, this is true
for employees, bosses, customers and peers.

Treat employees with respect

that you treat your sales force or staff with respect. If
they know you are all on the same team, they will be
more inclined to work for you, rather than against you.

This is good for you, your subordinates and your com-
pany: It will create a positive atmosphere, and employees
will be more likely to work harder, share ideas and say
positive things about you.

Treat your boss with respect

It's a no-brainer that disrespecting your boss is a
type of career suicide. But if you're just tolerating
your boss, there are valid reasons to show him or
her genuine respect instead. It certainly can't hurt,
and it could boost your career. Your boss could respect
you more in return; be more likely to give you a raise
or promotion over equally qualified, but less respect-
ful, candidates; and share your achievements with other
company executives.

Treat customers with respect

imperative in any sales career. Without customers, you
have no livelihood. But when you treat them the right
way, they are more likely to purchase add-on services;
stick with you, even if competitors undercut your prices;

someone who can do him absolutely no good.

- Samuel Johnson

and sing your praises to other potential clients (which is
free advertising).
Treat peers with respect

While you may believe that treating your boss and cus-
tomers with respect is a wise thing to do, you may also
think that your peers and colleagues have not earned
your respect. After all, since you're on the same plane, you
don't need to show them special consideration, do you?

Think again. Showing respect to your peers will make
them more inclined to assist you when needed, cover for
you when you are away from the office and send referrals
your way. Another thing to keep in mind is that today's
peer could be tomorrow's boss.

The road to respect

If you're nodding your head in agreement but aren't sure
what to do next, here are some tips:

e Always be kind and courteous. Never insult or
disparage anyone.

e Offer praise far more often than criticism.

e Listen to others fully without interruption.

® Be inclusive. Solicit opinions from a wide range of
people, and implement some of their ideas.

* Treat people equally and fairly, and don't judge anyone
based on country of origin, race, age, gender,
religion or size.

Follow this advice, and you're sure to reap the rewards
from having devoted employees, encouraging boss-
es, loyal customers and supportive peers. So, give a
little respect.

Capitalizing
on complaints

very year, companies across the land spend a
fortune on market research, focus groups and
surveys, hoping to discover what their custom-
ers think, feel and believe. Complaints are also a
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valuable source of data. But most firms are focused solely
on resolving them and tend to overlook or dismiss their
strategic value.

Paying attention to complaints is a free and efficient way
for you as ISOs and merchant level salespeople to gain
insight into customers' true feelings.

Complaints offer you the opportunity to:

® Find out how customers feel about you

® Find out what customers honestly want from your
product or service

e Correct any misperceptions on either end of the
relationship

® Resolve problems before they become larger issues or
before they escalate to your boss

® Remedy issues that other customers may also be facing.

Complaints are also a positive indication that customers
want to continue doing business with you. Think about
it. It takes more time and effort to lodge a complaint with
you than to simply switch to one of your competitors.

The fact that customers bother to voice complaints
shows that they care about preserving their relationship

The Most Ttl:l:llj!ill!;lllm7
Advanced, mumim

Anywhare Merchants Do Business

Internet, Mobile and POS
Transaction Processing
Our One-On-One Approach To

Merchant & Reseller Support
Ensures You a Clear

with you. So honor their investment in you by taking
the complaint seriously and doing all you can to not
only solve the problem but also make the entire relation-
ship stronger.

Here are some tips for handling customer complaints:

Listen. When complaints are brought to your atten-
tion, listen with undivided attention. Take notes and
don't interrupt. Even when you think you fully grasp
the issues involved, let customers talk as long as they
like. You may think this is a waste of time, but it's not.
Customers need to vent, and they need to know they
are being heard. Even if customers are angry with you,
show them you are willing to take the tongue-lashing
and make the situation right.

Apologize. Whether or not you are responsible for your
customers' problems, if they complain to you, apologize.
Resist the urge to point out what they could have done
differently to avoid difficulties. They want their issues
resolved so they can continue to work with you. They
don't want you to make them feel stupid. Chances are
both parties had a hand in causing the situation, but as
the service provider, it's up to you to apologize.

Express thanks. Thank your customers for the opportu-
nity to make the situation right. Acknowledge that you
understand it might have been easier for them to simply
move on to another company, and tell them you appreci-
ate the chance to remedy the problem.

Question. Ask questions to assure that you understand
the issues completely. Don't ask accusatory questions
such as, didn't you run the transaction like I told you?
or are you sure you didn't forget to close out the batch?
The last thing you want is for the client to feel accused
or attacked. Ask questions that repeat customers' key
statements, so they can hear their words coming from
your mouth and be certain that they've clearly conveyed
to you the nature of the dilemma.

Plan. Meet with all involved parties within your com-
pany, and form a plan to correct problems. If a problem
deals with product delivery, you will need to include
your shipping and receiving department. If the prob-
lem is equipment related, you may need to involve the
manufacturer. If the problem is service oriented, make
sure your help desk or customer service department is
on board as you form a plan to correct the issue.

Not only can these parties help solve problems; they
also need to be aware that certain problems exist so
they can recognize them should they occur with other
customers. Everyone needs to be on the same page. Be
specific and keep customers' needs in mind as you for-
mulate remedies.

Communicate. Share your plans with customers before



’ Ask customers to confirm that

- the proposed remedy meets their
expectations. Let your customers
know when the plan has been
executed and the issues resolved,
and be sure to verify that they
are satisfied.

implementation to verify that you understand the prob-
lem and confirm that the solution you've planned will
satisfy the customer.

That last thing you want is to solve the wrong issue
or not solve the right issue completely. Customers
don't want to feel that their complaints are either not
taken seriously or not heard. Ask customers to confirm
that the proposed remedy meets their expectations. Let
your customers know when the plan has been executed
and the issues resolved, and be sure to verify that they
are satisfied.

Follow up. After full resolution, keep the lines of com-
munication with your customers open. Ask for sugges-
tions about how you can improve relationships and

R S &
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prevent future problems. Ask if they wish to discuss
other issues. Thank customers again for the opportunity
to improve your service.

Keep track. Keep a log of all company complaints and
review it regularly. Look for trends or patterns. Analyze
the log to see if certain departments, third-party provid-
ers or merchant types have more entries than others.
Use this information to modify business practices or
procedures to correct future complaints.

The next time you get an e-mail from a dissatisfied
customer or answer the phone and hear an irate voice,
embrace the experience. This is your chance to get
an inside look at what your customers want and need.
This oft-maligned aspect of business is your opportu-
nity to improve business practices and build stronger
customer relationships.

Good Selling!™

Paul H. Green,

The world's largest electronic commarce and payment Sendces company
g hiring in cities throwghout the nation.

l*.HUN(r M FIRST DATA

ety you Sver [ besf & whal pou
o, ous cibrt d¥ond o B SHeclvg,

A% 8 shar in [y ndwsiry. you pul o
kal ol Mool inda chaasing tha nghf
company o work for, As the indlustry
leader, First Dala Commercial
Senvices (FDCS), a divison of Firsf
Diata Comparation (NYSE: FDC)
cansdilly selects anly the hest takenl
— o of Lthe many reasans for its
success and confinued growth

A Fortuna 250 company. First

Data makes i possibla for milicns
of Busingsces and CoSLmers 1o
mosee money and keanmation with
comveniencs, afficiancy and secorly
W dio it by hiring e brighlast i the
businass. e are inoking for inlal-
lpend, mofvaled people fo jadn gur
fearm, and [haf's whare you coms i

Align yoursalf with the best in one of the fallowing rofes:

Regional Sales Manager (Sales management position)
Territory Manager (Eniry level management posiion)
Account Executive (Full-time sales position)

Associate Account Executive (Flex-hours sales position)

Al First Dada you'll find fleaible schdules thad it your Bfestyle, ralevant and compeshansive
fraining. and unbmiled intoma potenal. We offer on-Sme pay residuals and 3 ona-of-a-kind
Siabees Support Canler that lets you focous. on selling, not papersors. We also offer compatithe
compensation (base salary, commissions, residuals) and a complels benafits package that in-
gludes medical benefits, malching 401k), paid vacaSon, lulion reimbursement, discount slock
purchase program, advancement potential, and more. EOE MFHY

For immediale consideration for this exciling read step in your career, e-mail your resume o
talentieaméifirsidata com and wisit cur web page at waw firgidata com

D
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Visit www.greensheet.com/tradeshows.htm for more events and a year-at-a-glance event chart.

Regional

Qur

Midwest Acquirers' Association
(MWAA)

eI ourth Annual Conference

Highlights: MWAA's meeting is geared to ISOs and merchant
level salespeople. Arrive early to attend the MWAA-sponsored
Bankcard Job Fair and a Field Guide Seminar (see "MWAA
to offer job fair, sales seminars" in The Green Sheet, June 12,
2006, issue 06:06:01). The seminar has two parallel tracks:
"Grow and Develop Your ISO" and "Bankcard Sales by the
Experts."

Keynote speaker Stephen Montague will explain the science of
hiring a smart sales staff. General session topics include con-
tactless technologies, "Scary Security in the MLS Office," and
"Technology Prescription for 2007 Solutions." Attendees will
have time to visit the vendor hall and network with colleagues.

When: July 18 - 21, 2006

Where: Palmer House Hilton, Chicago
Registration: Visit www.midwestacquirers.com
or e-mail info@midwestacquirers.com

TrANSFIRST is
Revolutionizing
Payment Processing

@ = TRANSFIRST

TransFinsr independent Sales Services
offers comprehensive, in-depth and

TriaiFardr effti: cuttomized payment solstions and
- Campeditive Buy-rate & cutstanding customer service to s
Feveips-Shan progrims 150 and Agent cushomers.
- Saste-day Sarchist
appreals
- Dedicated relationship Trassaction Cenlral” is & ceniralined
manager & sales support payment-peoLessing Sysiem that alfers
siaf userdriendly and Rexdble processing
- hppresshve leaskeg. gl solutions. Capabilties Include multi:
card B check progiams lncation networking, check imagies,
- Dwlivhak SLACLE B rédideal wirgless, ACH processang, buill-in
repaTiing shopping cant technology and moes,
- Meltiple platforsd 1o el all on an anline, inbegrabed platicam
P By Al iy aeoessible by muliphe wsers. at anylime
from an'r-.i:-_tle in The worid,
i =
f 3 , s '- -‘-'_ -
i : }
¥ :-
vownw, TeasFaest.com

NACHA - The Electronic Payments
Association

Highlights: The Payments Institute is an intensive five-day course
aimed at helping participants achieve a higher understand-
ing of the payments system. Attendees receive an overview of
the entire payments system including core topics such as the
automated clearing house, card systems, electronic check, inter-
national payments, risk management and fraud, and emerging
technologies.

The curriculum is designed to accommodate both the novice
and the experienced payments-system professional. The col-
legiate experience gives participants the opportunity to focus
on key applications, implementation approaches, best practices
and case studies.

When: July 23 - 27, 2006
Where: Emory Conference Center Hotel, Atlanta

Registration: Visit www.nacha.org
or call 800-487-9180

Regional

..1 Western Payments Alliance
(e Payments Symposium 2006

Highlights: The conference will examine the ongoing conver-
gence of paper and electronic payment processes. Topics will
range from the future landscape of payments, global perspec-
tives on fraud, data security concerns and legislation updates,
to lessons learned from the Gulf States disaster and recovery.
Dr. Donald Kohn, Board of Governors of the Federal Reserve
System, will deliver the keynote address Monday morning.
More than 250 senior payments professionals and 25 corpo-
rate exhibitors are expected.

When: Sept. 10 - 12, 2006
Where: The Westin Casuarina Hotel, Casino & Spa, Las Vegas
Registration: Visit www.wespay.org or call 415-433-1230

Trade
o 00

Electronic Transactions Association
jyen Strategic Leadership and Networking Forum (SLNF)

Highlights: SLNF is the premiere networking event for all pay-
ments industry executives. This year, attendees will hear from
Steven D. Levitt, co-author of the best-selling Freakonomics:

A Rogue Economist Explores the Hidden Side of Everything.
Also offered will be presentations from industry leaders and
coverage of the industry’s most pressing issues, including infer-
change, data security, risk management, and new and evolving
collection and risk-based technologies.

When: Sept. 12 - 14, 2006
Where: Loews Miami Beach Hotel, South Beach, Fla.
Registration: Visit www.electran.org or call 800-695-5509
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WordSearch
Put on your thinking caps, and find all the words listed below ... we've even started it for you.
Words will be horizontal, vertical, diagonal and even backwards! Have fun.
SIOBILLIONWLFGURMWAC
NEMOFYENSMCUQYIV I E
SDCNUMSWIPEYLAYV O KV
PERUVIANASVIXW ANSTI
CHASRLOFTWDSPRZ2 DISHT
FODWRIBAVGES I Z0AN
GALXPNTPDIE INYLDE
KWECFUMYETPQO IBGKINC
AWFRTXRUV RAGHADDON
SWOEBURLY RVUASCAMI
TRSSFEED PAYROLLTWQ
RUFOWUDFYRMCSEFRTISFEF
ALGORITHMCRWOSXWEODTI
COELOWXWPRSIHTLOUNOQN
LCWDSPEQARTHWACQUIRE
NKOINCURRENCYUOWSPXS
DBRIOQPSBCECORMWIFIZ
POKSPINPADGUWAVHWPTUD
AXKUSIRBPNAPSNEERGYVR
VOICEMAILCWQKTYEQAYO
ACQUIRE FINES RESTAURANT
ADD-ON GIVEAWAY RSS FEED
AGENTS GREENSPAN SCAM
ALGORITHM INCENTIVE SECURITY
BILLION ISSUER SPONSOR
BONUS LINUX STATUTE
CONFERENCE LOCKBOX SWIPE
CONSOLIDATION LOGO VENDING
CRADLE PAYROLL VOICEMAIL

CURRENCY PIN PAD WI-FI

[(IFI¥ Solution on page 124



Do you remember where
you were when you
found out ... S
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.. your
subscription to
The Green Sheet had expired?

Here are °
three easy .

ways:

Keep The Green Sheet FREE! » Verify your subscription TODAY!
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To add your company to our expanding
listing, call 866-429-8080 today.

HesourceGuide

ATM/SCRIP 1S0s LOOKING
FOR AGENTS

Access 1
(866) 764-5951

-
AEE ESS ATM

ACCESS ATV
(866) 874-0384

WAL BCOESSaLm. Com)

Access to Money
(888) 501-5246

Data Capture Systems Inc.
(800) 888-1431

NationalLink
(800) 363-9835

Nexus ATM
(800) 201-0461 x218

BACKGROUND INVESTIGATIONS

Commercial Business Intelligence
(888) 740-0747

BANKS LOOKING
FOR AGENTS

Frontline Processing Corp.
(866) 651-3068
Global IS0, LLC
(800) 757-1538
WWW.giS0.com
Humboldt Merchant Services, L.P.
(877) 635-3570
iMax Bancard
(866) 702-8801
www.imaxbancard.com
Redwood Merchant Services
(866) 577-9663

BANKS LOOKING
FOR 1S0s/MSPs

Best Payment Solutions
(866) 289-2265 x238
Chase Merchant Services, LLC
(800) 622-2626 x86016
Frontline Processing Corp.
(866) 651-3068
Glohal IS0, LLC
(800) 757-1538
WWW.giS0.com
Group IS0
(800) 960-0135
Integrity Payment Systems
(888) 477-4500
National Processing Co.
(800) 672-1964 x54883
Redwood Merchant Services
(866) 577-9663
Security Card Services, LLC
(800) 634-4484

BRANDED
PROMOTIONAL PRODUCTS

Goodheart Enterprises
(636) 451-5512

CASH ADVANCE

Merchant Money Tree
(888) 290-0617

CHECK COLLECTIONS

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

Checks by Encore
(B0O) 994-2949

GHECK GUARANTEE/VERIFICATION

Cardservice International
(866) 732-5471
WwWw.cardservice.com

CrossCheck, Inc.

(800) 654-2365

EZCheck
(800) 797-5302

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

Glohal Payments Inc.
(800) 801-9552

Secur-Chex
(866) 464-3277

CONSULTING AND
ADVISORY SERVICES

Adam Atlas Attorney at Law
(514) 842-0886

First Annapolis Consulting
(410) 855-8500

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

DEBIT TRANSACTION PROCESSING

Cardservice International
(866) 732-5471
WWw.cardservice.com

Glohal Payments Inc.
(800) 801-9552

EFT - ACH
SETTLEMENT SERVICES

AVP Solutions
(800) 719-9198

EQUIPMENT

Automated Transaction Tech.

(714) 999-9566
BANCNET

(713) 629-0906
BARTLETT INFO TECH SERVICES, LLC

(901) 384-6151
CardWare International

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

(800) 325-1158
Ingenico

(800) 252-1140
JRs POS Depot

(877) 999-7374
Lipman USA, Inc.

(516) 484-9898
MagTek, Inc.

(800) 788-6835

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



ADVANCED MERCHANT SERVICES
PRESENTS

M y w Residual Buy Back up fo 30X
iE XIIr p M@ FREE Uit LEADS
*‘ .- : -"'I' | ‘ e ol
: . |

FREE Wireless Nurit 80001

Ar OL¢ \
FREE Omni 3740)/'CRI0DD]

nuge Upfront'Bonuses
o200 55065 Fer Application

Interchange Revenue
Share upto 65%

FREE Personalized Website
& Marketing Materials

' “uu’re Not Making $300K Per Year....Call Me!

You Can Reach Me, Jason Felts, at:
1.888.355.VISA (8472)

Jjasonf@AdvancedHOQ.com or visit www.amspartner.com

We exclusively provide the ISOPRO Training and Marketing Support
System. There is nothing like it in the Bank Card industry and we know

you will agree. Only Advanced provides the ISOPRO Advanlage!
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POS Portal

(866) 276-7289

TASQ Technology

(800) 827-8297

TEERTRONICS

(800 856-2030

Terminals Direct

(800 440-1952

The Phoenix Group

(866) 559-7627

TSYS Acquiring Solutions

(800) 686-1999
www.tsysacquiring.com

FREE ELECTRONIC
CHECK RECOVERY

ACCESS CHEX

(866) 746-CHEX
www.accesschex.com

FINANCING

AN
Americag/['icroloan

(866) CASH 456

www.AmericanMicroloan.com

Cardservice International

(866) 732-5471
WwWw.cardservice.com

Comdata Processsing Systems

(866) 806-5016

FLEXGIFT/UMSI

(800) 260-3388

Glohal eTelecom, Inc. (GETI)

(877) 454-3835
www.giftcardtraining.com

TENDERCARD

(800) 383-8280

World Gift Card

(866) 704-5271

AVP Solutions

(800) 719-9198

Cardseruice International
(866) 732-5471
WWw.cardservice.com

Frontline Processing Corp.
(866) 651-3068

International Merchant Solutions
(800) 313-2265 x106

National Transaction
(888) 996-2273

Teledraft, Inc.
(800) 848-5826

INTERNATIONAL/OFFSHORE
RELATIONSHIPS AVAILABLE

Group IS0 International
(800) 960-0135
iMax Bancard
(866) 702-8801
www.imaxbancard.com

IS0 RELATIONSHIPS AVAILABLE

AmericaOne Payment Systems
(888) 502-6374

BPS
BUSINESS PAYMENT
SYSTEMS

(BeB) /97-2317
WWW.BUSY-AS-A-BEE. LUM

CoCard Marketing Group
(800) 882-1332
Comdata Processsing Systems
(866) 806-5016
Cynergy Data
(866) ISO-HELP
Electronic Payments, Inc. (EPI)
(800) 966-5520 x221
EVO Merchant Services
(800) CARDSWIPE x7800
First American Payment Sys.
(866) GO4 FAPS
Frontline Processing Corp.
(866) 651-3068
Global IS0, LLC
(800) 757-1538
WWW.QiS0.com
Glohal Payments Inc.
(800) 801-9552
Group IS0
(800) 960-0135

MSI-Merchant Services, Inc.
(800) 351-2591 x9-23
National Processing Co.
(800) 672-1964 x54883
North American Bancard
(800) BANCARD x1001
NOVA Information Systems
(800) 226-9332
Partner-America.com
(800) 366-1388
iMax Bancard
(866) 702-8801
www.imaxbancard.com
Payment Resource Int.
(888) PAY-FLEX x212

Teledraft, Inc.
(800) 848-5826

Total Merchant Services
(888) 84-TOTAL x9715

Transfirst
(800) 669-7228

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

ISOS/BANKS PURCHASING
ATM PORTFOLIOS

Glohal Payments Inc.
(800) 801-9552

1S0s/BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne Payment Systems
(888) 502-6374
Chase Merchant Services, LLC
(800) 622-2626 x86016
EVO Merchant Services
(800) CARDSWIPE x7835
Frontline Processing Corp.
(866) 651-3068
Hampton Technology Ventures
(516) 896-3100 x100
iMax Bancard
(866) 702-8801
www.imaxbancard.com
National Processing Co.
(800) 672-1964 x54883
North American Bancard
(800) BANCARD x1001
NOVA Information Systems
(800) 226-9332
Total Merchant Services
(888) 84-TOTAL x9715
VanBrackle Consulting
(608) 825-8213



IMAGINE ALL THE TOOLS YOU NEED....
....ALL WITHIN YOUR REACH.

Welcome to CentralBANCARD.com

We've completely redesigned our site to bring you more interactive tools, support, and
information so that you can conduct your business virtually anywhere, It's user-friendly,
secure, and designed just for you.

In our mew CBL AGENT PORTAL, yvou can access applications, pricing, marketing
materials and more. You'll find archived agent notifications and alerts that
keep vou informed on the latest and greatest at CBL.

giving you more

You'll also have access to
residual reporting,
merchant kits and
documents, and
interchange rates
and tables.

Here yvou'll find the
forms and
documents you
need and

answers to

many of your
questions.

Your support
network is here.

BETTER SUPPORT. BETTER PROFIT. PERIOD.

Central BANCARD .-

The center of your success begins here. B66.797.2317 | www.centrolboncard.com
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1S0s LOOKING FOR AGENTS

ARmonte Bankcard
(888) 567-3727
WWW.aamonte.com
Acies, Inc.
(800) 361-5540 x111
Allied Merchant Services
(888) 355-7450 x3
AmericaOne Payment Systems
(888) 502-6374
Approval Payment Solutions, Inc.
(888) 311-7248
AVP SOLUTIONS
(800) 719-9198
Bankers Merchant Services
(877) 443-4435
Best Payment Solutions
(866) 289-2265 x238
Cardservice International
(866) 732-5471
WWW.cardservice.com
Century Bankcard Seruices
(888) 690-7555 x6
Cynergy Data
(866) ISO-HELP
Dynamic Payment Ventures
(800) 343-7322 x112
www.dpvco.com
Eagle Merchant Services
(866) 255-0898
EVO Merchant Services
(800) CARDSWIPE x7800
EXS-Electronic Exchange Sys.
(800) 949-2021
WWW.exspartner.com
First American Payment Sys.
(866) GO4 FAPS
Frontline Processing Corp.
(866) 651-3068

AMAX)

AP ALY MNETWWOIRRK

iMax Bancard
Network
(B66) 702-B801

Innovative Merchant Solutions
(800) 397-0707

Merchants' Choice Card Services
(800) 478-9367 x5
WWW.MCCS-Corp.com

Money Tree Merchant Services
(800) 582-2502 x2

MSI-Merchant Services, Inc.
(800) 537-8741 x9-12

National Processing Co.
(800) 672-1964 x54883

Netcom Data Southern Corp.
(800) 875-6680

North American Bancard
(888) 229-5229

Payment Resource Int.
(888) Pay-Flex x212

Priority Payment Systems
(B00) 935-5961 x3

Reliant Processing Services
(877) 630-1222 x101

Sales Partnerships, Inc.
(877) 899-3269

Signature Card Services
(888) 334-2284

Total Merchant Services
(888) 84-TOTAL x9715

Transfirst
(800) 669-7228

: PremiumC

& Pay

Premium Card Solutions

(888) 780-9595

© www.premiumcardsolutions.com

United Bank Card
(800) 201-0461 x 136

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

Nenex Merchant Services
(888) 918-4409 x511

1S0s / PROCESSORS SEEKING
SALES EMPLOYEES

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

US Data Capture, Inc.
(888) 486-9393

LEADS GENERATORS

AAA/Direct
(888) 439-0653

rdSolutions |

MerchantAccountPixelAds.com
(800) 803-1669

LEASING

American P.0.5.
Leasing Corp.
(800) 349-6516

W, poslease. com

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

Allied Leasing Group, Inc.
(877) 71 LEASE

LEASING
BARCLAY SQUARE
LEASING, INC
(866) 396-2/54

www.barclaysquareleasing.com

Lease Finance Group, LLC
(888) 588-6213
First Data Glohal Leasing
(800) 897-7830
First Leasing Corporation
(888) 748-7100
GlobalTech Leasing, Inc
(800) 414-7654
International Lease Center
(800) 236-2317
LADCO Leasing
(800) 678-8666
Logicalease
(888) 206-4935
www.logicalease.com
Merimac Capital
(866) 464-3277
Northern Leasing Sys., Inc.
(800) 683-5433



re you looking
ErEE EE ‘I
AT SPS WE DO NO CREDIT CARD PROGR

That's right! We don't compete with our IS0 partners. After
all, why bite the hands that feed us?

HOWEVER, we are indeed a full-service 24 / 7 electronic
transaction processor and stored value card issuer providing

- Verification or Glarantee Options
- Supporting AlLPOS Terminals, Readers, and Imagers
- Including bath IP and Dial-Up Communications

solutions to:
' ® Check Auﬂlurizati-:-;d Conversion

Gift / Loyalty Card

- - Custom / Séi Sustom Card Programs
- Special "5SS ® flat monthly fee programs
- Unusual Terminal Functionality & Reporting Features
e Proprietary “enCASH™" Prepaid ATM Debit Card

- WEB and IVR Cardholder / Employer Interface
- Payroll Card, Gift Card, or Retail |ssued Card

¢ WEB-based Recurring ACH Debit Platform
- Including Hostto Host ACH File Transfers

PLUS OTHER PROGRAMS ASWELL! ALL UNDER M{]DH
ONE CALL DOES IT ALL ... SO, WHAT ARE YOU WAITING FOR?

» {{:}:g::tduar\; are standing by 866 '300 : 3376

SECURE
payment systems

WWww.securepaymentsystems.com
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Signature Leasing Group, Inc.
(877) 642-7649
Www.signatureleasing.biz

TASQ Technology
(800) 827-8297

TimePayment Corp.
(877) 938-5231

LENS / KEYPADS /
POWER SUPPLIES

KAM Cross-Supply Services
(901) 853-0107

PAYMENT GATEWAY

USA ePay
(866) USA-epay
WWW.USaepay.com

PAYMENT GATEWAY /
SERVERS / ISPs

Authorize.Net
(866) 437-0491
BSG Clearing Solutions
(888) 393-5854
www.bsgclearing.com
eProcessingNetwork.com
(800) 971-0997
Network Merchants
(562) 382-3312
www.networkmerchants.com
USAePay.com
(866) USAePay (872-3729)

CrossCheck, Inc.

(800) 654-2365
EZCheck

(800) 797-5302
Global eTelecom, Inc. (GETI)

(877) 454-3835

www.checktraining.com
Secur-Chex

(866) 464-3277

POS CREDIT CARD
EQUIPMENT REPAIR

TEERTRONICS
(800) 856-2030

POS SUPPLIES

Card\Ware International
(740) 522-2150

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

TASQ Technology
(800) 827-8297

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

PRIVATE PARTIES
PURCHASING
PORTFOLIOS

(949) 200-7474

Pivotal Payments
(866) B06-4351

PROCESSORS
LOOKING FOR I1S0s

Comdata Processing Systems
(866) 806-5016

Glohal Payments Inc.
(800) 801-9552

National Processing Co.
(800) 672-1964 x54883

NOVA Information Systems
(800) 226-9332

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

REAL-TIME CHECK/
GREDIT CARD PROCESSING

Cardseruice International
(866) 732-5471
WWw.cardservice.com

REAL-TIME CHECK/
DEBIT PROCESSING

Cardseruice International
(866) 732-5471
WWw.cardservice.com

SHOPPING CART SERVICE

ResellerShoppingCart.com
(800) 803-1669

SITE SURVEYS

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

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

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

SUPPORT DESK FOR
POS TERMINALS &
PC SOFTWARE

CardWare International
(740) 522-2150

TASQ Technology
(800) 827-8297

TSYS Acquiring Solutions
(800) 686-1999
WwWw.tsysacquiring.com

SUPPORT STANDS FOR
POS TERMINALS

Amuox Equipment Company, Inc.
(800) 999-2699

MAINTECHINDUSTRIES.COM
(888) 268-5120 X222

WWIRELESS RETAIL/
KEYED PROGESSING

eProcessingNetwork.com
(800) 971-0997
USAepay
(866) USA-epay

WordSearch

Solution From Page 116
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TERMINAL

Your Merchants 4
Expect the Best... ===
. Start Using
vJerminal Exchange
| and Discover
the Difference
Quality Makes

HERE I5 A SAMPLE OF 5OME OF OUR PRICES, CALL FOR A COMPLETE PRICE LIST:

VERIFONE HYPERCOM

Cimni 3200 £169.95 T7P 129,95

Tranz 460 212995 T7TF Thermal 116995

Tranz 330 45995 TI7 £14995

Tranz 380 $89.95 58 $219.95

Tranz 380=2 $99.95 59 556995

P250 §59.95

P00 $89.95 Murit

Fitpad 1000 43995 FLil-L 517995

PFiMpad 1000se $69.95 2085+ 5019995
ADDITIONAL BENEFITS

TWO (2) year replacement warranty on all Terminals.
Downloads, Programming and Ovwerlays available. Complete line of accessories
and supplies. Free Private labeling of equipment on large orders.

108| Holand Drive, Boca Raton, FL 33487

800-785-5817

www. terminalexchange.comigreensheer
Call for complete details = While Supplies Last

Al of cur terminals are refurbished and come with a TWO year replacement warranty



CXqg=e

Advertiserindex

2GS LLC s 82
ABANCO International..........cccccoeviiiiiiiiiiiiiiinns 110
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TIP OF THE DAY:

The end of the business day is always rushed.
So getting to the bottom line quickly and easily is essential.
Mow you can offer simplified batch settlement and reporting
for hair, nail and beauty salons. The Optimum T4100
supports up to 20 separate, unique merchant ID
numbers and up to 99 separate server/cashier
numbers! Used in conjunction with the
salon/counter-pay application, this is the

most powerful solution in the market for
counter-pay customers of any kind and any size.

To learn more about Hypercom multi-merchant
payment solutions, call your processor today
or visit www. hypercom.com.

Transactions Done Right! www.hypercom.com HYPERCO D
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