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new phase in the endless game of survival of the fittest has arrived.
Bailouts, bankruptcies, layoffs and foreclosures have sent the U.S. and
world economies into turmoil. As credit dries up and businesses begin to
fail at an accelerated rate, the payments industry will surely be affected.

Now, more than perhaps at any time in the history of payment processing, many
ISOs and merchant level salespeople (MLSs) need to rethink how they do business
if they expect to survive the economic upheaval. In a recession, clinging to old strat-
egies to generate revenue, such as selling POS terminals or switching merchants
based on cheaper rates, may no longer be effective.

But opportunities for increasing revenue are abundant. Dynamic currency conver-
sion (DCC), merchant cash advance, Payment Card Industry (PCI) Data Security
Standard (DSS) compliancy services and prepaid products are obvious and rela-
tively easy value adds to keep merchants sticky and boost residuals.

Hunker down

Daniel Wadleigh, Sales Consultant to the payments industry, theorizes that human
psychology mirrors the state of the economy. In his marketing manual Profit
Controlled Marketing, Wadleigh discusses the four basic human desires: approval,
security, comfort and significance. "It is both desire for enhancement (positive) and
risk of loss (negative) that propel people to act," he wrote.

In boom times of economic expansion, businesses and individuals are more aggres-
sive in seeking out new business and trying new sales strategies. Risk-taking is a
more acceptable action. If one venture fails, it is more likely cash reserves will be
available to cushion the fall.

But the opposite is true in times of economic stress and recession. Money's tight.

[[IdE See Change on page 63
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A recent report from Trustwave
noted that 92 percent of its
forensic audits had involved level 4
merchants, such as neighborhood
convenience store merchants who
accept less than 1 million transac-
tions annually. Can you really afford
to take chances when boarding new
merchants?

See story on page 28

----------------------------------------------------

Inside this issue:
CONTINUED

Company Profiles

On-line Strategies Inc.

Diverse menu of software solutions ...................eueeeeeeeeiieeiiiiiiiiiiiee 37

New Products

Lift that tradeshow burden...............cooiiiiiiiiiiiii 97
POS iN @ BOX ...t 98
Inspiration
Ditch the holiday roller coaster ...........cccooiiiiiiiiiie 101
Departments
FOTUM . ettt 5
Datebook. ...t 103
ResoUrce GUIde ... ..ooiuiiiiiiiiiii e 104
Advertiser INdex ........oooiiiiiiiiiiie e 118
Miscellaneous
Sarcasm Sells — Editorial cartoon ............cccooviiiiiiiiiiiicee 5
QSGS: Quick Summary Green Sheet............ccccoeviiiiiiiiiiiiiieeee 8
BOHOM LINES ....eeiiiiiiiiiiiiii e 14
WOrd SEArch .....iiiiiiiiii e 58
[SOMEIICS ..ttt aa e e 95
PO S I ettt 100
Water Cooler Wisdom ..........oooiiiiiiiiiiiiiie e 101

Green Sheet, e, — Winner
APEX Awards for Puhlication Exoellence
in print_and online—7 conscutive years.

Plus, Grand Awards in 2004, 2005, 2006 & 2007



Check
out the
newest
money
saving
machine!

Turn to
page 115

Tha Grean Sheat Inc.

President and CEO:
Paul H. Green.........cccooiiiiiiniiiiicece paul@greensheet.com
General Manager and Chief Operating Officer:

Kate Gillespie .... .kate@greensheet.com
CFO/Vice President Human Resources & Accounting:

Brandee Cummins .........cccooveieniiniaieicceene brandee@greensheet.com
Managing Editor:

Laura McHale Holland .........ccoooiiiiiiiiiiii, laura@greensheet.com
Senior Editor:

Patti MUrPhy ... patti@greensheet.com
Staff Writers:

Sue Luse sue@greensheet.com

Lisa Mann ... lisa@greensheet.com

Michael Miller.... mike@greensheet.com

Dan Watkins ... dan@greensheet.com

AN WIIKES....cviiiii e ann@greensheet.com
Asst. VP of Production, Art Director:

Troy Vera ... froy@greensheet.com
Production:

Lewis Kimble, Production Manager.............ccccceouenen. lewis@greensheet.com
Asst. VP of Advertising Sales:

Danielle Thorpe........ccooeiiiiaiiiiiiiieeeceiee danielle@greensheet.com
Advertising:

Rita Francis, Account Executive ...........ccooeeiiiiiiiieeniiiiii, rita@greensheet.com

Kat Doherty, Advertising Coordinator..............cccceeueene.. kat@greensheet.com
Circulation:

Vicki Keith, Circulation Assistant...........ccccccvveeeeeeenn... vicki@greensheet.com
Correspondence:

The Green Sheet, Inc.
800-757-4441 o Fax: 707-586-4747
6145 State Farm Drive, Rohnert Park, CA 94928

Send questions, comments and feedback to.........greensheet@greensheet.com

Send press releases to............ccoeoeiiiiiiiiiiie press@greensheet.com
NOTE - Please do not send PDF versions of press releases.

Print Production:

Hudson Printing Company
Contributing Writers:

Tim Cranny........cccceeeeenneneneneeeceeeenes tim.cranny@panopticsecurity.com
dave_faoro@verifone.com
jasonf@gotoams.com

Dave Faoro ...
Jason Felts

Jeff Fortney ... jeff@clearent.com

....curth@cshconsuhing.com
.... info@merchantservice.com
... biff@13-inc.com
cmurray@globaletelecom.com
Deana Sellens............ccooeeeininiiieeeene, dsellens@tcbconsultingonline.com

Curt Hensley ...
Gino Kauzlarich
Biff Matthews..
Christian Murray

The Green Sheet (ISSN 1549-9421) is published semi-monthly by The Green Sheet Inc., 6145 State Farm Dr.,
Rohnert Park CA 94928. Subscription is FREE to participants in the payment processing industry, an annual
subscription includes 24 issues of The Green Sheet and 4 issues of GSQ. To subscribe, visit www.greensheet.com.
POSTMASTER: send address changes to The Green Sheet Inc., 6145 State Farm Dr., Rohnert Park CA 94928. Any
questions regarding information contained in The Green Sheet should be directed to the Editor in Chief

af greensheet@greensheet.com. Editorial opinions and recommendations are solely those of the

Editor in Chief.

In publishing The Green Sheet, neither the authors nor the publisher are engaged in rendering legal, accounting,
or other professional services. If legal advice or other expert assistance is required, the services of a competent
professional should be sought. The Resource Guide is paid classified advertising. The Green Sheet is not responsible
for, and does not recommend or endorse any product or service. Advertisers and advertising agencies agree

to indemnify and hold the publisher harmless from any cluims, damage, or expense resulting from printing or
publishing of any advertisement.

Copyright © The Green Sheet, Inc., 2008. All rights reserved.



Visit www.greensheet.com/sarcasmsells.html for the full archive.

Forum

Proudly sponsored by

Sarcasm Sells

| read an article that claimed if you do the same

thing a couple hundred times, it becomes reflex,
g0 | want us all to write "09 over-and-over on
this whiteboard so we're ready for next year.

Lost in voice mail

One of my merchant customers called me recently asking for a
cash advance program. This is something that we have thought
about doing but have put off because of more "important" proj-
ects. Now, time is of the essence to provide this service to one of

our good and longtime customers.

Of course, the first place to go was The Green Sheet. | picked up
a few recent issues of the magazine and made note of each cash
advance provider. | called each one. Every call | placed to an
advertiser for cash advance services went to voice mail, except
for one person who answered and offered to take a message and
then "pass it along"!

A few times when | called back, | bypassed the voice mail system
to get an operator who then told me that "so and so was out" or
transferred me to someone else's voicemail.

Come on Green Sheet advertisers! There are people like me ready
to buy your services. Answer the phone!

James Dainis
General Manager
Alaska ATM Service

James,

Thank you for turning to The Green Sheet for your research. We
regret that you have had difficulty in getting the information you

LIANT
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seek in order to select the best cash advance program for your
customer.

With customer service being more important now than ever, I'm
sure your experience will be eye-opening for those who would like
to help provide you with such a program.

Try contacting the North American Merchant Advance Association,
www.northamericanmaa.org. Founded in April 2008, the organi-
zation exists to promote best practices and ethical standards in the
cash advance industry.

Also, if you ask members of GS Online's MLS Forum for informa-
tion about cash advance programs, you're bound to get some
speedy responses, including firsthand experiences members have
had with cash advance providers. To join the Forum, just click the
Register Today! link in the upper right hand corner of our home
page, and follow the prompts from there.

Editor

Do you have a list of merchant cash advance companies in the
United States, as well as any information on merchant default rates
on cash advances across various industries, such as restaurant
versus petroleum.

Georgia Nelson
Unity Investment Partners

Georgia,

As far as we know, there is no list of U.S. companies in the cash
advance sphere, which has expanded rapidly in recent years. We
also do not have information about comparative rates of default
among merchant categories.

If you visit the North American Merchant Advance Association's
Web site, www.northamericanmaa.org, and access the organi-
zation's contact page, you can use the form provided to request
information about its members, as well as data, if any, it may have
regarding default rates.

Editor
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A quick summary of nearly all the articles in this issue to help keep vou
up-to-date on the latest news and hot topics in the payments industry.
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Cover Story

Agents of change

A new phase in the endless game of survival of the fittest
has arrived. Bailouts, bankruptcies, layoffs and foreclosures
have sent the U.S. and world economies into turmoil. As
credit dries up and businesses begin to fail at an accelerated
rate, the payments industry will surely be affected.

But there are things you can do to ensure your business
remains viable.

249
View

Consumers' new mantra:
Shop smart

A new survey from MasterCard Worldwide suggests nearly
one in three Americans will be looking harder for bargains
this year than when they shopped the winter holiday sea-
son last year. A report of findings, released in November
2008, indicates consumers will shop "smarter" this year,
focusing more on cost-savings and practical gifts.

28
Feature

Embracing PA DSS compliance

Visa Inc.'s Payment Application Best Practices was
absorbed into the Payment Application (PA) Data Security
Standard (DSS) published by the Payment Card Industry
(PCI) Security Standards Council (S5C). For all practical
purposes, the new PA DSS requirements will lead to major
changes in how POS terminals are certified and sold. Get
ready now.

A

40
Feature

From restauvrants
fo revenve streams

Tom Nitopi once owned a small chain of restaurants. But
then he discovered the unlimited earning potential of a
career in the payments industry. In this interview, he shares
some of the experiences and insights he has gained on his
way to becoming the Chief Executive Officer of NXGEN
Payment Services.

a6
News

Private label, public dilemma

According to a report published by TowerGroup, gift card
sales for the 2008 holiday season will total approximately
$88.4 billion, a drop of nearly 9 percent from 2007. But the
rise of open loop cards could be a silver lining for financial
institutions in an otherwise dark gift card cloud.

a8
News

Fed insures open loop cards

In November 2008, the Federal Deposit Insurance Corp.'s
board of directors approved its General Counsel's Opinion
No. 8 requiring the funds held in FDIC-insured banks

that secure open loop, stored value cards be secured up to
$250,000. All funds underlying stored value products will
be treated as deposits and subject to assessments.
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Im the end, doesn't it all come down to stability
and providing for you and your family?

For those who qualify, Americalne offers long-
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Armericalne has 19 regional offices nationalky
and is currently expanding into new markets,
We have sales and sales management open-
ings for qualified individuals who have the drive

and desire to be a part of something very big.

Call us to schedule an interiew:

(800) 503-2516
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Reading Black Friday tea leaves

Sales for Black Friday 2008 reportedly were up 1 percent
over last year. And some sources indicate consumers are
not going to reduce holiday spending significantly in 2008.
But others believe that even though Thanksgiving weekend
sales were good news for merchants, the overall retail cli-
mate remains depressed. What does it all mean?

52
News

PCI help on the way

The PCI SSC launched a quality assurance program for
Qualified Security Assessors and Approved Scanning
Vendors. The program is intended to promote reliable
interpretation of the PCI DSS and ensure quality among all
vendors.

70
Education

A few short years ago, a company called GoDaddy.com
was introduced to the world during a Super Bowl game.
Not many people had a clue what the company did, but
the commercial generated enough interest to cause plenty
of people to find out what GoDaddy.com was all about.
Wouldn't you like to land an account like that someday?

80
Education

Shifting focus for 2009

It is almost time to say farewell to 2008. For many profes-
sionals in the payments industry, it has been a challeng-
ing year. Selling to merchants has become an increasingly
daunting task. But those who embrace emerging trends and
shifting market conditions will see larger growth and much
higher merchant retention than businesses that stand pat.

So, you’re comfortable with your
residual stream, huh?

Just how big of a bite is your ISO taking?
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At COCARD", together we achieve greater siccess. Everything
we do is to protect your lifetime residuals as if they were
our own, Stop being treated like shark balt and consider
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Is your merchant services business looking for rapid
growth? Finding talent from within the payments industry
is one way to go. However, college recruiting is another
alternative many financial services companies can use suc-
cessfully. And the "superior college recruiting strategy" is
gaining traction as an effective way to reach this group of
potential employees.

Education

A little analysis,
significant rewards

How will the current economic upheaval impact our indus-
try? Will we see a downturn in card usage? Will average
tickets decrease? Will merchants fail? The answer to these
questions is yes. However, since you have no control over
these events, consider placing your focus and energy on
what you do have the ability to affect — with liability and
risk topping that list.

20
Education

Looking beyond PCI

Many ISOs are taking a simplistic approach to security. In
the process they are setting themselves up for unnecessary
cost and effort, while missing the chance to make some

real improvements to their world. Fortunately, the right
approach can avoid problems and help ISOs and merchants
be safer and more compliant, all while helping ISOs' bot-
tom lines.

101
Inspiration

Ditch the holiday roller coaster

ISOs and merchant level salespeople know better than most
just how much retailers depend on holiday-season sales;
your fortunes are entwined with theirs, after all. But

money isn't the only thing being spent this time of year.
The season demands time and energy, too. Here are some
tips to help you conserve your time and energy amid the
holiday hoopla.
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Fed injects Citigroup

On Nov. 23, 2008, the federal government agreed to
rescue Citigroup Inc. by helping to absorb potentially
hundreds of billions of dollars in losses on toxic assets
and injecting nearly $300 billion into the troubled
financial institution. The agreement marks a new phase
in government efforts to stabilize U.S. banks and securi-
ties firms.

As part of the agreement, the U.S. Department of the
Treasury and the Federal Deposit Insurance Corp. will
provide protection against unusually large potential
losses on an asset pool of approximately $306 billion of
loans and securities. Citigroup will have to absorb the
first $29 billion in losses in that portfolio. After that, the
Treasury Department, the FDIC and the Federal Reserve
will take on any additional losses.

The securities, backed by residential and commercial
real estate, will remain on Citigroup's balance sheet. As
a fee for this arrangement, Citigroup will issue preferred
shares to the Treasury Department and the FDIC.

Heartland best to sell for

Selling Power magazine named Heartland Payment
Systems Inc. as the number one service company to
sell for in the United States. Heartland topped a list
that included Sprint Nextel Corp., UPS Inc., Marriot
International Inc., FedEx Corp., Google Inc. and other
high-profile companies.

The award, in its eighth year, ranks the top 25 best ser-
vice and top 25 manufacturing companies to sell for.
Each company was evaluated on three key categories:
compensation, training and career mobility.

WA Y

T L

"This is an honor for our entire company and an impor-
tant addition to the Heartland legacy," said Sanford
Brown, Chief Sales Officer at Heartland. "This des-
ignation recognizes what we have felt for some time
— that Heartland offers the best direct sales opportunity
in America.

"For individuals who want a rewarding and fulfilling
professional career based on principles, values and hard
work, Heartland provides the infrastructure and the
opportunity for them to thrive."

LML asserts property rights

LML Patent Corp., a subsidiary of payment proces-
sor LML Payment Systems Inc., filed suit in the U.S.
District Court for the Eastern District of Texas against 18
financial institutions and alternative payment platform
PayPal Inc. The suit alleges the defendants infringed
U.S. Patent No. RE40220 (issued Apr. 8, 2008) relating
to intellectual property applicable to electronic check
processing that the company said it invented.

"The filing of this lawsuit is consistent with our strate-
gic objective to protect our intellectual property," said
Patrick H. Gaines, Chief Executive Officer and President
of both LML entities. "We have awarded several licenses
to industry participants in the past, and what we will
not allow is these defendants to use our intellectual
property without a proper license."

Final UIGEA rule

The Treasury Department and the Federal Reserve
Board released a final rule to implement the Unlawful
Internet Gambling Enforcement Act of 2006. The rule
requires U.S. financial firms that participate in des-
ignated payment systems to implement policies that

¢ The Marketing to Moms Coalition's 2008 Holiday Shopping report indicates that
e, 87 percent of mothers surveyed plan to do holiday shopping at mass merchandisers or
e supercenters. Thirty-seven percent stated department stores are their second preference.

® Even though gift cards remain the most requested present, gift card sales are expected to

fall almost 6 percent this holiday season according to the National Retail Federation's
sixth annual Gift Card Survey conducted by BlGresearch.

¢ Nine out of 10 Canadian consumers surveyed by Leger Marketing for Future Shop
Ltd. indicated they want to receive electronics this holiday season.
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are designed to prevent payments to gambling busi-
nesses in connection with unlawful Internet gambling.
Compliance is required by Dec. 1, 2009.

ANNOUNCEMENTS

Bling Nation launches network

Bling Nation Ltd. secured more than $13 million in
funding and is now fully launched. Bling Nation enables
local debit payments to be conducted as contactless pay-
ments through a customer's mobile phone to a support-
ing contactless payments reader at the POS.

CardWare certified

CardWare International has been awarded a certifi-
cate of compliance with the Payment Card Industry
(PCI) Data Security Standard (DSS.) The compliance
certificate was awarded by Trustwave's TrustKeeper
Validation Service.

Charge Card Systems best of Boca Raton

Charge Card Systems Inc. was selected for the 2008
Best of Boca Raton Award in the Credit Card and
Other Credit Plans category by the U.S. Local Business
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Association. Each year, the USLBA identifies companies
it believes have achieved exceptional marketing success
in their local communities.

Comodo gets 25 percent

According to Web analytics firm Netcraft Ltd., Comodo
Group Inc. now controls more than 25 percent of the
business-validated secure sockets layer certificate mar-
ket, securing its position as the world's second largest
high assurance certification authority.

Discover honored

Discover Financial Services received Computerworld
Inc.'s Enterprise Intelligence Award that honors best
practices in the use of information technology solutions
built on Teradata Corp. platforms. Discover was the win-
ner in the "Integrated View of the Business" category.

eProcessing endorses GETI

EProcessing Network LLC certified Global eTelecom's
(GETT's) gift card and loyalty products for integration
into its gateway solutions.

EProcessing will host webinars to introduce the program
to its agents with GETI representatives participating.

Hypercom Interac certified, moves up

Hypercom Corp.'s two smart card-based 32-bit multi-
application mobile electronic payment terminals in the
Optimum M4200 series received Interac Association
chip PED device certification for use within Interac's
direct payment network.

In other company news, Hypercom rose to No. 33 on
the FinTech 100 annual ranking of the top technol-
ogy providers to the global financial services industry.

This marks a nine-point gain over 2007. The company
is the only provider of high security card payment ter-
minals and services to be recognized for five consecu-
tive years.

NAMAA welcomes new members

The North American Merchant Advance Association
Inc. gained two new members: First Funds LLC and
GRP Funding Inc. NAMAA represents merchant cash
advance providers and promotes competition and effi-
ciency throughout the industry.

MerchantPortfolios.com debuts new site

ResidualsForSale.com, a Web site dedicated to the
buying and selling of residual revenue streams, was
launched by MerchantPortfolios.com.

Sellers of residuals can post their opportunities for sale,
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free of charge. For a small fee, buyers can contact sellers
directly. There are no brokers involved.

PaySimple ranks high in Denver

PaySimple Inc. was recognized by the Denver Business
Journal as the sixth-best medium-size company to work
for in the Denver area for 2008. Winners were selected
based on employee surveys.

PARTNERSHIPS
ACS serves Oklahoma

Affiliated Computer Services Inc. now provides the
Oklahoma Employment Security Commission with
payment card services.

Under the five-year agreement, unemploymentinsurance
benefits will be available on a MasterCard Worldwide-
branded debit card that can be used at banks, ATMs and
retailers.

Capital Payments, CPASite form alliance

Capital Payments LLC formed a mutual referral and
marketing alliance with CPASiteSolutions Inc. Capital

Payments' suite of payment processing solutions will be
available to CPASiteSolution's clients.

PPP working with Charge Anywhere

Charge Anywhere LLC finalized an agreement with ISO
Pennsylvania Payment Partners Inc. The partnership
will promote Charge Anywhere's integrated applica-
tions and wireless solutions throughout PPP channels.

FNIS, Obopay ally for P2P payments

Fidelity National Information Services Inc. and
Obopay Inc. formed a person-to-person mobile money
transfer service for financial institutions using FNIS's
core processing services.

Through the alliance, FNIS becomes the industry's first
core provider to launch a mobile phone-based person-
to-person payment service.

GRP Funding partners up

GRP Funding LLC partnered with several credit card
processors to increase its level of service to merchants
and sales representatives. Integrity Payment Systems,
PayProTec LLC, Sage Payment Solutions, Alpha
Card Systems, Credomatic of Florida Inc., and Vision
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Payment Solutions LLC are now approved processing
partners of GRP.

GSI Commerce, Levi Strauss sign on

GSI Commerce Inc. extended its e-commerce agree-
ment with Levi Strauss & Co. through 2015. Levi's has
partnered with GSI since 2005.

IP Commerce, PaySimple surf Web

IP Commerce Inc. and PaySimple Inc. launched Com-
merce Enrollment, an automated online merchant
account application.

IP Commerce and PaySimple co-developed the online
merchant application, and PaySimple completed its
beta launch.

Litle says Bill Me

Litle & Co., a payment platform for merchants in direct-
to-consumer commerce, now offers Bill Me Later's
next-generation payment service through the Litle &
Co. platform.
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Retirement Fund as a customer to its Check 21 software.

CalSTREF is the largest U.S. teachers' retirement fund and
the second largest U.S. public pension fund with a mem-
bership of 795,000 and assets of $147 billion.

NYCE and Verient co-pilots

NYCE Payments Network LLC signed a contract with
Verient Inc. to conduct a pilot of NYCE's SafeDebit, an
e-commerce payment solution that will enable online
shoppers to make purchases on the Internet without
sharing their PIN or account information at merchant
Web sites.

Panini checks out J&B

Panini North America Inc. and J&B Software Inc.
signed a reseller agreement in which J&B will offer cus-
tomers Panini's Vision X check scanner.

Vision X has been certified to work with J&B's Web-
based remote capture solution, eCapture.

UATP partners with Moneta

Universal Air Travel Program partnered with Moneta
Corp. to support Moneta's online payment wallet for the
250 airlines using UATP payment gateway services.

Initially, Moneta transactions will use the U.S. auto-
mated clearing house debit network. In 2009 Moneta
will offer international debit payments, credit cards, pay
later and pay early functionality.

ACQUISITIONS

Heartland buys Chockstone

Heartland Payment Systems Inc. acquired Chockstone
Inc., a privately held provider of gift card programs
and loyalty solutions. Terms of the agreement were not
disclosed.

Ingram acquires European firms

Ingram Micro Inc. expanded in the European data cap-
ture and POS market with the acquisitions of Eurequat
SA, based in France, and Intertrade A.F. AG, based in
Germany.

The companies will be integrated into Ingram's EMEA
Data Capture/POS division. Management for the two
acquisitions will remain in place.

DCC Merchant Services purchased

TriSource Solutions LLC acquired DCC Merchant
Services USA LLC, a provider of multicurrency pay-
ment solutions to ISOs, merchant level salespeople,
agent banks and merchants.
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APPOINTMENTS
CyberSource picks Bodine

Sales and Marketing, is the new head of the company's
small business unit. Bodine joined CyberSource subsid-
iary Authorize.Net in 1998.

TransUnion expands collection vertical

TransUnion LLC hired four team members for its col-
lection vertical. Scott Carter is the division's new Group
Vice President; Rick Juretic joined the company as Vice
President of Sales; Tom Jordan is the new Vice President
of Business Development and Stewart Sui is the new
Vice President, Analytic and Decision Services. All four
have extensive prior experience in executive manage-
ment, business development, operations and sales.

RevEurope appoints two

RevEurope Payments Ltd. appointed two new members
to its board of directors: Anne Cobb, former President
of Visa International for the Central and Eastern
Europe, Middle East and Africa region, and Gerard
Compain, CEO and Founder of Cadege Technologies
and Consulting.

AN UNBEATABLE
SOLUTION AT ONE

Cobb's career spans 30 years in the payments and bank-
ing industries. Prior to joining Rev Europe, she served
as General Manager of Eurocard International. Compain
has 17 years of executive experience, including Chief
Executive Officer at Ingenico.

Springbok has new director

Springbok Services Inc.'s new Director of Compliance
and Risk Management is Patti Ann Johnston. John-
ston was an internal auditor for MasterCard. Previously,
she held security and risk analyst and manage-
ment positions in MasterCard's security and risk ser-
vices department.

Trustwave appoints Latin America boss

Trustwave appointed Hermes Romero to Manager of
Business Development for Trustwave Latin America.
Romero has 13 years' information security and network-
ing experience, specifically in South America.

PreCash promotes Taylor

PreCash Inc. named Steve Taylor its Executive Vice
President of Operations and Chief Financial Officer. He
was previously the company's Senior Vice President of
Operations. &4
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Insider's report on payments
Consumers' new

manira: Shop smart
By Patti Murphy
The Takoma Group

ooking for ideas to help your merchants draw in
more shoppers this holiday season? Encourage
them to consider special savings and discount
programs.

Gift card sales (proprietary as well as those issued by
other merchants) are worth considering, too, although
there are indications that gift cards may be losing some
public appeal.

A new survey from MasterCard Worldwide suggests
nearly one in three Americans will be looking harder for
bargains this year than when they shopped the winter
holiday season last year. A report of findings, released in
November 2008, indicates consumers will shop "smarter"
this year, focusing more on cost-savings and practical gifts
for the holidays.

I discovered firsthand the other day that smarter shop-
ping doesn't stop with bargain hunting, either. It came in
the form of an urgent e-mail from a relative with a warn-
ing about gift cards.

I have a bit of a reputation in the family for gifting money
in the form of gift cards to my two-dozen or so nieces and
nephews. (Seriously, ours is a big family.)

And one of my sisters-in-law wanted to alert me (and
about a dozen other folks) to the possibility that some
store-branded gift cards could prove worthless should
those stores file for bankruptcy protection or worse, close
altogether in the weeks and months after the holidays.

Gift card honeymoon over?

When a company declares bankruptcy there's no obli-
gation to honor gift cards — a fact that was brought to
light earlier this year when the upscale gadget chain
The Sharper Image Corp. filed for bankruptcy protection
and told customers it would no longer accept the chain's
branded gift cards.

Eventually, after a lot of public outcry, the company agreed
to redeem the cards at far less than their face value.

Then, last month, the attorneys general of three states
(Connecticut, Delaware and Maryland) leaned on the
electronics chain Tweeters to continue accepting gift cards
until all its stores are shuttered, which most likely will
occur on Dec. 31, 2008. The retailer stated that it was filing
for bankruptcy protection and would not honor its gift
cards after Nov. 15.

Holiday data points 2008

So what are shoppers looking for this holiday season, and
how do they plan fo pay for their purchases? Here are some
insights and projections from a recent survey by the NRF.

e Survey responses indicate 41.5 percent of holi-

day shoppers plan to pay for the bulk of their
purchases using debit cards in 2008, up from
40.1 percent in 2007.

Credit card usage in 2008 will dip slightly to
31.5 percent, from 32.3 percent last year.

Cash usage will inch up a bit; 22.8 percent of
shoppers plan to use cash primarily, compared
to 22.1 percent last year.

Just 4.3 percent of consumers are planning to
pay by check this holiday season.

Clothing and accessories top the list of gift
purchases (57.4 percent), followed by books,
DVDs, CDs and video games (55.6 percent)
and toys (41.6 percent).

Fewer than one in five (19.3 percent) are plan-
ning jewelry purchases this holiday season.

In November, the press was brimming with stories warn-
ing of risks gift card purchasers assume in a tough econ-
omy. "The Gift Card Comes Wrapped in Growing Risk,"
read a headline in The New York Times.

At about the same time, a Maryland company,
GiftCardRescue.com LLC, unveiled a service that is
supposed to protect consumers from useless gift cards,
provided the cards are purchased through the company's
Web site. GiftCardRescue says it will reimburse consum-
ers for unused gift card balances should the retailer issuer
stop honoring its gift cards within a year of purchase.

Gift cards have won many converts these last several
years. MasterCard's survey results suggest 57 percent of
Americans will purchase gift cards this year; 61 percent
are hoping to get them as gifts.

But indications are that card buyers will be spending less.
Data analyzed by the National Retail Federation suggests
gift card sales will dip about 6 percent this holiday season,
to a total $24.9 billion.

The NRF's Third Annual Gift Card Survey, conducted
by BlGresearch, found consumers expecting to spend,
on average, $147.33 on gift cards this year, down from
$156.24 in 2007.
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The biggest gift card spenders: men. The NRF's data sug-
gest men will spend an average $156.98 on holiday gift
cards this year. "Since gift cards never go on sale, some
price-conscious shoppers will be passing up gift cards
in favor of holiday bargains," noted NRF President and
Chief Executive Officer Tracy Mullin.

Today's smart shopper

Nationwide, the smart money this holiday season is
on bargains.

"With bargain hunting on the rise and Americans looking
at a variety of cost-cutting and practical giving strategies,
the 2008 holiday shopping season is all about the smart
shopper," said Rob Sheets, group head for U.S. Commerce
Development at MasterCard.

According to MasterCard's research, 42 percent of
Americans will be hunting for bargains this year by shop-
ping at merchant locations offering special discounts, free
shipping and rebates.

Twenty-eight percent hope to save by waiting for last-
minute deals. Other smart buying strategies consumers
are using include shopping online (34 percent), shop-
ping in-store early bird specials (30 percent) and taking

advantage of Black Friday (28 percent), the day after
Thanksgiving and the traditional start of the holiday
shopping season. I admit, I don't spend much time in
brick-and-mortar stores, and I've never been tempted to
engage in the kind of "commando shopping" that has
become analogous with Black Friday.

But as I sat down to write this column, I took a call from
a friend. A single mom with three teenagers, she's been
struggling with how to make the best use of the money
she saved for holiday shopping.

"What do you know about Black Friday?" she asked. Not
much, I told her, except that it's supposed to be a bargain
hunter's delight. "That's what I heard, too," she said. "I'm
going to do it. I want to get the kids each something nice
even if I can't afford to buy them much this year."

I didn't have the nerve to warn her about the crowds.

I must say, I was a bit surprised to learn there were folks
who didn't know that some of the best bargains appear on
Black Friday. But then, as the research indicates, people
are more serious than ever about finding bargains in
today's economy. &
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Embracing PA DSS
compliance

By Dave Faoro
VeriFone

Practices (PABP) was absorbed into the Payment

Application (PA) Data Security Standard (DSS) pub-

lished by the Payment Card Industry (PCI) Security
Standards Council (SSC). For all practical purposes, the
new PA DSS requirements will lead to major changes in
how POS terminals are certified and sold.

The PA DSS is intended to help software vendors and
others develop secure payment applications that do not
store prohibited data — such as full magnetic stripe, card
verification value 2 (CVV2), PIN or sensitive data — and
ensure their payment applications support compliance
with the PCI DSS.

In essence, the PCI DSS covers merchants' overall security
and the PA DSS covers third-party applications used in
those environments. The PCI SSC has qualified organiza-
tions known as PA Qualified Security Assessors (QSAs)
to validate that these payment applications support
PCI DSS.

When a breach occurs, generally a forensic audit is
completed by security firms. In this audit, everything is
reviewed for compliance — hardware, site, application and
communications. These audits result in judgments regard-
ing whether merchant sites meet full PCI compliance.

Acquirers that do business with noncompliant merchants
face stiff penalties. Visa, for example, said, "Members are
subject to fines, up to $500,000 per incident, for any mer-
chant or service provider that is compromised and not
compliant at the time of the incident."

A recent report from Trustwave noted that 92 percent of
its forensic audits had involved level 4 merchants, such
as neighborhood convenience store merchants who accept
less than 1 million transactions annually. Can you really
afford to take chances when boarding new merchants?

Impact of PA DSS

under the scope of Visa’s PABP; with the move to PA DSS,
that has changed. Very few POS solutions may still escape
the requirements for PA DSS audits. For merchants' pay-
ment applications to avoid a PA DSS audit, all of the fol-
lowing on-site conditions must be met:

e The POS terminal has no connections to any of
the merchant's systems or networks (for example,
routers).

e The POS terminal connects only to the acquirer or
processor which requires a private line for commu-
nications (for example, dial-only or leased line).
The payment application vendor provides secure,
remote: updates, troubleshooting, access and main-
tenance.

The following are never stored after authorization:
the full contents from the mag stripe (that is on the
back of a card, in a chip or elsewhere), CVV, CVV2,
PIN or encrypted PIN block.

From a manufacturer's perspective, developing terminals
that would only work in those limited environments is
not practical — they could not be sold to much of the gen-
eral market.

Many PAs today are built to run in either a dial or Internet
protocol (IP) environment, so they have to comply with
the PA DSS. In addition, many merchants are taking it
upon themselves to implement IP conversion solutions
for traditional dial terminals, so something developed for
a noncompliant environment today could end up being
converted to PA DSS validation.

Implementation focus

While the PCI SSC implements the standards, each card
brand and payment processor is responsible for managing
enforcement to ensure non-PA DSS payment applications
are ultimately outlawed from the payment networks.

Visa, for example, has already initiated its own three-
year plan to accomplish this goal (see http://usa.visa.
com/merchants/risk_management/cisp_payment_
applications.html). Also, major processors have already
indicated they will not provide Class A and Class B sup-
port to applications that are not PA DSS validated.

The council requires that PAs be subjected to security
audits by authorized PA QSAs. Responsibility for submit-
ting an application to PA QSA organizations lies with the
software vendor. However, resellers are held responsible
by the council to:

¢ Implement only PA DSS compliant payment appli-
cations into a PCI DSS compliant environment (or
instruct merchants to do so)

Configure payment applications according to the
PA DSS Implementation Guide provided by the
vendor

Configure payment applications (or instruct the
merchant to do so) in a PCI DSS compliant manner
Troubleshoot, deliver remote updates, and pro-
vide remote support according to the PA DSS
Implementation Guide and PCI DSS

Merchants have similar responsibilities with regard to
configuration and implementation. They must also main-
tain PCI DSS-compliant status for both the environment
and the application configuration.
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Getting there from here

While the PA DSS sets some rigid requirements by which
terminals can be excluded, the reality is that suppliers
have to develop solutions for the greater good, not nar-
row exceptions. It is the responsibility of manufacturers
and resellers to facilitate, not inhibit, PCI DSS compliance.
Our downstream customers, whether integrators or mer-
chants, expect us to provide them with secure products.

We shouldn't expect that they can all become security
experts and understand all the rules of being PCI compli-
ant. It's also not realistic to expect software developers
and solutions providers to develop applications solely
for a private-line world when most of the growth is for
public-network access.

From our perspective, that means that we have to imple-
ment the PA DSS across the board for devices that could
be used within the scope encompassed by the standard
— the alternative would be to manufacture two versions of
the same unit to have PA DSS and non-PA DSS versions.
VeriFone has taken a proactive approach to this issue and
recently announced an initiative for blanket implementa-
tion of PA DSS over applicable devices. Going forward,
VeriFone is establishing a universal compliance program
for all its applications used in its programmable payment
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acceptance devices. A universal compliance program takes
the guesswork out of the PA DSS. It removes the potential
for confusion among the parties regarding who is respon-
sible for what. Ultimately, we're all responsible, and we all
need to take steps to ensure we're each doing our part to
ensure consumer trust in the payment life cycle.

Costs of compliance

All of this compliance testing comes at a cost, of course,
and security is turning into a major component of pay-
ment solutions pricing today. Because each PA used by
each bank, processor or acquirer must now be audited for
each discrete payment terminal, full PA DSS compliance
will result in hundreds of individual audits by qualified
assessors.

Various service and solutions providers are now begin-
ning to identify compliance costs as a separate line charge
in their pricing to both identify for their customer the
value of their efforts, as well as to ensure they can recover
costs rather than absorb them.

That's the approach we plan on taking as well — not only
does it put the manufacturer's security efforts upfront, but
it should also make it easy to compare and contrast what
each supplier is doing in that regard and how much it is
costing customers. Identifying compliance costs serves a
number of purposes:

e It identifies the true cost of doing business.

¢ It puts a value on security compliance implementa-
tion.

It eliminates security from the "should have"
category and puts it in the "must have" section.

It deters bargaining over inclusion of security
features.

VeriFone firmly believes security compliance costs should
be highlighted to merchants in a separate line item fee.
This will enhance their understanding that security is not
only incumbent but also an ongoing focus for the solution
they have purchased through ISOs.

Security is no longer an option for anyone; it's a benefit
that shields merchants from fines, audit costs and loss of
consumer trust. It's vital to educate merchants on the need
for security. Those who attempt to hide the cost and fail
to turn security into a value added service will ultimately
be left behind by competitors that take a more proac-
tive approach. At the end of the day, the only method of
protecting ISOs from card network penalties in case of
security breaches at ISOs' merchant systems is to strictly
adhere to all security mandates.

That means updating merchants to PA DSS-approved
applications as soon as they become available. B

Dave Faoro is Chief Security Officer for VeriFone. He can be
reached at dave_faoro@verifone.com.
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Gear up now for PCI

By Biff Matthews
CardWare International

times, is a very good one — if we but know what

to do with it." As we run out the clock on 2008,

I suggest that one important thing we should
do with our time is prepare to meet the Payment Card
Industry (PCI) PIN Entry Device (PED) deadline of July
1, 2010, now just 18 months away.

While a year and a half may seem like ample lead time to
attain compliance, in reality it is very short in light of PCI
PED's far-reaching operational demands.

Issues

implementation, important background issues need to be
addressed — who is responsible for the cost being chief
among them. Do ISOs pay the costs of getting their mer-
chants compliant or does that responsibility fall on mer-
chants? Obviously, this issue is inextricably linked with
merchant retention.

Other issues include the broad sales decline registered in
the fourth quarter of 2008, when many businesses gener-
ate most or all of their profits for the year.

In November 2008, the U.S. Commerce Department
reported U.S. retail sales had fallen a record 2.8 percent in
October, far worse than the 2 percent economists had pre-
dicted. Notably, sales declines were broad, across types
of merchandise (building supplies, appliances, furniture)
and types of businesses (department stores, discounters
and so forth).

The well-being of financial institutions and ISOs is also in
play, as both types of service providers feel the effects of
an economy that seems to have lost its footing.

One at a time

In regard to the first issue, I have no advice, other than
to warn ISOs to weigh wisely the "who pays" decision, as
there are pros and cons on both sides, and the best answer
will vary from company to company. If ISOs are not yet
pursuing PCI PED implementation, they may be shut out
of the game entirely. They need to get busy. In the mean-
time, here's an update of the two deadlines:

e July 1,2010 - The date when a complete phaseout of
noncompliant PEDs that are stand-alone PIN pads
is mandated. In addition, some early integrated
devices with internal PIN pads must be eliminated.

e Dec. 31, 2014 — The sunset date established by Visa

,

Regardless of where you
are in the process of PCI PED
implementation, important
background issves need fo
be addressed - who is
responsible for the cost
being chief among them.
Do ISOs pay the costs of
getting their merchants
compliant or does that
responsibility fall on
merchants?

Inc. for Visa PED devices; after this, all PEDs in the
field must be PCI certified.

Deadlines, deadlines

So, what are the operational requirements for the initial
deadline, 18 months from now? And what needs to hap-
pen first?

The first step is to identify merchants with noncompliant
PEDs. Financial institutions and ISOs that have begun
the upgrading process report this is a daunting task that
includes determining who has what PEDs, who is non-
compliant, who has received swap-outs with Visa PEDs
and so forth. In a perfect world, records would tell us
these things. In the real world, record keeping is sketchy
at best.

Step two is determining the fate of noncompliant devices
discarded by merchants. Will they be returned for verified
destruction, hopefully in an eco-friendly manner? Next, if
merchants bear the cost burdens of compliance, the man-
ner in which billing is handled must also be determined;
processes and procedures must also be developed.

Simultaneously with these steps, a previously determined
quantity of compliant PCI PEDs, or a quantity of integrat-
ed devices with internal PIN pads, must be obtained or on
order. Once they arrive, each device must go through the
time-consuming encryption and testing process — made
even longer by the new triple DES or 3D algorithmic
standard.

Then, the problem of integrated units with internal PIN
pads needs to be addressed. One approach is to add an
external PCI PED, disabling the internal device. This,
according to Visa, is permitted because an integrated
device with a disabled PIN pad falls outside the PCI PED
requirements.

If an integrated device with a noncompliant internal PIN
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pad is being replaced with an integrated device with a compliant PIN pad, an
additional and separate step of programming and testing follows.

Once encrypted and/or programmed and tested, the PEDs will then be
deployed in a systematic fashion with the expectation that the majority of
merchants will follow directions. The terminal must be powered down before
installing the PIN pad. Doing otherwise causes a blowout of the encryption.

ISOs constructing pricing models for meeting the PCI PED deadline should
build in 12 percent to 15 percent for reworking merchants' systems and
addressing a number of nonreturns on blown PCI PEDs.

The perfect storm

A factor not often considered is that encryption standards require considerable
infrastructure for computers, encryption hardware and software, and secure
facilities, as well as trained and certified personnel to monitor and maintain
the newly compliant systems. Encryption service organization (ESO) and PCI
requirements do not permit you or I to pull people off the street, give them five
minutes of training and throw them into an unsecured warehouse to encrypt
PIN pads.

As a certified ESO, CardWare International predicts that at the 11th hour — a
few months before the deadline — two factors will collide to create the perfect

PCI PED storm. Those factors are insufficient time and manpower and a lack
of availability of PCI PEDs.

Let's examine PCI PED from the perspective of a credible, successful manu-

Choose Your Payment Gateway Wisely!

Have you heard the story about the Fox in the Hen House? Or better yet the
story of The Gateway that Steals Merchants. The truth is: A Gateway that
acquires merchant accounts is a direct threat to your business.
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So when you choose a payment gateway, be careful and don't let the Fox in
the Hen House,

CONTACT INFORMATION:
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Toll Free: 1.B00.617.4850
Email: rswiderski@nmi.com

MNerwork MercranTs Inc

facturer. Would that manufacturer
commit resources to producing and
stockpiling PCI PEDs in anticipation
of a need that could not be quanti-
fied? The answer, of course, is no.

Similarly, when it comes to man-
power, no ESO or processor keeps
highly-trained personnel on the pay-
roll with the expectation of what
might happen with a particular PCI
PED project.

Head in the sand

Experience indicates the vast major-
ity of financial institutions, ISOs and
merchants will procrastinate and
expect the deadline of PCI PED to
just go away. Or they believe the
deadline will pass without any con-
sequences, similar to the nonevent
of Y2K.

By virtue of the security environ-
ment in which the payments indus-
try operates, regulatory tendencies
are likely to continue to tighten.

But there is no reasonable chance
that PCI PED will be anything but
the game changer it was engineered
to be.

So, when crunch time comes, where
will you and your merchants be in
terms of compliance? And, equally
important, at what cost?

My take is that now, not next month
or next quarter, is the time to imple-
ment PCI PED upgrades to get mer-
chants in compliance — and out of the
woods — by July 2010.

It is true, as Thomas Paine so wisely
pointed out, that time makes more
converts than reason. But when time
is on your side, the economics are as
well. And that may be the most com-
pelling argument of all. &

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, serv-
ing onits board, advisory board and
committees. Call him at 740-522-2150,

or e-mail him at biff@13-inc.com.
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of software solutions

erchants often
phone technical sup-
port offices seeking
answers to problems
with POS terminals or defective
card readers. These calls frequently
diverge into other problem areas for
merchants — why a service doesn't
do this or that.

It is actually free advice merchants
are doling out to service provid-
ers. Such advice, if acted upon, just
might improve systems and prod-
ucts. But how many technical sup-
port reps actually hear what mer-
chants are saying?

Hugh Bursi, Director of Marketing
at On-line Strategies Inc., believes
OLS has listened. Though the soft-
ware and systems company's origi-
nal vision was to provide strategic
consulting and support, "over time
customers began to ask us to create a
new product for the market, and we
started working on it," Bursi said.

In 2007, after three years of research
and testing, OLS answered customer
demand when it launched its first
payment solution product, the pay-
ment transaction engine called OLS.
Switch.

"Most of the [payments technology]
that's available today is five, 10 years
old, if not older, and we started
out with a whole new concept and
developed a completely different
kind of solution for the market with
an eye on some of the problems,"
Bursi said. "We were focused on
availability and performance and
total cost to the owners."

According to Bursi, the core people
at OLS had experience in building
at least one payment solution prod-
uct before. Terry Richards, found-

er, President and Chief Executive
Officer at OLS, was with system
security manager 52 Systems
Corp. almost from its founding in
1993. Andy Orrock, OLS's Chief
Technology Officer, has been in the
industry for at least 25 years. And
Bursi has been in the business for
30 years.

"So we knew the mistakes to avoid;
we knew the things that we needed
to do to build a better product,”
Bursi said.

Although OLS draws from outside
resources, it prides itself on doing
its own research and development.
"We were also able to offer a lot of
other things besides fixing software
bugs," Bursi said. "We could help
them with new products, new addi-
tions to the software, some strategic
planning, that sort of thing."
Today's special

OLS.Switch can replace current pay-
ment system engines, work with
existing ones to reduce develop-
ment costs or help providers transi-
tion from outsourced to in-house
solutions. The OLS.Switch uses a
business process scripting capability
— a Java programming language-
based virtual machine environment
— which makes it highly adaptable.

Bursi pointed out that new services
can be speedily added without dis-
rupting the existing payment solu-
tion. "It adapts very quickly," he
said. "It used to take months to get
a new application or a new gateway
or a new device up, and it takes us
weeks, perhaps days."

OLS's system is able to process gov-
ernment property tax payments,
traffic fines, parking tickets, transit
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"A combination of indusiry
expertise and superior tech-
nology differentiates OLS
from other payment technol-
ogy providers. Every day we
see a new kind of market we
can get info because of the
flexibility of our product.”

- Hugh Bursi, Director of Marketing,
On-line Strategies Inc

fares and so forth. But OLS also performs nonpayment
information exchange functions. OLS.Switch is designed
to do "any kind of electronic transaction that doesn't nec-
essarily have to be a payment,” Bursi said.

"It can be a credit card payment, debit card, all the nor-
mal stuff, but it will also do things like flexible spending
account and health savings account payments."

For one of its customers in Kentucky, OLS performs
what is called a meth-check. Kentucky, along with many
other states, is struggling with a methamphetamine epi-
demic. When illegal drug makers started manufacturing
meth using over-the-counter decongestants, state agen-
cies began limiting the amount of decongestants even law
abiding citizens could purchase in pharmacies.

When customers buy decongestants for such things as
colds or allergies, drivers' licenses are used to check how
many decongestants they have purchased recently — not
just in local pharmacies, but across the state. For this non-
payment function, OLS's switch connects pharmacies to
statewide databases that compile this information.

The host with the most

OLS.Host is the Dallas-based company's managed service
payment model, which resembles software as a service or
application service provider environments.

OLS.Host can be adapted to individual business
needs to provide the benefits of in-house solutions with-
out businesses having to struggle with Internet technol-
ogy concerns.

"We have some clients that either want to get the payment
processing out of their data center or they're outsourced
right now and they want more control," Bursi said.

"But they don't want to bring it into their data center. So
we're going to be their data center for payments. That's
what OLS.host is all about. Basically, clients outsource
their payments processing to us, but we charge a flat
monthly management fee, not a per transaction charge."

But OLS hasn't forgotten its original mission. It contin-
ues to offer consulting services in support of businesses'
project implementations or ongoing payment processing
needs. Aside from customers lost through consolidations,
OLS claims a 100 percent customer retention — attributed
to the company's 24/7/365 mentality, Bursi said.

Value meal

Given the state of the economy, OLS is sensitive to
the protective mindset of businesses. "People are a little
hesitant to do anything," Bursi said. "Even though we feel
like we can save people money over what they're spend-
ing today."

Bursi recognizes merchants are a little slower to make
decisions than in days past. "They're still very interested
in finding a better solution to their payment processing
and finding new products and services to increase their
revenue," he said. "They've either got to cut expense,
which we can do, or increase their revenues, which we
can do. So, we feel we're about as well positioned as we
can be."

Having taken notice of the growth in international mar-
kets, OLS is branching out and gaining traction in devel-
oping South American countries that lack payment infra-
structures to service their citizens.

"We can go virtually anywhere," Bursi said. "We can
combine nonpayment applications with payment appli-
cations. We can do a two-step payment process. There's
really no limit to what we can do because the business
logic is soft."

The malleable, scalable nature of OLS's software allows
it to process payments for retailers with $50 million plus
in annual sales and governments — in North and South
America. One of its merchant customers has 5,000 stores.
One card issuer that implemented OLS.Switch staved off
a $500,000 hardware and software upgrade, according to
OLS' Web site.

A mobile feast

When OLS was founded, it was all about "what the banks
did," Bursi said. "And today it's very little about what the
banks are doing."

Looking forward, he commented, "The whole mobile
thing has yet to be proven. How much people will adapt
to it, how secure it can be. There's got to be some new
technology there to help out."

Bursi believes OLS can adapt to mobile payments. "A
combination of industry expertise and superior technol-
ogy differentiates OLS from other payment technol-
ogy providers," he said. "Every day we see a new kind
of market we can get into because of the flexibility of
our product.”
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From restauvrants
fo revenve streams

om Nitopi, Chief Executive Officer of payment

processor NXGEN Payment Services, was a

stranger to the payments industry until the early

1990s. Nitopi was a merchant who owned a small
chain of restaurants in the Sacramento, Calif., area. He
hadn't given much thought to switching careers until he
noticed his merchant level salesperson (MLS) upgrading
his car and wardrobe year after year. His curiosity forced
an invitation to lunch with his MLS.

When he discovered the unlimited earning potential of
a career in the payments industry, Nitopi sold his busi-
ness and began selling card processing for Bancard Inc.
in 1992.

After rising to Vice President at Bancard, Nitopi started
NXGEN in 1999. The ISO is a comprehensive payment
processor based out of Whitefish, Montana, and is reg-
istered with Elavon Inc.,, Cynergy Data LLC and First
Data Corp.

Dﬂﬂf us a nofe.

GGive us feedback, share an idea or travel advice
to expos and conventions ... et cetera.
reensheetegreensheet.com

GS: Has becoming an ISO made you more effective
regarding merchant solvency? If so, in what way?

TN: That's interesting. What we've done is really taken
bank card philosophy — which was service, service, ser-
vice — and have tried to modernize it using technology.
For example, we just came out with a new feature for our
reps. They can now go on to our Web site, log in, and see
all their merchant account data.

They can see monthly volumes, all the statements, fluc-
tuations in transactions and the last time the merchant
made a deposit. We keep trying to feed them more infor-
mation so they can better service the merchants. We also
get reports here that do help with retention.

GS: Do you have a different philosophical approach to
your business model as an ISO than you did as an MLS
or a manager?

TN: The biggest things that I see between owning an ISO
and being a sales rep is that now I can make the changes
accordingly. I mean, I control the steering, and so I can
develop what I think is important to be able to help the
merchants and the reps.

Before, I was just being given policies and procedures.
Now I'm the one creating the policies and procedures that
I believe best reflect our business model.

GS: Have you found this has raised your comfort level
when dealing with merchants and other ISOs and banks,
even training new merchants?

TN: Definitely. Because what I say and promise I know I
am going to do. Before, I had to depend on someone else.
And every time we have to depend on someone else where
there are more people between us and the merchant, the
less control we have. Now I have complete control, which
is great, but it is also a very big responsibility.

GS: What types of processing does NXGEN offer, and
what vertical markets are you looking to expand into?

TN: We sell all the card types including credit and debit,
but we also sell ATMs now, we sell back-office check con-
version and we're developing a gateway that has all these
processing products integrated into that gateway.

GS: What types of merchants do you focus on?
TN: Well, we've been with brick-and-mortar and very
traditional-based businesses. We do some Internet, not a

whole lot of future delivery stuff.

We've always tried to be very conservative in our approach
to the types of merchants we accept. We have also part-
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nered with attorneys to the extent we have developed a Web site to attract bar
associations. And we're just in the process of signing up three or four major bar
associations in big metropolitan areas.

GS: Are bar associations an untapped market in your opinion, and is this an
unusual vertical for the payments industry?

TN: You know it's interesting; there are not a lot of people doing that sector. I

think one of the reasons is that lawyers are very tradition based. They're still
billing people, waiting 30 to 60 days for the check to be mailed.
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I mean, they have a lot of outstanding
accounts receivables, so we're going
in and trying to help them clean that
up. The greatest thing is that we're
being sanctioned by their bar associa-
tions and we're very close right now
on signing a number of them.

GS: Are there other professional sec-
tors you would like to expand into?

TN: Yes. We've recently partnered
with the National Association of
Doctors (NAD).

We're doing a number of mailings
with them to hit the medical market
because we're trying to explain rates
as well as get them into a fully inte-
grated system.

All these professional offices have
Internet and computers and a ter-
minal. But what they really need
is a gateway where they can pro-
cess credit and debit cards, process
checks, and do ACH [automated
clearing house].

We're also very strong right now in
the government sector, and I think
we're one of the few that got into
government processing three or four
years ago in the revenue neutral
environment. We do property tax,
things like that.

GS: It seems that you have picked
three verticals with some of the
toughest gatekeepers. Why did you
do that?

TN: Well, that's why it was vital
for us to create partnerships. Our
attorney partners have helped us
design Web sites for legal depart-
ments. We've worked with the NAD,
and so we really try and partner with
referral groups or associations that
can help us break that tie and get in
behind the gatekeepers, so to speak.

GS: Are you facing new challenges
in the current economic situation,
legislative environment or with im-
plementation of new practices or
standards like the Payment Card
Industry (PCI) Data Security Stan-
dard (DSS)?



TN: Well, we were always about
Capitol Hill, because in one fell
swoop they could strike a major
blow to this industry. And I don't
think they really totally understand
this business.

Since the meltdown, I wake up in
the morning, turn on the television
and get depressed. But I come into
work and I'm happy because I see
our sales, volumes and transactions
are up. And those are not due to
same-store sales. They're up because
we keep adding merchants year
over year.

What concerns me most right now is
PCI liability. There's going to be a lot
of noise there over the next three to
six months with all the merchants in
the United States.

They're going to be hit with, in my
mind, a surcharge because they're all
going to have to become PCI compli-
ant, especially with the software.

And depending on the processors,
terminal-based merchants are going
to get hit with a fee that's going to be
a tough one to explain.

GS: Have you had to ramp up
your company's efforts to get your
merchants up to speed with the
PCI DSS?

TN: Yes, definitely. I mean, we're
reaching out to the merchants as well
as our sales agents and internal staff
so they can understand and answer
questions intelligently when these
calls start coming through.

GS: What kind of advice do you
have to offer MLSs who are looking
for an ISO?

TN: There are a number of things.
One, try and talk to people that work
for them, people that have been with
them for a long time.

If you find that an ISO only has
salespeople that have been with
them for less than a year and the ISO
is, of course, older than that, that's
an issue.
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Try and find an ISO that has long-term relationships. And it all depends on
your willingness to work and learn and be professional. Just find a company
that you can trust.

GS: What kind of person are you looking for in an MLS?
TN: I'm looking for somebody that I can trust, someone that has long-term
vision. This is not a get rich quick industry, so I look for people that are moti-

vated and want to make a lot of money.

It's not hard to do if you work hard enough for a few years. You can make it,
but it does take a lot of fortitude.

Call NOW! 1-866-253-2227
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GS: What do you like best about the payments industry?

TN: That the carrot is out there, no maybes. You might
have to bury your head in work for the first year, but then
you come out and start making the kind of money you
believed you could. But more than money is the freedom
involved with the business, and very few industries will
allow that. You can be an attorney and make a ton of
money, but guess what? You're tied to your desk and your
billing machine.

GS: What does a typical day look like for you now,
and how different is it than when you worked for some-
one else?

TN: I have the luxury in that I do have a president of the
company, so I can function as a CEO, and by that I mean I
mainly deal now with our vendors and our processor and
the bigger issues like PCL

I also sit in on sales and product development meetings
and try to help steer some of the developments in ways
that I think are needed in the field. So I don't deal as
much as I used to with the sales rep in the street, and I
miss that.

GS: What keeps you inspired and motivated?

TN: I love this business because we are not just the middle
man. We're the liaison between all of the moving parts in
this industry. It also helps that I have what I think is the
hardest working and most professional staff, and that
stimulates me. We're up to something like 10,000 mer-
chants now, and I couldn't do that without those individu-
als. My wife thinks I'm crazy, but we have no strategy at
this point other than to grow, service our merchants and
stay abreast of the industry.

GS: Has The Green Sheet been helpful to your business,
and if so, in what ways?

TN: The first memory I have of The Green Sheet is that
when I first started, the Internet wasn't very big and sales
reps didn't even know what interchange was. The Green
Sheet was the first publication that really laid out the truth
about the industry and about pricing.

If you want to learn the secrets of this industry read The
Green Sheet, because even with the Internet now and the
ease of access to information, you all are still out there
telling the truth about this industry, introducing new
products, doing all the things that are on the cutting edge
of this business. To that end, I feel you still serve this
industry well, especially to the independent sales agent
on the street.
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Private label,
public dilemma

ccording to a recent TowerGroup report, gift

card sales for the 2008 holiday season will total

approximately $88.4 billion, a drop of nearly

9 percent from 2007. This plunge is largely
due to two factors: a projected 14 percent decrease in the
sales of merchant-sponsored — also called closed loop or
private-label — gift cards coupled with a 5.6 percent sales
increase in bank sponsored — network-branded or open
loop — gift cards.

Brian Riley, Research Director, Bank Cards Practice at
TowerGroup, said the rise of open loop cards, which can
be used anywhere MasterCard Worldwide, Visa Inc.,
Discover Financial Services or American Express Co. gift
card products are accepted, is a silver lining for financial
institutions in an otherwise dark gift card cloud.

Consumers need trusted source

banks, consumers and merchants have a greater chance
to recover monies if banks fail. "A recent policy statement
by the FDIC [Federal Deposit Insurance Corp.] ruled that
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gift card funds will become deposits and be placed at an
insured depository institution," Riley said. "Consequently,
the funds will be subject to assessments, but they will also
be insured."

FDIC insured banks issuing network-branded gift cards
now become trusted sources to help prevent card value
loss. "With private label cards, you will find that the gen-
erally accepted accounting procedures are looser," Riley
said. "There is no standard for defining the funds held
by a retailer. Essentially, you're asking them to hold the
money until the card is tendered. If there is a business
failure or locations are closed, your funds are at risk."

In addition to slipping retail sales, a lack of consumer con-
fidence in merchant-sponsored card products and a shift
to branded products from financial institutions, consum-
ers have become increasingly mistrustful of private-label
cards. The collapse of several high-profile businesses, in
which more than $100 million in gift card value was lost,
underscores consumers' fears.

Confidence a powerful force

Riley feels the three critical factors affecting private-label
card sales are poor prior experience, the economy and the
retail environment.

"In the early days of gift cards, they were fraught with
limited disclosures, fees and a lack of control," he said.
"Things have gotten better, but they are still a far cry from
the safety and soundness you expect from a bank product
scrutinized by the OCC [Office of the Comptroller of the
Currency]. Many states have enacted legislation which
prohibits poor disclosures or excessive fees, yet many
retailers still get to enjoy the benefits of nonused cards."

Riley sees a shift to more practical buying through the
2008 holiday season. With unemployment up, consumer
confidence down and the amount of business failures
accelerating, retail sales are an obvious concern.

"Retailer bankruptcies cause havoc to gift card buyers,"
Riley said. "Closed loop cards are generally considered to
be held by unsecured creditors with powerful law firms
who are there to represent the interests of their clients.
The challenge is to balance the right of the creditor to
recover their money with the right of the consumer to
claim their loss. In either case, someone does not receive
full value."

TowerGroup believes gift cards are more beneficial when
consumers transact the full amount and don't hold on to
them for extended periods of time.

Cash is dark horse

However, payment professionals are less concerned about
the value loss on gift cards than they are about consumers
spending more cash and less plastic at the POS. "One of
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the great things about the payments business is innova-
tive competition," Riley said. "If you look at the strong
players, you will find they all succeeded. And as card
acceptance grew, so did their portfolios.

The real competitor to the industry is cash, Riley point-
ed out. "For the payments industry, making electronic
transactions ubiquitous increases economies of scale for
the whole network," he said. "The products are great, and
the limits [of gift cards] are only the limits of your imagi-
nation. However, you are talking about a lot of money,
and with that, there are prudent controls that should
be considered." B

n November 2008, the Federal Deposit Insurance
Corp.'s board of directors approved its General
Counsel's Opinion No. 8 requiring the funds held
in FDIC-insured banks that secure open loop, stored
value cards be secured up to $250,000. According to the
FDIC ruling, "All funds underlying stored value products
will be treated as deposits and subject to assessments."
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The opinion was proposed in August 2005. Following
a comment period to allow feedback from consumers,
merchants and financial institutions, the final ruling was
implemented. Additionally, the approval comes in the
wake of three large retailer bankruptcies during 2008 in
which consumers lost over $100 million in nonused and
invalidated gift cards.

"It's a very good opinion,” said Gail Hillebrand, spokes-
woman for Consumers Union, the advocacy group that
publishes Consumer Reports magazine. "It makes it very
clear there is a way now for banks to set up prepaid cards
so consumers can get FDIC insurance."

Closed loop left out

According to Holli Targan, Attorney and Partner with the
Jaffe, Raitt, Heuer & Weiss law firm, funds covered under
FDIC insurance include network-branded payroll and
gift card products only. Private-label (merchant-branded)
cards issued and funded by retailers are exempt.

"Explicitly excluded are funds backing closed loop cards,
such as cards usable at a specific merchant or cluster of
merchants," Targan said. "This opinion says that FDIC
insurance doesn't cover merchant-branded cards, so if
that merchant goes under, the consumer has no way of
recouping their money.

"On the other hand, open loop cards — under the FDIC's
definition — that are issued by a bank are covered if the
bank fails. The cardholder could then make a claim and
not lose the money that was on the card," she added.
Cardholder funds for stored value cards held by an
insured bank — as opposed to the pool of funds held by
the card distributor with closed loop cards — are individu-
ally insured to FDIC limits.

New standards right on

Industry analysts believe the new standards for open loop
cards will restore consumer confidence. "Consequently, I
think generally this opinion will make prepaid cards more
attractive to consumers, which is a good thing for the ISOs
and MLSs [merchant level salespeople] out there selling
them," Targan said.

According to Targan, federal regulators have normally
been "sort of hands off" in relation to stored value
products and have attempted to allow the market to
develop without imposing too many regulatory burdens.
However, the failings of Sharper Image Corp., CompUSA
Inc. and Linens 'N' Things Inc., coupled with a petition
filed by the Consumers Union with the Federal Trade
Commission, got regulators' attention.

Consumers caught in between

In September 2008, the Consumers Union asked the FTC
to protect consumers from losing money on gift cards
when retailers filed for bankruptcy. "Gift cards shouldn't
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be the gift that stops giving when retailers go bankrupt," said Michelle Jun,
Senior Attorney for Consumers Union.

Bankruptcy courts treat unused gift card funds as a debt. A retailer going
through bankruptcy must petition the court to allow it to continue to accept
its gift cards. Consumers may lose the value of their cards if the retailer does
not make such a request or if the court denies it. The only remaining option
for consumers is to file a claim as an unsecured creditor to the bankruptcy
proceeding.

"Gift cards have exploded in popularity in recent years, but consumer pro-
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tections haven't kept pace with the
record sales," Jun said. "With more
retailer bankruptcies on the horizon,
the FTC should make sure that con-
sumers with gift cards are protected
when companies go bust."

Prepaid center of attention

Targan believes the opinion is an
indication the FDIC and other gov-
ernment entities know what is going
on in the marketplace and will
impose regulations when they think
it's important to do so. Additional
regulations recently imposed in sev-
eral states require securitization of
stored value card funds, as well as
more transparency with banking reg-
ulatory agencies.

"Since the last time the counsel issued
an opinion on this topic in 1996, the
banking industry has developed new
types of stored value products, and
therefore they thought it was time
to readdress it," Targan said. "I think
this should be good for [financial ser-
vices] because it will give some com-
fort to people holding or distributing
open loop cards that now have the
benefit of federal insurance."

Reading
Black Friday
tea leaves

-commerce analyst firm

comScore Inc. said online

sales for Black Friday, the

day after Thanksgiving,
were $534 million, up 1 percent over
last year; combined online sales for
Thanksgiving and Black Friday were
up 2 percent compared to 2007.

And according to a recent survey
by online bank ING Direct, holiday
shoppers are not planning to reduce
their spending significantly in 2008,
despite news of financial turbulence.

Though U.S. consumers surveyed
expressed concerns about the cur-
rent economic situation, most indi-
cated they plan to spend from $300 to
$1,000 — the same or more as in 2007.
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"The retail climate has been depressed in recent months," said Gian Fulgoni,
Chairman of comScore.

"However, early reports suggest that Black Friday sales in retail stores were
slightly better than anticipated. It's probable that on Black Friday consumers
responded positively to the very aggressive promotions and discounts being
offered in retail stores."

But comScore indicated that even though Thanksgiving weekend sales were

good news for struggling merchants, U.S. consumers overall do not appear to
be spending more freely.
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Too good to refuse

"It's my opinion that these pundits
don't know what they're talking
about," said Paul Martaus, President
of consulting firm Martaus and
Associates. "Last week all these talk-
ing heads said that Black Friday
would be over by 10 in the morning
because all of the bargains would
have been gobbled up and everyone
would be home. All of a sudden they
spent more. One has to presume that
there is a tad bit of pent up demand.

"For the last several months con-
sumers have been listening to the
doom and gloom, and they haven't
been spending. Now they're con-
fronted with 70 percent off in every
store on the planet, and they haven't
been spending their money because
they're waiting for the earth to end.
And in my opinion, they can't pass
up those kind of bargains."

Martaus believes the current situation
is similar to the Great Depression of
the 1930s, during which half of the
U.S. population was unaffected.

To shop or not to shop?

"I am not going to downplay for one
second the fact that there are some
significant negative things going on
among major portions of the popula-
tion, but for most Americans, they‘re
still waiting for the other shoe to
drop," Martaus said. "What's driv-
ing me crazy is I don't know what's
behind it. We are truly in unchart-
ed territories. In one news release
the world is coming to an end, and
then 15 minutes later everything is
hunky dory."

Mautaus suggested that rather than
"waiting for Armageddon,” consum-
ers might as well go out and shop &

PCl help
on the way

he Payment Card Industry
(PCI) Security Standards
Council (SSC) launched a
quality assurance program
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for Qualified Security Assessors (QSAs) and Approved providers who use outside assistance in their PCI DSS

Scanning Vendors (ASVs). The program is intended to compliance efforts."
promote reliable interpretation of the PCI DSS and ensure
quality among all vendors. Through the program's eight guiding principles, the PCI

SSC and assessor community commit to:
The PCI SSC, managing body for the PCI Data Security

Standard (DSS), PIN Entry Device (PED) Security e Uphold the best interests of assessor clients
Requirements and the Payment Application (PA) DSS, e Ensure that assessor companies and employees
developed the plan in response to industry input. adhere to validation requirements

* Maintain consistent assessor procedures and report-
"Feedback from the council's participating organizations ing
and others made it clear that the assessment process for e Interpret the PCI DSS appropriately, as applicable to
the PCI standards would benefit greatly from more rig- client systems and environments
orous guidelines," said Bob Russo, General Manager for * Remain current with industry trends and PCI SSC
the PCI SSC. "As a result, we created a clear-cut program updates
that will help ensure all those involved in this process are * Back up all opinions with facts and documentation
consistent, credible, competent and ethical.” e Maintain positive relationships among assessors

and the PCI SSC

The new program will provide QSAs and ASVs a set of
requirements to help ensure consistent, quality valida-
tion and assessment services to merchants and financial

Responsible oversight

An expanded range of communication channels will

Insttutions. allow the PCI SSC to interact with assessors, merchants
Necessary guidance and service providers on an ongoing basis through cer-
'''''''''''''''''''''''''''''''''''''''''''''''''''''''''' tification reviews, credit checks, training, educational
Glen Boyet, Director of Marketing and Communications webinars, newsletters, e-mail, question and answer docu-
for the PCI SSC, said the PCI SSC took "an important step ments, informational supplements and feedback forms.
to ensure a level playing field for merchants and service To retain the ability to conduct PCI assessments, QSAs
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and ASVs registered with the PCI SSC must participate in the program.

PCI SSC staff will validate assessor application and renewals, ensure that train-
ing is relevant and accessible to organizations and maintain the integrity of
the testing process. The PCI SSC team will be responsible for monitoring and
overseeing the program, including taking disciplinary action when necessary.
The program will be rolled out in four stages in 2009.

A webinar designed for merchants and service providers who are implement-
ing the PCI DSS and want to better understand the changes brought about with
version 1.2 (released October 2008) was presented Nov. 25, 2008.

The session will address key elements of PCI DSS version 1.2 and what it
means for any organization's compliance efforts. For more information on the
PCI SSC and becoming a participating organization, please visit www.pcisecu-
ritystandards.org, or e-mail participation@pcisecuritystandards.org.

Boost online loyaltly
with new tales

n an Aite Group webinar, Senior Analyst Ron Shevlin discussed ways in
which financial institutions should reevaluate their marketing philoso-
phies to strengthen customer loyalty. "Whatever it is they're doing, it isn't
working like it used to," Shevlin said.
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According to Shevlin two factors
negatively affect customer loyalty:

¢ Not using bill pay data in mar-
keting campaigns

e The ineffectiveness of tradi-
tional advertising philosophies
to maintain and grow customer
bases

"Self-proclaimed advertising gurus"
mislead businesses, Shevlin said.
"A customer's level of engagement
grows when they are allowed to tell
themselves stories in order to ratio-
nalize and justify their behaviors,
which is critical for payment profes-
sionals to pay attention to."

Story time

Shevlin explained that successful
brands tell stories that consumers
buy into. Consumers then make pur-
chases online based on those stories.
"It wasn't so much the advertising
message that got people to buy time
and time again,” he said. "What got
them to stay loyal to a particular
product or company was the internal
story in their head."

Customers had gone through posi-
tive experiences at their financial
institutions and "consequently were
in a better position to tell these sto-
ries, not only to themselves, but to
others as well," Shevlin said.

"In my research, it came down sim-
ply to three things: customer service
over and above what was expect-
ed, assistance in helping customers
make the right financial decisions
and being really easy to do business
with," he said.

Shevlin noted that the perception
financial institutions want to fos-
ter is that businesses do what is
best for customers and not the other
way around. "We've all heard stories
about why customers stay loyal,"
Shevlin said. "Sales agents lived up
to the values portrayed in a compa-
ny's ad or Web site. They listened to
a merchant's problems or concerns
and, most importantly, responded
quickly to their inquiries." &
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A Change from page 1

One slip-up might mean catastrophe. It is a mentality
based on fear.

"When fear sets in, people cut down on spending and
protect what they have," Wadleigh said.

That survival instinct is playing out among merchants.
Wadleigh's manual emphasizes the desire for humans to
have security (control) over their lives. Economic uncer-
tainty means loss of control. But one way for merchants to
counter that sense of instability is to say no. "The ability to
say 'no' is control," Wadleigh writes.

Wadleigh believes the same dynamic is at work today.
Wadleigh's business partner Ken Givens is a proven
closer, with an average close rate of 60 to 70 percent. But
that average has fallen to 30 percent today. Merchants
are not as willing to switch processors based on a pro's
sales pitch, even if MLSs are offering free terminals and
can demonstrate how they can reduce merchants' process-
ing costs.

Look inward

But if the environment is not conducive to the hard sell,
ISOs and MLSs may want to take a different approach.
Instead of going after new merchants, sales offices and
reps can target their existing merchants and offer them
value added services.

"ISOs have hundreds, thousands of merchants in their port-
folios," said Gene Lieb, Managing Partner at International
Merchant Solutions. "Why not go back in and see what
other services that they can add? If people are complain-
ing that it's slow, don't go out cold calling. Sit in the office
and re-call your merchants."

It takes less time and effort for ISOs and MLSs to generate
additional revenue by promoting new products and ser-
vices to existing merchants than to cold call potential new
merchants or pound the pavement looking for the next
sale. It is also easier to persuade existing merchants that
specific value adds can augment their businesses because
trust between agents and their merchants has already
been established.

Of course, ISOs and MLSs are not immune to the psy-
chological effects of the economic downturn. They want
to keep what they already have as well, and that means
merchant accounts. To increase the level of stickiness of
their existing merchants, Lieb believes value adds make
the adhesive stronger. If nothing else, simply making the
effort to reconnect with merchants will also help strength-
en relationships.

"Merchants love to speak to the people that they're
doing business with," Lieb said. In no particular order of
importance, what follows are the value added opportuni-
ties industry experts agree ISOs and MLSs might want
to consider.
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Simply stated, DCC gives foreign visitors to the United
States the ability to shop in their home currencies at U.S.
businesses. Receipts printed out at the POS show the
exchange rate and the value of purchases both in U.S. dol-
lars and foreigners' home currencies.

In a sagging economy, U.S. merchants are desperate for
sales. If Americans aren't buying from U.S. businesses,
foreigners increasingly are. Since the dollar is weak in
comparison to the euro and other currencies, foreigners
can get a greater bang for their buck in the purchase of
U.S. goods and services.

DCC, along with its online counterpart — multicurrency
conversion (MCC), are ways for U.S. merchants to attract
more foreign cardholders to their brick-and-mortar and
online businesses.

When foreigners are given the option to accept DCC or
MCC at the POS, two out of three cardholders opt in
- even with the processing fee associated with the service
— according to foreign currency experts at Travelex.

With the added service, merchants increase their average
ticket and the actual and virtual foot traffic to their real-
world and e-commerce store locations. Additionally, DCC
and MCC reduce merchants' costs because they are not
charged foreign card handling fees.

ISOs, of course, reap multiple benefits as well. They get
a percentage of that additional transaction fee; they get
happier — and therefore stickier — merchants; and they
have to look no further than the merchants in their exist-
ing portfolios for possible beneficiaries of the service.

When Thompson Morris, Chief Executive Officer of DCC
Merchant Services U.S.A. LLC (recently acquired by
TriSource Solutions LLC), talks to ISOs, he offers them
simple advice. "Do yourselves a favor. Look at the mer-
chant statements, look at your own portfolio, look at the
summary page,”" he said. "It takes no time to look at the
summary page and see the level of activity as it relates to
foreign cards.

"It's isolated on that page because they are charging them
a premium and charging them for handling. It is clear
that you can actually identify those merchants that have
a good level of credit card processing, good volume of
foreign credit card processing. And those are your ideal
merchants to go talk to because you can save them money
and also provide them with a tool that's going to delight
their customers."

Lieb heartily agrees. "If reps would take advantage, they
could earn more money promoting DCC than they can
credit card processing," he said. "And it's all in the same
industry. So you never have to leave the industry to
increase your revenue base."
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Merchant cash advance

As the economy sours and credit becomes harder for busi-
nesses to attain, cash advance takes on a more important
role as a funding tool for merchants. When a coffee shop
needs a new espresso machine or a hair salon needs to
upgrade its shampoo station chairs, ISOs can prefund
merchants and be reimbursed over time based on a per-
centage of the businesses' credit card transactions.

Cash advance is therefore a way for merchants to receive
funding without having to fork over huge down payments
or jump through the hoops of banks to secure loans.

"It is a big opportunity,” Morris said. "If it's used properly,
it is the best way of generating additional revenue on
top of credit card processing. The ISO just needs to pay
attention to the merchants that they're signing up for cash
advance - that it is used for the purpose of expanding the
business, used for the purpose of replacing equipment
without interrupting cash flow."

However, Morris cautions ISOs against employing cash
advance as a lifeline for struggling or failing businesses.
That caveat is why Henry Helgeson, President and co-
CEO of Merchant Warehouse, believes cash advance is too
risky a venture.
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"I think there might be short-term money there," he
said. "But, in the long term, those ISOs are going to find
themselves, more than anybody, typically the lender of
last resort. And these days nobody wants to be the last
in line."

If cash advance based on credit card receivables is deemed
too chancy an opportunity, ISOs might investigate cash
advance using check receivables — not credit cards — as the
repayment mechanism.

The reason check-based cash advance is considered a
more stable value add than the more traditional credit-
based model is because the vertical market in which check
volume remains robust is business-to-business. And busi-
nesses that pay other businesses with checks are more
likely established entities with, perhaps, government con-
tracts and histories of sound business practices.

Professional Merchant Advance Capital LLC (ProMAC),
in partnership with Global eTelecom Inc. (GETI), launched
such a check-based cash advance service in September
2008. Christian Murray, GETI's Director of Business
Development, said the vertical comprises corporations
that handle checks from other corporations and govern-
ment agencies.

"There's a huge amount of check volume that pumps
through those networks, as well as ACH [automated
clearing house]," Murray said. "So that's where the vol-
ume is quite considerable from an opportunity standpoint
and also from ProMAC's perspective." Those businesses
also are "going be more high profile clients,” he added
"They're going to be more established. They're not going
to be the businesses just started last year.

"Not only does it open up a vertical market for the ISO
channel, it also secures larger opportunities and higher
volume. And that's where things are going."

PCI DSS compliancy services

The responsibility of implementing, maintaining and
upgrading merchants' security systems based on the
requirements of the PCI DSS imposed by Visa Inc. and
MasterCard Worldwide on all businesses that accept
electronic transactions falls on ISOs and their acquirers.
So ISOs and MLSs should be knowledgeable on the sub-
ject and could leverage that knowledge to become expert
consultants.

"Tt's not a hard sell," Morris said. "There were, in the
beginning, ISOs that were very, very resistant because
they had small merchants and it would have cost them
money in order for them to demonstrate that they are in
PCI compliance.

"But because this is now a mandate by Visa and
MasterCard, there's not much choice, regardless. The
exposure is too great for ISOs not to make sure that they're
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merchants are PCI compliant. It's not worth the risk. And, in addition to that,
since it's something that is mandated, it's built so that you can also create a
revenue stream for yourself."

Opportunities to set up merchants with prepaid card programs abound, from
gift and loyalty card to general purpose reloadable prepaid card programs
targeted toward unbanked consumers without access to bank accounts or lines
of credit.

To highlight but one opportunity for ISOs, Tim Sloane, Director of the Debit
and Prepaid Advisory Service at Mercator Advisory Group, mentioned gift
card malls. Despite the ubiquity of gift cards in the marketplace and the per-
ception that all businesses now provide them, Sloane argued that such is not
the case.

In a teleconference to publicize Mercator's 5th Annual Network Branded
Prepaid Market Assessment, Sloane said prepaid distributors like Green Dot
Corp., Incomm, Blackhawk Network and Coinstar Inc. have failed to penetrate
about 26 percent of retail environments (at least 94,000 outlets).

Choosing from merchants already in their portfolios, ISOs could create net-
works of local merchants to offer consumers dinner at a local restaurant and
a movie at the local theatre, for example. These merchant-funded discount
networks married to restricted authorization network cards would feature

primary brands on the front of cards, with two or three noncompetitive brands
on the back.
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With such localized networks — mer-
chant communities so to speak
— businesses can lock in consumer
spending to their retail locations and
increase return rates. ISOs benefit
from higher residuals; merchants are
also tied more closely to their ser-
vices.

Yet more

Of course, opportunities for ISOs
are not limited to the ones just men-
tioned. A few others are:

e ACH check clearing — The mar-
ket is wide open for supplying
small and medium-sized busi-
nesses with back office func-
tions like remote deposit cap-
ture (RDC). Roughly 24 million
businesses exist in the United
States; banks only service the
top 1 percent with RDC.

* Buying bank portfolios — Given
the present state of the econ-
omy, banks are looking to sell
merchant portfolios to generate
liquidity. But based on the size
of the portfolio ISOs intend to
buy, return on investment may
take two to three years to mate-
rialize.

e Processing high-risk mer-
chant accounts — Adult con-
tent providers, online phar-
macies and so forth experi-
ence higher than average
levels of fraudulent transac-
tions. Thus, acquirers and
sponsor banks are shying
away from processing those
accounts. But for ISOs that can
manage the fraud levels effec-
tively, they can realize huge
profits in this sector.

So, even in this troubled economy, a
plethora of opportunities exist. But
some industry insiders lament ISOs
and MLSs are not taking advantage
of them.

Same old same old

At IMS, Lieb has about 400 regis-
tered MLSs. IMS sends out weekly
e-mails to its reps touting many of
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the value adds featured in this article. IMS can put its agents in direct contact
with the vendors that supply these services. But Lieb said hardly any of its
agents follow through.

Take DCC, for example. "You go into any major city, all of the hotels
deal with the international travelers," Lieb said. "They take hundreds
of thousands of millions of dollars in foreign credit card sales.
Imagine earning 20 basis points on all of that money conversion. You
know, reps just walk away from all of that." And Lieb doesn't understand
why they don't pursue the opportunity. "It seems silly that they don't,"
he said.
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"If you have that customer base,
why not offer them more services?"
But this reluctance among ISOs and
MLSs to jump on new opportunities
is evidently not a recent phenom-
enon. Morris pointed out how long
it took gift and loyalty cards to gain
traction in the marketplace.

"[Sales forces] stayed within their
comfort zones and didn’t adapt to
the new product as quickly as they
could have, or as quickly as it was
desired by the industry," he said.

Wadleigh said the same thing is
happening today. The opportunities
are "too new, too different," he said.
When he does a Yahoo search for
"online merchant account," he gets
400,000 hits. "They're all the same,"
Wadleigh said.

Morris believes it is just another
example of the human condition.
"You are used to doing something
a certain way and you've generated
enough revenue for you to be in the
business," he said.

"It may not be generating as much
revenue as it used to. But what does
that tell you to do? 'T need to work
harder rather than smarter.' I think
that, in itself, really puts it into per-
spective. They are more willing to
work harder rather than smarter."

But viewed from the merchant's per-
spective, free terminals and cheaper
processing is perhaps not the pitch
they want to hear. "They've heard the
credit card processing song for the
past 20 years, and it's an old song,"
Morris said. "And that's not necessar-
ily a popular song today."

Change that tune

A British biologist once said, "It is
not the strongest of the species that
survives, nor the most intelligent that
survives. It is the one that is the most
adaptable to change." That biologist's
name was Charles Darwin.

Change or die. That's a pretty blunt
statement. But maybe it's as simple
as that. Can ISOs and MLSs afford to
think any other way? &
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few short years ago, a company called

GoDaddy.com was introduced to the world

during a Super Bowl game. Not many people

had a clue who the company was or what
it did, but the commercial generated enough interest
and publicity to cause plenty of people to find out what
GoDaddy.com was all about.

Imagine signing that merchant account.

And how about Priceline.com? Do you remember William
Shatner's now famous line, "This is going to be big, really
big"? Indeed it was. Priceline.com has turned into one of
the busiest travel portals online — with a merchant account
that processes astronomical volume.

Defining the opportunity

This article is dedicated to merchant level salespeople
(MLSs) who want to jump into selling electronic com-
merce (e-commerce) solutions and need an easy-to-follow
guide. First, let's review some definitions:

* e-commerce: the buying and selling of products or
services over the Internet and other computer networks.
The transactions are usually fully approved online at the
point of check out.

* Internet protocol (IP): A method of transmitting infor-
mation and communications between computer systems
and networks via the Internet. Payment gateways use IP
to send information to payment processing networks.

*Payment Card Industry (PCI) Data Security Standard
(DSS): a set of comprehensive requirements for enhanc-
ing payment account data security developed by
the founding payment brands of the PCI Security
Standards Council - including American Express Co.,
Discover Financial Services, JCB International Co. Ltd.,
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MasterCard Worldwide and Visa Inc. — to help facilitate
the broad adoption of consistent data security measures
on a global basis.

* payment gateway: an e-commerce system of technolo-
gies and processes that allow merchants to electronically
submit payment transactions to the payment processing
networks. Payment gateways enable payment authoriza-
tion for e-businesses, online retailers, brick-and-mortar
merchants who are also doing e-commerce transactions
(bricks and clicks), or any merchant looking to process
transactions online.

Payment gateways are the equivalent of physical
POS terminals located in retail outlets. They encrypt
sensitive information, such as credit card numbers, to
ensure the information passes securely between cus-
tomer and merchant.

* shopping cart: software used in e-commerce to assist
people in making purchases online. The software allows
online shopping customers to place items in the cart.
Upon checkout, the software typically calculates a total
for the order, including shipping and handling charges
and the associated taxes, as applicable.

* virtual terminal: a merchant interface tool for manually
keying in and submitting transactions through an Internet
payment gateway. Transactions are completed similarly
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> A payment gateway facilitates the transfer of information
. between a payment portal and the front-end processor or

acquiring bank.

to those of a POS terminal, using unique user names and
passwords provided by the payment gateways.

* 3D Secure: an XML-based protocol used as an added
layer of security for online credit and debit card transac-
tions. The 3-D Secure protocol was developed by Visa to
improve the security of Internet payments and offered to
customers as the Verified by Visa service. Services based
on the protocol have also been adopted by MasterCard.

How does a payment
gateway actually work?

Now, let's get into the nuts and bolts. With a virtual termi-
nal, a merchant logs into a gateway and submits a credit
card transaction to the gateway on behalf of a customer
via a secure connection from a Web site, retail store, MO/
TO center or wireless device.

After receiving the transaction information, the payment
gateway passes the data via a secure connection to the
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merchant bank's processor. The merchant bank's processor
submits the transaction to the credit card acquirer, which
routes the transaction to the customer's credit card issuer.

The card issuer approves or declines the transaction,
based on the customer's available funds, and passes the
transaction results and, if approved, the appropriate
funds, back through the acquirer. The acquirer then relays
the transaction results to the merchant bank's processor.

The merchant bank's processor relays the transaction
results to the payment gateway, which stores the transac-
tion results and sends them to the customer and/or the
merchant. This communication process averages three
seconds or less.

The credit card acquirer passes the appropriate funds for
the transaction (minus fees) to the merchant's bank, which
then deposits funds into the merchant's bank account. A
virtual terminal is a good option for a merchant who is
not doing a high volume of sales online but desires to
process transactions anywhere in the world by accessing
the Internet.

As for choosing a gateway, Anna Solomon (known as
FastTransact on GS Online's MLS Forum) recommends
that you match the appropriate gateway to your custom-
er. "Don't sell on price but on features," she said. "Not all
gateways are created equal and can offer solutions where
others cannot. Check what type of reporting capabilities
the merchant is looking for.

"How many users may have access to the gateway? What
are the fraud controls? Is it just a switch running the back-
end or is it a virtual terminal in a call center?

"So do your homework, learn the different gateways so
you can sell the best fit for the merchant, and find an ISO
that can not only educate you on how to be successful in
this market but can take care of your merchant so they can
be successful as well."

How does real time e-commerce
with shopping cart work?

A payment gateway facilitates the transfer of information
between a payment portal and the front-end processor or
acquiring bank. When a customer purchases a product
online using a real-time processing Web site, the transac-
tion is approved online without the merchant needing to
log in (as required when using a virtual terminal).

A customer places an order on a Web site by pressing
the Submit Order (or equivalent) button found on the
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site's order page. The customer's Web browser encrypts
the information to be sent between the browser and the
merchant's Web server. This is done via secure sockets
layer (SSL) encryption.

The merchant then forwards the transaction details to the
payment gateway. This is another SSL-encrypted connec-
tion to the payment server hosted by the payment gate-
way. The gateway forwards the transaction information
to the processor used by the merchant's acquiring bank.
The processor forwards the transaction information to the
card brand (Visa or MasterCard).

If an AmEx or Discover card is used, the processor
acts as the acquiring bank and directly provides an
approved or declined response to the payment gateway.
The card brand routes the transaction to the correct card
issuing bank. The issuing bank receives the authorization
request and sends a response, including a response code,
back to the processor (via the same process as the request
for authorization).

In addition to determining the fate of the payment, (i.e.
approved or declined), the response code is used when
transactions fail to define the reason for the failure (such
as insufficient funds, or bank link not available). The pro-
cessor forwards the response to the payment gateway.

The payment gateway receives the response and for-
wards it to the Web site (or whatever interface was used
to process the payment) where it is interpreted, and a
relevant response is relayed back to the cardholder and
the merchant. All of this takes place typically in two to
three seconds.

The merchant must ship the product before being allowed
to request to settle the transaction. The merchant submits
all approved authorizations in a batch to the acquiring
bank for settlement. The acquiring bank deposits the total
of the approved funds into the merchant's designated
account. This could be an account with the acquiring
bank, if the merchant does banking with the same bank,
or an account with another bank.

What should | expect in terms of pricing?

First, a potential merchant must have a valid merchant
account. Typically, a gateway fee varies from $5 to $10
per month; you may expect to pay up to an additional 10
cents per transaction. Most gateways offer the ability to
submit sales via virtual terminal, and they offer real-time
e-commerce as described herein.

With real-time processing, merchants need shopping
carts. The cost of a shopping cart can vary drastically
from free to over $500, based on the needs of individual
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merchants. For example, some merchants sell one prod-
uct, for one price, with no shipping cost to calculate.
Others like Amazon.com Inc. sell millions of products
and have multiple shipping options. In the latter type
of environment, merchants need a much more robust
shopping cart.

What about underwriting and risk?

Anna Solomon had the following thoughts to share about
underwriting and risk:

One of the things that really kills an e-commerce account
is not knowing the underwriting parameters. There are
seven criteria that underwriters look for when review-
ing a Web site. If the requirements are not met, the site
will still be able to process, but many ISOs will place a
100 percent hold on the account until the requirements
are satisfied.

1. Refund/ cancellation policy

2. Privacy policy

3. Terms and conditions

4. Products and the corresponding pricing listed
5.

128-bit, SSL page where personal and credit card
information is obtained

(o))

. Telephone contact number

. Shipping and handling method and time shipped
after the sale (if applicable)

Also, make sure you put the URL in the identifier line.
Many chargebacks can be avoided when this is done.
For instance, you might contest a charge if you order
an awesome pair of shoes at www.redshoes.com, but you
receive your consumer statement, and the identifier is
Joe and Sue Enterprises. And be sure to include the cus-
tomer service number in the identifier.

I concur with Anna's advice. I would also suggest you
include accurate information on the merchant processing
application, including a valid e-mail address, fax number,
true average ticket, expected high ticket and estimated
monthly bankcard volume.

It is up to the MLS to educate the underwriter about a
merchant's operations and plans for growth. One of the
ways to accomplish this is to prepare a cover letter with
every application submitted, giving an overview of each
merchant's business and future plans.

Who are e-commerce prospects?

E-commerce merchants fall into three categories:

1. Brick-and-click merchants who have tradition-
al storefronts and sell products and services via
the Internet.

2. Internet-only merchants with no storefronts. These
merchants rely on their Web sites for all their sales.
They may inventory and ship items themselves or
use fulfillment houses.

. Web-based auctions. Many merchants and
individuals are selling via online auction sites such
as eBay Inc., and higher-volume sellers are look-
ing for alternatives to PayPal Inc. for many good
reasons, including the high fees and inconvenience
to customers.

Selling e-commerce

While I've provided a generic overview, selling e-com-
merce is a contact sport that requires education on your
part and an interview with your potential merchants to
understand what they need.

Until you know what you have available and what indi-
vidual merchants need, selling e-commerce will remain
highly challenging.

Recently, one of our sales partners signed a large associa-
tion with a group of merchants who had typically called
their offices from the field to run credit card sales. This
association was presented the idea of using a virtual ter-
minal and gave it a try.

The association's salespeople now collect money at the
POS and can log in via a secure portal and receive autho-
rization online using their laptops.

These merchants are producing an average of $42,000
per month in processing volume and find it is much less
expensive in the long run than paying wireless fees for a
fleet of trucks.

I'd like to thank everyone who contributed resources
for this article. I challenge all MLSs to research selling
Internet-based solutions. This is a tremendous niche mar-
ket that can prove very lucrative.

Should you have any questions about this or any article
I've written, please feel free to contact me directly.

The number of success stories for those who understand
and harness the power of selling e-commerce is unlim-
ited. Are you ready to write your success story? B3

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 com-
pany launched ISOPro Motion, its private-label training program,
to provide state-of-the-art sales tools and actively promote the suc-
cess and long-term development of its partners. For more informa-
tion, visit www.amspartner.com, call 888-355-VISA (8472), ext.
211, or e-mail Felts at jasonf@gotoams.com.
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Education (continued)

Shifting focus
for 2009

By Christian Murray
Global eTelecom Inc.

t is almost time to say farewell to 2008. For many

professionals in the payments industry, it has been

a challenging year. Industry veterans will tell you

selling to merchants has become an increasingly
daunting task. Many factors like a slow economy, market
saturation, and the credit crunch and subprime mortgage
meltdown have contributed to the many challenges the
industry faces today.

I'm sure many ISOs and merchant level salespeople
(MLSs) will also agree it's more difficult and challeng-
ing to expand and grow businesses at the same levels as
previous years. Those who continue to embrace emerging
trends and shifting market conditions will ultimately see
larger growth and much higher merchant retention than
businesses that stand pat.

Diversification in product offerings has always been
an important ingredient in the evolution of the ISO
business model. The current economic signs point to
an overwhelming need in the marketplace for ISOs to
offer a diversity of solutions to merchants because mer-
chants are in need of solutions that help them generate
more business.

More than ever, merchants seek to implement alternative
payment methods. By doing so, merchants lower process-
ing costs for themselves and, at the same time, increase
sales, consumer retention and repeat business. So it's not
just important for ISOs and MLSs to offer value added
solutions; it's also essential that they internalize strate-
gies within payment services to help merchants increase
overall profits.

Top challenges

Challenges vary depending on business type, market seg-
ment, competition and overall demographics. But most
experts would agree that the fundamentals of business
point to:

e Increasing business and cash flow

Building brand awareness through direct mail,
e-mail, Web sites and in-store marketing promotions

Attracting repeat business

* Saving time and resources

¢ Lowering operating costs

Refocus with value adds

A majority of ISOs and MLSs in our industry focus on
helping merchants lower processing costs. But many

sales reps do not seek ways to help merchants grow
their businesses.

If you are mainly targeting processing, what about
the other 90 percent of what makes merchant busi-
nesses more successful and efficient? Multiple tools and
services can be adapted to help merchants in other areas
of their businesses.

Reps who are already targeting multiple sectors of mer-
chant businesses with value added solutions are way
ahead of the curve. It's up to every ISO and MLS to find
tools that work best for the merchants they service.

Investing time and money now to diversify product
offerings should be the highest priority of every sales
office. Unfortunately, many ISOs and MLSs are focused
on quick sales since the core business model has always
been credit card processing. Consequently, they have a
hard time shifting that focus to new products and services
they can offer.

ISOs are not used to focusing on product offerings unless
they generate large amounts of upfront cash or sub-
stantial residuals. This is understandable. But given the
demands on merchants today, ISOs can't expect to retain
merchant business and residuals if no additional value is
being offered to them.
Priorities
ISOs and MLSs face many challenges to stay ahead of the
pack. Some of the more important challenges are:

* Compensating for lower profit margins and transac-
tion volumes

Retaining merchants and reducing portfolio loss
Surviving amid increased competition and market
saturation

Offering new and emerging solutions

Competing against free equipment offers
Recruiting and retaining agents and offices
Analyzing consumer spending

Recognizing quality third-party vendor solutions

merchant perspective

Merchants care most about consumer spending
and emerging solutions that will help them grow
their businesses.

MLSs should make it a goal to uncover merchants'
long-term objectives. Every merchant is unique; in some
respects they all require customized options depending
on the type of businesses they operate. It's up to MLSs
and their supporting ISOs to perform needs analyses and
uncover solutions that help merchants with their bot-
tom lines. Businesses need to constantly evaluate costs,



technology, efficiencies and market-
ing initiatives to stay on top. The
same goes for reps.

The alternative option is to continue
selling based on cheaper processing
rates and free terminal placements.
Those strategies are already oversat-
urated in our industry. However, it
may be too painful for certain reps to
adapt and implement new products
into the mix. This reluctance could
be related to lack of:

* Resources to implement new
offerings

e Confidence to execute new
offerings

e Strategies for successful imple-
mentations

* Talent
e Willingness to change

Out with the old,
in with the new

The market and competitive land-
scape will continue to drive diver-
sification. Businesses that refuse to
adapt will lose market share. So, with
2009 rapidly approaching, it's a good
time for ISOs and MLSs to evaluate
their overall product offerings. It's
never too late to begin designing
new sales strategies. Implementing
ones that reach outside the prover-
bial box could just be the answer.

Competitors will always solicit
merchants with enticing offers. But
ISOs and MLSs can counter those
offers with a new arsenal of solu-
tions available to them. Just read
The Green Sheet. But finding the cor-
rect balance of solutions to integrate
into existing operations will take
time and dedication.

Catering to merchants' needs, even
if solutions are painful to imple-
ment, should remain a top prior-
ity. As many reps move to a more
robust, bundled selling approach,
merchants will recognize and real-
ize more value. Reengineering old-
school sales tactics is sometimes a
major hurdle for ISOs and MLSs. But
with the right support and tools in
place, anything is possible.
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Remember to keep focused on the solutions that help merchants increase sales
and efficiencies. That is the mortar that holds residuals together. Also, tapping
into niche markets with bundled solutions will help differentiate your offerings
from the competition. Know your target merchants, understand the challenges,
make a commitment and take action. B3

Christian Murray is the Director of Business Development for Global eTelecom Inc.
He has more than 12 years' experience within the payments industry. GETI provides
check processing and gift and loyalty solutions. For more information, visit
www.checktraining.com and www.giftcardtraining.com, or contact Christian directly at
877-454-3835 or cmurray@globaletelecom.com.
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Education (continued)
Recruiting top college grads

By Curt Hensley
(SH Consulting

s your merchant services business looking for rapid

growth? Finding talent from within the payments

industry is one way to go. However, college recruit-

ing is another alternative many financial services
companies can use successfully.

In recruiting from colleges and universities, a strategy
called "superior college recruiting" has rendered more tra-
ditional approaches outdated. Breaking free of entrenched
methods isn't easy; few in the corporate world are willing
to take on the challenge.

The traditional approach

About 95 percent of recruiting efforts on college campuses
follow a model that is dependent on career centers. It
relies heavily on career center services but very little on
actual scouting for talent.

The traditional model is straightforward:

e Pick the top U.S. colleges and universities to target.
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e Arrange dates with college career centers for infor-
mation sessions, job fairs and interviews.

* Place ads in college media markets announcing the
sessions or advertise on campus.

¢ Develop company brochures.

e Offer giveaways, and deliver compelling presenta-
tions.

* Hold on-campus interviews with candidates select-
ed from sessions and fairs.

e Make offers of employment to the top candidates
interviewed.

It's uncomplicated, relatively inexpensive and produces
enough hires to keep countless companies reasonably
satisfied. Unfortunately, corporate recruiters are unaware
there are alternatives that yield clear, competitive advan-
tages and include more sophisticated elements designed
to ensure extraordinary results.

The missing elements

Superior recruiting is distinguished by reduced empha-
sis on campus information sessions and more focus on
branding, technology, relationship building, aggressive
marketing, and fact-based decision-making.

Following are nine key aspects of the superior college
recruiting approach created by human resource expert Dr.
John Sullivan:

1. Making data-driven decisions. Decisions are based
on data rather than emotion. Recruiting tools and
approaches, like sourcing and advertising, are selected
based on the superior numbers they produce.

2. Creating a written strategy and plan. It's difficult to
have an impact using a haphazard approach, so have a
written strategic plan in place to focus and direct your
recruiting effort to include:

e Relationship recruiting: This strategy focuses on
building relationships with faculty, students, alum-
ni and staff. When you build long-term relation-
ships with individuals whom students know and
trust, those contacts can help you identify and sell
top students on your firm.

* Remote recruiting: This is designed to allow a firm
to pick the very best students from a number of
universities without having to physically visit each
one. Remote recruiting emphasizes the use of the
Internet and social networks to identify and assess
college talent.

e Continuous graduate recruiting: This long-term
approach focuses on recruiting even after students



have graduated. One element of this strategy is to
identify the best recruits while they are still in col-
lege. You can then wait until your targeted gradu-
ates stabilize and are trained by another organiza-
tion for two years or more before recruiting them.

As graduates mature, they may consider your firm
for subsequent employment opportunities. Working
closely with alumni associations is key to maintain-
ing open communication channels with alumni.

3. Identifying clear, measurable goals. Goals help every-
one understand what they are working toward. Most tra-
ditional college recruiting efforts have simplistic goals,
like recruit five interns or hire six business majors.

However, the goals of superior college recruiting is to
dominate the college market and get a disproportionate
number of exceptional students; build and maintain a
measurable competitive advantage in recruiting; build
an employment brand that makes every targeted college
student aware of your firm; and win every head-to-head
fight with competitors over top targets.

4. Establishing an employment brand. Your image as a
great place to work is the cornerstone of this approach.
Executing a formal plan to become an employer of
choice so that every college student has heard of you
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and wants to know more about you is the most critical
element of superior recruiting.

College branding includes winning best place to work
awards, placing on the best place to start a career list,
being written up in targeted media for your best prac-
tices and having executives speak on campus. You can
develop your employment brand even with just three or
four local universities in your area.

5. Identifying top students. Dramatically expand the
number of available ways to identify top students by
adding an Internet component. Traditionally, students
were identified through scholarships and assessment of
those who attended information sessions.

Superior identification tools include the wuse of
student and graduate assistant referrals, online and
on-campus contests, social networks like Facebook and
Twitter, and online forums. Other sources include campus
professional clubs and honor society meetings to identify
talent, as well as having interns act as on-campus recruit-
ing ambassadors.

6. Convincing targeted students to apply. Put emphasis
on multiple selling approaches. These marketing tech-
niques are designed to get students to formally apply
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for positions via your Web site or sign up for campus interviews. Some effec-
tive approaches in use today include recruiter blogs or podcasts that high-
light a firm's best points.

Other ideas to consider include creating compelling videos for your compa-
ny's Web site or YouTube; texting recruiting messages to potential candidates;
encouraging students to refer their classmates to you; designing a corporate
career page dedicated to wowing top graduates.

7. Assessing applicants' capabilities. The most traditional aspect to recruiting
is the face-to-face interview normally scheduled through a school's career

COMPREHENSIVE

Qur process is unique... And it works—for you.

We Do It All

¢ POS Systems Our team is multi-disciplined
* ATM Machine Leasing giving you a one-stop-source

e (Credit Card Equipment I
¢ Software Licensing for all your needs.

* Fax and PDF Leases Call A-1 Leasing today.
* Approvals in hours

* Leases from $700 — $250,000

¢ Same Day Funding

* No Manufacturer Restrictions
* No Verbal Verification Program

* Wireless Terminals [ £,4 S//I/G

e §1 Buy-Out Program

Toll Free

888 222 0348 x3012

center. The superior approach
allows off-campus student inter-
views. Additional features might
include computerized online assess-
ments, contests or interviews.

The most effective assessment pro-
cess, on—the—job assessment, can
occur during internships or with
short-term projects students can
complete off-campus during col-
lege breaks.

8. Making compelling offers. You
can't classify your approach to col-
lege recruiting as superior unless
you are aggressive. The foundation
of the superior approach is iden-
tifying each target candidate's job
acceptance criteria and tailoring the
job offer so that it best meets each of
the criteria.

9. Defining metrics for improve-
ment. Most traditional recruiting
systems don't learn from bad hires
or employee turnover. Key recruit-
ing metrics should include candi-
date and hiring manager satisfac-
tion, the overall quality of the can-
didates, the percentage of diversity
hires, new hire performance on the
job, and one-, two- and five-year
retention rates.

The way college students communi-
cate is changing rapidly, so shifting
your approach is essential. The rapid
advancement of new technologies
now allows college recruiters to do
things that were not possible just
a few years ago. If you are looking
to be an innovative leader in the
merchant services arena, adopting a
superior college recruiting model is a
critical piece of the foundation. &

Curt Hensley is the founder, Chief
Executive Officer and President of CSH
Consulting, a recruiting firm exclusively
focused on the payments industry. He and
his leadership team have over 50 years
of combined experience recruiting in the
merchant acquiring arena. They have
placed over 1,200 payments industry
professionals since their inception eight
years ago. Contact Curt at 480-315-8800

or curth@cshconsulting.com.
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Education (continued)

A little analysis,

significant rewards

By Jeff Fortney
(learent LLC

here is ongoing discussion about the degree

to which the current economic upheaval will

impact our industry. Will we see a downturn in

card usage? Will average tickets decrease? Will
merchants fail?

The answer to these questions is yes. And such events
are projected to continue through the holiday season and
into 2009.

Control what you can

However, since you, as ISOs and merchant level salespeo-
ple (MLSs), have no control over these events, consider
placing your focus and energy on what you do have the
ability to affect — with liability and risk topping that list.

During times like these, merchant fraud increases mark-
edly. Processors and ISOs who are responsible for liability
and risk have a greater worry than those that don't.

And instances in which merchants either intentionally or
unintentionally process fraudulent transactions lead to true
financial losses at a time when revenues are also down.

Even though MLSs don't have liability, incidences of fraud
have a monetary impact on MLS revenues. A loss of one
merchant out of thousands may have only a slight impact
on income for a processor. However, the loss of one mer-
chant out of one hundred could greatly affect both the
return on and the value of an MLS's residuals.

Protect your portfolio

Processors monitor transaction reporting daily
in an attempt to identify and address transactions that
may be at risk. They recognize the importance of constant,
diligent monitoring. However, depending on the size
of their portfolios, some transactions can fall through
the cracks.

These transactions normally aren't large (by processors'
standards) but could be a warning sign of a future issue.
Remember, you know your merchants better than your
processor. To protect your portfolio, and your income,
do not depend totally on your processor to protect your
revenue. You, too, should be actively monitoring your
merchant and looking for any form of abnormality.

Merchant and portfolio reporting has been available for
many years in various forms and has gained acceptance
among larger merchants. And ISOs and MLSs have used

access to these reports as an opportunity to sell an added
service — and generate added revenue.
Utilize reporting

In most cases, reporting offers nothing more than the abil-
ity for merchants to track their deposits and review their
month-end expenses. MLSs may have no online access to
their merchants' information or even online access to their
own residuals.

And the majority of MLSs who do have access to report-
ing merely take a cursory glance at overall volumes
processed. They hope to quickly see any growth in their
business reflected in their revenue numbers. They're not
paying attention to signs of potential losses that could
negatively and dramatically affect their earnings.

Spot risk early

By spending five minutes a day, you can quickly spot mer-
chants who are at risk and address the issues at hand before
they cause you to lose your customers. This, however,
assumes that you have reporting that will enable this.

To perform this review your online reporting must at least
provide the following;:

e Portfolio-level month-to-date volume
¢ Merchant-level month-to-date volume and ticket count

¢ Month-to-date and year-to-date merchant- and port-
folio-level card mix

¢ Merchant batch detail

The best situation will also provide online reporting data
that gives:
* Projected average ticket and projected volume

* Month-over-month comparison of individual

merchants and portfolio overall (including month
to date)

* Rolling, daily analysis of merchant data

Do it yourself

If you do not have this information available online, you
will need the original merchant applications for your
portfolio to develop baseline documents. This will require
more time at the beginning and must be maintained as
new merchants are added to your portfolio.

Without access to this data, your ability to quickly analyze
your merchants is seriously compromised. And the likeli-
hood that you won't find time to do this is high, which will
seriously undermine your ability to run your business.

On the other hand, if you do have this data, you're posi-
tioned to perform a five-minute review. There are two
parts to this: increased volume and loss of volume.
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Education

Increased volume: At a portfolio level, look for evidence
of a volume spike — an increase in volume day over day.
If seen, examine your merchant base volume, and look
for merchants who are showing a significant increase
above what would reasonably be expected.

Once identified, examine those merchants' most recent
activity. Look for round-dollar tickets, large ticket sizes
that exceed the merchants' average or any activity that
seems abnormal for each merchant under scrutiny. This
could include an increase in key-entered tickets or a shift
in the way transactions are handled.

Contact identified merchants, and ask about
abnormalities you have observed. There could be a
simple explanation (like a large sale or a malfunctioning
terminal). The merchant will appreciate your making
the inquiry, and this will give you another reason to ask
for referrals.

Loss of volume: Examine your portfolio for either a
downturn or smaller than anticipated growth. This can
be a sign of attrition or a sign of a more serious (but rare)
fraud situation.

Examine your merchants' transaction volume, compar-
ing day over day, looking for any downward spike.

(This analysis works best when your online reporting
offers portfolio analysis reporting.)

If identified, review the last batches for excessive returns
or for zero batches — both of which can be signs of risky
activity. Should these be identified, notify your proces-
sor immediately.

Otherwise, contact merchants whose volumes have
decreased, and ask questions about their activities. They
may have switched to other service providers, and this
is your chance to regain their business.

Take five

A commitment of only five minutes daily to review your
portfolio, identify at-risk merchants, and address their
issues should become a staple of your daily routine. You
work too hard to gain merchants' business.

A sliver of time spent protecting your clients and your
portfolio is a small investment, but it can boost your busi-
ness in what we know will be challenging times ahead.

Jeff Fortney is Director of Business Development with Clearent LLC.
He has more than 12 years' experience in the payments industry.
Contact him at jeff@clearent.com or 972-618-7340.
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Education (continued)

L o °I(il“ g b eyon d PCI leaving them exposed to the danger of security and com-

pliance failures.
By Tim Cranny
Panoptic Security Inc.

No quick fix
: Usually the next question is, If I can't avoid it, what prod-
ayment Card Industry (PCI) Data Security uct or service can I get that solves it all for me? The short

Standard (DSS) is the single biggest informa- answer is — there isn't one. Far too many vendors are
tion security concern facing most ISOs, their claiming they are the silver bullet, but the closer you look
acquirers and merchants, but it is short-sighted at their claims, the more they evaporate.

to think it is the only issue.
The longer, better answer is that this isn't really the right

Many ISOs and other organizations are taking a simplistic question. A better question might be, Is PCI the only thing
approach to security and compliance. In the process they I need to worry about? The answer here, again, is no — for
are setting themselves up for unnecessary cost and effort, most merchants and all ISOs.

while at the same time missing the chance to make some

real improvements to their world. Fortunately, the right When considering compliance requirements such as the
approach can avoid these problems and help ISOs and Gramm-Leach-Bliley Act, the Fair and Accurate Credit
merchants be safer and more compliant, all while helping Transactions Act, and other state-level legal requirements,
ISOs' bottom lines. you should think of PCI as the leader of the pack, not as an

. isolated issue. And it is clear to most industry experts that
.E. I ephuntmtheroom ............................................ . compliance requirements are only going to grow in com-

The first question ISOs and merchants ask is, Can I avoid ing years for a range of political and economic reasons.

this entire issue and not be at risk? This is a perfectly reason-

able question, given that these security and documentation But compliance isn't even the real story. The most impor-

requirements seem like such a distraction from normal busi- tant thing for merchants and ISQS to remember is that Fhe

ness, but the answer for ISOs and merchants is no. dangers are real; hackers and thieves are out there trying
to steal data and commit fraud; those who don't protect

We are currently seeing a rash of hardware vendors and themselves by taking the right precautions will be hacked

service providers telling merchants, Yes, use our product, sooner or later.

and you can av01.d PCI issues. But most of the?,e people Treat the disease

are, to put it delicately, twisting reality until it sUrren- oo

ders. PCI problems are symptoms of a deeper concern. Those

who concentrate too narrowly on PCI will find
themselves back at square one when it's
time to worry about the next compli-
ance requirement or problem — and
the next attack.

All merchants who ever accept, trans-
mit, or process cardholders' primary
account numbers during a trans-
action must comply with the PCI
DSS. Far too many of these dubi-
ous vendors are using dizzy-
ing amounts of spin in their
marketing literature. But most
are careful enough to quietly
water down their claims with
"weasel" words like "avoid
or minimize PCI problems"
somewhere in their fine

print. P

By dealing directly with the

underlying concerns, merchants
and ISOs can deal with security
and compliance once and for
all, at lower cost and with less
effort. This is why the question,
What solution solves PCI? puts
the cart before the horse.

What proper security pro-
gram should ISOs suggest to
their portfolio merchants? The
following four pieces of advice
are deliberately not cre-
ated in reaction to

These vendors are
doing their cus-
tomers and part-
ners a disservice,
potentially
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PCI. The good news is that following these steps also
addresses PCI compliance.

It's not surprising that treating the disease decreases the
symptoms. ISOs who give this advice to their merchants
are helping them to solve PCI and a whole range of other
security matters all in one go:

1. Recognize that the security threats and compliance
issues are real, and they need to be actively addressed.
Doing nothing will be more expensive than doing the
right thing; the merchant could be attacked or hit with
noncompliance penalties and expenses. In either situa-
tion, the ISO is put at legal and financial risk.

2. Avoid specific problems, where possible, rather than
solve them. By far the best and cheapest way to handle
a security issue is to avoid it altogether. If merchants
don't store sensitive cardholder data on their computers,
literally dozens of security issues simply disappear, and
dozens of complicated, expensive and time-consuming
solutions simply lose all relevance.

In the case of PCI, following this one step dramatically
simplifies the merchants PCI burden. And by dramati-
cally, we're not talking about a 10 percent reduction in
pain; it's more like 50 percent to 90 percent.

Borrow

Against Your
Residuals

We also buy portfolios.

Private Party (No Red Tape)

We Don’t Switch Merchants from
Existing Processors

We Buy Portfolios & Make Loans

We Purchase Small & Large Portfolios

Call Darrin Ginsberg

949.200.7474

portfolio@buyresiduals.com
buyresiduals.com

—

3. Follow the known path. A lot of advice handed out to
people urges them to be different, to avoid the standard
solutions, but in the world of security and compliance
that's almost always the wrong advice. A good piece of
general security advice, directly relevant to PCIL, is to
follow the tested path.

If your merchants need POS devices, urge them to
choose ones that are known to be compliant with
the Payment Application DSS, rather than non-
standard solutions.

If one of your merchants needs a network vulnerability
scan for PCI, simply point them to an approved scan-
ning vendor via a partnership you have in place or by
directing them to the formal list on the PCI Security
Standards Council's Web site at www.pcisecuritystandards.
org/qsa_asv/find_one.shtml.

The same argument applies to formal PCI audits and
choosing a formally certified qualified security assessor.

4. Recognize and embrace breadth. As we've already
said, security and compliance are broad issues and need
a broad range of responses. There is no one, magical solu-
tion or strategy that will make it all go away, so ISOs need
to be able to provide — either directly or through partner-
ship — an equally broad range of solutions and strategies.

Unfortunately, almost all vendors try to narrow your
world down, to make you focus on them, so it pays to
carefully look for vendors and partners who explicitly
aim at providing the full range of services needed. No
one can cover the whole range themselves, so an ISO's
best bet is to find a partner willing to act as a portal — a
one stop shop for an entire ecosystem of other security
and compliance vendors.

Be the tortoise

Merchants and ISOs have a choice: Deal with security and
compliance issues with a short-term "what is the minimum
I can get away with today?" approach or take a step back
and do it once, properly. Following the latter path doesn't
mean spending more; it just means spending smarter.

It leads to better security, better and cheaper compliance,
and creates the right framework to guide ISOs in their
partnership decisions and strategies. It also creates what
every organization in the payment processing industry is
aiming for: an environment where consumers use pay-
ment cards without fear or inhibitions. E2

Dr. Tim Cranny is an internationally recognized security and com-
pliance expert and is Chief Executive Officer of Panoptic Security
Inc. (www.panopticsecurity.com). He speaks and writes frequently
for the national and international press on compliance and tech-
nology issues. Contact him at tim.cranny@panopticsecurity.com

or 801-599 3454.
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EducationShorts
Preparing risk depariments for the holidays

By Deana Sellens
Take Charge Business Consulting LLC

This article was originally published in The Acquiring Mind,
issue 6, Oct. 29, 2008; reprinted with permission. © 2008 Take
Charge Business Consulting LLC. All rights reserved.

very year we hear risk departments are not

allowing time off in December because the holi-

days are the "busy season" for risk. We have even

heard people sighting higher fraud losses during
the holidays. To date, no one has been able to produce
numbers to show any of this to be true.

Time and time again we find this entire line of thinking
to be wrong.

It is true there is a transaction spike for retail stores and
some mail order business with product, but there are
also a ton of businesses with lower or no volumes during
the holidays. The actual number of accounts that require
investigation is almost unaffected.

January and February are actually the busy times
for losses. Unfortunately, many risk staffs are short at
this time because processors tell their staff to take
vacation in January instead of December. January and
February are the months when businesses tend to fail
due to lower than expected sales volume during the holi-
days. Refund volume then overtakes the business, and
that's it.

It is critical, especially now, that you train your risk staff
to watch for struggling businesses. Running credit reports

and reviewing refund policies will be a key part in miti-
gating risk this year.

A thorough scrub of your portfolio should already be in
process. It is important that you define all future service
merchants now and begin re-underwriting those with
significant volume.

Make sure you release statement messages and mailers to
educate your merchants to clearly state refund policies on the
credit card receipts. This would be a good year to push "no
refunds/exchange only" policies. Inform merchants of the
potential problems with no refund policy being in place.

Take time to train your risk team in underwriting. It is
amazing how many risk monitoring teams have little or
no training in underwriting. This antiquated way of think-
ing can be fatal to processors and ISOs. Research business
credit reporting and test automated solutions to review
your portfolio by volume and frequency benchmarks.

Bankruptcy is a serious concern this year, and first quarter
2009 will be a real test for some ISOs and processors.

Are you prepared?

Deana Sellens specializes in operations, risk, compliance
and project management consulting. She is a Partner in
Take Charge Business Consulting LLC, as well as the cur-
rent President of the International Association for Financial
Crimes Investigators, Gulf Coast Chapter. Deana has a unique
customer service oriented attitude toward risk and a proven track
record in reducing bankruptcy and fraud losses. Contact her
at dsellens@tcbconsultingonline.com.

10 ways to prevent credit card loss

By Gino Kavuzlarich
MerchantService.com

o ensure no fraudsters take a bite out of holiday
profits, here is a handy checklist to give to your
merchant customers. It contains 10 things to watch
for to spot potential fraud at the POS:

1. Embossed numbers on the card aren't straight or are
badly spaced.

2. Touch-up paint has been applied to the front of the
card.

3. Signature space on the back of the card has been
tampered with.

4. Letters or numbers on the card appear to be altered.

5. Embossed numbers don't match numbers printed on
transaction receipt.

6. Consumer takes extra effort signing the receipt, which
may indicate forgery.

7. Customer appears nervous or hurried.

8. Shopper arrives at closing time and tries to rush the
purchase.

9. Merchant asks for photo identification; customer claim
to have left it at home.

10. Consumer pulls a credit card from a pocket, not a
wallet.

Gino Kauzlarich is Chief Executive Officer of MerchantService.
com, which provides transaction processing for merchants. The com-

pany places a strong emphasis on increasing merchant profitability

through lower rates or other tools. The firm also provides ATMs,
surveillance equipment to halt theft and other merchant services. For
more information, please e-mail info@merchantservice.com or call
888-288-3816.
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ear affer year, consumers increase the amount of money they spend
on holiday gifts. Even in tough times, consumers open their hearts

and wallets to spend more. And the holiday season continues to be the
lifeblood of the retail industry. Here are some highlights from the

season going back through 2003.

2003

On Black Friday (the day after Thanksgiving), holiday shoppers
spent $4.2 billion — an increase of 5 percent from 2002, accord-
ing to ShopperTrak.

Visa USA (now Visa Inc.) reported that in the two days following
Thanksgiving, U.S. spending on Visa-branded debit and credit
cards reached $6.5 ﬁillion, climbing 12 percent from the previ-
ous year.

Fifty-four percent of U.S. consumers were still paying off credit
card debt from the 2002 holiday season, but economists pre-
dicted they would increase their holiday spending by 6.3 percent,
according to Consolidated Credit Counseling Services Inc. and
Bank One Corp., respectively.

2004

More than 133 million people shopped over the Thanksgiving
holiday, according to the National Retail Federation. The average
shopper spent $265.15, and total spending over the weekend
reached $22.8 billion.

MasterCard International (now MasterCard Worldwide) reported
a 17.9 percent increase in transaction volume for the holiday
season, causing it to process more holiday transactions than ever
before.

More than 8.8 billion purchases were made online, a 24 percent
increase over the holiday season in 2003, according to data
released by VeriSign Inc.

2005

A survey from the NRF predicted just under $18.5 billion in gift
card sores for the holiday season, a 6.6 percent increase from
2004. More than 75 percent of respondents said they planned
to buy a gift card.

Market research firm comScore Inc. reported total spending on
retail Web sites for the four-day Thanksgiving holiday reached
$925 million. This was a 24 percent increase over the same four
days in 2004.

Online consumer spending for the months of November and
December rose to $18.1 billion, a 25 percent increase from the
same period in 2004, according to comScore. An estimated 33
percent of U.S. households made at least one Internet purchase
during the holiday season.

20006

According to an NRF survey, debit cards would be the favored
payment form for gift purchases for the 2006 holiday season, with
39.1 percent of consumers planning to use them. The number of
individuals who intended to pay cash dropped to 24.3 percent,
from 28.5 percent in 2005. One in three would rely on credit
cards. Only 6.2 percent would write checks at the register.

For the first time, gift cards were expected to supplant toys,
games, music and movies as the gift of choice, rivaling even
anqrel, according to an American Express Co. gift card survey
of 1,013 shoppers.

Two-thirds (66 percent) of respondents said they would purchase
gift cards. Those planning to buy apparel gifts remained steady
at 68 percent.

According to Retail Decisions, online retail sales volume increased
109 percent on Black Friday. Most shoppers were online in the
afternoon.

2007

Deloitte & Touche LLP's 22nd Annual Holiday Survey determined
18 percent of holiday shoppers planned to buy "green" products
in the holiday season; 17 percent said they were willing to pay
more for eco-friendly gifts.

According to the NRF's second annual Return Fraud Survey pro-
jections, nearly 9 percent of holiday merchandise returns would
be fraudulent, up from 8.67 percent the year before. As a result,
it would cost retailers an estimated $3.7 billion, up from $3.5
billion the previous year.

MasterCard reported that holiday spending from Thanksgiving
to Christmas increased only 3.6 percent over the previous year.
By comparison, sales grew 6.6 percent in 2006 and 8.7 percent
in 2005.
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and move as it is to set up. The monitor slides back into
the base. A keyboard, a mouse and a tradeshow kit can
be securely stored within one of the clam shell lids. The

Lift that

radeshow burden

Product: Rotolift
Company: Jelco Inc.

or individuals and organizations that routinely

man booths at industry events, the tradeshow

circuit can be a grind. Each year, the Electronic

Transaction Association's Annual Meeting &
Expo comes up in April, with all the regional trade-
shows dotting the calendar around it like islands in the
South Pacific.

For many in our industry, that means the headache of
transportation and setup of tradeshow booth displays.
But Jelco Inc.'s Rotolift mobile lift case solution just might
help ease the pain.

The Rotolift is an all-in-one mobile cabinet designed to
ship, display and store video monitors with diagonals up
to 52 inches.

For stability and portability, the monitor is shock-mounted
to a frame inside the case. The case — which rolls on cast-
ers and weighs between 250 to 260 pounds with the moni-
tor inside — can be shipped by freight to industry events
or loaded in a truck or minivan. To protect the monitor
during transportation, the case is lined with foam.

Just a snap

When presenters arrive at tradeshow booths, they roll the
case into place and remove the two clam shell lids.

Then a lever is pulled and the monitor attached to the
frame rises gently and quietly out of the case using a
counterbalanced system of compressed gas (no electricity
is needed).

The bracket on which the monitor is mounted to the frame
can be rotated for either landscape or portrait mode. A
two-piece, premium plastic lid is provided to cover the
base for a finished look.

An optional accessory shelf can be mounted on any of the
four sides of the base for the placement of small form fac-
tor appliances like laptop computers and media players.

According to Jerry McComb, Sales Manager at Jelco,
setup is quick and easy. "Once you roll it in, take off
the covers; it's pretty much ready in minutes,” he said.
"After the monitor rises out of the case, all you have to
do is hook up your laptop to it and power it up. You're
pretty much set." McComb said that, once the tradeshow
is over, the self-contained unit is as simple to pack up

Rotolift can then be rolled along to its next destination.

A new option

Jelco manufactures two models of the Rotolift.

One version is
designed to carry
and display a 37-
inch to 42-inch LCD
or plasma monitor;
the other model
supports monitors
between 46 to 52
inches. Monitors
do not come with
the Rotolift.

McComb is hard
pressed to com-
pare the Rotolift
to the competition
because he doesn't
believe it has any.
"I really don't think
there's  anything
else like it in the
market  because
of its flexibility,"
he said.

Rotolift with
monitor installed

RESTAURANTS
LOCATED ON
VEL
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"Because, with the rotating mount, it's a very unique
case solution. We don't really have competition in
that area.”

The Rotolift, which was launched in June 2006, has a
drape kit option. The drape is a black skirt that covers the
base of the case for presentation purposes.

But Jelco is putting the finishing touches on a new
model with wood laminate to give presentations a more
polished appearance.

"We keep revamping it based on the requests of a lot of
our customer base, what they look for," McComb said.
Jelco's customer base comprises digital signage compa-
nies, military and other government entities.

But McComb points out that the Rotolift is suited for
other businesses looking for a mobile, yet protective,
display solution. Jelco products are available from audio-
visual dealers throughout North America.

Jelco Inc.

888-875-3526 or 847-459-5207
www.jelcoinc.com

POS in a box

Product: HP rp3000 POS bundle
Company: Hewlett-Packard Co. LP

undling is a way for ISOs and merchant level

salespeople to simplify deals for merchants on a

host of services. Merchants don't need to know,

and in many cases don't want to know, every
fee for every transaction or the pricing structures for all
programs ISOs offer.

It seems Hewlett-Packard Development Co. LP has taken
the concept of bundling one step further. HP recently
launched the HP POS bundle, which contains POS hard-
ware, software and additional services in one package.

Designed for small and medium-sized retailers, the
bundled solution is based on the HP rp3000 POS System,
and HP said it gives merchants everything they need to
customize a complete in-store POS platform.

According to HP, the POS bundle is quick and easy to set
up and saves time, money and headaches associated with
building POS systems from scratch.

A Wave of OPP ortunity
in a Sea of Possibilities...

Multiple Recurring Revenue Streams

Dedicated Relationship Managers
o ‘ ISO/MSP Sponsorship

Residual Ownership

Sales Training
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HUMBOLDT

MERCHANT SERVICES

Contact Us: (877) 635-3570
www.hbms.com



According to John Snaider, Vice President and
General Manager, PC Business — Americas, HP, the solu-
tion "pairs best-in-class hardware with an array of inde-
pendent software vendor applications to offer customers
the greatest flexibility of platform choices available on the
market today."

Inside

The HP rp3000 features Intel Corp.'s Atom processor for
low energy consumption and a "retail-hardened" design
for reliability and resistance to wear and tear.

An array of software partners have certified HP's POS
system to work with their applications, most of which
support a diversity of retail environments and spe-
cialty markets. HP's partners that service specialty
markets include:

* Business Machines Sales & Service for hospitality
(restaurant)

InfoGenesis for hospitality (hotel, restaurant)
Junction Solutions for hospitality (hotel, restaurant)

Meal Magic Corp. for hospitality (hotel, restaurant)
and education

NewProducts

* Nova Libra Inc. for pharmacy

* pcAmerica for hospitality (hotel, restaurant)

Many of these software companies have reseller channels.

HP peripherals that work with the bundled solution
include a thermal receipt printer, a cash drawer, a POS
keyboard with integrated mag stripe reader and a univer-
sal serial bus bar code scanner.

The system can also be configured with an HP touch-
screen monitor or flat panel displays. The bundle became
available to HP-authorized resellers Dec. 1, 2008.

In addition to the solution, HP gives its customers access
to its Total Care Access Program, which provides mer-
chants with a portfolio of services, support and secu-
rity designed to assist them in managing, protecting and
growing their businesses.

Hewlett-Packard Co. LP

800-281-9561
www.hp.com/go/P0S

! S'rcﬁemeni
Fees

?i--l-www.THEALPHAEDGE.COM

1-866-253-2227
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Researchers in Madrid, Spain, designed subtitled
glasses for hearing-impaired movie patrons. A
mini-display hangs over the right lens and picks
up text transmitted wirelessly as the action
on screen unfolds. ... Archaeologists discovered the
ruins of a 6,500-year-old farming settlement

in central Greece. Uncovered were remains of
wooden homes, pottery vases, ovens, stone
tools and unbaked clay bricks. ... A Beatrix
Potter watercolor depicting an unnamed rabbit
sold at a London auction for £15,600. ... The
world's record for the tallest mohawk was
broken in Omaha, Neb.; the 27-inch do took
about three hours to create with hairspray and
blow dryers. ... Spammers can reportedly

profit by getting just one response for every 12.5
million e-mails sent. ... Freedom-2 ink, made of
biodegradable, plastic-coated dyes, makes it
possible fo remove tattoos in only one treatment
— good news, given that a reported one in five
tattoo recipients regret having gotten them. ...
The Centers for Disease Control and Prevention
estimates 20 percent of high school students
smoked cigarettes in 2007. ... UK. scientists
stumbled upon a method for capturing
fingerprints from surfaces that fingerprints could
not be lifted from previously. «.. A jury ordered
drug maker F. Hoffman-La Roche Ltd. to pay nearly
$13 million to three patients who claim the acne
drug Accutane caused them to develop a chronic
bowel disorder. ... A fresh lava flow was
recently spotted on satellite images of the Erta Ale
Range of Ethiopia’s Afar region. ... The 35th
anniversary edition of the 1972 classic book
Free to Be You and Me by Marlo Thomas and
friends was released with new art and a bound-
in €D. ... The starburst galaxy NGC 1569

is stuck in the middle of a crowded galactic
cluster nearly 11 billion light-years away from
Earth. ... A cell phone in the pocket of a Louisiana
man reportedly stopped a stray bullet from
piercing his chest. It helped that the bullet came
at an angle rather than head-on. ... The Espresso
(meaning fast, not coffee) Book Machine can
produce a 300-page paperback on demand,
complete with color cover, in 3 minutes. ..
Mortgage companies Fannie Mae and Freddie Mac
are suspending foreclosures for about 16,000
households during the 2008 holiday season.
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Everything should be made as simple as possible,

WaterCoolerWisdom:

Ditch the holiday
roller coaster

s ISOs and merchant level salespeople, you

know better than most just how much retailers

depend on holiday-season sales to carry them

through the following year; your fortunes are
entwined with theirs, after all.

But money isn't the only thing being spent this time of
year. The season demands time and energy, as well. How
does that affect you? When a cashier wishes you happy
holidays, do you inwardly groan a bit because you have
so many extra tasks still undone?

The holiday season, for most, is fraught with endless
extra errands, events and decisions. Like Santa, we're
making lists and checking them twice: holiday card lists,
gift lists, guest lists, holiday dinner grocery lists and to-
do lists.

Too much to do

Your to-do list probably includes many of the following
— and more:

e Sending cards to clients, friends and family

® Researching gift ideas for same

e Purchasing gifts

e Stopping by to personally deliver holiday cheer to spe-
cial clients and friends

¢ Traveling out of town to visit relatives or friends

¢ Hosting out-oftown relatives or friends

¢ Phoning clients, friends and family whom you are
unable fo visit

¢ Hauling out holiday decorations at the office and
at home

¢ |dentifying and replacing worn out bulbs, crushed
wreaths or broken decorative nutcrackers

e Decorating home and office

e Cooking labor-intensive, decadent dishes you trot out
only once a year

¢ Taking children to view colored lights and storefront
displays downtown or spectacularly decked-out
neighborhoods

but not simpler.
- Albert Einstein

e Choosing which charitable organizations to support
and deciding how much to give them

® Volunteering for a soup kitchen or similar charitable
service

Your list probably also includes events to attend, such as:

* Formal and informal office parties hosted by your
company

¢ Holiday parties hosted by your clients

¢ The lighting of community Christmas trees or menorahs

* Holiday performances at your children's or grandchil-
dren's schools

¢ Special religious services

® Holiday musicals or ballets such as "The Nutcracker
Ballet" or "A Christmas Carol"

BRING US YOUR TIRED, YOUR POOR,

NATIONAL TRANSACTION CORPORATION

WE WILL PROCESS
all of the

HIGH RISK MERCHANTS
that most others won't!

including:

* Travel

* Bail Bonds

* Companion/Dating Service

* Legal Gambling

* Sports Forecasting/ Oddsmaking

» Telecommunication Services

» Stand Alone used car and truck
sales

* Wire Transfer

* Door to Door Sales

* Pharmaceuticals via Internet

| * Inbound Telemarketing

| » Direct Marketers

* Qutbound Telemarketing

* Stand Alone sellers of prepaid
phone cards and prepaid cell
phones
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ay

pel cernified Paymenm GALBWAY
Verified by
VISA

Business. Anywhere,
Anytime with USAePay

— e
-.Where Business is Done
in Real Time...

Solutions For:

» eCommerce/Mo/To-—— 4

» Retail Certified

» Check Processing

» Mobile Processing

» Integrated Terminals - Exadigm
» QuickBooks ®

» Multi-Currency Processing

» Satisjaction Guarantee Program
» USAePay Customer Database

» Small to Enterprise Merchants

1-866-490-0042

WWWw.usaepay.com
resellerseusaepay.com

While many of the listed tasks are pleasurable, they can
be time consuming and taxing. Factor in the routine
personal activities that must continue despite the holi-
days (take the garbage out, drive the children to piano
lessons, pick up the dry cleaning, shop for groceries
and so forth), and getting everything accomplished can
seem impossible. So, how can you keep yourself from
being run into the ground? Eliminate activities that
drain your time and energy.

Time to let go

Following are possible candidates for elimination or, if
you can't chuck them, reduction:

*  Waitching television
* Reading newspapers and magazines
® Staying up late reading novels in bed

e Surfing the Web, reading blogs or visiting social
networking sites

* listening to talk radio

® Chatting for half an hour at a time on the phone

* Playing video games, solitaire or online role
playing games

® Text messaging

And here are some bad habits to break (or avoid if you
don't do them already):

*  Working through your lunch break

* Skipping meals

e Eating too much, especially of rich, fatty foods that
sap your energy

* Working late after everyone else in the office has
gone home

* Drinking more than a moderate amount of caffeine
and alcohol

e Sitting crouched at a computer for hours

* Failing o exercise and strefch

We all know the wisdom of managing time and priori-
tizing tasks to attain professional and personal goals. It
makes sense to pay particular attention to this during
the holidays. Eliminate the unnecessary clutter from
your day, and don't overdo. After all, what's the point
of celebrating only to be sick in bed afterward?

If you draft a plan and eliminate the unnecessary tasks,
you may even be able to schedule a massage or an
extra round of golf.

Good Selling!*™

Paul H. Green, President and CEO
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Visit www.greensheet.com/gs_tradeshow_events.php for more events
and a year-at-a-glance event chart.

Highlights: This event will offer vital knowledge for those new to
the payments industry and opportunities for seasoned veterans
to gain further information and insights.

Slated topics include industry updates from card companies,
legislation affecting the industry, the impact of bank acquisi-
tions on portfolios and packaging products versus selling value

adds.

In addition, attendees will have ample opportunities to network
with their peers — while browsing the vendor fair, sipping cock-
tails at the opening and closing receptions, or playing in the
Texas Hold 'Em charity event.

One ski lift ticket is included with registration; snowmobiling is
also available.

When: Jan. 27 - 29, 2009
Where: Grand Summit Lodge, Mount Snow, Vt.
Registration: www. northeasfacquirers. com/nextevent.htm

Southeast Acquirers' Association
[ 2009 SEAA Annual Seminar

Highlights: The SEAA's annual meefing offers a congenial
atmosphere in which to network with fellow attendees and ven-
dors. Breakout sessions and panel discussions led by industry
leaders will offer advice and inspiration while addressing the
latest payment developments and opportunities.

Vendors will include processors, equipment manufacturers,
leasing companies and other third-party vendors.

When: Feb. 23 - 25, 2009
Where: Wyndham Orlando Resort, Orlando, Fla.
Registration: www.southeastacquirers.com

Industry
|~ 1 Bank Administration Institute

Highlights: This year's conference is designed fo inspire and
engage attendees with visionary keynote speakers, an expo
floor packed with resources and solutions, as well as interactive
sessions and preconference workshops that will offer new per-
spectives on payments industry opportunities.

Scheduled speakers include author Dr. James Canton, who
will address trends influencing the banking industry; Ram
Charam, a leadership expert who has coached successful
chief executive officers at multinational corporations; McKinsey
& Co.'s David Stewart, who will discuss cash as a driver of
growth in electronic payments; and Susan J. Webb, Product

Executive of Global Core Cash Management at JPMorgan
Chase & Co.

When: Feb. 23 - 25, 2009
Where: San Diego Convention Center, San Diego
Registration: www.bai.org/transpay

Highlights: Thousands of professionals attend this annual event,
which sports a host of educational programs and an exposition
hall featuring more than 180 exhibitors. It also offers a chance to
network with partners, clients, vendors and peers — new and old.

General sessions, pcne| discussions, topicol lectures and

more informal gatherings feature industry veterans, as well

as rising stars; they cover issues of concern to attendees,
including best business practices, legislative developments

and data security requirements, as well as the latest innovations
in technology.

Past speakers have included Fox News Analyst Stuart Varney,
CNN Host Lou Dobbs, Visa Chief Executive Officer John Philip
Coghlan, Discover Financial Services CEO David Nelms and
other top executives in the payments space.

When: April 21 - 23, 2009

Where: Mandalay Bay Resort & Casino, Las Vegas

Registration:
www.electran.org/content/category/6/35/118

Associations

Highlights: This expo provides a chance fo network
with 2,400 attendees from over 25 countries, as well as share
and explore new ideas in the prepaid industry. The event will
feature vertical market workshops, market focus sessions and
cross-industry track sessions. And the latest in prepaid technol-
ogy, services and solutions will be displayed and demonstrated
in a spacious exhibit hall.

Scheduled speakers include Ozzie Smith, former shortstop
with the San Diego Padres and St. Louis Cardinals, member of
the National Baseball Hall of Fame, and current broadcaster;
Carol Kinsey Goman, Ph.D., author, coach and consultant;
Mark W. Yusko, President and Chief Investment Officer,
Morgan Creek Capital Management LLC; and Alpesh Chokshi,
American Express Co.'s President, Travelers Checks and
Prepaid Services.

When: March 9 - 11, 2009

Where: Orlando World Center Marriott, Orlando, Fla.

Registration:
www.iirusa.com/prepaidcardexpo/event-home.xml
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To add your company to our expanding listing, call 866-429-8080 today.

ACH - Check 21 BOC

Netcom Check Services
(800) 875-6680
www.netcomchecks.com

: ]
. Convergence Processing Merchant Services |

ACH Check21 BOC ARC Age & ID
Recurring ACH Check Verify
All Maijor Credit and Debit Processing
LifePay Residual No Exit Fees

Creative Cash Flow Solutions
(866) 691-0666 x166
www.ilovechecks.com

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

ACH - PROCESSING SERVICES

PAYMENT PROCESSING SPECI

Full Service ACH Processing

(800) 848-5826
www.teledraft.com

Outstanding Reseller Programs
for Agents and ISO's

Excellent Income - Lifetime Residuals

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

Creative Cash Flow Solutions
(866) 691-0666 x166
www.ilovechecks.com

: PAYMENT SOLUTIONS

(B00) 320-7258
W, smartpaymentsolumons com

ID Chex
(800) 875-6680
www.|IDCheX.net
ATM / SCRIP 1S0s LOOKING
FOR AGENTS

:ACCESS >

tﬂMDNEY

(888) 701-1004

- Www.accesstomoney.com |

Looking for agents. 100% of surcharge

: plus 100% of interchange on all monetary |

and non monetary transactions Call
Ralph @ x4241
orlJim @ x4243

Access 1
(866) 764-5951 x207

=

ACCESS ATM
(866) 874-0384

Www.accessatm.com ]

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

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

United Cash Solutions
(800) 698-0026 x1430
BANKS LOOKING
FOR AGENTS

B800-757-1538
- Www. al:lallc com

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

Comerica Merchant Services
(800) 790-2670

Group IS0, Inc.
(800) 960-0135

WWW.Qroupiso.com
Humboldt Merchant Services, L.P.

(877) 635-3570
www.hbms.com

Redwood Merchant Services
(707) 5691127
www.redwoodmercantservice.com

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.




Just 20 of our merchants

saved $1.7 million

in less than two years
by switching to
American Microloan.

Enough said.

American Microloan can provide the cash you need to help your ¢lients build their business.
More business for them means more business for you!

Let us help you finance your merchants with the lowest cost product on-the market —
$10,000 for only $1,200 (vs. $3,525).

*Commission in 7-10 Days
*$5,000 — $200,000 Unsecured Financing to Visa/MasterCard Merchants
*Work With a Direct Lender

*Non-Restrictive Rep Agreement //\\\
=

o=

—

For detailed comparisons, visit www.AmericanMicroloan.com

Call 866-CASH-456 for details on how you can close more deals é}f?gfgl;;gan Ml_cr‘_)loan
- - * sales@americanmicroloan.com

WOI’kiﬂg with American Microloan www.AmericanMicroloan.com
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BANKS LOOKING
FOR 1S0s / MSPs

Inte

Paymen: Systems

Paymem Processing Demands Integrity

(888) 477-4300

www.integritypaymentsystems.com

Want better sales support?

. Call us at Integrity, and also ask about |

our value added business solutions
for merchants,

Amerlca s BankCard Alliance, LLC.

(800) 757-1538
www.aballc.com

Group IS0, Inc.
(800) 960-0135

WWW.Groupiso.com
CANADA CC CASH ADVANCE
LOOKING FOR AGENTS

Rock Solid Funding Solutions
(888) 519-2525

CASH ADVANCE
LOOKING FOR AGENTS

g QUNDING”"E

(877) 571-7999
info@grpfunding.com

4 to 9 month programs | Factors as
low as 1.25. All commisions paid
on collected amount. Same day

. approvals on complete submissions. |

We will work with your processor.

uz ADVANCEME.INC™

“financial solufions fo Advance your business™

(888) AMI-1531

www.advancemerecruit.com

CybrCollect, Inc
(888) 340-9205
www.getmychecks.com
CHECK GUARANTEE /
VERIFICATION

CrossCheck, Inc.
(800) 654-2365

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

Global eTelecom, Inc. (GETI)

(877) 454-3835
www.checktraining.com

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

Secur-Chex
(866) 464-3277

CONSULTING AND
ADVISORY SERVICES

Adam Atlas Attorney at Law
(514) 842-0886

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

Integrity Bankcard Consultants, Inc.
(630) 6374010
www.integritybankcard.net

DEBIT TRANSACTION PROCESSING

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

EQUIPMENT

beyond
pavment

Ingenico

(B00) 252-1140
WWW.INgenico-us.com

Ingenico - the world’s most
dependable POS supplier.
Financially strong, innovative
and ready to serve you today.

ATT Seruices
(714) 999-9566
WwWw.attpos.net

BANCNET
(713) 6239-0906
www.banc.net

Bartlett Info Tech Services, LLC
(901) 384-6151
www.bits-pos.com

Budget Terminals and Repair
(985) 649-2910

General Credit Forms, Inc.
(800) 325-1158
www.gcfinc.com
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= You'll make a thousand dollars up-front, plus 90% residuals,
__ free health insurance, dry cleaning, valet parking and turndown service...

By the way, what time did you want your wake-up call?

Let’s be realistic...

We're tired of seeing other’s impossible promises, because in the end, we know it’s all hype.

At NBS we don’t do wake-up calls, but we'll arrange your first appointment!

The NBS Promise:

« Up-front cash!

« True revenue sharing!

- Wholesale equipment pricing!

« Lead setting!

« And, one-on-one support, when you need it!

National Bankcard Systems offers real partner solutions for real businesses!

To setup your custom agent program,
Contact us at: 800.357.4984
or Visit our website: MerchantAgents.com

e o e
NATIONAL BEANKCARD SYSTEMS

LIFETIME RESIDUALS : UP-FRONT CASH : LEAD SETTING : WHOLESALE EQUIPMENT

National Bankcard Systems is a member service provider for:
BancorpSouth, Tupelo MS, US Bank of Minneapolis, Minneapaolis MN, and Wells Fargo Bank, N.A., Walnut Creek, CA.
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FREE ELECTRONIC
= = =
- NATIONALTRANSACTION CORPORATION |

ACCESS CHEX
(866) 746-CHEX

NATIONAL

Ingenico
(800) 252-1140
WWW.INgenico-us.com
JRs POS Depot
(877) 899-7374
www.jrsposdepot.com WWW.accesschex.com
POS Portal GIFT / LOYALTY CARD PROGRAMS :
B6B) 276-7289 el LR SR LSRR E
www.posportal.com P it :
; . TRANSACTION CORP.
__ - (888) 996-2273
5 . www.nationaltransaction.com |
150 RELATIONSHIPS AVAILABLE

The Phoenix Group

(866) 559-7627
' SPARKBASE

_______ svs - :
| . @B 870877 |
www.sparkbase.com ;'
| AL|F"EiE‘

Acquiring Solutions
(800) 686-1999 i
www.tsysacquiring.com ] ;
Stop giving your gift card business fo |
VeriFone . someone else. Talfe control, and make
i more money using the largest ISO |
(800) VERIFONE : managed / custom branded solution PUTTING
FINANCING . in the industry. Only with SparkBase. :-
. . (888)437-6771
R ; www.alipse.com
Electronic Payments (EPI) Crush Your Competition
(800) 966-5520 x221 : Reward your Merchants with
: Profit Share
' Eliminate Attrition Own Your Portfolio
Call Today. :

www.epigiftcards.com
R

A

(800) 260-3388

AmericanMicroloan
Glohal eTelecom, Inc. (GETI)
(877) 454-3835

(866) CASH 456
www.giftcardtraining.com

www.AmericanMicroloan.com
1 i : ba .

FINANCING FOR ISOS
- . Merchant Processing,Inc.
'3 (888) 525-5059 _
www.ampworldwide.com i E
(800 757-1538

www.aballc.com

IS0 Funding
(B00) 781-5007

www.isofunding.com

AVP Solutions
(800) 719-9198
Www.avpsolutions.com
International Merchant Solutions
ﬂ ——merchant services }
(888) 355-VISA (8472)

(800) 313-2265 x106
www.officialims.com
_\www.amspartnercom

RESOURCE FINANCE
COMPANY

(866) 211-0114

www.resourcefinance.com




A partnership with iMax Bancard offers you the BEST income program the
industry has to offer!!

80% residuals x .05 cent auth fee :x electronic applications
on time residuals :x agent gateway with amazing tools
free termial program :* up front bonuses
or become an employee sales representative
and get base pay,
bonuses, health insurance

and more!!

L L

M E RN AR
ey T L EER EEE L

SALES......ONLY BETTER.

866. 7088011

iIMAX Bancard Network is a registered ISO\MSP of BancorpSouth Bank, Tupelo, MS.

BANCARD NETWORK
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1S0s LOOKING FOR AGENTS

AmericaOne LLC
(888) 502-6374

1S0s / BANKS PURCHASING

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

CoCard Marketing Group
(B0O) 882-1352
www.cocard.net

Comdata Processsing Systems
(866) 806-5016

Elavon
(800) 819-6019 x6
www.elavon.com

Electronic Payments (EPI)
(800) 966-5520 x223
WWW.epiprogram.com

EVI0 Merchant Services
(800) CARDSWIPE x7800

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

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

Group IS0, Inc.
(800) 960-0135
WWW.Qroupiso.com.

?PaymcInL

(888) 519-9466

www.ipayment-agent-iso.com

IRN Payment Systems
(800) 366-1388 x210
WWW.partner-america.com

North American Bancard
(800) BANCARD x1001

total merchant services
Total Merchant Services
(888) 84-TOTAL x9727

www.upfrontandresiduals.com

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

ATM PORTFOLIOS

Glohal Payments Inc.
(800) 801-9552
www.globalpaymentsinc.com
ISOs / BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne LLC
(888) 502-6374

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

Elavon
(800) 819-6019 x6
WwWw.elavon.com

Glohal Electronic Technology, Inc (GET)

(877) GET 4IS0
Www.gettrx.com

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

Merchant Portfolios.Com
(866) 448-1885 x308
www.MerchantPortfolios.com

North American Bancard
(800) BANCARD x1001

Premier Processing Systems
(800) 675-8564
www.ppsstl.com

D _
otal merchant services
Total Merchant Services
(888) B4-TOTAL x8727

www.upfrontandresiduals.com

\Velomty

(888) 818-3552 x202

www.VelocityFunding.com

1S0s / PROCESSORS SEEKING
SALES EMPLOYEES

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

ELIANT

¥V PROCESSING SERVICES

(877) 630-1222 x101

©www.reliantprocessingservices.com |

We offer a 70/30 split above
Interchange or an aggressive
upfront Bonus Program paying
you on every approved
merchant account.

B800-757-1538
www.aballc.com

g Advanced |

—— merchant services ;

(888) 355-VISA (8472)
WWW.amspartner.com

AmericaOne LLC
(888) 502-6374

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

Direct Processing Inc.
(877) 31-setup (317-3887)
www.atmsale.net

Electronic Payments (EPI)
(B00D) 996-5520 x223
WWW.epiprogram.com

EVI0 Merchant Services
(800) CARDSWIPE x7800

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

Frontline Processing Carp.
(866) 651-3068



Spectra Wireless
POS Terminal:

399,

Mobile Payments

& PCl PABP compliant applications & Real-time transaction manager
& PCI PED devices & Easy integration to back office systems
& PCI DSS payment gateway & Signature capture, storage, and retrieval with

& Privately branded solutions are available compatible/mabilei EEyMIEUECIBIG I

§E§ AN _ I ,
R

Mobile Payment PC Payment Internet Payment
Payments Gateway Solutions Solutions

Call (800) 211-1256 x150
email: sales@chargeanywhere.com
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Global Electronic Technology, Inc (GET)
(877) GET 4ISO
www.gettrx.com

Group IS0, Inc

(800) 960-0135
WWW.Qroupiso.com

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

Impact Paysystems
(866) 884-5544 x1555

Innovative Merchant Solutions
(800) 397-0707

9Paymelm

(888) 519-9466

www.ipayment-agent-iso.com

Merchants’ Choice l:artl 5eru||:es

(800) 478-9367 x5
WWW.MCCS-COrp.com

Money Tree Merchant Services
(B00D) 582-2502 x2
Www.moneytreerewards.com

Netcom PaySystem
(B00) 875-6680
www.netcomsouthern.com

North American Bancard
(888) 229-5229

=

PremlumCardSOIutlons

A Payment Solutions Company

Premium Card Solutions

(888) 780-3535

. www.premiumcardsolutions.com |

Signature Card Services
(888) 334-2284
WWW.signaturecard.com

TIPS Merchant Services Inc.
(866) 856-4232
www.tipsmerchantservices.com

D

total merchant services

Total Merchant Services
(888) 84-TOTAL x9727

www.upfrontandresiduals.com

United Bank Card
(800) 201-0461 x136

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

UmS
: m—s (888) 902-6227

www.getvms.com

Kenex Merchant Services
(888) 918-4409 x511

LEASING
7R A-1 Leasing
(888) 222-0348
: (i) x 3012

www.A- 1Ieasmg com

RBC Leasing
(877) 222-9929

American P.0.S. Leasing Carp.
(800) 349-6516

LEASING

BARCLAY SAUARE
LEASING, INC

(866) 396-2754

. www.barclaysquareleasing.com |

First Data Global Leasing
(B00) 897-7850

International Lease Center
(800) 236-2317

LADCO Leasing
(800) 678-8666
www.ladco.com

Lease Finance Group LLC
(888) 625-8867
www.Ifgleasing.com

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

Merimac Capital
(866) 464-3277

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

MULTI - CURRENCY PROCESSING

DCC MERCHANT
SERVICES, USA

(888) 322-8632 x204
www.dcctoday.com

The Authority in Foreign Currency
Conversation at POS or online. Enable |
: merchants' customers to purchase in
. their currency. ISO's & Agents earn up |
. to 60bp above discount rates and fees,

OFFSHORE BANKS LOOKING
FOR I1S0s

First stpay

(866) 720-3729

www.first-pay.com



And then some.

When you look closely at First
Data, you'll quickly see why so
many ISOs prefer the
advantages of working with us.

For an ISO, no other relationship offers as much
opportunity as First Data. Today, First Data’s
Independent Sales team delivers innovative
solutions and flexible programs you can
leverage to acquire and retain new merchants.
There's never been a better time to work

with First Data because there's never

been a better, more flexible First Data

* Not available for all 15O programs,
© 2008 First Data Corporation. All rights reserved.

Call 800-334-1692 or visit
firstdata.com/isoprograms
to find out more.

F:,’ FirstData.
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PAYMENT GATEWAY PAYMENT GATEWAY /
------------------------------------------- SERVERS /1SPs . ...
BluePay Inc

é.PAYMENTS
: GATEWAY

One Connection
Endless Opportunities

(800) 337-3060

Www.paymentsgateway.com

Your All-in-One payments solution
Instant Online Enroliment
PCI Certified
Customized Branding
Personalized Service

NMI

NETWORK MERCHANTS INC

. "Building Payment Gateways

One Partner at a Time"

(800) 617-4850
WWW.NMi.com

« PCI Compliant Customer Vault™

+ Encrypted Retail Swiped Solutions
» Multi-MID Transaction Routing

+ SO / MLS Transparent Branding

+ Non-Compete Guarantee

APRIVA
(480) 421-1210

WWW.apriva.com

ProCharge
(BOO) 966-5520 x221

USA ePay
(866) 490-0042
WWW.Usaepay.com

(866) 579-6690
www.BluePay.com

eProcessingNetwork.com
(800) 296-4810
www.eProcessingNetwork.com

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

PCI DSS COMPLIANCE

P Trustwave

rmation Security & Compliance

(312) 873-7500

www.trustwave.com

CrossCheck, Inc.
(800) 654-2365

EZCheck

(800) 797-5302
www.ezchk.com

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

Secur-Chex
(866) 464-3277

POS CREDIT CARD
EQUIPMENT REPAIR

‘-"lll‘ '~ &

¥IVA/ lu&

POS Equipment Repairs
and Sales

(877) 381-6201

Info@NewlmagePOS.com

i Over 20 Years Repairing / Refurbishing |

POS Equipment, CheckReaders.

Personal Service, Quick Turn Around, |

Deployment, One Year Warranty
EXPERIENCE, QUALITY, INTEGRITY

ATT Seruices
(714) 999-9566
WWw.attpos.net

"~ Bartlett Info Tech
# Services, LLC
;- (901) 384-6151

www.bits-pos.com

General Credit Forms, Inc.
(B00D) 325-1158
www.gcfinc.com

PRIVATE PARTIES
PURCHASING PORTFOLIOS

S

(949) 200-7474
www.buyresiduals.com
PROCESSORS
LOOKING FOR AGENTS

‘ PAYMENTS |
OB ATEWAY.
(800) 337-3060 |

www.paymentsgateway.com

PROCESSORS
LOOKING FOR ISOs

Comdata Processing Systems
(866) 806-5016

Elavon
(800) 819-6019 x6
WWw.elavon.com

First National Merchant Solutions
(800) 354-3988
www.fnms.com

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



Lock In
<008 pricing
for your ads

Fax your contract
to us ahead of time
and save some
serious bucks!

Don’t wait until
the last minute

Call Danielle Thorpe
at ¢07-586-4737
S or Rita Francis

A & at 866-429-8080

Upgrade your ad
presence, renew
a contract, advertise
online. There are so
many ways to get
your message out to
our 10,000+ readers
y, and millions of
Web visitors.

ﬁ TNE EreEh ShnEEs
‘}‘ ' www.greensheet.com
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B RIS CT P SRIRROTRS 5 Spectrum Field Services

/ WordSearch \

3 (800) 700-1701 x286

e." www.spectrumfsi.com Solution From Page 58
SEO /WEB / GRAPHIC DESIGN - EETTEENEND:
o . E(BF SPLAWSUITBEB
NF Sturgill Studios LER gVBHJYRCBNU

: (469) 438-0755 Plaw %PUEAWVRQO
National Pmcessmg www.sturgillstudios.com g £ g L Ié 3 F I; x gg ;3 g 111
5 S|IFL WE @TH|OMI|E|Z PM
Company WIRELESS RETAIL / KA DO 0 Ve B K|C/AR[E LW
D I(TIA|B RE WVIENT|IZOA
(877) 300-7757 _KEYED PROCESSING F S|RIMX D KIE[s/ClTVPIR

GOA|P|[KEQ XX VY LO|S/oMD
VA fipe.es 4 eProcessingNetwork.com = e IIEIEIEIE 3, § Rl
[8001296_4810 KINGA& GCTOMYFVYEQ|N[U
www.eProcessingNetwork.com S V|ENJFR|SIDCREBONU SV UEITF
TSYS Acquiring Solutions POBTICIECTNILEASINGY
USAePay FTIHANDSHAKETPLOTBCA
(480) 333-7799 o WVMIEXUILFNFUQACJOKR
Wwww.tsysacquiring.com (866) 490-004 QCPLIBAIPPLICATIONDFN
: : WWW.USaepay.com EUINGELFEHNKJIYTFNJU
SUESURVEYS - /
PRN, Inc.

(800) 676-1422
WWW.Prn-inc.com

UPGRADE, STEP UP
Be at the top!

NEW, LARGER

cﬂ:‘\‘lﬂ S Resource Guide
listing - RGXL

UVHAT'S IN IT FOR ME INC.
(800) 757-4441
www.wiifm.org

9 lines of text

- | 3 RGXL listings, top
What's in |t for me2 With an RGXL
Bswiamiseine®  0f each category

you're all about. It's a marketing tool

M SPACE is limited!
Call Rita Francis 866-429-8080

JUST RELEASED in The Green Sheet

or Danielle Thorpe at 707-586-4731




1 9 gtranérac;jo‘n- | )
® ALL Retail, MOTO, Internet

Unlike Our Competition

Charge Card Systems believes a low transaction fee will help you
seal the deal. There are no restrictions. With CCS, you will have the
opportunity to generate more accounts and earn greater income.

Charge Card Systems offers:

» Activation and Conversion « Earn Residuals on Discover
Bonuses up to $700 Transactions

» Residuals up to 70% e Processing for High-Risk

Merchants

« Access to 9 Platforms
including First Data, Chase  Cash Advance Programs
Paymentech, Buypass,
Vital and Global e ACH through Check 21

« 12 Hour Funding « Salary and Health Benefits

« Versatile Pay — Exclusive « American Express Residuals
Total Payment Portal (Fall 2008)

888.505.2273 ext. 205
Jeffrey Shavitz, Executive Vice President
jshavitz@chargecardsystems.com
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2GS LLC ..ottt Innovative Merchant SOIUtIONS.........cccovcuvcucuncencenienicececceenne
A1 LRASING....eeeeeeeecece e International Bancard ...
Advanced Merchant Services........ International Leasing ........cccccccovvuunne.

Advanced Payment Services......... iPayment Inc. ..ol

Alpha Card Services Inc. .... JRs POS Depot ..o

American Microloan...........c.ccceceueee. Lease Source InC.......ccccovvrernvvecncnnininnns

AmericaOne Merchant Services Merchant Management Systems, Inc....

Applied Card Systems.................... Merchant Warehouse.........ccccccoecuenee.
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Charge Card Systems........cccccc...... National Transaction.........cccccevvruenee.
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EVO Merchant Services Signature Card Services .
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EXS - Electronic Exchange Systems TASQ TeChNOLOZY ....ceuvririiieicececce e
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First Data Global Leasing .........c.cccococeuveimueriinicciniccecni, TransFirst

Global Check SEIViCe........cuwueueuuecmcmeiiereecereeseeeeeeescee e TRIBUL.....ooieiicicncecieteeeeeeeie e
Global e€Telecom INC.......ccocvivviiieieiniccc e 12 TriSource Solutions LLC ...
Global Payments TSYS Acquiring Solutions

Greystone Business Resources.........c.cocoeeveiviccininiccnenecncnennen. 20 United Bank Card INC.......ccoovvviiiniiccciccccecc
HarbortouCh ..o United Merchant Services

Humboldt Merchant Services....... USAEPaY ...cocvvviinieiiiieecieecnes

Hypercom Corp VeriFone.........ooooviiiiie

iMax Bancard.........cccocoveiininiiicnnns Virtual Payment Solutions
Impact MD/Impact PaySystem..........ccocveereeverececmncmnerncnncnneeneen. WAY SYSEEMS ...vvviiicriiicictccc e
INENICO 1ot 29

.. THERE WAS AN AD THAT HAD A GUY ol DING A TERMINAL
AND {E WAS WEARING A SPORT CoAT AND THE PRICE WAS
LIKE 3149 oR SoMETHING AND IT WAS BACK IN THE SUMMER.
A, WHAT WAS THE CoMPANY'S PitoNE NUMBER oN THAT AD?"

1] ‘ I FREE PDF ARCHIVES OF ISSUES BACK TO OCTOBER 2001
I\ f! E”r'” rI"-Illl-.l'.

fl i\ (ISSUE 01:10:01). LOCATE PREVIOUS ADS, OR

i RESEARCH YOUR COMPANY'S AD HISTORY.

WWW.GREENSHEET.COM €




such as FuelMan®,

FUELING YOUR FUTURE ® Process Fleet Cards

Wright Express®
With Electronic Payments as your full service acquirer, you can and voya g er®
now take advantage of the wide open convenient and pay-at-
the-pump market that previously was closed to many ISOs and 3
MLS. With EPI, you have access to 6 different front-end networks ® Full Service Fuel
and the ability to process supermarket POS and inside/outside Program - Inside
pay-at-the-pump. and Out
Our team of ISO support staff knows this market and can help .
you with pricing proposals, IP/satellite/dial processing options, ® 3 Day Wrig ht
datacap/dgtawire setugs, a.nd various POS Express and 2 Day
configurations for sales inside the store and Vv Settl
outside at the pump. And with Electronic oyager Settiement
Cash Systems, you even have a turnkey ATM ! .
solution at your fingertips for valuable ATM '} ¥ ATM Machine
placements and reprograms! ' Placements/
Reprograms

Get Started Today! .
Call 1.800.966.5520 1223 e

Never let a sale go by

.. - way of the competition!

\ staff dedicated to

.y ' helping you with all
5 EL ECT RONIC ': your pay-at-the-pump
—amw PAYMENTS 1 sales and installs.

www.epiprogram.com 1.800.966.5520 x223



CUT THE CORD.
GO MOBILE.

CHYPERCOM >

Optimum M4230 B

Optimum T4230 B

k about our

anlimited 1;‘-229 B Secured with HyperSafe32

AND Fn offers = PCI PED approved, MasterCard PTSP
sl = Accept payments anytime, anywhere
muhi'le@hwe'wm'mm = Multi-Application Architecture
' » Value-added applications

TOTAL SOLUTIONS. TOTAL LEADER.

Hypercom Mobile Network SmartPayments™ Gateway
= Global GPRS wireless service = Fast and secure routing of POS transactions
= Coverage in over 200 networks and over providing end-to-end connectivity
90 countries = Complete suite of management tools
= Customer Management Portal allows for = Certifications with leading payment processors
easy SIM management = CISP, PCI, PABP Certified
= Secure, managed end-to-end connectivity = An HBNet® Solution

1-877-HYPERCOM .
www.hypercom.com vaERco_M)




OH NO THEY DIDN'T!
OH YES, WE DID.

ANNOUNCING A 70% SPLIT
FROM TOTAL MERCHANT SERVICES.



You asked for larger splits.

YOU'VE GOT ‘EM!

Choose The Program That Fits Your Needs.

Why be forced to put all your accounts under several programs?

latal Merchant Services now gives yvou the apbion Eo maximize your income, on
every single merchant, without having to deal with several providers,
Call 1-888-84-TOTAL, ext 9727
Cr get the full program details at
PROGRAM 1 www.upfrontandresiduals.com

50%, 60% or B5% Revenue 5plits that come with Upfront Bonus Payments,
our FREE Terminal Programs and GREAT IP-based Pricing for merchants
processing over 325,000 per month at 2.6 cents,

PROGRAM 2

Cur new FO% revenue split that's available to any sales partner (no gualifications

needed), on a merchant-bwv-merchant basis, This program 15 tallored for the sales utal mEﬂ:l’IEHI EEWiEES
partner who does not need a free terminal or upfront bonus payment and prefers paymant solutions for your buginess
mora income on the account over the ang-term.

Sambar Sarvics Prowiclar

iFaln, Y




HARBORTOUCH

United Bank Cun:lb

Bapewedl Sinovo|, Mationsl Sales Manager West: BO0-201-0451 x 219
or log on Lo wew, Boprogram. cem



HARBORTOUCH

sell below the competition’s cost and still earn impressive comimissions

granteed legsing orogran

Rewitalize your revenues [rom eguipment leases which represent approximately /0% of all deals

On site installation and merchant training
J4 hour suppart
Retail and hospitality software customization

Remate support and offsite database DaCKUp

merchar

Fayment technology is improving rapidly,
businesses are expecting more from their
merchant seniceE provicders and the Gty o
offer a complete and affardable POS solution
will ghve you a strategic edge over your

Lontacl Harbartowch POS today and thke
advantage of the most advanced and lscrative
tales apportunity in the payments industoyl

NOW AVAILABLEI

o laarm more skt Harbortouch

PO, comtact:
Jonathin Braneh, Nutnal aies NATAge East: 800.201-D461 x 145 United Bank Card
#axwell Sinovel, National Sales Manager Wests B00-D01-0461 x 119

or log on to wwe Isoprogram.com




IP Pricing Now Available
For All IP Merchants! \

2¢ IP PRICING

With Morth American Bancard, you have the power
to reel in the blggest fish In the seal Unilke other
procassors, our unbelievable 2¢ rate is avallable
for all marchants. Big merchants pay only 2¢. Small
marchants pay only 2¢. With the best ratas and the
ability to offer it to any marchant, when you partnar
with NAB, you Just might need a bigger boat.

NorthAmerjcan”

Discover the difference NAB can make for you! = 1-888-229-5229 « www.GONAB.com

wrih Ak Pramew] e s g ateren] 1RCTWES of HEIC Poank US4, Rl A emashon, Praifale, B mrd Wela | arpn Hane, oA
Walnd Crerke, 4, Armencan Expres arel [ T M e 1 ppreal
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And for all of your dial-up merchants, we
still offer our low 2.5¢ dial-up pricing I'EE'

No Restrictions! All Merchants Qualify!

This is exactly what you've been $3,000 Signing Bonus

waiting for. With great rates for every Sign up 30 merchants within your

merchant, NAB puts the biggest first 80 days and North American

deals right at your fingertips. And Bancard will pay you $3,000!

with the industry-best compensation

plan, there’s never been a better Health Benefits Plan

time to join the NAB team. Medical/Dental/Life/Long-Term
Care. NAB pays 50% of Insurance

With NAB, "r-;ru Get an Interchange premium, up to $300 per month.

Revenue Split up to 65% DON'T FORGET: NAB will pay up to $295

No Annual Fee or Batch of your merchant's early termination fes!

Header Fee Required

If you cha ona, share in it! . .
d i et Discover the difference

Up to $750 Conversion Bonus! NAB can make for you!
Get paid 1.5% of the actual monthly i, o i
procassing on every merchant, If the L B B a 229 S 22 9 i, -"‘
merchant processed $50,000, then www.GONAB.com = 4
you receive a $750 bonus, "
$200 Approval Bonus e T
card-not-present merchant approval. AMERICAN BANCARD!
Don't Need Free Equipment? | i P ——_

Get an additional $100 Bonus! Nnrtlﬂrm‘
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