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Holiday season
warranis new pursuits

SOs and merchant level salespeople (MLSs) doing business in both brick-

and-mortar and e-commerce retail environments report that anywhere

from 30 to 70 percent of a merchant's annual income is made during

the holiday shopping season between early November and late January
each year.

Thus, each holiday season tends to be a "hands-off" period in terms of signing
new merchants or up-selling existing accounts and a time to focus instead on
customer service — including troubleshooting for merchants during a hectic time
when any glitch in transaction processing can be especially costly — and plan-
ning ahead.

Research and consulting firms Deloitte Development LLC and Retail Forward
report that sales volumes for the fourth quarter of 2009 are expected to reach
approximately $810 billion, the second worst total since 1967 (when the U.S.
government began tracking retail data) and only a couple percentage points
higher than 2008's record low.

According to industry experts, these sales projections, coupled with the
dearth of new business formations as a result of the recession, mean that ISOs
and MLSs will need to become well versed in alternative payment forms and
value-added products and services to augment traditional core credit and debit
card offerings.

"Every processor is gearing up for wall-to-wall madness," said Paul Martaus,
President of payment consultancy Martaus & Associates. "It's the highest vol-
ume time of the year, and their numbers for 2010 are going to come out of the
next couple of months. There's no new business to be had during the holidays.

"However, that being said, the leading-edge guys, if they're smart, are going to
be analyzing the Christmas season to determine what their next year is going
to look like with regard to selling — and then boarding — new merchants. ISOs
won't want to bother their processor trying to open new relationships during
Q4, but they should be laying foundational groundwork with these merchants
for the next phase."

Remote possibilities

Michael Pratt, Chief Marketing Officer for remote deposit capture (RDC) spe-
cialist Panini North America Inc., believes ISOs and MLSs should use the holi-
day season as an opportunity to think beyond traditional payment forms.

"We know that ISOs have options to sell a variety of different products to
occupy their time," Pratt said. "Payment alternatives like RDC and automated
clearing house are two of these. And as a company that targets the small-busi-
ness market, we see opportunities through our reseller channel to plant the seed
with merchants for payment factors outside of basic credit and debit.

See Holiday on page 55
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NotableQuote

Will card processing "up in the cloud" et s,
protect merchants from penalties or pl =
fines if they process a fraudulent credit J

card or compromise cardholder data?
No, because the incidents would still
be attributable to a specific merchant
identification number and bank relation-
ship. The value proposition of using cloud =
computing to process credit cards is
that it saves time and money.

See story on page 70
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Forum

Taking us to the Clouds

We received the following feedback on "POS forecast: Increas-
ingly cloudy," by Dale S. Laszig, The Green Sheet, Sept. 28,
2009, issue 09:09:02:

Great article. | love the way Dale writes; she writes visually, taking
what is a difficult fopic for most and putting it info bite-size pieces
that are easy to digest.

Steven Feldshuh
Paymint Partners LLC

Steven,

Thank you for taking the time to send along this appreciative note.
It is encouraging for both Ms. Laszig and The Green Sheet as we
do our best to provide pertinent, informative, timely articles for the
payments industry's feet on the street.

Editor

The fine points of ERR

Regarding "ERR, a merchant refention tool," by Bob Schoenbaver,
The Green Sheet, Sept. 28, 2009, issue 09:09:02, we received
the following note:

Bob Schoenbauer recently wrote a nice article about ERR [Enhanced
Recover Reduced], but there was a slight math error. Using
ERR, you have the option to assess a surcharge to the merchant's
downgraded sales volume. The surcharge is an ISO-defined
percentage that is applied to the downgraded sales volume
of participating merchants. Bob did a great job of explaining
that.

In the ERR article, the rate for the transaction came in at 4.06%,

but that is incorrect. The proper formula for ERR, according to the
FDR ERR Sell Sheet available to FDR clients is:

Qualified discount rate charged, i.e. 1.69% - (minus) Nonqual-
ified interchange rate, i.e. 2.30% + $0.10 + (plus) Difference
between nonqualified interchange rate and "base" qualified
rate (i.e. 2.30% + $0.10 - 1.54% + $0.10 for CPS Retail)
+ (plus) ERR surcharge %, i.e. 1.00% = (1.69% x sale amount)
minus (2.30% + $0.10 cents x sale amount) plus (0.76% x
sale amount) plus (1.00% x sale amount) = 1.15% profit on the
individual sale.

(By the way, the $0.10 transaction fee of the interchange was
dropped off for ease of math in the example below.)

The "rate" of that sale would ultimately be 3.45%, which is 1.15%

plus the nonqualified interchange of 2.30% (interchange for the
EIRF credit sale).

The calculation that was done appeared to be the actual inter-
change rate (2.30%) plus the ERR rate (1.00%) plus the difference
in the two interchange categories (2.30% - 1.54% = 0.76%)
which came to 4.06%.

Instead, it should be the qualified discount rate (1.69%) plus the
difference between the two interchange categories (0.76%) plus
the ERR rate (1.00%), or 3.45%.

Basically, an easy way to think about ERR is as follows:

A. Charge the qualified rate.

B. Subtract whatever interchange category you hit

(i.e. EIRF credit).

C. Charge the difference between the interchange category
you hit (step B) and the "should of" rate (i.e. the CPS retail
rate of 1.54%).

D. Charge your ERR surcharge %.

E. Determine your profit on a particular sale.

On a $300 sale, that would look like this:

A. $300 x 1.69% = $5.07

B. $300 x 2.30% + $0.10 = -$7.00

C. $300 x ((2.30% + $0.10) - (1.54% + $0.10)) = $2.28
D. $300 x 1.00% = $3.00

E.A-B + C + D = $3.35 profit on the sale

The profit actually comes to around 1.12%. You have to take into
account you billed 1.69% plus 0.76% plus 1% (3.45%) and still
had an expense of 2.30% + $0.10 for the interchange, or an
effective rate of 2.33%.

3.45% - 2.33% = your 1.12% profit

Otherwise, it was a nice article. Well done, Bob!

Michael Nardy

Electronic Payments Inc.
Michael,

Thank you for drawing upon your expertise to address something
that could cause confusion for ISOs and merchant level sales-
people seeking to implement ERR. We will append your explana-
tion to the online version of Bob Schoenbauer's fine article. Your
clarity, commitment to excellence and generosity are very much
appreciated.

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

Cover Story

Holiday season
warranis new pursuits

Some industry research firms project sales volumes for the
upcoming holidays will be the second worst in over four
decades, just percentage points above the record low con-
sumer spending in 2008. Consequently, ISOs and merchant
level salespeople (MLSs) might want to adapt by pursu-
ing new avenues to remain afloat as the recession persists.
What are their best options?

26
Feature

A virtual RDC roundup

Remote deposit capture (RDC) is becoming an increasingly
popular solution for merchants and a potent value-added
service for ISOs to offer. But the process of scanning
checks to electronically deposit them into bank accounts

is not without complexity. A recent RDC Roundtable
Virtual Conference & Expo shed light on the fundamentals
of this service.

349
Feature

What is stored-value?

In May 2009, a bureau of the U.S. Department of the
Treasury asked for input from the prepaid card industry
concerning the definition of stored-value. It was seeking
clarification in order to revise regulations that cover the
obligations of money services businesses to report possible
instances of terrorist financing, money laundering and
other financial crimes.

36
Feature

Top 15 tips for gift card success

An Archstone Consulting survey predicted that retail gift
card sales will exceed $35 billion in the 2009 holiday season.
One reason for this expected bonanza is that retailers have
become more innovative in how they market the cards to
their customers. Here are some of the ways.

a2
News

Congress gives interchange
reformers lukewarm reception

Opponents of the interchange status quo had another shot
at grabbing congressional support Oct. 8, 2009, with a hear-
ing before the U.S. House Financial Services Committee.
Yet, the hearing appeared to be more a formality than a
serious attempt to address interchange legislation.

a2
News

VeriFone addresses
PCl enforcement confusion

Discrepancies in the way compliance is enforced can be a
source of confusion among merchants, ISOs and MLSs. An
Oct. 8, 2009, webinar put on by secure payment solutions
provider VeriFone addressed this and other issues relating
to the Payment Card Industry (PCI) Data Security Standard
(DSS)-compliance sunset dates and compliance generally.



STABILITY

If you have found yourself uneasy about the security and future consistency of your residuals,
consider a partnership with First American Payment Systems. With two decades of financial

stability, you can trust us with your hard earned wealth. Call us today.

1-866-Go4-FAPS
(1-866-464-3277)

sales@first-american.net e www.first-american.net

FIRST AMERICAN
<~ PAYMENT SYSTEMS

Your Partner for Quality Payment Solutions

Member Bank: KeyBank National Association, Cleveland, Ohio Member FDIC



SURE.

WE CAN GET THALFBU'I'TODAN
‘5“ & - 1
= ) :"_

HOW BIG IS YOUR SUPPLY CLOSET?

With more than 165,000 square feet under roof, and 6,000 SKUs in stock, the only question is:

“How many, and when do they need them?”

- DROP SHIP TO ANY LOCATION
- FLEXIBLE ORDERING AND BILLING OPTIONS
- REBATE CHECKS CUT QUARTERLY

v

Overnight or overseas, we’ll get your customers what they need, when they need it.
Call 1-888-GCF-NEWS (6397) and ask for Teresa or Sandy to set up your account.

WWW.GCFINC.COM

WHERE FORMS FOLLOW FUNCTION

GENERAL CREDIT FORMS, INCORPORATED = 3595 RIDERTRAIL SOUTH = EARTH CITY, MO 63045 ”‘




11

OsGs
as 60
News Education
Visa prefers Street SmaritssM:
data-field encryption Don't let distractions
........................................................................... 0
When Visa Inc. speaks, the payments industry listens. The hobble your business

world's largest card brand issued a global best practices If you've heard it once, you've heard it twice: I just don't

have any time to get that done. This is a primary concern,
especially for those running a business from home, where a
sole proprietor can run into all sorts of distractions. Many

paper that advises all merchants that accept electronic
payments to consider data-field encryption technology be
installed on their private networks as a necessary compli-

ment to the PCI DSS. MLSs operate home-based businesses. How can you, as a
small-business owner, effectively manage your time?
f 1 f 1
50 66
Feature Education
Payments a strong Complexities of

presence at the AFP multicurrency processing
At the Association for Financial Professionals 2009 Annual Multicurrency processing is the ability to send a transaction
Conference, held October 4 through 7 in San Francisco, to interchange for authorization in international currencies,
issues relating to both the automated clearing house net- and there are many layers to this rapidly expanding global
work and Check 21 laws had a noticeable role. This article service. This article explores different things to consider in
looks at some of the conference's highlights. implementing multicurrency processing.
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Cloud security, a weighty issuve Conducting effective meetings
Credit card transactions need heightened verification and Planning and delivering effective meetings is a fundamen-
security. Think homeland security for terminals; these tal skill for managing a successful business. With a little
safeguards came in response to security breaches and are effort, you can learn to plan and conduct effective meetings
designed to protect cardholder data. While security pro- that are short, effective and productive. This article exam-
cedures can't guarantee our safety when we fly or use our ines some of the keys to effective meeting planning and
payment cards, they can minimize risk. comportment.
72 85
Education Inspiration
[ ] o
Look ahead, Get real with expectations
prospecl‘ and prosper ISOs and MLSs are inundated with motivational phrases.

Back in 1996, many people were already lamenting that

the good old days for ISOs and MLSs were gone. Does this with realism. How can identifying your limits and learning
to work within them empower to you do better?

But lofty goals and high expectations should be tempered

sound familiar? Well, it's not true. While a few businesses
are down, a surprising number are doing very well this
year. It is just another cycle.
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NEWS

AmEx makes changes

To foster growth and exploit new opportunities,
American Express Co. altered its corporate structure.
Some of the changes put in place in October 2009 are
as follows:

e Edward P. Gilligan, who formerly headed AmEx's
Global Business to Business Group, now over-
sees global consumer, small business and network
businesses.

Global Services was formed to handle company-
wide customer service, technologies, operations,
business processing and information management.
It will be led by Stephen J. Squeri, who was promot-
ed to Group President. Prior to this appointment
he headed AmEx's Technologies and Corporate
Development.

A new organization, Enterprise Growth, will
increase existing assets and fee revenues and cre-
ate new opportunities in payment areas and related
businesses. An executive will be recruited to head
this new division.

Also, AmEx President Alfred F. Kelly Jr. resigned to seek
a chief executive position elsewhere. His resignation
will be effective early in 2010.

"American Express has a strong, experienced man-
agement team and a unique collection of assets,"
said Kenneth I. Chenault, the company's Chairman
and Chief Executive Officer. "The new organiza-
tional structure I am announcing today will help us
realize the full potential of these assets and ensure
that American Express continues to be a leader in
global payments."

period in 2008.

2008 tofals.
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FIS completes
Metavante Technologies acquisition

Fidelity National Information Services Inc. (FIS) com-
pleted its acquisition of Metavante Technologies Inc.
The combined company will retain the FIS name. FIS
also unveiled a new logo and the tagline: never com-
promise. FIS serves community banks, credit unions,
and mid-tier and large financial institutions. It supports
payments for international banking, government, health
care and education.

According to the terms of the acquisition, Metavante
shareholders receive 1.35 of FIS common stock for each
share of Metavante common stock held. "The combined
scale, complementary product capabilities and market
breadth of these two great companies will drive signifi-
cant competitive advantages in the increasingly dynam-
ic marketplace," said FIS Chairman William P. Foley II.

Frank Martire, FIS President and CEO added, "We will
continue to make business and product investments,
and we will strategically integrate our products where
it makes sense to do so in order to deliver high-value
solutions to our clients and prospects."

Under Martire, the executive team of FIS consists of
the following Corporate Executive Vice Presidents:
Mike Hayford, Chief Financial Officer; Frank Sanchez,
Strategic Solutions; Brent Bickett, Business Development;
George Scanlon, Finance; Ron Cook, Chief Legal Officer
and Corporate Secretary; and Mike Oates, Chief Human
Resources Officer.

Executive Vice Presidents include Anthony Jabbour,
Financial Solutions; Frank D'Angelo, Payment Solutions;
Jim Susoreny, Sales and Client Relations; Mark Davey,
International; Brian Hurdis, Technology Services;
Ram Chary, Global Commercial Services; and Marcia

e According to the International Council of Shopping Centers, U.S. chain store sales in
September 2009 increased 0.1 percent compared with the same period last year. This represents the
strongest reading since July 2008, when sales increased 3.3 percent. The ICSC projects U.S. holiday
sales for November through December 2009 will increase approximately 1 percent over the same

¢ The U.S. Census Bureau reported fotal U.S. retail and food services sales for August 2009 were
$351.4 billion, an increase of 2.7 percent from the previous month but 5.3 percent below August

e Sales of hybrid cars in the United States jumped 48.6 percent between July and August 2009 to
38,701 units, according fo a survey by Autodata Ltd. Hybrid sales represented 3.07 percent of

new car sales during August, a 9.2 percent increase over the previous month.
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Danzeisen, Senior Vice President, Global Marketing and
Communications.

Batteries included

QSecure Inc., a powered card platform company,
received $10 million in Series D funding from Worldview
Technology Partners Inc., Allegis Capital LLC, UMC
Capital and Société Générale.

Powered cards contain embedded batteries for such
purposes as displays, dynamic account information,
authentication services, light and sound. Some even
have a keyboard for typing a password to generate
a one-time authentication code to verify who is in pos-
session of the card and cardholder identity for transact-
ing online.

The funds raised by QSecure will be used to complete
final development and initial pilots of QSecure's first
powered card products and the continued development
of its powered card platform.

"Powered cards offer a unique set of benefits to financial
institutions — greater security, in both online and offline
transactions, as well as the ability to expand functional-
ity through future software enhancements," said David
Krall, CEO of QSecure.

m Quick decisions usually within 24 hours

m Aggressive commissions 8% upfront 3% residual
Renewal Commissions

m Aggressive pricing for higher end deals that told you
no in the past

m No processing switch required; keep your
current relationships

Contact:

Tony Syracuse Toll Free: 866-813-0616 x4720
Direct: 678-813-4720

Fax: 678-813-4701

tsyracuse@greystonebr.com

GREYSTONE
Vice President of Sales
Greystone

Business Resources Corp.

BUSINESS
RESOURCES

665 Molly Lane, Suite 130 www.greyco.com
Woodstock, GA 30189

"Unlike mobile platforms, the issuer maintains complete
control of branding and distribution,” Krall added.

Pete Goettner, General Partner, Worldview Technology
Partners, said the capital raised in this round of financ-
ing "will allow QSecure to begin card deployment at
customer sites while continuing to innovate the plat-
form. QSecure is uniquely positioned to be a market
leader in this rapidly growing segment.”

ANNOUNCEMENTS

Bottomline execs receive honors

Global Finance magazine's 2009 "Who's Who in Treasury
and Cash Management" listed Bottomline Technolog-
ies' Chief Technology Officer Eric Campbell and Dir-
ector of Global Marketing Marcus Hughes. Campbell's
expertise is in Web-based cash management products
and services. Hughes has 20 years of experience in inter-
national banking.

Digital Check launches Tellerscan

Digital Check Corp. rolled out its new check scanner
series, TellerScan TS240, which features built-in scan-
ner diagnostics. "Our goal is to deliver a foolproof
and hassle-free user experience and to minimize help
desk requirements for training and support,” said John
Gainer, Executive Vice President of Digital Check.

Javelin, InformationWeek
say Discover is tops

Javelin Strategy & Research's annual assessment of
identity safety named Discover Financial Services as
best in detecting fraud among 25 U.S. credit card issu-
ers. It also came in second on Javelin's Card Issuers'
Identity Safety Scorecard. In other company news,
InformationWeek named Discover to its InformationWeek
500 for 2009, which lists the most innovative business
technology organizations.

Fiserv launches new solutions, renews CUs

Fiserv Inc. developed a global account processing
solution that it claims will change the way large credit
unions do business. Fiserv's Acumen's server deploy-
ment model, using Internet technologies such as
Java and AJAX, is designed for rapid and cost-effective
scalability.

In other company news, Fiserv launched its Merchant
Acceleration Program to help financial institutions
promote merchant capture, a remote deposit capture
solution. It also unveiled its Fraud Risk Manager 4.6
and Anti-money-laundering transaction monitoring solu-
tions. In addition, Fiserv reported it renewed 217 credit
union account processing clients in the first eight
months of 2009.
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In September 2009, Trustwave — a firm
of security experts specializing in solu-
tions that facilitate merchant compliance
with the Payment Card Industry standards
for data, software and POS device
security — received a five-star rating from
SC Magazine for its Managed Security
Services. Trustwave was also the only
company the magazine ranked "recom-
mended" for its fraud prevention services.

"I think it means - to us — that they
recognize we have become sort of a
visionary in this market with respect to
providing cost-effective solutions for the
smallest merchants all the way up to
Fortune [1000] accounts," said Robert J.
McCullen, Chairman and Chief Executive
Officer of Trustwave. "lt's not the Nobel
Prize, but for us it demonstrates that third
parties are acknowledging our capabili-

ties to help merchants feel better and miti-

gate their risk."

For 20 years, SC Magazine has offered
information technology (IT) professionals
a forum in which they can learn from
their peers' experiences and access ana-
lysts' findings and vendor information.

Trustwave was honored for its entire
package of services including its Unified
Threat Management, Intrusion Detection
Services, Network Access Control and
mailMAX, an e-mail security solution.
"The two big things we acquired this
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year were our network access control
and data loss prevention solutions,"
McCullen said. "So now we can prohibit
unwanted users or devices — even USBs
— trying to enter your network as well as
keep cardholder data safe."

Continual presence

McCullen added that SC Magazine is

a big deal in the IT world in terms of its
in-depth reviews of technological innova-
tions and how companies deliver prod-
ucts and services to market.

"We're not a company that's just going
to ship you a CD or box and say, 'Here
you go, you install it,"" McCullen said.
"| believe where we are unique is our
ability to offer all of our services as a
subscription, which is much better in the
economic environment today. We differ-
entiate ourselves because we can apply
that expertise worldwide more efficiently
and cheaper than you having to install it,
train on it and then keep it running."

McCullen added that merchants cannot
merely load up a shopping cart of fraud
prevention technologies and expect to
solve their security problems. "They need
experts who uniquely understand their
needs," he said. "We feel we have the
forensics and applications in place to
monitor every attack threat merchants in
all sectors face today."

Holistic care

Trustwave was founded in 2000 and

has since expanded to 20 countries on
six continents. The company has call
centers in Europe and the United States
and offers continual customer and techni-
cal support in 12 languages. McCullen
noted that Trustwave has over 700,000
customers and is adding nearly 100,000
new merchants every month.

"Sustained growth and trusted relation-
ships are created by providing merchants
an inexpensive means to get and stay
compliant," McCullen said.

"We've been building and acquiring
solutions over the past three or four
years that include all the technology mer-
chants need like secure e-mail, anti-virus
software and SSL [secure socket layer]
certificates, to name a few. And there's
really no one provider in the market that
offers all those things" as a software-as-
a-service.

"They can simply pay for what they need
and have an expert monitor all that holis-
tically," he noted. "The comprehensive
suite of offerings we are able to provide
prevents our merchants from having to
switch out terminals and replace them
with new ones that have encryption soft-
ware. We feel we enable our merchants
to get down to business quickly and help
them avoid all the disruptions that can
adversely impact their bottom line." 3

Frontline hangs shingle in Hoosier State

Frontline Processing Corp. opened a new office in the
Midwest. "With the Indianapolis office we have taken
yet another integral step in our mission to provide
unparalleled support to our clients nationwide," said
Chris Kittler, President of Frontline Processing, which is
headquartered in Bozeman-Montana.

Fusepoint provides free PCl webinar

Security Analyst Justin Folkerts of Fusepoint Managed
Services Inc. addresses Payment Card Industry (PCI)
Data Security Standard (DSS) compliance in a free webi-
nar hosted by Fusepoint and available on its Web site at
www. fusepoint.com/webinars/PCl/player.html. Folkerts is a
12-year veteran in the information technology space.

MCC launches new cash advance program

Merchant Cash & Capital LLC released the Starter Plus

cash advance program. The program is designed to pro-
vide financing options to businesses that fail to qualify
for traditional cash advances.

"The Starter Plus program gives merchants that would
ordinarily be declined due to poor credit, restricted
industry type or other reasons the ability to start
with a small advance and graduate to a customary
cash advance in as little as four to six months," said
Paul Giuffrida, Director of Renewals and Starter Plus
Program at MCC.

Merchant Warehouse snags award

100 Best Inc., an online resource for consumers on e-
commerce solutions and services, named Merchant
Warehouse the best merchant account provider. Criteria
considered in this decision included pricing, merchant
support, equipment options, technology, ethical busi-
ness practices and customer satisfaction.
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Panini shared its I:Deal

Panini North America showcased its Panini I:Deal,
which it launched early in 2009, at the AFP 2009 Annual
Conference in San Francisco. Doug Roberts, President
of Panini North America, expressed his pleasure in
bringing the new check scanning platform to the small
businesses that participated in the design via Panini's
market research activities.

VPS becomes RedFin Network

Secured Financial Network Inc. changed the moniker of
its wholly owned subsidiary, Virtual Payment Solutions
Inc., to RedFin Network Inc. The name was changed
to brand the payment gateway provider and to avoid
the impression that it sells merchant service process-
ing, according to Jeffrey Schultz, RedFin Network's
President and CEO.

US Dataworks exhibits platform

US Dataworks Inc. exhibited its enterprise payment
platform, Clearingworks, at the AFP 2009 Annual
Conference in San Francisco. "No other company has
the full range of capabilities that banks and billers need
to streamline the entire transaction lifecycle, includ-
ing payments processing, check processing, payment
remote deposit capture, payments decisioning and rout-
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ing, and returns management,” said Mario Villarreal, US
Dataworks Chief Operating Officer.

Visa launches Spend Management

Visa Inc. rolled out a global information tool to provide
extensive reporting and expense management functions
for any size organization on a single, scalable plat-
form. IntelliLink Spend Management comprises three
core solutions: reporting, data services and program
support.

Wausau gives thumbs up to CTS scanner

CTS North America's LS150 check scanner was certified
by Wausau Financial Systems Inc. to be sold, serviced
and delivered to WFS and its customers through MTS
Software Solutions Inc. Urs Bockli, Vice President of
Sales and Marketing for CTS North America, said this
certification "is another example of our strong partner-
ship — where we seek to bring innovative solutions to
the market which are both effective and affordable."

PARTNERSHIPS

Billing Revolution, 3Cinteractive team up

3Cinteractive LLC, a mobile marketing and technol-
ogy company, added Billing Revolution's credit card
transaction processing to its mobile payment platform,
enabling 3Cinteractive to increase its footprint in the
mobile commerce market.

Century Payments partners for a cure

Century Payments signed a multiyear agreement with
Susan G. Komen for the Cure, a breast cancer research
fundraising organization. Through its Every Swipe
Counts program, Century now donates $25 for each new
customer signed and 5 percent of revenue generated
from said customers.

MMOA in the pink

Money Movers of America Inc. provides merchants and
consumers the ability to easily donate to the National
Breast Cancer Foundation at no cost to the merchant
or the donor, using its Process Pink program. "If they
contract with MMOA for their processing, a portion
of their fees goes toward a very worthy cause — at no
added cost," said Anthony Holder, Chairman and CEO
of MMOA.

MeS revs payments for superstore

Motorcycle Superstore Inc. chose Merchant e-
Solutions Inc. to process its domestic and global trans-
actions through MeS' Global Acquiring Platform. Now
Motorcycle Superstore can "manage global payments
through a single interface," said Jason E. Miller, Vice
President of Technology for Motorcycle Superstore.
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NAFCU prefers Sage

a division of Sage North America, to its list of preferred
partners. NAFCU, a wholly owned subsidiary of the
National Association of Federal Credit Unions, report-
edly uses a stringent process to approve companies
for its Preferred Partner Program; Sage's reputation
for exceptional customer service helped it secure this
partnership.

Microbilt to Take Charge

MicroBilt Corp. to give its customers access to consum-
er or commercial information to verify, authenticate and
make decisions regarding new business and help control
risk in merchant processing.

ACQUISITIONS

Co-op to gain Loanlink

Co-op Financial Services signed an agreement effective
Oct. 31, 2009, to acquire The LoanLink Center from
CUNA Mutual Group.

This move is designed to expand Co-op's call center
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support and provide Co-op members another way to
have anytime access to their CU accounts.

Jack Henry takes the Gold

Jack Henry & Associates Inc. completed its acquisition
of Goldleaf Financial Solutions Inc., making Goldleaf
a wholly owned subsidiary of Jack Henry. Outstanding
shares of GFS common stock can be redeemed for 98
cents each. Goldleaf will be folded into Jack Henry's
ProfitStars, its third primary brand.

VeriFone ups investment in Semtek

In an agreement signed in September 2009, VeriFone
became the lead investor in Series B financing of Semtek
Corp., doubling its stake in the company. VeriFone also
acquired an option to purchase the remaining shares of
the security technology developer at a future date. The
two companies also expanded their worldwide distribu-
tion agreement.

APPOINTMENTS

Landry joins Mercator

Mercator Advisory Group recruited Bob Landry to
expand its services for retail banking. Landry, a 30-
year financial services veteran, assumes the role of Vice
President, Banking Group Services. "It's a rare opportu-
nity to join a research organization of this caliber and be
tasked with expanding its core competencies into new
areas," Landry said.

PayPal adds three execs

To help push global growth, PayPal Inc. hired three
new executives: John McCabe, is the new Senior Vice
President, Worldwide Operations; Ed Eger is Senior
Vice President, Transaction Management; and Renier
Lemmens now leads PayPal's business in Europe. All
three industry veterans will report to PayPal President
Scott Thompson.

Ezic expands team

Ezic Inc., digital payment solution provider, added sev-
eral positions in sales, finance and engineering. Angela
Stamison stepped in as Vice President, Channel Sales;
Valerie Salgado moved into the CFO spot; Shannon
Burke joined the check support team; and Rob Crossley
joined Ezic as a Software Engineer.

Cardlytics taps Torgerson

David Torgerson, former Vice President at CheckFree
Corp., joined Cardlytics as Senior Vice President of Bank
Sales. "He is a proven innovator in every sense, and
his close working relationship with major clients led to
the development of many new successful product lines
at CheckFree," said Scott Grimes, CEO and founder
of Cardlytics.
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Insider's report on payments

War of words over interchange heats up

By Patti Murphy
The Takoma Group

This article, reprinted from The Green Sheet, April 25, 2005, issue
05:04:02, exposes the long roots of the tension between retailers
and the card brands over interchange.
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he battle over bankcard interchange is heating

up. The National Retail Federation, which repre-

sents companies owning 1.4 million retail outlets

nationwide, warned that "interchange is out
of control."

The Food Marketing Institute called the latest round of
Visa U.S.A. [now Visa Inc.] and MasterCard International
[now MasterCard Worldwide] interchange increases a
"bad April Fools' joke." FMI represents the lion's share
of U.S. grocers; its 1,500 member companies operate
26,000, or three-quarters, of all retail food stores in the
United States.

The complaints were loud enough to stir the interest of
mainstream media outlets, like The Wall Street Journal.

The newspaper reported "Merchants balk at higher fees
for credit cards" in its April 12, 2005, edition.

Rising interchange might benefit checks

At grocery stores run by SuperValu Inc., the changes in
interchange pricing are expected to result in cost increases
in the "seven-figure" range, said Jackie Snyder, Senior
Business Consultant at the firm.

SuperValu operates more than 1,500 grocery stores, includ-
ing those operating under names such as Cub Stores,
Farm Fresh Markets, Save-A-Lot and Shoppers Food
Warehouse. It reports annual sales of $20.2 billion.

Snyder described interchange as her company's "number
one concern." As a result of rising interchange, she said,
"checks are a preferred method of payment for us."

Mallory Duncan, NRF Senior Vice President and General
Counsel, suggested other retailers might do the same.

"Retailers are seriously looking at their alternatives,”
he said.

Crazy quilt of changes
benefit high-end card issuers

As reported in past issues of The Green Sheet, both Visa
and MasterCard adopted new interchange rates, effec-
tive April 1, 2005. Unlike past increases, this time around
they have less to do with the risk of a transaction going
bad and more to do with card types as well as the size
and type of the retail establishment that accepts a card
payment.

Visa, for example, has hiked interchange on transactions
initiated with rewards cards. It's also charging higher
rates on credit card payments at restaurants and at all but
the largest grocery chains.

MasterCard is charging more for transactions on its
upscale cards.

Interchange is the base amount paid to card issuers by
transaction acquirers for each card payment processed;
it's set at a percentage of the total of each ticket. The
actual fees paid by merchants, known as the merchant
acceptance fees, also take into account payments for pro-
cessors, ISOs and any other organizations involved with
a transaction.

Feeling the pain

The April price hikes are part of a trend toward increas-

ing interchange revenues in a maturing payment card
market.
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FMI's President, Tim Hammonds, complained in a state-
ment that interchange on credit cards has increased five
times since 1994, rising from 1 percent of the transaction
amount to as much as 1.65 percent, plus 10 cents, in the
case of the Visa Signature credit card.

Hammonds claimed that with the latest increases, grocers
pay almost twice as much money to accept card payments
as flows to the typical supermarket's bottom line. FMI
data indicate that net profits for the supermarket industry,
overall, were 0.88 percent last year.

NRF's Duncan likened the moves by Visa and MasterCard
to "a hidden tax increase for American consumers."

He said credit card companies have become "more than
greedy, and are using these fees to increase their own
profits far more than to provide any legitimate service to
retailers or consumers."

According to a recent report from Morgan Stanley, owner
of the Discover card network [now Discover Financial
Services and no longer part of Morgan Stanley], the
weighted average for Visa and MasterCard interchange
rose from 1.58 percent in 1998 to 1.75 percent in 2004.

That report also predicted that card interchange would

grow to an average 1.86 percent by 2010. In 1998, card
interchange cost retailers $9.4 billion, according to Morgan
Stanley. By 1998, the interchange tab total-ed $17.4 billion;
the company projects interchange costs will reach $32.4
billion by 2010.

Grocers lash out at Visa

The FMI is particularly irked by Visa's price hikes.

"The increase is yet another example of Visa asking
retailers and consumers to fund marketing and rewards
programs that benefit only a few customers, while being
subsidized by everyone else," Hammonds said.

"Increases of this magnitude are unconscionable, espe-
cially when transaction costs are declining and plastic is
becoming the predominant form of payment in the U.S.

"In every other aspect of business, when costs go down,
fees go down. The card issuers apparently don't think the
laws of competition apply to them."

NRF's Duncan added: "Banks are on the verge of killing
the goose that laid the golden egg." B3

Patti Murphy is Senior Editor of The Green Sheet and President of
The Takoma Group. E-mail her at patti@greensheet.com.
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A virtuval
RDC roundup

emote deposit capture (RDC) is becoming an

increasingly popular solution for merchants

and a potent value-added service for ISOs to

offer. But the process of scanning checks to
electronically deposit them into bank accounts is not
without complexity. A recent RDC Roundtable Virtual
Conference & Expo, presented by online financial services
forum Bankerstuff.com, shed some light on the funda-
mentals of RDC.

Three flavors

According to Rob Hayden, Senior Expert at payments
industry consulting firm McKinsey & Co., there are three
types of RDC:

1. Corporate capture
2. Branch capture
3. ATM capture

While corporate capture is the most mature RDC mar-
ket, branch capture is becoming increasingly popular,
and ATM capture is an emerging segment, Hayden said.
He added that significant growth is occurring in all
three markets.

Key drivers

Capture, co-presented by Hayden and David Stewart, also
a Senior Expert at McKinsey, five trends were discussed
that seem to favor the expansion of RDC in the market-
place.

These trends are economic slowdown, retreat from risk,
more aggressive regulation, changing competitive land-
scape and the maturing electronic payments market.
Following is a discussion of each one:

Economic slowdown: Stewart pointed out that a year
ago global financial services firm Lehman Brothers col-
lapsed on Sept. 15, 2008. Since then: the gross domestic
product of the United States has declined for 4 consecu-
tive quarters; unemployment has risen to a 20-year high
of 9.7 percent; the credit markets have dried up; and per-
sonal income and consumer confidence have declined.
As a result, consumers are spending less and spending
less often, Stewart said.

Therefore, businesses are looking for strategies to reduce
operating costs and optimize working capital.

Retreat from risk: Due to the struggling economy,
"retreat from risk happened across all sectors in the pay-
ments value chain," Stewart said. So commercial banks

have reduced the supply of credit available to busi-
nesses. This move has "strained the loyalties of some
corporate customers,” he added; those customers are
likely to seek out businesses that offer products such as
RDC to "help simplify the business case."

More aggressive regulation: With the payments indus-
try facing new regulations in 2010, keeping business
balance sheets in the black will increase in importance.
"Products or technologies that facilitate deposit collec-
tions or improve the value propositions to customers
will be that much more important in the very near
future," Stewart said.

Changing competitive landscape: Major acquisitions
have dominated the financial landscape, such as Wells
Fargo Bank acquiring Wachovia Bank and PNC Financial
Services Group Inc. acquiring National City Corp. In
consequence, "the top four or five banks now control
well over half of the cash management market in the
U.S.," Stewart said.

For smaller banks that don't possess the scale of the
large banks, functionality, service and innovation will
increase in significance.

Maturing electronic payments market: Stewart recog-
nizes that debit card usage is on the rise, and the use of
checks is on the decline. Despite this, Stewart predicts
the growth of RDC adoption will reach 20 percent in
2010. "Commercial customers want better ways to deal
with [checks]," he said. They're going to find a provider
of RDC to do it."

How to go about it

One conclusion drawn from the interactive roundtable
is that careful planning is crucial to successful RDC
deployments. In one discussion entitled Best Practices for
RDC Customer Approval, Kathy Levin and Terri Sands,
Managing Directors of Payments Information Circle LLC,
documented the steps financial institutions (FIs) must
take before RDC rollouts can occur.

According to Levin and Sands, the first step is to docu-
ment the client approval process and submit it to the
institution's senior management for consent. The actual
process consists of vetting the client for its risk level in
handling checks. That is accomplished by procuring an
application from the potential client and, based on the
information furnished by the applicant, generating a risk
profile for that client.

Then, it's on to the FI's credit department to approve and
set limits upon the RDC customer's check conversion
activities. The final step in the approval process is to have
the customer sign a legal agreement. "Then and only then
can you really go to client set-up," said Levin.

As part of an RDC provider's underwriting, it is wise
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to create a "portrait” of an ideal RDC customer because,
as Levin said, "All receivables are not created equal."
An example of a good RDC prospect is a local merchant
who has been a reliable customer for years; conversely, a
problematic candidate does business in another state and
contacts you about your RDC product by phone.

Attention to detail

In the WACHA Roundtable Discussion, Mary Gilmeister,
Accredited ACH Professional and President of the
Wisconsin Automated Clearing House Association,
offered insights into how to go about risk assessments.
Her comments took the form of questions that RDC pro-
viders must ask, such as:

Where will scanned checks be stored and for

how long?

Do you have a duplicate item defection process

in place?

Are you monitoring returned electronified checks for
bad image quality to detect potential money launder-
ing schemes?

What happens to the security controls of your
system if merchants' check volumes increase?

Are you destroying physical checks when

you should?

Personal experience informed Gilmeister's remarks. When
one merchant in her sales territory experienced a break
in, the thieves didn't steal cash; they stole checks, which
raised the specter of identity theft, since checks contain
sensitive customer data, such as names, addresses and
bank routing numbers. Thus, it is vitally important to
know whether merchants are storing checks on site for
weeks or even months.

"The longer you have that check at the merchant, the bet-
ter the chance the check gets stolen," Gilmeister said.

She also stressed that providers should investigate the
physical security controls at the RDC customer, such as
what security protocols have been implemented for the
transmission of check images and what anti-virus soft-
ware is installed on computers.

According to Gilmeister, keylogging (also called key-
stroke logging) has become a problem on RDC systems.
Keylogging is the act of monitoring a user's actions at
a computer keyboard to take note of (or log) the keys
struck. This is usually done covertly with the installa-
tion either of malware within the computer system or of
a hardware circuit attached between the keyboard and
the computer.
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ANNOUNCING

THE MOST REVOLUTIONARY CHECK PROGRAM EVER!

ADVANCE FUNDING “90 DAYS SAME AS CASH” PROGRAM

Secure Payment Systems is pleased to announce that we have created two electronic versions of our already
successful multi-check PayDay program.

Including one in which we provide ADVANCE FUNDING!

Never hefore has a Multi-Check / Hold Check Program offered your merchants the opportunity to get paid in
advance while allowing their customers to take advantage of the “90 Days Same as Cash” option!

And... we provide the full guarantee!

And... we use the POS terminal and Check Imager to process these electronically!

HERE IS THE NEW PROGRAM LINE-UP!
(1) The Traditional RETAIL PAYDAY Program

This is our already popular 90 Days Same as Cash” program which allows your merchants
to generate more sales by offering their customers the power to pay for their goods or
services over 90 Days. In this option, merchants accept paper checks, obtain the guarantee,
and deposit the items in 30 day intervals.

(2) The New RETAIL PAYDAY “EXPRESS”

This program offers the same “90 day same as cash” convenience, only now your merchant
no longer has to make a trip to the bank to deposit the checks, or incur bad check service
charges, or mail the physical check to us for reimbursement in the event it bounces: \We
automatically debit the consumer's bank account at each deferred deposit date via Check?21
image deposit while settling the funds directly to your merchant’s bank account electronically
via ACH credit.

(3) The New One of a Kind ... RETAIL PAYDAY “EXPRESS PLUS”

This program is by far the most exciting program of all. This is identical to the new “EXPRESS”

For more information, please contact:
program, but with this option your merchant is funded 100% of their monies IN ADVANCE P

and not waiting until after we electronically deposit the images! Your merchant’s customers Steve Eazell at 866-300-3376
will have their accounts debited over the 90 day period while your merchant gets ALL OF seazel@securepaymentsystems.com
THEIR MONEY as soon as the batch is closed! Michael Pruitt at 888-313-7841

This is so unprecedented that SPS has submitted the unique variable attributes of mpruitt@securepaymentsystems.com

this process for patent approval. Can you blame us?

> 3
We are thoroughly convinced that Retail Payday Express Plus will generate more - » »>

sales for your merchants which, of course, means... .
payment systems

MORE SALES FOR YOU!

A NEW DIRECTION IN PAYMENT SERVICES
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AmEx removes fees on gift cards

American Express Co. gave its gift card customers an
early holiday present. In an unprecedented move, it
removed all monthly fees on all of its gift cards, whether
the cards are in stores, in wallets, in the mail, or on their
way to market.

"Customers told us that monthly fees undermine
the value of gift cards, plain and simple," said Alpesh
Chokshi, President of Global Prepaid, American Exp-
ress. American Express Gift Cards no longer include
activation, balance inquiry, monthly service or replace-
ment fees. In addition, AmEx expanded its relationship
with Simon Property Group, making the card brand the
main provider of Simon gift cards. "The elimination of
monthly fees on the American Express/Simon Giftcard
will be a major differentiator in the marketplace and
will drive our growth this season and beyond," said
Mikael Thygesen, Chief Marketing Officer, Simon
Property Group.

AmEXx is also developing new customizable designs for
the holiday season. Consumers will be able to inscribe
messages on the cards to the cards' recipients.

MoneyGram moving forward

On Sept. 24, 2009, the U.S. District Court for the
Western District of Texas, Austin Division, sided with
the Western Union Co. in a patent infringement lawsuit
brought against MoneyGram International. The case
related to patented technologies that enable customers
to send transactions without written send forms. The
court awarded $16.5 million to Western Union.

"Clearly we are disappointed with the jury's verdict,"
said Carolyn Eshleman, Vice President and Associate
General Counsel at MoneyGram. "We are evaluating the
decision, determining next steps required, and review-
ing our legal options, including post-verdict motions
and appeals.”

The company continues to move forward in spite of this

setback. MoneyGram signed a new multiyear agreement
with Itat Unibanco, Brazil's largest private sector bank.
The partnership will add 1,000 MoneyGram agent loca-
tions in Brazil and provide its services to Itati Unibano's
network of nearly 5,000 locations.

MoneyGram also renewed a 35-year partnership with
CUNA Strategic Services to provide 7,900 credit unions
with easier access to the company's global money trans-
fer and bill payment services.

In addition, MoneyGram came to the aid of families suf-
fering from natural disasters in the Philipines, Samoa
and Tonga. It has temporarily waived its fees for money
transfers from Australia and New Zealand to Samoa and
Tonga until Oct. 31, 2009, to assist in the coordinated
effort to bring relief to those islands recently hit by a
tsunami and an earthquake.

MoneyGram also pledged a $20,000 MoneyGram Global
Giving grant to the American Red Cross for its relief
efforts in the Philippines to help Typhoon Ondoy vic-
tims. It also reduced its money transfer fees from Oct.
2 to Oct. 16, 2009, from North American MoneyGram
agent locations to the Philippines.

ANNOUNCEMENTS

Alliance Data raises $1.3 billion

Alliance Data Systems Corp. closed $1.3 billion to
fund existing and new private label credit card pro-
grams. $300 million of that is to be used for financing
outstanding card assets, as well as growth and portfolio
acquisitions.

Billeo leverages search engines

Billeo Inc. launched the Offer Assistant, a patent-pend-
ing, free service that generates targeted discounts and
rewards through search engine results. "Billeo’s Offer
Assistant is the first application that brings discounts
and rewards to you when you actually need them
— when you're searching for something to buy online,
or when you are at the checkout page," said Murali
Subbarao, Billeo's Founder and Chief Executive Officer.

Coinstar execs present at William Blair

Coinstar Inc.'s CEO Paul Davis and Chief Financial
Officer John Harvey opresented at the William Blair
Emerging Growth Stock Conference in New York on
Oct. 6, 2009. The presentation is archived on Coinstar's
Web site.



Facecard gets facelift

Facecard Prepaid MasterCard, after a year of beta test-
ing, sports enhanced features that include parental
controls, fully integrated social networking features
and a new design. The card also features "Prewards,"
free direct deposit and bill pay, and peer-to-peer gifting
functionality.

Mi-Pay observes milestone

Mobile payments firm Mi-Pay celebrated its fifth anni-
versary. The U.K.-based company said it is ranked in
the top five mobile money providers in the world and is
expanding its services in Africa, India, Eastern Europe
and Latin America.

NetSpend releases index

revealed that low to moderate income consumers are
watching their budgets but spending more this year
than last on groceries, travel and entertainment, and
utilities. The survey also broke down national and
regional spending trends.

NBPCA issues disclosure dos and don'ts

The Network Branded Prepaid Card Association pub-
lished a document entitled Leading Practices for Consumer
Disclosures of Network Branded Prepaid General Purpose
Reloadable Cards to encourage businesses to communi-
cate clearly to existing and potential prepaid cardhold-
ers. The paper addresses best practices for prepaid card
packaging, Web sites, advertising and the cardholder
agreement for general purpose reloadable cards.

One World ventures out with 1World Card

One World Ventures Inc. set plans into motion to
issue the prepaid 1World Card in the United States.
One World's partner bank, the identity of which One
World did not disclose, agreed to apply for the bank
identification number and become One World's issuing
bank. During the regulatory process, One World will
formulate terms and conditions with regard to using an
outside processor and submit marketing material and
logo to Visa Inc. for approval.

Western Union sends relief

Western Union's corporate citizenship program Western
Union Foundation pledged a relief grant of $100,000 to
Mercy Corps for its efforts in Indonesia and Samoa fol-
lowing the recent tsunami and earthquake.

PARTNERSHIPS

Alliance Data goes dental

Loyalty and marketing provider Alliance Data Systems
Corp. signed a multiyear agreement with Pacific Dental
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Services. The agreement will provide patient financing
and marketing services for affiliated dental offices via a
private-label credit card. PDS expects to earn more than
$300 million in revenue in 2009 and currently has nearly
200 member dental practices.

Alternative payment providers to target
unbanked

Green Dot Corp. and PayPal Inc. signed a deal that
allows online shoppers without bank accounts or credit
cards to checkout using PayPal's payment gateway.
Green Dot's MoneyPak, available for purchase at several
major retail stores, can be used as a financial tool in lieu
of a bank account or credit card. MoneyPak is also used
for making cash payments, paying bills and reloading
prepaid cards or funding other accounts.

OneBridge uses MAP

OneBridge signed a referral agreement with Seattle-
based Member Access Pacific. OneBridge adds Visa
prepaid cards as part of the partnership. "The Visa
Prepaid Card and MAP platform complement and
enhance our card solutions," said Jim Kern, OneBridge
President.

PSCU helps save data

PSCU Financial Services Inc. entered into a five-year
agreement to lease a portion of its Phoenix data cen-
ter to Ongoing Operations LLC. PSCU helped found
Ongoing Operations and is now renting out its space to
accommodate the increased demand in that company's
disaster recovery and business continuity services.

ProfitPoint re-ups with gourmet chocolatier

ProfitPoint Inc. renewed its partnership with Godiva
Chocolatier Inc. in a multiyear agreement. ProfitPoint
will continue processing for the Godiva Gift Card
Program. The two companies will continue to roll out
new prepaid initiatives to serve Godiva patrons and
increase revenue opportunities.

ACQUISITIONS

Accor buys Exit

Global prepaid provider Accor Services acquired Czech
Republic-based Exit Group, a meal voucher provider
that made 77 million euros. Accor offers employee and
constituent benefits products, and rewards and incen-
tives products in the Czech Republic.

APPOINTMENTS

Harvey leaves Coinstar in November

John Harvey, Coinstar Inc.'s Chief Financial Officer,
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resigned effective Nov. 9, 2009 — the last day Coinstar's
third quarter financial report can be filed. Harvey had
stated his intention to resign in September, citing the
time his position took from his family due to his com-
mute from Chicago area to Seattle.

Incentium gets new SVP

Incentium, formerly VIPGift, appointed 25-year veteran
Sara Sampson to Senior Vice President of Marketing
and Business Development. "It's an exciting time to
return to the loyalty and incentive industry," Sampson
said. "I look forward to developing additional pro-
grams, applications, business models and relationships
as we continue to redefine the industry." &
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What is stored-valuve?

n May 2009, the Financial Crimes Enforcement
Network (FInCEN), a bureau of the U.S. Depart-
ment of the Treasury, asked for input from the
prepaid card industry concerning the definition of
stored-value.

FinCEN sought clarification of the term in order to
revise the Bank Secrecy Act (BSA) regulations that cover
the obligations of money services businesses (MSBs) in
reporting possible instances of terrorist financing, money
laundering and other financial crimes.

"The proposed changes are intended to more clearly
delineate the scope of entities regulated as MSBs, so that
determining which entities are obligated to comply will
be more straightforward and predictable," FinCEN said.

As part of the possible changes outlined in its notice of
proposed rulemaking (RIN 1506-AA97, found at http://
edocket.access.gpo.gov/2009/pdf/E9-10864.pdf), FinCEN
desires to revise the definition of MSB so that issuers — as
well as sellers or redeemers — of stored-value products
will fall into the same broad MSB category for purposes of
regulating their anti-money laundering (AML) practices.

FinCEN specified that MSBs in the prepaid card indus-
try play a critical role in helping unbanked consumers
access financial services via electronic payments. Since
the prepaid card industry has grown so large, FinCEN
is concerned that sellers and redeemers of stored-value
should be subject to the same BSA and AML requirements
as issuers of stored-value.

"Law enforcement, FInCEN and other federal regulators

have repeatedly stressed the need to prevent transactions
that typically flow through these businesses from going
underground, which would diminish transparency with
respect to these transactions," FInCEN said.

The NBPCA replies

In response to FinCEN's query, the Network Branded
Prepaid Card Association drafted a letter that outlined
how it believes stored-value should be defined.

The letter, which can be accessed at www.nbpca.com/docs/
NBPCA-Notice-of-Proposed-Rulemaking-RIN-1506-AA97 .pdf,
said the definition of stored-value should only include
"instruments that represent monetary value, as is the case
under the current definition."

The NBPCA's point is that cards that do not provide
access to funds, such as point-based rewards cards and
electronic coupons, should not be covered under the defi-
nition. Regulating those products would "significantly
increase compliance costs" for card issuers and program
managers to no great benefit, since these products pose
little risk of being used to facilitate money laundering or
fund terrorist operations, the NBPCA said.

Furthermore, FInCEN asked if stored-value should be
considered money transmission. The NBPCA believes
not, since prepaid cards do not contain monetary funds,
but instead function as access devices. "Any rule which
would designate some stored value products as money
transmission would cause unnecessary confusion without
enhanced effectiveness," the NBPCA said.

The NBPCA understood the question to also mean wheth-
er an issuer of a stored-value product can be defined as a
money transmitter, which would include that issuer in the
MSB category and subject it the BSA regulations. To that
question, the NBPCA answered no.

"This would cause very serious issues for the indus-
try, but would do little to assist law enforcement," the
NBPCA said.

The burdens of regulatory compliance that would be foist-
ed on issuers, as well as sellers and redeemers of stored-
value products, might force businesses such as retailers to
discontinue selling prepaid cards to the public.

Myths debunked

In its letter, the NBPCA took the opportunity to debunk a
few common misperceptions about prepaid cards. Among
them were that prepaid cards:

e Function as unregulated or loosely regulated payment
instruments
Render cardholders anonymous
Can be loaded with high-dollar amounts, such as
$100,000 to $1 million



In response to the first myth, the NBPCA said issuers,
sellers and redeemers of open-loop, network-branded
prepaid cards must follow legal requirements set forth by
the USA Patriot Act, the BSA and by other regulatory enti-
ties. In addition, program managers, processors and other
third-party service providers are subject to oversight and
audit by issuing banks as well as bank regulators, the
NBPCA said.

As for the second myth, the NBPCA noted that, with the
exception of cardholders of low-value gift cards, prepaid
card users are required to provide identification and
verification during the card activation process. Finally,
the NBPCA maintains that load limits on prepaid cards
issued by its members in the United States generally
range from $2,500 to $10,000. And the typical amount
loaded on a general purpose reloadable prepaid card is
less than $250.

In conclusion, the NBPCA's position is that stored-value
products should be evaluated by FinCEN using the same
criteria as that of other financial products and services,
namely by assessing the degree to which each product
is at risk of abuse by money launderers and terrorist
financiers. &

New alternative
takes flight

hen executives in top-tier corporations in
the payments industry travel, they don't
fly coach. A chartered jet is one way they
get to those important business meetings

coast to coast.

Often corporations will buy a fractional, which means
partial ownership of a private plane. The advantage of
fractional ownership is that it is cheaper than owning a
plane outright, while still offering customers convenience
and substantial time savings over commercial flying.

A fractional consists of a block of flight hours that corpo-
rations purchase, which can easily run into hundreds of
thousands, if not millions, of dollars. In a bad economy,
with even large corporations closely scrutinizing their
expenses for cost savings, tightening up travel budgets is
a priority.

Up-up-upgrade

considers a unique alternative to the purchase of a frac-
tional in its Touch 10 jet card program. Anthony Johns,
Vice President of Sales and Marketing at InJet, calls it a
sampler card, where clients purchase 10 flight hours in
order to evaluate InJet's service. If they like the service,
they can then upgrade to full membership, which comes
with larger blocks of flight time. The Touch 10 card is
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therefore like a rebate card that a retail merchant offers to
attract new customers.

"With the card you are really building a relationship,"
Johns said. "You know that if somebody buys a card from
you, whether it's 25, 50, 100 hours, they're committing to
allow you to provide them travel services for that extend-
ed period of time."

Johns said the chartered private jet industry is a multibil-
lion dollar one. He estimated that only a quarter of that
business accommodates vacation travelers — the rest is
strictly business related travel. Consequently, InJet's clien-
tele is largely corporate officers and their teams. But the
purse strings for corporations' yearly travel budgets are
controlled by chief financial officers.

"So for the CFO, it's a budgeting thing," he said. "[The
card] gives them the ability to budget out the sales team
or the management team or the executive team ... and
determine how much he is going to have to invest in
travel." Given the state of the economy, charter services'
fractional programs are suffering, according to Johns.

"The card is becoming very attractive now because the
fractional programs are having a real hard time renew-
ing their customers," he said. "And, on average, probably
per [financial] quarter, if you look at all the programs
combined, you probably have a good block of about
200 to 400 shareowners coming to the end of their term
every quarter."

A card with wings

Returns on investment in fractionals can be low. "The
reality is if you're getting 40 percent back on your share
investment when it is time for you to term out after seven
years, you're lucky," Johns said. In comparing annual
multimillion dollar investments in fractionals with InJet's
more cost-efficient programs, paying hourly seems like a
better way to go, he added.

The Touch 10 card is not a mag striped-enabled device.
Due to the size of payments, clients prepay for flight time
by wire transferring funds to InJet's banking partner,
Lydian Bank & Trust, headquartered, like the charter jet
service is, in Palm Beach County, Fla. The bank manages
InJet's customer accounts. Clients sign up online, where
the information gathered is used to create user profiles.
InJet uses that information to personalize flights, such as
what kind of car service the client likes to get to the air-
port and whether that client likes crushed or cubed ice in
in-flight cocktails, Johns said.

Through the bank, customers are provided complete
account transparency, he noted. They receive monthly
statements and can monitor flight activity and how their
funds are being distributed to pay for costs, such as flight
time, catering and repositioning (flight time in returning
a plane to its base position after dropping off passengers).
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It is only upon completion of the passenger's journey that
the bank releases funds to InJet. While the card itself is
not a stored-value instrument, Johns believes it is a prized
possession nonetheless. "The card is specifically for the
member to keep in his pocket," he said. "It's a status sym-
bol for them. They love to talk about who they fly with.
They love to flash that card." &

Top 15 tips for
gift card success

n Archstone Consulting survey predicted that
retail gift card sales will exceed $35 billion
in the 2009 holiday season. One reason for
this expected bonanza is that retailers have
become more innovative in how they market the cards to
their customers, Archstone said. In a Giftex Prepay (now
Global Prepaid Exchange) white paper, Gift Card Primer:
How to make gift cards work for you, author Dan Horne elu-
cidates the top 15 tips for gift card program success.

1. The customer is still king: From a customer's
viewpoint, shopping for gifts isn't easy. Gift
cards are therefore an easy fall-back option, and
so they sell themselves to a certain degree. But
merchants can increase sales volumes by under-
standing customer needs and cater cards to fulfill
those needs.

. Market to the recipient: People generally want to
purchase cards that will give the card recipients the
greatest enjoyment. So emphasizing through mes-
saging why recipients would be happy receiving a
gift card can boost sales.

. Don't say "convenience': Gift card buyers realize
that purchasing gift cards is an easy gifting option.
But they don't want to be reminded of that fact
because it devalues the idea that the card is a gift
meant to convey thoughtfulness and an under-
standing of the recipient's likes and dislikes.

. Announce your presence: Since gift cards are
becoming a fixture in consumers' minds, like flow-
ers and chocolate, consumers need visual cues as
soon as they enter the retail environment — either
brick-and-mortar or online - to steer them to the gift
card section.

. Avoid the Chinese menu: Limit gift card designs to
only a few choices, just as you would for items in
any other product category.

. Avoid exclusivity: Be careful about signing exclu-
sive contracts with suppliers, distributors and pro-
cessors. "Contract provisions that limit how you

run your business are not in your best interest,"
Horne wrote.

. Give cards a good home: During non-holiday peri-
ods, provide a prominent and permanent place in
the retail environment for the cards, so customers
can find them easily.

. Keep branding consistent: Since gift cards are an
extension of brand names, stay consistent with mar-
keting themes and gift card images, logos, et cetera.

. Make it presentable: Provide value-added packag-
ing that enhances the piece of plastic into a true
gift. Do the equivalent of tying that gift card with
a bow.

10. Grab their attention: Some gift card buyers are
impulse shoppers. So as not to miss such patrons,
place gift cards near the POS, where shoppers take
out their wallets.

11. Be transparent: "Make the terms and conditions of
your cards as clear and simple as possible," Horne
wrote. By giving consumers the broadest possible
terms in how and when they use the cards, chances
increase that you will gain customers for life.

12. Make it pretty: Gift card designs should emphasize
gift-giving occasions and gender roles to enhance
the impression that the card is not just a standard,
everyday purchase.

13. Christmas all year 'round: While merchants do
most of their gift card business during the holidays,
remember to promote gift cards during Mother's
Day, Father's Day, school graduation periods and
so forth.

14. Think big: Third-party distribution and branching
out into the business-to-business sector can dra-
matically expand the scope of gift card programs
and profitability.

15. Keep the pace: It is imperative that gift card pro-
viders stay abreast of industry trends and technolo-
gies. "In a market that is evolving as quickly as gift
and prepaid cards, you are always in danger of fall-
ing a step behind," Horne noted.

From the heart

As a time-honored tradition, gift giving is among the best
ways to show love and appreciation. The gift card is but
one way to demonstrate affection and respect. "The heart
of the gift is the message," Horne believes. It is a point
providers would be wise to remember and practice when
rolling out gift card programs. &
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ﬂ Whitehall Capital LLC

Whitehall Capital
Advisors LLC

1SO/MLS contact:

Tom Cannon

Chief Executive Officer

Phone: 415-871-5556

Fax: 415-380-1825

E-mail: tcannon@uwhitehall.ws

Company address:

81 Throckmorton Ave, Suite 202
Mill Valley, CA 94941

Phone: 415-380-1825

Fax: 415-380-1825

Web site: www.whitehall.ws

1S0/MLS benefits:

o (apital structuring

e Strategic planning

® Business modeling

o Marketing and sales implementation
¢ Management recruitment

Calling in the experis

hen children have
difficulty with their
homework, they
often receive help
from parents, older siblings or
tutors. Individuals with aggressive
canines have the option of consult-
ing dog training professionals to
help get their pets under control.
And when people are injured in auto
accidents they are typically taken to
hospitals where they are examined
and treated.

What about startup payment com-
panies that are uncertain how to
devise the best business structure
and position their products and ser-
vices for a successful launch, or
what if established businesses are
suffering lackluster performance or
worse. Where can they turn to find
effective assistance?

Whitehall Capital Advisors LLC was
created to fill that need. Whitehall
founder and Chief Executive Off-
icer Tom Cannon said his company
is called in when businesses require
help to focus, grow and move
forward.

Whitehall does this by helping
companies refine their business
plans, raise capital, recruit quality
executives, and launch and mar-
ket new products and technolo-
gies. Whitehall's experts also advise
clients on equity/debt formation,
international strategy creation and
execution, licensing, and prepara-
tion of joint ventures and co-partner
initiatives.

Whitehall prides itself on having
the technological expertise, business
acumen and experience necessary
to help companies whether they are
just starting up, moving in a new
direction, rolling out a new product

line, going global, raising capital for
expansion or streamlining process-
es to prepare for growth. Cannon
will even become a company's inter-
im CEO during a company's transi-
tion until the business gets an even
footing.

And according to Whitehall, its
principals have experience with all
aspects of financial services, pay-
ments, payment platforms, authen-
tication and transaction processing,
as well as extensive software and
Web services experience. Whitehall
has consulted with companies from
South Korea to Australia to the
United Kingdom. The company also
just finished an 18-month assign-
ment in Israel.

Benefiting from experience

Cannon's experience in the pay-
ments industry began in the 1970s
at International Business Machines
Corp. where he served as Branch
Manager for offices in Chicago and
then moved on to head the compa-
ny's San Francisco offices.

Subsequently, Cannon and a group of
friends started First Data Resources
(now First Data Corp.). He served as
Executive Vice President and Chief
Marketing Officer. In that role, he
oversaw First Data's worldwide
sales. He noted that while he was
at First Data, he also invented the
first affinity (co-branded) credit
card with the American Automobile
Association and Visa Inc.

Cannon also was an innovator in
the prepaid sphere. "T invented the
prepaid card and launched it over
20 years ago," he said. "Of course,
the infrastructure wasn't there to
support it electronically ... [Now]
it's bigger than credit cards. It's not
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something that I could predict ... I had a hard time con-

vincing people of it 10 years ago."

In addition, Cannon founded GasCard Inc. in 1985 and
took the company public. Through that experience, he
learned the intricacies of raising money and positioning
a company for a merger or sale. And this became a spe-
cialty. "That's my primary focus, and I've consulted with
all of the big players," he said.

Andre Hansen, GasCard's Director, Information
Technology, said Cannon "surrounded himself with the
best people, created the right cultural environment and
instilled a work ethic that ensured success."

Delivering results

Whitehall offers strategic advisory services in several
ways: hosted software as a service, on-demand and
mobile-generated services, pay-per-use models and fees
for services used. Through its merchant banking arm,
Whitehall Capital LLC, the company provides assistance
with financing, business structuring, capitalization, merg-
ers and acquisitions, debt/equity structured finance to
$25 million or more, and business valuation.

According to Whitehall, the cost of retaining the compa-
ny's services is quickly recovered through expense reduc-
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tion, revenue increases or both, and in many cases, it is
equivalent to the cost of paying a part-time employee for
several months.

In addition to placing experts on the management teams
of client companies, if needed, Whitehall also formulates
plans for capitalization and devises new strategies based
on a given company's strengths. Whitehall works as long
as it takes to complete the job; it can sometimes take
months, or even years, to get a company headed in the
right direction.

Cannon said Whitehall is an organization of doers, not
talkers. "We won't engage unless we're sure we can
deliver, and we deliver specified results," he said. "It's not
vague generalities. We quantify it and help people move
their business considerably to the forefront of whatever
business environment that [the business] might be in."

Ringing endorsements

Mitch Wiggins, CEO of Western Clearing Corp., said
Cannon's expertise in the payments space helped Western
Clearing with all sides of its automated clearing house
and check 21 operations. "We think very highly of Tom
and his company," Wiggins said.

Cannon helped the company raise equity capital, intro-
duced Western Clearing to international banks and poten-
tial originating depository financial institution partners.

Arthur Mrozowski, a partner with Silicon Hill Ventures
LLC, has worked on various deals with Cannon since
1998, when Cannon introduced the first gift card at
One Network. Mrozowski said he is impressed with
Cannon's knowledge, especially in the banking industry.
Whenever Silicon Hill needs an expert in mobile or
Web-based transactions, the company calls on Whitehall,
Mrozowski added.

Peter Lang co-founded Pay Commerce Inc. with Cannon
and knows how difficult it is to find someone who has
both engineering expertise and a good head for business.
"Tom is the most knowledgeable, hardest working, ener-
getic payments executive I've ever know," he said. "He is
strategic and detailed, able and willing to do everything
necessary to build a company, and he takes exceptional
care of clients.

"Tom handles all phases of negotiation, planning, execu-
tion and training with authoritative knowledge, skill and
experience seldom found in one person."

Guiding principles .
Cannon listed three "philosophies" he applies to Whitehall.
The first is to respect the individual. "The second one is
only deal with things in a highly ethical, professional
way," he said. "I won't even touch something if I consider
it to be borderline illegal."
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The third is to pursue excellence in anything you guarantee "because the only
thing you can really control in your life is your reputation," he noted. "How
much money you make is secondary. I won't deal just for money — never will."
Cannon added that he has frequently turned down large retainer fees when
anything, including the individual seeking his help, seemed shady.

Cannon said his biggest reward "is seeing people succeed because of spe-
cific advice and things that I put in place that helped them save a tremendous
amount of money, and I get a lot of referral business because of it. Endorsements
like that, you can't beat it when somebody calls up and says this guy saved me
$2 million last year, and you ought to take a look at him."
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Confronting hurdles

Cannon believes one of the biggest
challenges people face today is sifting
truth from falsehood. "The economics
is disgraceful in this country, because
I think the numbers are misleading,"
he said, adding that some individuals
continue to proffer deceptive numbers
to influence business.

Cannon said that when the capital mar-
kets encounter trouble, it flows down to
all economic sectors, and there are "per-
mutations of attitude that flow from the
strength of the U.S. markets in particu-
lar. I'm not a market predictor, but my
guess is that we're going to see another
big downturn before the year's end."

The present market has changed "the
whole complexion of the startup,” he
added. "A person who can afford the
risk can make a lot of money invest-
ing in developing-stage companies
right now." He added that in spite
of the huge opportunities available,
risk-aversion is saturating small busi-
ness under this presidential adminis-
tration, perhaps more even than under
President Bush.

Getting expert help

Whitehall can assist companies, large
or small, at any stage of their fund-
ing and operations. Cannon said many
people don't understand what pieces
need to be in place for each stage of
funding; some don't even know what
those stages are. As a result, "they're
never going to raise" the necessary
funds, he said.

Cannon advises entrepreneurs to pro-
ceed carefully and keep expenses low.
"Try to barter instead of using cash," he
said. "Reserve your own capital, and
don't give up your full-time job until
you're sure you have something that's
workable." Just as important is ensur-
ing your family is behind your deci-
sion, he added.

Even the best management teams at
times experience gaps in the skills and
knowledge needed to move forward.
Whitehall endeavors to be the experts
who will come in, smooth out the
wrinkles and help companies progress
to the next level. B2
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Congress gives
interchange reformers
lukewarm reception

pponents of the interchange status quo had

another shot at grabbing congressional sup-

port Oct. 8, 2009, with a hearing before the

U.S. House Financial Services Committee.
The hearing was called to accept testimony on H.R. 2382,
the Credit Card Interchange Fees Act of 2009, and H.R.
3639, the Expedited CARD Reform for Consumers Act of
2009. In terms of H.R. 2382, the hearing appeared to be
more a formality than a serious attempt to address inter-
change legislation.

Committee Chairman Barney Frank, D-Mass., made it
clear during the hearing that he was most interested in
enacting legislation that would move up the implementa-
tion date on provisions of the Credit Card Accountability,
Responsibility and Disclosure Act of 2009 (Credit CARD
Act of 2009).

The Credit CARD Act, signed into law in May 2009,
established strict limits on how and when banks can
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increase rates on credit cardholders. Those limits are set
to take hold in February 2010, but Frank and several other
members of the panel want to move up implementation
to December 2009 because, they said, too many banks are
hiking rates for no obvious reason other than to get out in
front of the CARD Act caps.

Legislation under consideration

As for interchange, Frank has said he's still trying to get
his arms around the issue and that testimony given on
H.R. 2382 is part of that process. But some Washington
insiders suggested Frank might have been sending a mes-
sage to opponents of financial regulatory reform legisla-
tion he and other key Democrats are attempting to push
through Congress.

H.R. 2382 was introduced by Rep. Peter Welch, D-Vt., who
appeared before the House Financial Services Committee
last week to urge consideration of "the plight of the small
retailer." Joining Welch at the witness table was Kathy
Miller, a constituent who runs a country store in Elmore,
Vt., and who complained to the panel that she often loses
money on small purchases because of interchange fees.

"[W]e just can't keep absorbing these fees and survive
in these tough economic times," the Vermont store
owner insisted.

The Credit Card Interchange Fees Act, as drafted by
Welch and co-sponsored by a bipartisan group of 13 other
House members, would allow merchants to impose mini-
mum purchase amounts for card payments, prohibit Visa
Inc. and MasterCard Worldwide from charging different
interchange rates for transactions that use rewards cards,
require public disclosure of merchant agreements and
empower the Federal Trade Commission with oversight
authority for the merchant acquiring space. E3

VeriFone addresses
PCl enforcement
confusion

large part of what complicates compliance

with the Payment Card Industry (PCI) stan-

dards for data, PIN entry device and payment

application security is the frequent, though
necessary, changing of the rules to keep up with evolving
security threats.

To make things easier, the PCI Security Standards Council
(PCISSC) established specific timelines by which upgrades
must be made to payment terminals. Yet, compliance is
enforced by the card brands, not the PCI SSC.

Furthermore, the rules can be tweaked by individu-
al acquirers eager to ensure the compliance of their



merchants and thus avoid liability for data breaches or
rules violations.

Such discrepancies in the way compliance is enforced
can be a source of confusion among merchants, ISOs and
merchant level salespeople.

An Oct. 8, 2009, webinar put on by secure payment solu-
tions provider VeriFone (available on VeriFone’s Web
site at www.verifonezone.com) addressed this and other
issues relating to the PCI sunset dates and compliance
generally. The webinar, hosted by Lori Breitzke, Director
of Marketing for VeriFone, clarified when those sunset
dates are, the differences between each one and other
related issues.

Those dates

Two important sunset dates are July 2010 and December
2014, and both relate to PIN Entry Device (PED) termi-
nals. The first date is the time by which terminals manu-
factured before 2004 must be swapped; the latter pertains
to terminals manufactured between 2004 and 2007. Those
cannot be used after 2014, but their sale has been forbid-
den since the end of 2007.

Meanwhile, PED terminals built after 2007 — all of which
contain Triple Data Encryption Standard (DES) encryp-
tion, which is the key feature in all this — can as yet be
used indefinitely.

According to Breitzke, there is "a whole lot of confusion
over what the impact is" of the PCI compliance sunset
dates because of some of the additional rules they have
spawned.

For example, Visa has required that summaries be submit-
ted of all triple DES-compliant terminals and "attendant
POS activity" by October 2009.

Visa stated further that beginning in August 2012, acq-
uirers may be assessed fines for "fostering non-triple
DES compliant merchants or agents" even though triple
DES encryption won't be required of all merchants by the
PCI SSC until 2014.

"We know there is one major acquirer that has come out
and said they are going to be charging noncompliance
fees," Breitzke said. "But we've heard that several large
acquirer processors have been charging these fees, so it's
really up to the ISO to communicate with the acquirer
processor to figure that out.

"But I think that's going to be very likely [that acquirers
in general will began levying fees for noncompliance]
because the acquirer is the one that's going to be liable.
So a way for them to recoup some of those costs of non-
compliance or a breach would be to charge some kind of
a fee."
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Breitzke said that for merchants using terminals without
PIN debit, there is "absolutely no compliance or secu-
rity mandate to get rid of it." Nonetheless, she stressed
that, for security reasons, having an updated terminal is
always a good idea.

Breitzke also mentioned an omission in the PCI SSC's
merchant self-assessment security questionnaire used to
check various compliance points: It does not contain any
questions that specifically address PED devices."We have
spoken with the PCI Security Council, and they do plan
to update that questionnaire,” she said. E2

First Data STARs
with PayPal

irst Data Corp. announced a new program that

allows consumers with the company's STAR

debit cards to register with online payment pro-

vider PayPal Inc. through online banking Web
sites. First Data believes this will provide enhanced secu-
rity for e-commerce payments as well as bolster revenue
for participating financial institutions.

For registered financial institutions, the service will
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provide a direct link from their online banking sites to the PayPal network.

Customers who register for PayPal this way will be authenticated by their
banking site and then by PayPal, and with every PayPal purchase they make,
the payment portal will be branded both with the appropriate bank name as
well as the PayPal name.

"The consumer is authenticated via the financial institution's Internet banking
site, and then the customer completes his enrollment at the PayPal site, so the
premise is a consumer that is known and already authenticated right off the
bat," said Julie Saville, Vice President of the First Data STAR Network. "Once
the consumer is enrolled, from that point onward, he or she is able to shop on
the Internet and would select PayPal.

"Once they select PayPal they are presented with a pop-up screen ... and
will also see their financial institution brand, which is a key feature of the
program.”

Real-time debit

Saville added that, by connecting PayPal directly to customer checking
accounts, the program allows debit payment settlement to happen in real time.
"All transactions that result in funding to the PayPal wallet will end up going
through STAR in real time, so that the financial institution authorizes it in real
time as well," she said.

By contrast, "a lot of the PayPal transactions today are routed through the
[automated clearing house] network, and so financial institutions do not
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receive these in real time," she said.

"For consumers, it allows them to rec-
oncile their bank account right away,
and know what funds are available. ...
We already have real-time infrastruc-
ture built with the PIN debit networks
in this country, so let's use it."

Richard Brierley-Jones, Executive Vice
President at e-commerce solutions pro-
vider eWise Systems USA, said First
Data's new service caters to consumers
who, in a time of economic strain, are
increasingly relying on debit rather
than credit cards.

"Debit cards and credit cards in par-
ticular were never designed to be used
in the online world; they've been made
to work that way in some way, shape
or form," he said. "I think what this is
ultimately trying to do is allow people
to access their checking accounts while
maintaining the secure environment.

"More people want to use their debit
card and checking account as a primary
way of transacting in the online world,
and this allows them to do that."

Brierly-Jones said the program could
hurt issuing banks by steering consum-
ers away from credit and toward debit
cards, which carry lower interchange
rates. "What PayPal is trying to do is
reduce their costs, and the way they
can do it is use other forms of funding
to increase their margins," he said. "A
debit card has lower interchange fees
than a credit card ... but the banks are
potentially losing out on interchange
revenue."

Myriad benefits

For financial institutions registered with
First Data's new service, however, the
benefits are numerous, Selville said.

"It provides a value-added service to
their best customers, which are their
Internet banking customers," she said.
"It reinforces their brand on the Internet
for every purchase their customers
make, and it increases their revenue
opportunity because now the transac-
tions flow through to the financial insti-
tutions as a revenue generating transac-
tion instead of as an ACH expense." B2
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> "Really, the intent of these

. best practices is to provide a
foundation, or a primer, for
merchants considering these
solutions on how to implement
them and then how fo evalvate
them after the fact once they've
been implemented."”

Visa prefers data-
field encryption

hen Visa Inc. speaks, the payments indus-

try listens. The world's largest card brand

issued a global best practices paper that

advises all merchants that accept electron-
ic payments to consider data-field encryption technology
be installed on their private networks as a necessary com-
pliment to the Payment Card Industry (PCI) Data Security
Standard (DSS).

- Eduardo Perez, Senior Business Leadenr,
Payment System Risk, Visa

In the paper, available at http://corporate.visa.com/

_media/bestpractices.pdf, Visa makes five main recommen-
dations:

e Limit unencrypted (clear text) data "to point of
encryption and point of decryption.”

e Use robust key management that is consistent with
international or regional security standards, given
merchants' geographic footprints.

e Use key lengths and cryptographic algorithms con-
sistent with the same above standards.

* Protect cryptographic devices against physical and
logical (software or firmware) compromises.

* Use an alternate account or transaction identifier
—such as a token in lieu of the original card number
— for business processes.

According to Eduardo Perez, Senior Business Leader,
Payment System Risk, Visa, the card brand's announce-
ment comes at a time when merchants are looking for
guidance on what technologies should be utilized to
protect data.

"Really, the intent of these best practices is to provide a
foundation, or a primer, for merchants considering these
solutions on how to implement them and then how to
evaluate them after the fact once they've been imple-
mented," Perez said. "So the goal here is to support mer-
chants and ultimately [enable them] to effectively deploy
the use of encryption solutions within their payment card
environment."

Visa's 'end-to-end’

Data-field encryption is also known as end-to-end encryp-
tion. The technology is seen by many in the industry as a
necessary safeguard against data theft since encrypted
data is useless to fraudsters if they don't have the key to
decrypt it.

End-to-end encryption is defined as starting at the point
of swipe, when cardholder data is encrypted. That data
remains encrypted as it is routed from the merchant's pri-
vate network, then over the public network through to the
acquirer's back-end system, where the data is decrypted
for processing. But Visa said data-field encryption gives a

more specific definition of what needs to be encrypted. It
defines the exact cardholder information (data fields) that
should be encrypted at the point of swipe. For example,
the paper states that the first six digits of the primary
account number need not be encrypted for routing pur-
poses, while the middle section of numbers should be
encrypted.

Complimentary

Visa's guidelines do not recommend merchants employ
any specific end-to-end encryption technology provid-
ers or even mandate merchants to implement the
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technology. "What we believe is that it's one compli-
mentary way to protect cardholder data," Perez said. "It
really emphasizes the need, in fact, for proper data secu-
rity, because even with encryption, entities will still be
required to protect the keys and properly manage those
keys, and to ultimately protect cardholder data when it is
decrypted or it is in the clear."

While the PCI DSS strives for comprehensive data secu-
rity — including "data at rest," meaning how it is stored, as
well as "data in motion" (data being transmitted) — Visa's
data-field encryption recommendation is focused primar-
ily on protecting data in motion, according to Perez.

"Merchants are already using encryption today to meet
some portions of the [PCI DSS], specifically to protect
cardholder data at rest," he said. "And so this document,
while it covers encryption for stored data, it also covers
and emphasizes encryption of data in transit.

"That's data that we know that hackers and criminals
covet, and so we felt that this was another solution that
merchants should consider in combination with their PCI
DSS compliance and other security efforts."

A data in motion attack is perpetrated via malware (also
known as a "sniffer") — malicious software slipped inside
a merchant's or processor's network that sniffs out card-
holder data traveling through the network and transmits
it back to fraudsters.

Public versus private

Panoptic Security Inc., the current version of the PCI
DSS is focused on securing stored data or data transmit-
ted over public networks, not on the security practices
for data transmitted within merchants' private networks
— from one server to another, for example.

Bob Russo, General Manager of the PCI Security Standards
Council (PCISSC), believes a layered approach to security
is the best defense against data breaches.

"Which specific technologies an organization chooses to
implement to meet the requirements of the DSS is discre-
tionary," he said.

"Organizations seeking to deploy security technologies
must recognize that secure implementation is as impor-
tant as the decision to implement itself."

Russo reported that the PCI SSC is currently in the feed-
back process. The council is soliciting opinions from its
members to determine how the PCI DSS will evolve.
As part of that process, the PCI SSC commissioned mar-
ket research firm PricewaterhouseCoopers to review
the impact of emerging technologies on the scope of the
PCI DSS.
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The next step in the process will be a review of the
research findings at the council's next community meet-
ing, which will take place in late October 2009 in Prague,
Czech Republic. B3

Encryption debate
heads to court

he race for card data security superiority has

taken an unusual turn with two of the most vocal

corporate advocates taking each other to court.

Terminal manufacturer VeriFone Holdings Inc.
was the first to get its points on the record by filing a pat-
ent infringement complaint against Heartland Payment
Systems Inc.

At issue in the case is a patent acquired by VeriFone when
it purchased Lipman Electronic Engineering Ltd. and
renamed it VeriFone Israel Ltd. The patent (US 6,853,093
B2), issued in 2005, covers what is described as "anti-tam-
pering enclosure for electronic circuitry."

In its complaint, which was filed Sept. 9, 2009, with
the Federal District Court for the Northern District of
California, VeriFone Israel asserted that a new card
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terminal Heartland wants to import and distribute in
the United States, under the Heartland NP3000 moniker,
infringes on that 2005 patent.

Dueling lawsuits

A week later, Heartland's attorneys were at Mercer
County (New Jersey) Superior Court accusing VeriFone
of trying to sabotage Heartland's efforts to develop and
bring to market POS terminals that support end-to-end
encryption of card and transaction data. Heartland, one of
the top bankcard acquirers in the United States, is head-
quartered in Princeton, N.J.

The company became a vocal champion of end-to-end
encryption after it was discovered in early 2009 that it
had suffered a major data security breach despite hav-
ing been deemed in compliance with the Payment Card
Industry (PCI) Data Security Standard (DSS). The PCI
DSS details the industry's baseline requirements for secur-
ing credit and debit card data.

Heartland's end-to-end encryption efforts, known col-
lectively as the E3 Project, reportedly employ the highest
level of encryption security available today. Heartland
expects it will eventually replace the Data Encryption
Standard (DES) and Triple DES methods for securing pay-
ment card data.
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Complaints

In its complaint, Heartland said it has spent "signifi-
cant time, money and effort" working with a Taiwanese
manufacturing firm, Unelectra International Corp., to
develop E3 terminals. A successful test of one such termi-
nal was completed in June 2009, the complaint said, and
Heartland planned to introduce it to the U.S. market as
the Heartland NP3000 during the third quarter of 2009.

VeriFone insists the Heartland NP3000 infringes on its
2005 patent, and that Heartland was aware of this fact but
chose to ignore it. Asked about this claim, a Heartland
spokeswoman told The Green Sheet, "Heartland respects
the patent rights of others and has strong defenses to the
allegations in VeriFone's complaint."

The lawsuit filed by Heartland, meanwhile, alleges that
VeriFone and its CEO Douglas Bergeron have "engaged in
an unlawful and tortuous campaign to punish Heartland
and injure competition," and it accuses VeriFone of a
"xenophobic determination to prevent Heartland from
obtaining the next generation of secure POS terminals
from manufacturers in Taiwan and China."

Among its specific allegations, Heartland charges that
VeriFone has refused to do business with Heartland
and will neither sell terminals to nor support existing
VeriFone products used by Heartland and its clients until
it abandons plans to import the UIC terminals.

Heartland also alleges in its complaint that VeriFone has
put the squeeze on companies working on Heartland's E3
Project, even threatening to put some out of business if
they do not cease working on that project.

Cases pending

Reached for comment, a spokesman for VeriFone described
the litigation against Heartland as "a simple case about
IP [intellectual property] infringement" and added that
"VeriFone has already announced that it is committed to
licensing the VeriShield Protect end-to-end encryption
solution to the payments industry."

VeriFone's spokesman also mentioned the company's
Sept. 30 announcement that it had become the lead inves-
tor in Semtek Corp. by doubling its investment in the
technology developer and acquiring an option to pur-
chase Semtek's remaining shares in the future. He also
noted that the companies had entered into an expanded,
worldwide agreement calling for "open licensing of the
Semtek encryption technology to all other point of sale
hardware vendors."

A spokeswoman for Heartland, meanwhile, insisted the
New Jersey firm is "taking appropriate legal measures to
protect our merchants from unfair and exploitative busi-
ness practices” and "making E3 quickly and widely avail-
able to merchants." E3
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Payments a strong
presence at the AFP

t the Association for Financial Professionals

2009 Annual Conference, held October

4 through 7 at the Moscone Center in San

Francisco, automated clearing house (ACH)
and Check 21 opportunities were running themes among
presenters exploring upgrades to the electronic pay-
ments sphere.

Indeed, while the conference addressed a range of finan-
cial topics, payments industry subjects had a noticeable
role. From the exhibit hall to the forum rooms, issues
beyond ACH and Check 21 surfaced, including remote
deposit capture (RDC), credit card fraud, the credit crisis
and international currency exchange.

Same-day ACH

One noteworthy forum was Same Day ACH: Potential
Opportunities and Limitations, wherein three panelists
discussed a plan by the Federal Reserve for same-day
ACH clearing on debit payments, set for rollout in the
second quarter of 2010.

"ACH has been pretty stagnant the last couple years — the
last 35 years or so," joked presenter Peter A. Davey, Senior
Manager, Enterprise Payment Strategy for Capital One
Financial Corp. The national ACH network was estab-
lished in 1974. Davey and his fellow presenters, Stephen
Ledford, Senior Expert at McKinsey & Co., and Richard
R. Oliver, Executive Vice President and Retail Payments
Product Manager for the Federal Reserve System, lament-
ed the federal ACH system as archaically slow in a
world where money transfer has become highly efficient
in other places.

"We know people are [streamlining settlement processes],
but we need to move toward it as an industry or someone
else will," Oliver said.

Oliver said the same day ACH program was inspired
partly by the Check 21 law, which took effect in 2004. It is
planned as an opt-in service for banks under which ACH-
converted checks and debit payments will be cleared in the
afternoon rather than overnight (payments made beyond
a certain time will be cleared the following afternoon; at
present, clearance of ACH debit payments can take two
to three days). Check 21 payments, which convert physi-
cal checks into digital images sent remotely to a banking
institution, are not subject to ACH rules and are generally
cleared much more quickly than physical checks.

Oliver said the benefits of same day ACH clearance will
be many. Among them will be accelerated revenue for

banks and accelerated returns — or what Oliver called "less
temporal exposure" for pending monies to keep balance
sheets cleaner.

"Certainty of payment is a big issue,” Ledford added.

Davey said faster clearance will also allow banks to invest
their money earlier, as well as reduce insurance premiums
to the Federal Deposit Insurance Corp. Premiums are
based on the size of a bank's overnight deposits and can
be lowered by transferring afternoon settlements away
from deposit accounts.

Next-generation RDC

Check 21's influence was also evident in the conference's
exhibit hall. On the vast and luminescent exhibit space,
where over 200 organizations held booths, RDC digital
check scanners were among the most commonly dis-
played contraptions.

Exhibitors ranged from the world's biggest banks to
smaller lenders, payment processors, technology provid-
ers and NACHA - The Electronic Payments Association.
One exhibit was the Panini I:Deal from payment technol-
ogy provider Panini. A smaller than average RDC device,
it is designed for small businesses with lower check vol-
umes. In demonstration, checks inserted into the I:Deal
did a quick see-saw motion through the scanner; John
Bristol, National Channel Manager for Panini, opened the
device to a reveal a moving camera lodged inside a rotat-
ing cylinder that captures images of the front and back of
a check, requiring checks to be inserted only once.

Goldleaf Financial Solutions, too, presented an RDC scan-
ner intended as a "dummy proof" device in which even
haphazardly inserted checks can be properly scanned.
Goldleaf's scanner is rectilinear and flat, and resembles
conventional paper scanners.

International focus

Meanwhile, NACHA promoted a program, deployed in
September 2009, to more strictly regulate international
ACH transactions.

According to Debbie Barr, Senior Director, Network Rules
Processes and Communication for NACHA, the system
— which is run through the United States Department
of the Treasury's Office of Foreign Assets Control — uses
a vast database to prevent blacklisted individuals from
conducting cross-border transactions. "We are doing a
full screening and blocking by verifying against this list,"
she said.

About 4,000 people attended this year's conference, accord-
ing to Rebecca Wolfson, Manager of First Impressions for
AFP. The next AFP Annual Conference is scheduled for
Nov. 7 to 10, 2010, in San Antonio, Texas. E2
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ayments industry professionals no longer rely

only on traditional brick-and-mortar credit and

debit card processing. Remote deposit capture

(RDC) and prepaid card programs are two
value-added services that help merchants gain and retain
customers and reduce costs.

Following is information distilled from recent payments
industry reports concerning these markets:

RDC jumpin' in 2009

An October 2009 report from Celent LLC, State of Retmote
Deposit Capture 2009: New Markets, New Models, revealed
that approximately 6,860 financial institutions have adopt-
ed new RDC solutions in the past year.

Celent also reported that:

* By the end of 2009, nearly 10,500 U.S. financial
organizations — 64 percent of all institutions — will

adopt RDC technology.

® Financial institutions will add over 3,600 new RDC
devices in 2009.

* Another 42,000 scanners will be deployed outside of
financial institutions by the end of 2009.

e Collectively, these institutions will have an estimated
463,000 capture devices, adding nearly 130,000 this
year alone.

¢ An estimated 505,250 commercial RDC scanners will be
installed by year's end, a 35 percent increase over 2008.

e Within the next three years, 95 percent of financial
institutions across the United States will implement
branch or teller RDC solutions.

For more information, visit www.celent.com/index.htm.

Mercator Advisory Group's Sixth Annual Closed Loop
Prepaid Market Assessment, published in September 2009,
indicates that the open- and closed-loop prepaid markets
continue to grow.

A significant portion of this growth is driven by the
increased adoption of open-loop network branded cards
as replacements for checks. The report was based on a
survey of 1,012 consumers and financial professionals.

Following are highlights from the report:

e In 2008, $187.24 billion was loaded on closed-loop
prepaid instruments, an increase of 4.3 percent over

the 2007 total of $179.59 billion.

e The total load for all 33 prepaid segments in 2008
(open- and closed-loop) was $247.7 billion, a $27.4
billion increase — or 12.4 percent — over the $220.3
billion loaded in 2007.

e Privatelabel retail cards (closed-loop) are the most
commonly and frequently used. More than 45 percent
of respondents surveyed use this card type to make
purchases.

e Open-loop prepaid gift cards have generated more
than $5 billion in sales since 2005. Since 2006, the
open-loop card market has grown at a compound
annual rate of 53 percent.

e In 2010, openoop (network-branded) prepaid cards
will account for more than half of the entire market,
with sales projected at approximately $181.6 billion.

*  Network-branded cards had $60.42 billion loaded in
2008, an increase of 48.6 percent.

¢ Closed-oop gift cards used for consumer incentives
grew by 19.3 percent.

e Sales of gift cards through third-party distributors grew
21 percent.

e While gift giving motivates most consumer purchases,
nearly one in five respondents use prepaid cards to
help manage household budgets, the budgets of fam-
ily members and friends.

¢ Distribution of Social Security benefits on prepaid
instruments, now out of the pilot phase and being fully
implemented, hit $1.48 billion in 2008.

* Prepaid payments for digital content (ringtones, music,
gaming et cetera) grew 17 percent over 2007 to
$8.04 billion. Of this, music products accounted for
$4.71 billion, a 24 percent increase over 2008.

e Since Jan. 1, 2009, 87 percent of purchases of pre-
paid products, including gift card purchases, were
made for families and friends.

e The in-store gift card market segment grew by

$1.1 billion during 2008.

® Prepaid malls continue to be the bright spot in the
prepaid market. Some merchants who suffered nega-
tive growth for gift card sales in-store saw significant
growth when they increased the number of prepaid
malls through which they sold gift cards.

¢ Some merchants reported that their 2008 store sales
were down by as much as 30 percent, but gift card
sales were only off by 6 or 7 percent.

For more information, visit their Web site at www.mercator
advisorygroup.com. B2
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Holiday from page 1

"And if merchants are not ready to do that now because
of the holiday crush, we have to at least make sure
— from a budgeting and finance standpoint — that they are
well positioned to have those technologies in place for
next year."

The Federal Reserve's 2007 Payments Study (containing
the most recent figures available) reported that Americans
wrote 30.6 billion checks for a value of $41.7 trillion in
2006, accounting for 31 percent of the total U.S. pay-
ment volume. And though check volume is expected to
continue declining, the average dollar value of checks is
increasing.

According to the Fed, verticals with the greatest check
usage consist of companies that use recurring payments
(utility, insurance, telecommunications, home financing
and property management companies) and business-to-
business (B2B) payments.

The study found that 49 percent of recurring payments
are still made with checks. Additionally, B2B payments
generated 60 percent of U.S. check dollar value.

Tangible revenue

Martaus pointed out that the biggest problem in deploy-
ing RDC with the same economy of scale as credit
and debit processing is the absence of a definable busi-
ness model.

ISOs and MLSs that sell traditional bankcard services
know exactly what revenue is generated on terminal
sales and transaction volumes. And although a variety of
cost-effective and efficient check capture and processing
products exist, the lack of a tangible return on investment
for the feet on the street is preventing widespread RDC
adoption in the ISO reseller community.

"Two sales agents are talking, and one guy is driving a
brand new Mercedes," Martaus said. "When asked how
he could afford a new Mercedes, the guy says he sells
electronic check processing. 'You sell what?' the second
guy asks.

"The point is that salespeople are closers, not business-
people. They say, 'Don't confuse me with facts; I've got my
close nailed down." So the idea of penetrating a market
that lacks a proven long-term cash flow is anathema to
these guys. Every sales guy I know in the world can tell
you every penny they'll make when they close the deal.
But RDC has yet to establish a definable revenue stream.

"Some companies do have sales models to help these guys.
The problem is you've got to get them to take their eye off
the ball they are currently playing with — and the only
way to do that is through profit motive. Unfortunately,
RDC's profit margin isn't significant enough yet to get
their undivided attention.”
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Adoption recipe

To promote greater interest within the ISO reseller chan-
nel, companies like Panini are taking a proactive role in
outreach to supplement their efforts in developing the
market. Pratt believes the optimal model for RDC adop-
tion employs education and demand generation.

"We work very hard to meet with and educate not just our
reseller channels but the end user as well," Pratt said. "We
have to address the question of, what can RDC do for me?
So we built a return on investment model that businesses
could use to enter the variables for their own business and
determine the payback for RDC."

Pratt added that Panini also works to help stimulate
demand through direct e-mail campaigns, opt-in Web
sites (sign-up programs for individuals interested in a
Web site's products and services) or landing pages (the
page that appears when a potential customer clicks on an
advertisement or a search-engine result link) to assist its
ISOs in cultivating and widening the demand for check
processing solutions.

"Our marketing programs are designed not only to benefit
our channel partners, but to help accelerate the adoption
of the RDC market," he said. "More importantly, [ wouldn't
assign a great degree of seasonality to our products. If a
business can get their checks cleared faster and cheaper,
they're going to be interested in that regardless of the time
of year. And in this recession, I think any merchant would
be more receptive to products that enhance deposits.

"So this is the time when ISOs and banks and people like
us need to be in front of these merchants and explain that
those checks sitting in drawers could easily be on their
balance sheets. Additionally, there is a great opportunity,
particularly on the merchant side, to look at multifunc-
tion value-adds, like adding a mag stripe reader, so that a
merchant can do more than just capture checks."

Achieving greater adoption of RDC — or any alternative
payment offerings — requires more awareness among the
end-user community and a higher focus on cultivating
partnerships. "We have to seek out these end users, raise
their expectations of what we can offer and let them know
what tools are in the market to help them solve their prob-
lems," said Pete Hamel, Vice President, Platform Delivery
for card-not-present payment solutions provider 3Delta
Systems Inc.

"Interacting and networking with treasurers and cash
managers at shows like the AFP [Association for Financial
Professionals] is the way this market is moving. You just
don't go to sign deals anymore at trade events — those
days are gone," he added.

Martaus believes community banks offer potential for
ISOs and MLSs to expand their product and service offer-
ings during the holiday season. He added that the more
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The holiday shopping season traditionally generates strong
revenue streams for ISOs, processors and MLSs.

And for most payment professionals and retail merchants,
holiday sales constitute a significant portion of their
annual income.

Some industry research firms project sales volumes for the
upcoming holidays will be the second worst in over four

decades, just percentage points above the record low con-
sumer spending in 2008; consequently, ISOs and MLSs
might want to adapt by pursuing new avenues to remain
afloat as the recession persists.

Knowledge of overall industry trends as well as sales vol-
umes in specific markets may help payment experts deter-
mine the most practical and profitable course of action mov-
ing forward.

Following are recent research findings and projections regarding holiday sales activity:

* A National Retail Federation study from September 2009 projects holi-
day retail industry sales to reach $437.6 billion, a 3 percent drop over the
previous 10-year average but 0.4 percent higher than retail sales for 2008.

* TowerGroup disclosed that
from 2005 to 2007 online
payments during the holiday
season increased at an annual
growth rate of 29.6 percent;
TowerGroup expects that growth
to continue at a rate of 18.7 per-
cent through 2012.

* eMarketer Inc.'s Online Holiday Shopping Preview predicts Web-based
merchants will ring up sales worth $24.3 billion during November and

December 2009, a 22.1 percent increase over 2008.

innovative ISOs are partnering with some of these small
community banks and credit unions and using their capa-
bilities as closers to make the case for alternative payment
products and solutions.

"Banks are, for lack of a better phrase, a lesser developed
species," Martaus said.

"And I worked as a bank executive for years, so I mean
no disrespect. But they don't get selling, don't like it, don't
understand it and quite frankly don't want to do it.

They'd rather have someone else come in and get those
products and services implemented."

Breaking boundaries

For companies like international payment processor and
merchant acquirer Merchant e-Solutions Inc., the holiday

¢ The International Council of
Shopping Centers projects a 1
percent increase in same-store
sales for the second quarter
of 2009. With January 2010
included, sales may rise 1.5
percent, the best performance
in three years.

¢ The Nielsen Co. reported that
households will continue to spend on
what consumers consider "essential
gift giving" such as staple con-
sumables, candy, beverages and
alcohol, and entertaining at home.
Eighty-six percent of the 22,000
respondent to Nielsen's study said
they expect to spend the same

or less than they spent in 2008.
Nielsen also found that gift cards,
apparel, toys and technology will

be the most popular sales items in
2009. Cookware, kitchen items, bed
and bath accessories, and alcohol
are also expected to do "very well."
Verticals such as dollar stores, online
merchants, discounters and club
stores are expected to attract the
"lion's share" of holiday spending.
Office supplies, pet stores, home
improvement and pharmaceuticals
will be hit hardest by the recession.

season is a time to focus on nonretail merchants as well
as assist U.S.-based merchants in expanding their geo-
graphic footprints.

"From an Internet perspective, we work diligently from
Q1 to Q3 to get our merchants signed and set up with
alternative payments as well as training them on those
services, so that when Q4 comes around, everything is in
place to handle the larger payment volume," said Kevin
Gallagher, Merchant e-Solution's General Manager, E-
commerce.

"In many cases more than half of their annual volume
occurs during this period; consequently, we start shifting
our focus to B2B in Q4 because they aren't impacted by the
holiday rush. There's so many opportunities in B2B and
person-to-business (P2B) verticals like education, govern-
ment and recurring billing. I think it's a huge potential for
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the ISO reseller channel as a value-add to offset the retail
processing and product and service addition freeze."

Gallagher added that the payments industry is also seeing
tremendous growth in international payments and multi-
currency conversion transaction products.

Many e-commerce merchants in the United States are
looking overseas to expand their portfolios to generate
additional revenue.

"We've opened up a whole new market for these mer-
chants since the last holiday," Gallagher said.

"And we can also include offerings that enable our mer-
chants to accept payment in local currencies. Currency
conversion has been a very hot area recently, especially so
in the past year as merchants are looking to expand sales
volumes in a somewhat depressed economy. And I think
that will continue to grow as more and more consumers
worldwide shop and buy online."

P-card proliferation

Aaron Bills, co-founder and Chief Operating Officer for
3Delta Systems, has found tremendous opportunities for
purchase cards (p-cards) in the B2B space.
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Bills noted that the p-card, now in its third decade of exis-
tence, has become one of the biggest revenue generators
for his company in the current recession.

In July 2008, the Congressional Research Service to the
U.S. Congress reported that government purchase, travel
and fleet card volume grew from $527 million in 1993 to
$18.7 billion in 2007.

In the same period, the number of cardholders tripled to
300,000. Additionally, p-card transactions went from 1.5
million to almost 24.7 million.

"The B2B space is stronger now than I've seen it in quite
some time," Bills said.

"And it's been more relevant lately for the ISO as a value-
added product. Our card volume in the B2B p-card space
is one of the few areas we've actually seen consistently
increasing sales volume. This segment is climbing nicely,
and there are all kinds of potential in a market that is still
relatively — and remarkably — untapped. By no means is
this market saturated, not by a long shot.

"And the beauty of p-cards is that it really allows the mer-
chant to control their spending. For B2B accounts, p-card
users have spending limits. Additionally, that purchasing
agent is restricted on where the card can be used, it passes
all the line item detail back to the merchant, and the mer-
chants are getting a lower interchange rate from Visa and
MasterCard for those transactions. For us, p-cards remain
the prevalent growth opportunity.”

Enduring philosophy

Many payment professionals agree that introducing new
payment technologies and solutions and then selling
them to merchants is akin to swimming upstream against
a strong current — stop moving and you're swept away.

Theodore Svoronos, E-Commerce Consultant and Cert-
ified Fraud Examiner with Group ISO Inc., said the best
way to overcome such obstacles is to consistently bring
valueto merchants.

"Merchants truly don't know most of the ISOs, MLSs or
merchant service providers out there," Svoronos said.
"We're not a household name. We have to constantly
prove ourselves as the best athlete for the competition, so
we can't afford to get slow or soft.

"That merchant will make the best business decision for
them — and for us, hopefully, but we have to offer the
best possible service, knowledge, professionalism, price,
expertise and quick response time — every time. This is
our foundation — and really, when you look at it funda-
mentally, our only value-add."

This is true for the holiday season and throughout

the year. B4
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Don't let distractions hobble your business

By Jon Perry and Vanessa Lang
888QuikRate.com

I around everything is buzzing. No, it's not

spring already. The noise is coming from those

myriad electronic devices designed to make

sure we all know what is going on in real time.
As feet on the street, our ability to manage time and close
deals puts dollars in our bank accounts.

When we are new to the merchant services business, we
are usually gung-ho and active, but as our businesses
mature, we can get comfortable, complacent — distracted.

Many merchant level salespeople (MLSs) operate home-
based businesses. This adds distractions that must be
identified and managed before they become problematic.
How can you, as a small-business owner, effectively man-
age your time?

If you've heard it once, you've heard it twice (and
probably said it yourself): I just don't have any time to get
that done.

This is a primary concern, especially for those running a
business from home, where a sole proprietor's roles often
include sales, information technology, human resources,
marketing, accounting, husband or wife, parent, commit-
tee chair and so forth.

Identifying challenges

Let's take a look at common distractions home-based
businesses face daily:

Telephone: Being able to connect with somebody
is a vital tool for business success. Today cell
phones and inexpensive call routing services make
it extremely easy to contact just about anybody at
any time.

Education index

Carrie Hometh ............................................ 66
Jeffrey Shavitz...................... 68
Dale S. Laszig...............cccooeeiiiiiiiiiiiic 70
Bob Schoenbaver ............................................ 72
Vicki M. Daughdrill ... 74

Since your job description also includes secre-
tary, using a telephone management system pro-
vides several benefits, including call screening. You
can create a telephone management system utilizing
inexpensive services that will provide an automated
response unit to not only give you a bigger look
and feel but also give you knowledge about incom-
ing calls. For example, if a caller pushed No. 1 for
sales, that may be a priority over a customer service
call (or vice versa).

If your business is mobile, these systems can
also e-mail voice mail messages directly to your
inbox for viewing on most smart phones. An auto-
mated response system can also handle calls after
business hours so you can, for example, relax on
Saturday morning.

And most important, use the telephone to generate
business, not interrupt it. Sometimes that means
turning off your phone or leaving it in the car when
on a sales call. Speaking from experience, a 15 min-
ute meeting can become one hour when a client
keeps answering the phone.

When used properly, the phone can be a revenue
generator instead of a drain on time. Set aside
an hour each day to follow up with new clients,
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vendors et cetera. Make it at a time of the day that
you can reach both the East and West coasts during
their business hours.

E-mail: A study done by Dr. Thomas Jackson
(www.drthomasjackson.com), of Loughborough
University in England, found that it takes an aver-
age of 64 seconds to recover your train of thought
after interruption by e-mail.

Therefore, people who check their e-mail every
five minutes waste 8.5 hours per week figuring
out what they were doing before the interruption.
That is a startling figure. So, wisely managing e-
mail communications can be a quick hit for gaining
more time.

Social media: Social media are new and exciting,
but keeping up with the technology the various
social networks use can be extremely time con-
suming. Tools exist that can update all of your
social media tools with one click of a button. It takes
time to set up, but once they are up and running,
social media can be managed in 15 minutes or less

each day.

Separating business social media from personal
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social media can help ensure that during business
hours you are not planning your next vacation or
sharing pictures of a recent one.

Also, keep this in mind when posting on forums
like GS Online's MLS Forum. Be respectful of other
people's time by limiting your posts to business top-
ics, and follow the rules set out by the forum.

Family and pets: When we asked MLS Forum
participants what their home-based business dis-
tractions were, the responses centered on fam-
ily and pets. One of the main benefits to home-
based offices is the increased amount of time spent
with family.

But it can quickly become a distraction in a situ-
ation like texascommerce describes on the forum:
"My 2 1/2-year-old son ... chasing him down the
stairs, after he grabs the Blackberry off my desk,
while I have the blue tooth in my ear talking to a
merchant."

Forum member rbelcher's distractions are "just the
four Chows; they get barking, and when I am on
the phone the merchant can hear them in the back-
ground. I just say they forgot to get the security
dogs out of the building today." This is an excellent
example of being prepared to react when distrac-
tions occur.

Ultimately these distractions are a small price to pay
for the benefits of a home-based office, but they are
one of the primary pitfalls steering us away from
tending to business.

Habits: Daily routines speak volumes about your
ability to consistently perform to standards week
after week. A day can start with sleeping in a little
bit later (especially on rainy days), getting the kids
off to school, dressing (hopefully), checking e-mails
and so on, and before you know it, it's 11 a.m.

Examine your routine and identify where you can
capture a few more hours to apply to measurable
goals that are falling short of your expectations.
Forum member bmiller0630 looked back on his past
month and noticed a few distracting items.

"Some days I sleep in one hour longer," bmiller0630
wrote. "My 30-minute lunch ends up to be two
hours. I watch new release movies on Tuesday from
the Redbox (during working hours). My 2 year old
and 5 year old slam doors, scream, fight, etc. Instead
of cold calling the whole day, I ended up at a golf
course with friends."

Staying focused

One of the most valuable things one can do to improve
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productivity is to create and stick to a schedule. Here are nine tips to help you

stay

1.

advances

they are
actually
loans!

on target:

Plan your work, and work your plan. At the end of each day check your
schedule, calendar and task list to make sure you accomplished every-
thing. Work until you've done it all. Then spend 10 minutes planning the
following day. This will help avoid embarrassing oversights and ensure
critical follow ups are performed.

. Build in wiggle room. Don't pack your schedule so full that there is no

room for customer service or family emergencies. Always set expectations
with clients such that you will exceed them versus struggle to meet them.

. Write it down. Use pen and paper, voice recorders, cell phones and other

available tools to make note of action items as they pop up. Add these to
your plan at the end of the day.

. Keep your work space and car clean. Before making each day's plan,

straighten up your desk; stack papers according to action items. Clutter
is a distraction that can inhibit productivity.

. Prioritize routinely. Put your schedule and task list in order of first to

last. FIFO (first in first out) is not always the optimal strategy for plan-
ning. LIFO (last in first out) can avoid clutter and get quick-hit items out
of the way.

. Say no. Often, to avoid saying no, we do not prioritize items appropri-
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ately. This is true with family and
clients. Feel free to say no, or not
right now or I will get back to you
on that.

7. Enlist family and friends to help.
Being able to convert potential
distractions into valuable bonding
time and still achieve the necessary
work load is a great skill. Copying,
scanning, social media, clean-
ing, housework, cold calling and
answering phones are just a few
ways family members can help,
resulting in increased productivity
and family bonding time.

8. Keep track. Employ measurement
systems to make sure distractions
are not impeding your goals.

9. Reward yourself. Making your
rewards a direct result of a pro-
ductive work week satiates that
innate human drive for pleasure.
A successful four-day work week
could result in a full day of golf or
just a long, three-day weekend.

There is no better feeling than sitting
down at the end of the day knowing you
accomplished your goals. Identifying
and minimizing your unique distrac-
tions results in less stress, more down-
time and a bigger bank account.

Jon Perry and Vanessa Lang are the owners
of 888QuikRate.com, an ISO based in Ft.
Worth, Texas, that was named Small Business
of the Year by the local newspaper, The Star
Telegram. For more information, tweet them
at http://twitter.com/dfwcard,
on their blog at http://merchantservices.
cc or visit their profile at http://linkedin.
com/in/jonperry or hitp://linkedin.com/in/
vanessalang. Alternatively, you can contact
Jon and Vanessa by phone at 817-857-3557
or by e-mail at jon.perry@888quikrate.com

comment

or vanessa.lang@888quikrate.com.
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Complexities of multicurrency processing

By Carrie (Bardeen) Hometh
Payvision

ulticurrency processing is the ability
to send a transaction to interchange for
authorization in international curren-
cies. That said, there are many layers to
this rapidly expanding global service, and being able to
peel those layers away is essential to offering an effective
solution.

First and foremost is understanding what a merchant
wants and needs. One merchant may wish to offer cus-
tomers a handful of currencies, yet settle in European
currencies. Another merchant may come along and have
a completely different list of currencies required to sell
and settle in.

To provide merchants with the most suitable multicur-
rency processing solutions, you must identify their spe-
cific business requirements and then match them with
your best options.

What's in the tool box

Therein lies the next complexity — understanding your
options. For example, a European acquirer may offer
many currencies to authorize in. But depending upon
where the customer is located or where the individual's
card was issued, the transaction may settle using a differ-
ent interchange category — domestic, intraregional or even
inter-regional.

The size of your merchant also comes into play. When a
business has a large, complex, multinational footprint,
it may be better off registering in different parts of
the world.

Therefore, the company may need a variety of settlement
solutions and may desire domestic global acquiring. A
smaller merchant may not need these options and may
only want to settle in U.S. dollars (USD).

It is important to have all types of solutions in your mul-
ticurrency processing tool bag. You cannot tell merchants
how to conduct business, but you can present yourself as
a knowledgeable sales consultant who understands their
needs and provides effective multicurrency processing
solutions.

It's a small world

In the past, processing was a fairly simple undertaking.
Merchants located in the United States sold and autho-
rized in USD. The complexities they faced involved differ-
ent terminals and different applications, but they always
settled in USD. Most U.S. acquirers were licensed with

MasterCard Worldwide and Visa Inc. to do business only
in the U.S. region.

Now, with the widespread acceptance of multicurrency
processing and international acquiring, licensing with
the card brands in different regions and meeting complex
merchant requirements come into play.

That also necessitates understanding where customers are
located in the world and what kind of treasury require-
ments merchants have.

Here in the United States, when a merchant sells and
settles in USD, there are no treasury concerns. Merchants
who want to sell in different parts of the world have to
make business decisions about what types of currencies to
use and where those monies should be wired.

Should they keep their transaction settlements in the
same currency? Do they want to manage their own cur-
rency fluctuations? Do they have suppliers who need
to be paid in certain currencies? As you see, processing
issues for these merchants are much more involved than
those of typical U.S. domestic merchants.

International focus

To overcome these complications, find a multicurrency
processing partner that truly understands the issues
and is willing to educate you on them. As with select-
ing any type of strategic alliance, you have to do your
due diligence.

For example, you may have a merchant who is approved
in the United States but will not be accepted by European
or Asian acquirers.

Different geographical regions represent different cul-
tures with distinct business mores. Your multicurrency
processing provider needs to have knowledge of differ-
ing cultures, understand the nuances of their business
practices and have an established reputation of offering
effective global solutions.

Take the time to compare multicurrency processing to
what you are used to selling. For example, to be effec-
tive at selling to restaurants, you have to ask the right
questions and understand dissimilar needs, such as the
demands of a fine dining establishment versus those of a
quick service restaurant (QSR).

And you have to offer the appropriate solutions with
credibility.

The same goes for the international arena. The approach
is the same, but the questions are different. Does
your client need to translate a Web site's language? Does



the site need Internet protocol geolo-
cation technology tools (which recog-
nize where a customer is coming from
and can default to the customer's lan-

guage)?

If the customer's address is located in
France, he or she will probably want
to read Web sites in French and make
purchases in euros.

Smart merchants who want to sell
online worldwide are going to look for
ways to make their global customers
feel as welcome as possible and provide
them many options.

For example, does a business want to
use "international flags" on its Web site
whereby a customer clicks onto a coun-
try's flag and the currency is defaulted
to that country? Does the site need a
drop-down box to allow customers to
select a certain currency?

In the restaurant sphere, a trained mer-
chant level salesperson (MLS) knows
to offer one type of program for fine
dining establishments and another to
QSRs. And that same MLS needs to
be proficient with the new vernacular
of multicurrency processing and know
which questions to ask.

It is important to also recognize that
multicurrency processing doesn't work
for all types of merchants.

It is not recommended for small mer-
chants who don't possess the necessary
infrastructure, but it is recommended
for the "sweet spot" categories: digi-
tal downloads, hard goods, electron-
ics, travel, card-not-present and catalog
transactions, and high-risk categories
(emotional content).

What's in store

Despite the complexities, it is essen-
tial to offer multicurrency processing
in today's competitive and shrinking
domestic marketplace.

If you have e-commerce merchants in
your portfolio, you must consider get-
ting into the multicurrency processing
game, or you will lose your merchants
to competitors already established on
the playing field.
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Multicurrency processing is a rapidly expanding segment of the industry,
and the experts don't foresee any decrease in momentum. In the current
economic climate, multicurrency processing is one of the few arenas that
is red-hot.

Carrie (Bardeen) Hometh is a respected industry professional in the international market-
place with over two decades of global experience and expertise. She currently serves
as Senior Vice President of Sales and Marketing for Payvision, a leading international
payment solutions provider that offers a comprehensive suite of products and services that
include global acquiring, multicurrency processing and alternative payment solutions. She
can be contacted at c.hometh@payvision.com.
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Tips for new

sales execvutives

By Jeffrey Shavitz
Charge Card Systems Inc.

hile many sales executives who join ISOs
have credit card sales experience, Charge
Card Systems Inc. — like all ISOs — works
with many individuals and organizations
that are considered "newbies" to the payments industry.

At first, many new salespeople think our industry is quite
simple — just lower the rate a few basis points and you
have earned yourself a new merchant account.

However, if you want to become a seasoned sales profes-
sional, you have much to master — from the actual sales
pitch to financial analysis and cost comparisons to under-
standing all types of equipment to ultimately closing the
deal and handling the conversion.

Take the long view

A common question: How do you achieve a prosperous
career in the payments space? I hope to offer some practi-
cal and relevant insights to make your launch into our
industry productive — and realistic.

Just like the real estate expression "location — loca-
tion — location" determines the value of your property,
"patience — patience — patience" is a well-worn phrase that
is paramount if you want to thrive in the payments space.
Consider it your mantra.

Due to the residual nature of our income and the time
required for deals to develop and grow, merchant level
salespeople (MLSs) do not prosper overnight.

However, for those with staying power and who truly
understand the value of residual income, the annuity of
this income stream is long and measurable; it will pro-
vide you and your family with compensation for years
to come.

How exciting it is to earn money month in, month out, as
long as you service your merchants and they continue to
process with you and your organization.

Work together

MLSs enjoy advantages on the job such as autonomy,
entrepreneurship and the opportunity to be your own
person.

On the negative side is the lack of accountability
between ISO and salesperson. Many MLSs I have spo-
ken with truly don't have a plan of action, but as the

expression goes, "you must plan your work" and then
"work your plan."

Finding a mentor, whether it's your immediate supervisor
or a fellow sales partner, is a great way to increase your
knowledge, stay on track and help others.

Candidly, my two best friends in the credit card indus-
try are also my friendly competitors. We know it's a big
world out there with millions of merchants; we are never
concerned that one of us is trying to "steal" our merchants.
We share information daily, and it makes us all that much
smarter going forward.

Strategize and follow through

Too many MLSs truly do not have a strategy setting forth
how they will achieve the success they desire. The sales
partners I have worked with have developed timetables
for specific benchmarks — three months, six months, one
year, three years and so on. Each milestone has detailed
numbers to quantify its respective time frame.

One aspect of implementing a strategy is to prospect
within targeted and vertical industries. Understanding a
specific niche or industry sector (whether charities, medi-
cal offices, emerging markets, restaurants and so forth)
clearly differentiates you from the competition.

Most MLSs are generalists who do not understand the
inner workings of particular markets.

Also, attending industry-specific tradeshows is a great
way to meet key players within targeted industries, and
the business-to-business opportunities are numerous.

Commit to your career

Furthermore, you are a sales professional. Too many
MLSs who aspire to earning $100,000 annually (just to
pick a random number) do not consider themselves to be
true credit card specialists; they tell their friends they are
working part-time in the credit card industry or they are
trying out both real estate and credit cards and will deter-
mine later which one to stay with.

If you were a merchant, would you buy from this type of
salesperson? Could you ever be confident that such a per-
son would be capable of dealing with your money?

Our industry is incredibly rewarding, and even with the
challenging economy there are numerous opportunities to
develop a successful career in our space.

Be patient, work hard, have fun, and you will undoubt-
edly earn the success you deserve. B4

Jeffrey Shavitz, a member of The Green Sheet Advisory Board,
is one of the founders of Charge Cards Systems Inc. He can be

reached at 800-878-4100 or jshavitz@chargecardsystems.com.
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Cloud security,

(] [ ]
a weighty issuve
By Dale S. Laszig
DSL Direct LLC

ust as travelers must submit to screening and

identity checks at the airport in a post 9/11 world,

credit card transactions need heightened verifica-

tion and security. Think homeland security for
terminals; these safeguards came in response to security
breaches and are designed to protect cardholder data.
While security procedures can't guarantee our safety
when we fly or use our payment cards, they can minimize
risk.

The PCI Security Standards Council is a global forum
established by American Express Co., Discover Financial
Services, JCB International, MasterCard Worldwide and
Visa Inc. The council designs, promotes and enforces
industry best practices for the transmitting, processing
and storing of cardholder data.

Compliance standards regulate how to build and main-
tain secure networks, protect cardholder data, man-
age vulnerability, implement access control measures,
monitor and test networks, and maintain information
security policies.

With the July 1, 2010, deadline approaching for the
implementation of Payment Card Industry (PCI) Data
Security Standard (DSS)-compliant payment applications
at all merchant establishments, there is a growing sense of
urgency about understanding PCI and finding safe, cost-
effective ways to implement it.

Conflicting counsel

As businesses shop for validated applications and compli-
ant hardware, many merchants are receiving contradic-
tory advice. Some are being told they need to upgrade
their equipment, which is not always the case. Others
are being charged additional dues and assessments by
their processors, regardless of whether or not their sys-
tems are compliant.

Even merchants who follow regulations to the letter,
file timely Self-Assessment Questionnaires, and pass
all screens and audits can still face losses and penalties
if hackers break into their systems and gain access
to cardholder data. So, in effect, noncompliance can
be retroactive.

All of this makes outsourcing data security attractive to
business owners, both large and small. They are increas-
ingly migrating to cloud computing as a green alternative
to building or maintaining their own secure networks.

Cloud computing is a collection of virtualized informa-
tion technology (IT) resources available on demand,
either by subscription or single use, and accessible on the
Internet. Factors attributable to the viral growth of cloud
computing are: flexibility, scalability, automatic updates,
accessibility and freedom to focus on core business.

Lofty goals

Will card processing "up in the cloud" protect merchants
from penalties or fines if they process a fraudulent credit
card or compromise cardholder data? No, because the
incidents would still be attributable to a specific merchant
identification number and bank relationship. The value
proposition of using cloud computing to process credit
cards is that it saves time and money.

Merchants don't have to invest in updating existing infra-
structure (which can include servers, networks, card read-
ers and storage) to meet industry security standards.

Larger merchants are increasingly walking away from
the sunk costs of these older legacy systems and embrac-
ing the new cloud paradigm: flexible, scalable networks
with an array of value-added content managed by remote
servers that will grow in direct proportion to merchant
requirements.

Security in cloud computing is a topic of vigorous debate
in the elite circles of PCI DSS Qualified Security Assessors
(QSAs). One such expert is Andrew Hacker, who has pro-
vided strategic guidance to the IT and security industries
for more than 15 years.

As Director of the Information Security Practice at
Mindteck, Hacker has observed that the greatest chal-
lenge in regulating cloud computing is that "the security
controls that you have in place in the physical world go
away when you go virtual."

Hypervisor is a newer technology architecture designed
to manage multiple virtual machines that can coexist on
a single hardware server without disrupting each other.
However, the fact of their coexistence can be a concern
to security analysts tasked with creating new rules for
security in the virtual world. A QSA's scope is based
on segmentation properties and, as Hacker commented,
"How do you define what segmentation means in a
virtual environment? The industry still needs to define
these controls."

Defining segmentation is just one facet of determining
how to identify and regulate remote access points, which
is the larger challenge facing security professionals as the
global business community increasingly migrates to out-
sourced, thin client solutions.

While there is widespread disagreement on approaches to
regulation, consensus is growing that this is a prioritized



work in progress because cloud computing represents
the future of information technology.

Builders versus breakers

Security analysts usually fall into two distinct camps.
They are builders or breakers, according to Mark
Curphey, a Security Analyst and Manager of Microsoft
Corp.'s Application Consulting & Engineering Team
in Europe. Builders usually represent the glass as half
full in IT matters, while breakers see the glass as half
empty and are intent on exposing weaknesses and fail-
ures in IT approaches.

A full copy of Curphey's article, "Tomorrow's security
cogs and levers," can be found in Beautiful Security:
Leading Security Experts Explain How They Think, a
compendium of views on security industry trends
published by O'Reilly Media, Inc. It is also available at
http://securitybuddha.com

Curphey, a self-described "builder," is so confident in
the continuing evolution of cloud computing that he
envisions accompanying security systems to also be
cloud-based in design. He points out that some com-
panies have already outsourced their IT security to
companies like VeriSign Inc. and Secunia.

Security analysts in the breaker camp are most con-
cerned about security and privacy issues that may
arise when companies rely on third parties to manage
IT infrastructure, processing systems and critical busi-
ness data.

According to its Web site, The Electronic Privacy
Information Center was created in 1994 to "focus pub-
lic attention on emerging civil liberties issues and to
protect privacy, the First Amendment, and constitu-
tional values."

EPIC recently filed a letter of complaint with the
Federal Trade Commission against Google concerning
"privacy and security risks associated with the provi-
sion of 'Cloud Computing Services' by Google Inc. to
American consumers, businesses and federal agen-
cies of the United States." Details on this are posted at
http://epic.org/privacy,/cloudcomputing/google/fc031709.pdf.

Whether you side with builders or breakers on the
contentious topic of security in cloud computing, it's
clear we'll have to figure this out; many merchants
are already on board, and the plane is taxiing down
the runway. B2

Dale S. Laszig is a writer and payments industry executive with
a diversified background in sales and marketing. Her compa-
ny, DSL Direct LLC, helps industry professionals and business
owners leverage electronic transaction technology. She can be
reached at 973-930-0331 or dale@dsldirectllc.com.
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Education (continued)
Ask the coach

Look ahead, prospect and prosper

By Bob Schoenhaver
Capitol Payment Systems Inc.

uestion: 1 was approached to sell my busi-
ness. What is your opinion regarding the
industry today and where it will be in five
years? Should I sell and start something new
from scratch or wait on the economy?

"Coach” Bob’s answer: My position has always been to
look ahead, not back. Here is what it takes to be success-
ful today and tomorrow: flexibility, being open to change
and a big dose of perseverance. Like most things in life,
your business is what you make it. When I entered the
merchant services industry in 1996, I was already hearing
statements like the following:
* The good old days are gone.

Lease prices are down.

There is too much competition.

Dishonest agents and ISOs are misguiding merchants.
It's impossible to compete with processors' in-house reps.

Does most of this sound familiar? The fact is our business
is up. I also just had this conversation with my proces-
sor yesterday and was told that, while a few are down, a
surprising number are doing very, very well this year. I
believe it is just another cycle.

My experience is that the model of processor and bank
direct reps cycles in and out about every five to seven
years. One day there is one on every corner; the next day
they are all gone due to the management requirements
they entail for processors and banks.

Many of you who know me know that selling my com-
pany is never an option for me. I think this business is the
best thing that ever happened to me and my family, and it
has been a great fit. It is just way too much fun. Hopefully,
one day my business will be run by my three sons.

In this business, like any other service industry, all you
have to do is the right thing. Treat everyone with the
respect they deserve, and as the true partners they are,
and do what you promise not only today but tomorrow.
When the phone rings, pick it up and help the caller. With
a little patience, the rest will take care of itself.

Start from scratch? We are all in a residual-based indus-
try to avoid that very scenario. Where will you be in five
years? Resting on your residuals, I hope.

Question: If you were just entering the business today,

considering everything you have learned, how would you
get started?

"Coach” Bob’s answer: Building a strong business in the
merchant services industry is about the satisfaction and
retention of our valued partners, both merchants and
agents. This question, though, seems to be about how I
would find those first merchants and how I would quick-
ly build a portfolio to support my family.

I would employ the same basic model I used from the
mid 1990s until 2003. Our industry has undergone incred-
ible change, but on the front-end this is still a sales-based
industry in its purest form.

I believe telemarketing is the quickest way to get in front
of a high number of qualified prospects. I started Capitol
Payment Systems with two telemarketers setting appoint-
ments just for me in a small office above a restaurant.
We started in January, and I signed up 12 merchants that
month — the next month 18, and well over 20 the next.
Four reps and a few more telemarketers started on May
1. We did 44 merchant applications that month and never
looked back.

Running even a small telemarketing room while also
selling is not easy. I came in early, handed out the new-
est, hottest list (copied out of the phone book) and got
the crew motivated. I would be back around 3 or 4 p.m.
to do paperwork, talk with the telemarketers about their
day and help new reps with questions. If I didn't have
appointments during lunch, I would drive back, if pos-
sible, to surprise them.

I realize this isn't something everyone can or wants to do.
Running telemarketing is challenging and can be costly.
Here are a few less costly alternatives that may help
jump-start your sales. Admittedly, the first may require
a little luck. A local coupon book business in Annapolis,
Md., sold through telemarketing to homeowners in the
evening and called my house one night. I could see the
company was local, so I asked for the manager.

While talking with him, I learned the office was nearby
and had six women working the phones in the evening.
I asked if any of them would like daytime work. He said
a few would, so I met with him and made a deal to pay
him $8 per hour plus bonuses for two workers to make
calls for us. This not only worked great for me but also
helped him out.

I am sure you can track down a small telemarketing room
in your town. Remember, it doesn't have to already be tar-



geting business owners. If the outfit is calling homeown-
ers in the evening, some of the telemarketers could very
likely need part-time daytime work. You may find a local
business with in-house telemarketing that would let you
use its resources during the day as a way to help retain its
part-time workers.

Looking for something a little less costly? Some of our
sales partners have had great success using canvassers.
Pay a high school or college student to go door to door
passing out fliers. With just basic training, a canvasser can
grow into a hot lead machine.

If a merchant shows interest, the canvasser simply
asks for the merchant's contact info and explains that
you will call personally to go over the program and set
an appointment. In some cases, canvassers can prog-
ress into setting your appointments on the spot or even
become salespeople.

If canvassers sound too expensive, find another business
owner to share the cost of paying someone to hand out
fliers for both companies. Alternatively, if you want to do
outreach yourself, stop at shopping centers when you're
out at night, and put handwritten notes in the doors of
closed businesses. This works very well. A very effective
variation is to mail handwritten notes to local business
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owners. For these to work, they must be handwritten.
Describe your experience and emphasize that you pro-
vide local service during and after the sale.

With all this said, I'll admit that leasing made it much easi-
er for us to get off the ground. But while leasing isn't what
it once was, it is still a viable part of our industry. Many of
CPS' sales partners still lease terminals every month when
adding value-added services such as prepaid cards, sell-
ing POS systems, moving to Payment Card Industry Data
Security Standard-compliant equipment or just upgrad-
ing to newer, faster, more compact equipment.

While telemarketing was the answer for me, another
method may work for you. Most of all, don't say no to
new ideas before trying them. Stay open to change, and
always think outside the box.

"Coach" Bob Schoenbauer is the President
of Annapolis, Md.-based Capitol Payment Systems Inc.,
which was established in 1997. Bob attests that CPS is
a debtfree ISO/MSP built on clarity, respect and an open
door for MLS partners. He is always available for advice,
drawing on his experience in both face to face and phone
sales. You can reach him at bob@capitolpaymentsystems.com,
coachbobs@verizon.net or 410-8974960. For more info on CPS,

please visit www.capitolpaymentsystems.com.

and founder
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Education (continued)

Conducting effective meetings

By Vicki M. Daughdrill

Small Business Resources LLC

very day, millions of business people plan and
attend meetings for staff, boards, committees, spe-
cial teams, sales and service personnel, and more.
Many of these meetings are held with enthusiastic,
expert planning and execution. However, many are poorly
conceived and executed, producing poor results.

Planning and delivering effective meetings is a funda-
mental skill for managing a successful business. With a
little effort, you can learn to plan and conduct meetings
that are short, effective and productive.

The four C's

Begin with the four C's of good meetings: concentration,
coordination, camaraderie and constructive criticism.

e Concentration. It is important to determine the
purpose and desired outcome for each meeting. The
Friday staff meeting is no longer an acceptable rea-
son to hold a meeting. First, determine if a meeting
is absolutely necessary or if an e-mail, fax, confer-
ence call, or a one-on-one meeting can achieve the
same result more efficiently.

Second, determine the items to be discussed and pri-
oritize them in order of importance. Third, establish
the date, time and location for the meeting. Fourth,
consider any controversial issues and decide the
best approach to dealing with them. And, fifth,
remain focused while conducting the meeting to
assure that the desired outcomes are reached.

Coordination. An effective meeting requires a neu-
tral leader to keep the focus on the planned content
of the meeting. The unbiased facilitator can keep
everyone on time, on track and on target to achieve
the objectives established at the beginning of the
meeting. Many meetings deteriorate into arguments
and gossip unless the leader controls and coordi-
nates the agenda.

Camaraderie. The most effective meetings achieve
the desired results when attendees work well togeth-
er, share ideas openly, and state opinions clearly and
succinctly. The more participants know, understand
and appreciate each other, the better they are able to
acknowledge and accept diverse thoughts and ideas.

Better decisions are reached when a diversity of opin-
ions leads to a consensus. It is imperative that the
meeting facilitator includes each participant in the
discussion to assure that a thorough discussion of the
topic, including differing opinions, is conducted.

* Constructive criticism. Meeting attendees are aware
of how a meeting is going, what is being accom-
plished and whether their input is valued. The
facilitator should frequently ask questions such as:
How are we doing? Do we need to revisit this topic
at a later meeting? Do you want to extend this meet-
ing to allow for further conversation on this issue?

Many seasoned facilitators will include a short feed-
back session at the end of each meeting in order to
receive constructive criticism. To help the facilitator
conduct a more efficient meeting the next time, sim-
ple questions can be asked, such as: What worked
well in this process? What can we do to make the
next meeting more effective? How do we make the
next meeting better?

Following is a step-by-step guide to assist you with plan-
ning and conducting your next meeting.

Step 1: Planning and preparation

Set the objectives and determine the desired objective.
What exactly are you planning to accomplish by hav-
ing a meeting?

Determine if having a faceto-face meeting is neces-
sary, or if a conference call, or other format will
achieve the same results.

Select a location, date and time.

Decide what topics will be covered and establish the
results you desire.

Estimate the amount of time required to complete the
meeting. Be sure to allocate enough time to achieve
your goals.

Create an agenda and deliver it to the participants
prior to the meeting. The agenda should include: a
beginning and ending time, the location of the meet-
ing, a list of attendees, and an explanation of the
roles of each participant.

Arrange the necessary equipment you will need, such
as audio visual equipment, telephones, easels, screens
et cetera.

Prepare and duplicate any handouts for attendees.
Select and order any food or refreshments that will be
needed, deciding exactly when the food will be deliv-
ered.

Step 2: Conducting the meeting

Begin and end the meeting on time.

Provide a short welcome to attendees and thank them
for their time.

Identify the attendees and allow infroductions if necessary.
Briefly review the agenda.
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Establish the ground rules for the meeting.

Advise atfendees if notes will be taken and whether
copies will be provided to all attendees following the
close of the meeting.

Explain your role as the meeting leader or facilitator.
Facilitate the discussions by sticking to the agenda,
controlling the discussion by not allowing any single
member to dominate the conversation, redirecting the
conversation as needed to stay on point, and encour-
aging full participation - calling on quiet participants
if necessary.

Use humor when possible to break the ice, calm the
tension, refocus the discussion, control a heated dis-
cussion, help relax the attendees, build team spirit and
have fun.

Step 3: Closing the meeting

End the meeting on time, unless the group agrees to
extend the meeting for further discussions.

Attempt to close on a positive note, detailing the
accomplishments of the meeting.

Review any actions and assignments to be completed
prior to the next meeting.

Schedule the next meeting date, time and location.
Obtain a commitment from participants to attend the

next meeting and complete their assignments.

e Clarify when meeting notes, if taken, will be delivered
to atfendees.

e Thank participants for their attendance at the meeting
and their participation in the process.

Step 4: Following up

e Evaluate your performance as the leader and consider
steps for improvement.

e Consider the results or outcomes of the meeting. Did it
accomplish your goals?

® Determine any necessary support or resources needed
to complete any tasks decided on during the meeting.

® Follow up on any assignments or tasks resulting from
the meeting.

¢ Distribute meeting notes or other collateral pieces
within a timely period after the meeting.

e Set the date, time and agenda for any follow-up meet-
ings needed.

Following these simple steps will help you improve your
meeting skills and assist you in conducting effective, pro-
ductive meetings.

Vicki M. Daughdrill is the Managing Member of Small Business
Resources LLC, a management consulting company. E-mail her at
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Beefed up RDC

Product: Tellerscan 240
Company: Digital Check Corp.

ive years after inactment of the U.S. Check

Clearing for the 21st Century Act, the remote

deposit capture (RDC) scanners tasked with recre-

ating checks as digital images have grown increas-
ingly refined to address previously overlooked problems
such as when two checks adhere to one another.

That is one of the problems targeted, in a layered and
advanced way, by the TellerScan 240 (TS240), a new RDC
device from Digital Check Corp. Like many RDC scan-
ners, the TS240 can be fed many checks at a time (up to
100), though they pass through the check scanner one at a
time by an automated process.

For any number of reasons, two checks can stick together,
a phenomenon known as "piggy-backing." The event can
cause less sophisticated RDC machines to read one of the
checks and bypass the other.

"You could get something on the check, for example if
somebody's eating breakfast and gets maple syrup on
the check," said Paul Rupple, Director of Marketing and
Product Development for Digital Check. "If you're run-
ning a restaurant or something, that kind of stuff can hap-
pen. Sometimes it's just the paper of the check that causes
it to stick. It's a very common problem."

Different checks on piggy-backing

The TS240 has several mechanisms that can identify
double checks and prevent piggy-backing from morphing
into a larger mishap. For one, Rupple said, if there's any
"bleed through" on the magnetic ink character reader line
(the magnetic numbers printed on the bottom of every
check that contain, among other things, the consumer's
bank account number) the TS240 will spot it.

As a precaution, it also checks a check's corners to make
sure no other layer of paper lurks underneath. "The
checks generally aren't going to line up exactly, and we
inspect those corners to see if there's two showing and
within milliseconds we can determine if it's a double
feed," Rupple said.

Rupple added that some checks contain decoys that can
trick some machines into thinking there is a double feed
when there's only one check — such as a thick government
check whose opaqueness looks like multiple checks, or
personal checks that contain drawings of things like cars
and domestic pets.

For these, the TS240 has a feature that "thresholds" the

Features of TellerScan 2405 include:

* Ability to identify "piggy-backed" checks in
two ways

* Franking feature to prevent multiple run-
throughs of one check

e Builtin diagnostics

e Option to cut out backgrounds on documents
for easier reading

* Ability to scan other types of financial

documents, such as money orders

image down to its essentials to make it readable. The fea-
ture also allows financial documents other than checks,
such as money orders and bank receipts, to be scanned
and routed to financial institutions.

"Money orders have been a real problem in the industry
because they use security paper, which is generally really
difficult to handle in scanners or copiers, and because
of the security feature, the blotter mark and the security
ink they use," Rupple said. "When we scan a [document]
we capture a jpeg image; then we threshold it down to a
tiff image, meaning we're removing the background but
keeping the important document information."

In house diagnostics

Rupple said the TS240 also contains a "franking" feature
that acts like a stamp, verifying that a given check has
already been run through the scanner. In addition, it has
a catch-all device in the event that a problem of any sort
arises: a built-in diagnostics program, which identifies the
problem on the user's computer monitor and obviates the
need for a troubleshooting phone call. E2

Digital Check Corp.

847-446-2285
www.digitalcheck.com
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Fortifying e-commerce

with signatures

Product: Signaturelink
Company: Signaturelink Inc.

ayment cards were invented decades ago with-

out any real foreknowledge of e-commerce, and

many say such cards lack adequate controls for

the online medium. But e-commerce platforms
have themselves made some changes to make virtual pay-
ments safer.

Often those changes involve identifying what features in
physical POS environments are absent from e-commerce
platforms and figuring out ways to bridge the divide.
A product called SignatureLink, from a company of the
same name, is designed to do just that.

SignatureLink has taken a long-time hallmark of brick-
and-mortar card payments and enhanced it. The ser-
vice allows online merchants to require that purchasers
sign, with a mouse, at the bottom of every transaction.
Everything else stays the same — the service is not meant
as a replacement to other security features but rather an
add-on to existing ones.

Features of Signaturelink include:

e Provides extra online authentication via elec-

tronic signature

Captures multiple signature properties, includ-
ing image and sign velocity

Rejects simple signatures made of only one or
two dashes or lines

Complements rather than replaces existing
security features

"It's analogous to a brick-and-mortar store: You're buying
something, you have a point of sale terminal, you swipe
your credit card and sign your name," said SignatureLink
Inc. Vice President Michael Labate. "We're taking that
offline process and enabling companies that sell products
online to use our virtual signature pad as the last step in
the checkout process.
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special Satisfaction Guaranteed program: If you aren't satisfied with our program
for any reason, we'll let you move your accounts or we’ll buy out your portfolio!
Now with rates below $0.06! Give us a call today.

We're so confident that you'll find the processing relationship you've been looking for with
TriSource Solutions, we'll give you 100% portability if we don't meet your expectations.
No questions asked.

Call Bret Baumann at (512) 829-4094 or Tom Dunn at (410) 592-7485.

TriSource

SOLUTIONS uc
SATISFACTION GUARANTEED. PERIOD.

www.TriSourceSolutions.com

2009 TriSource Solutions, LLC




"You sign your name and click submit, and basically
we create an actual image of that signature that you
provided. We store it in our system and return a
response back to the checkout cart, and the normal
payment processing routine prevails from there."

Multiple features of signature captured

According to the company, the electronic signature
SignatureLink captures is more complex and less imi-
table than a conventional signature.

For starters, a certain level of complexity is required:
a signature made of a simple dash or a couple straight
lines will be rejected by the program, and the user has
to sign again. Also, the program captures not only the
image of a signature, but also properties relating to the
way it is drawn.

"With signatures now it's really just an image," said
SignatureLink Chief Technology Officer Jason Napsky.
"With SignatureLink, there are other biometric features
we capture that make signature comparison of an
electronic signature actually stronger than a signature
comparison on a piece of paper. We capture other
information like the speed of signing, the velocity and
the acceleration."

Tracking those properties makes it impossible to forge
an online signature by cutting and pasting a stolen one,
Napsky added.

Checks signed online in the future?

Surprisingly, SignatureLink cannot, as yet, be used on
the payment medium to which it would seem espe-
cially well-suited: online checks.

According to Chito Collins, Lead Sales and Marketing
Consultant for SignatureLink, Check 21 laws still
require that digital checks originate as physical docu-
ments, but expansion of Check 21 to allow checks to
originate as digital images is coming.

"It's a major enhancement on the functionality of the
Check 21 law," she said. "[Its deployment] will be a
year-and-a-half to two years, depending on how fast
the government works."

Labate added that while the service was currently being
used only to authenticate at the back-end of transac-
tions, it could also be used as a blocker that prevents
fraud. Consumers would have their digital signatures
stored on file, and online transactions would require
that new signatures roughly match existing ones. E2

SignatureLink Inc.

800-511-2050
www.signaturelink.com

NewProducts

Leaders for
a Reason.

By the time we hear from an ISO, they’ve heard
it all. From promises of better up-time, to
features that never seem to materialize. When
SparkBase can show the best up-time track
record in the industry, along with cutting-edge
features that are years away from other
networks, it makes for a pretty convincing
argument. Schedule a demo and see why
SparkBase is the #1 private-label stored value
network in the industry.

stored value network

@ SPARKBASE

877.797.7275 | sparkbase.com
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I * SELL TO CANADIAN
MERCHANTS!

|

tangarine

PAYMENT SOLUTIONS

FULL SERVICE
'AGENT PROGRAM

EARN MRE'
o _I_:JIWII
Jv U
Lletlme ReS|duaIs

T W

INDUSTRY BIG PRODUCTS
LEADING B PAYOUTS THAT

; AGENT all WITH : MERCHANTS
SUPPORT ¥y NO CAPS J WANT

1877 370-6465

www.tangarinepayments.com

For complete details, call us today.
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WaterCoolerWisdom:

If you accept your limitations,

vou go beyond them.

- Brendan Francis

Get real with expectations

SOs and merchant level salespeople (MLSs) are

inundated with motivational phrases. "Dream big"

is a popular one. "Set the bar as high as you can" is

another. It is true: Ambition and drive are rewarded
in the payments industry. But lofty goals and expectations
should be tempered with realism. In fact, setting limits on
expectations can empower and liberate and, in the long
run, make you a better seller.

Ask yourself what happens if you push to attain a high
level of residual income, but then fall short. Do you get

discouraged, dejected, depressed or even fear you are in
the wrong profession? If so, then maybe you have set that
proverbial bar too high.

Despite the American ethos that each individual controls
his or her destiny, external circumstances such as global
economic turmoil or job cuts can profoundly influence
your bottom line. Reviewing your sales strategies and pro-
fessional behavior is invaluable. But impractical goal-set-
ting can hamper your day-to-day sales activities and cause
unnecessary anxiety when it comes to closing accounts.

Recognize roadblocks

Having realistic expectations will help you meet goals.
MLSs need to recognize their strengths and areas of exper-
tise and build upon what they do well. Having lowered
expectations doesn't necessarily equate to poorer results.

To get your expectations in line, first understand your
limitations. Many issues affect your performance, but you
may not even consider them during the course of a work-
day. These include:

e The finite amount of hours in the day to conduct
business

The need for a certain amount of rest and food to
sustain the energy level required for sales

The need to understand and accept the amount of
stress you can handle

The effects of trying to do too many tasks simultane-
ously

The scope of your experience level and industry
knowledge

Your degree of interest in the type of merchants you
are pursuing

The health of vertical markets you want to break into

Time constraints imposed by outside commitments
to friends, family and extracurricular activities

The effect of company policies on your ability to do
your job

Time zone restrictions in doing business outside
your geographic area

Embrace strengths

A good starting point might be to define your personal
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limitations and then set expectations accordingly. Technical
writers more than likely don't venture into penning
romance novels. Obstetricians wouldn't attempt brain
surgery. Lumberjacks who work and live in the outdoors
understand they more than likely would not be successful
administrative assistants.

Once you've made an honest evaluation of your skill set
and industry knowledge, then address how you can use
your limitations to create focused goals.

You might find that what you thought were flaws can
help you achieve greater success over the long term.

To do a personal, in-depth, self-assessment questionnaire
that reflects who you are and not how you wish to be per-
ceived, start by asking yourself such things as:

e What verticals and market segments do I feel pas-
sionate about?

Am I pursuing verticals that require in-depth
knowledge I do not have, making me less effective
to potential clients?

What expertise did I bring into the payments indus-
try and how can I apply that knowledge in creating
a set of sales goals that builds on my strengths?

e What areas of the payments industry are most com-
fortable for me?

e Am I having fun? If not, why not?

Establish boundaries

Always consider ongoing expectations of work and fam-
ily before taking on new projects or responsibilities. Often
we accept opportunities and challenges because of the
expectations of, or loyalty to, others.

Loyalty and selflessness are admirable traits. However,
just because you can do a job doesn't always mean you
should. Ask yourself, Will taking on additional commit-
ments adversely affect the boundaries I am trying to set
to have the best chance for success?

ISOs and MLSs who take the time to stop and reflect on
what they are shooting for — and whether their goals are
realistic — are well positioned to set appropriate limits that
can, indeed, help them reach their goals.

Good Selling!™™

Paul H. Green, President and CEO

In these tough times do you know who to trust?

# Multi Year Inc 500 Company

# Multi Year Philadelphia 100 Company
+ Ranked # 2 by the Strawhecker Group for Emerging ISO’s of 2008

+ Residuals Paid Correctly on the 20th of Every Month - We Are Never Late!
+ Residuals Reporting Showing All Interchange Categories
¢ Guaranteed Third Party Sell & Loan Rights

¢ Zero Hold Times

¢ All Departments in House

+ True Partnership - Sharing Revenue in All Income Streams
+ In House Encryption Facility

# Low Attrition Rates

# Programs Designed to Help MLS & ISO’s of All Sizes

T

v i

Alpha

If Your ISO Partner Can't Make The Same Promises
Call Robert At 1-866-253-2227 Ext. 25 Today!
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DateBook

Visit www.greensheet.com/gs_tradeshow_events.php for more events
and a year-at-a-glance event chart.

Industry

"1 ] Bank Administration Institute
W BA| Retail Delivery Conference

Highlights: This event began 30 years ago as an ATM confer-
ence with 200 attendees and is now reportedly the largest
retail financial services event in the world, bringing together
almost 6,000 participants annually.

It is known for delivering new technologies, innovations and
strategic insights to the financial services community and
affords an opportunity to connect with industry thought leaders
and top solutions providers

This year's institute will offer a number of workshops, gen-
eral sessions and networking opportunities. Among the

slated speakers are Jack Welch, former Chairman and Chief
Executive Officer of General Electric Co., business strategist
and author Ram Charan and Gerard Baker, Deputy Editor-in-
Chief of The Wall Street Journal.

When: Nov. 3 - 5, 2009
Where: Boston Convention & Exhibition Center, Boston
Registration: www.bai.org/retaildelivery/registration.asp

Trade
o 00

Electronic Transactions Association
Associations Compliance DCJy

Highlights: Compliance Day is a forum for banks, processors
and 1SOs dedicated to helping the merchant acquiring commu-
nity better understand the rules and requirements that govern
the payments industry.

Hear about the latest operating regulations and get answers to
complex issues directly from representatives of each of the four
maijor card brands and the PCI Security Standards Council.

Forum topics will include card company operating regulations,
up-to-date information on registration requirements, due dili-
gence and risk assessment for merchant relationships, and the
latest developments in the Payment Card Industry (PCI) Data
Security Standard, including PCI 1.2.

When: Nov. 11 - 12, 2009
Where: Fairmont Chicqgo, Millennium Park, Chicago
Registration: www.electran.org/content/view/40/63/

LS NACHA - The Electronic
Payments Association
jepen The Institute of International Payments

Highlights: This event comprises two-and-a-half days of intensive
instruction and course materials, taught by experienced practi-
tioners drawn from leading organizations engaged in interna-
tional payments. Breakfasts, lunches, refreshment breaks and o
networking reception are included.

Following the implementation of the International ACH
Transaction rules on Sept. 18, 2009, new and emerging pay-
ment services have the potential to facilitate international trade
with increased ease in an enhanced security environment. This
event is meant to help promote a keen understanding of inter-
national trade, which can enhance an organization's offerings
to attract more business and increase the bottom line.

When: Nov. 17 - 19, 2009
Where: Federal Reserve Bank of Atlanta, Atlanta

Registration: www.nacha.org/conferences/InstintlPmts2009/
default.htm

Source Media Conferences

Highlights: This one day conference will provide tips to assist
rewards program managers, discuss strategies for managing
costs and optimizing program returns, and educate participants
on broader industry trends in financial institution, co-branded
and private-label credit card rewards

There will be presentations from managers of payment card
loyalty programs of some of the most well-known brands in
the industry in addition to experts in program communications,
innovative products and fulfillment cost management.

The event will include several networking breaks, including a
networking lunch from noon to 1p.m.

When: Dec. 2, 2009
Where: New York Hilton, New York
Registration: www.americanbanker.com/conferences/loy09

Southeast Acquirers Association
jymel 20 10 Annual Conference

Highlights: The focus of this event is education and providing
information on current issues concerning the feet on the street
in the electronic payments industry. The two-day seminar will
include various networking opportunities with all vendors and
attendees.

The exhibit hall will feature many of the leading credit card
payment processors, equipment manufactures, leasing compa-
nies and other third-party vendors in the industry.

Breakout sessions will provide a collegial forum in which to
learn and share information, and pcme| discussions, which
have been some of the most heavily attended sessions in years
past, will be led by industry leaders.

When: March 22 - 23, 2010
Where: Sheraton Atlanta Hotel, Atlanta
Registration: www.southeastacquirers.com/conference
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To add your company to our expanding listing, call 866-429-8080 today.

ATM / SCRIP 1S0s LOOKING
FOR AGENTS

ACH - CHECK 21 ACH - PROCESSING SERVICES

Globalég%m. Inc.

(877) 454-3835

WWW. CheckTraln:ng com

Netcom Check Services
(800) 875-6680

WWw.netcompaysystems.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

Check Assist
(888) 436-5101

www.runningdollar.com

* Remote Deposit - BOC

® Point of Sale Check Conversion
® Electronic Check Conversion

¢ ACH Processing

® Check 21 Solutions

Creative Cash Flow Solutions, Inc

(866) 691-0666 x166
www.ilovechecks.com

Merchant Cash Advance for Checks...
Telephone/Internet/Recurring ACH
Full Suite of ACH/Check 21 Services

ISO Private Labeled Program
Lifetime Vested Residuals

v
e
SOLVERAS |
~ ;
PAYMENT SOLUTIONS™ ;
(800) 613-0148

www.solveras.com M‘"’

B

AGE / 1D & OFAC VERIFICATION

ID Chex
(800) 875-6680
www.IDCheX.net

EI\Cl:ESS ))

toMONEY

5 (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
or Jim @ x4243

payment
: alliance

877) 271-2627 x157
WWw.atmexpress.com

Increase $% w/Existing Customer Base

0 Quotas/Vested Residual/Best Prices

See why we are America's #1 ATM Co.
. David Hooper @ (877)271-2627 ext. 157 1§
. T. Chapman @ (800)523-2104 ext. 2178

»

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.



Take a CLOSER LOOK at TSYS

for Your Point-of-Sale Terminals
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We Offer Point-of-Sale Terminals That Have GOT YOU COVERED

Look to TSYS® for all your point-of-sale solutions. Whether you're

in need of terminals, peripherals, supplies or service, TSYS offers T Y ®
competitive pricing and same-day shipping to help get your
merchants up and running and keep them going.

Get to know us.
+1.800.686.1999
acq-equipsales@tsys.com
www.tsysacquiring.com

0 2009 Total System Services, Inc.” All rights reserved worldwide. Total System Services, Inc. and T5Y5” are federally registered service marks of Total System Services, Inc., in the United States.
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[T " BANKS LOOKING CHECK GUARANTEE /
_ - ! JFORISOs/MSPs ... ] VERIFICATION ..
: . y CrossCheck, Inc.
ACCESS ATM (B00) 654-2365
N 4 5 5 EZCheck
IH te ; (800) 797-5302
: Paymenl Systems WWW.EZChk.CDm
Payment Processing Demands Integrity Glnhal pavme"ts Inc.
A[:[:Ess ATM § ; i (800) 801-9552
(866) 874-0384 § : g www.globalpaymentsinc.com
WWW.accessatm.com _5 : i '
(88814774500 | > tae) 4543277
:www.integritypaymentsystems.com CONSULTING AND
{f e Naflona/L /”k Want better sales support? nn‘"snnv SER“":ES ......................
Complete ATM Solufions : Callus a:t lntzgdritdv-band also a‘-’»ik about : Adam Atlas Attorney at Law
] . our value added business solutions | N
(800) 3639835 | ; for merchants, | 1914 8420860
www.nationallink.com } 'g § [EQUIPMENT
.......................................... § . _—
United Cash Solutions America's BankCard Alliance, LLC. : wg'm
(800) 698-0026 x1430 (800) 757-153 :
.aballc. :
BANKS LOOKING Broun 150, Ine. ; beyond
roup 19%, “ne. pa\*ment
JFORAGENTS (B00) 960-0135 .-
WWW.groupiso.com : Ingemcu
CASH ADVANCE f

(B0O) 252-1140

L., LOOKING FOR AGENTS : , -
Humboldt . d" ...................................................... WWWIHQEHICO-USCCIm
i Merchant Ser\nces ' A ———— :
] : : Ingenico - the world’s most
] 5 i : dependable POS supplier.
] g r : : Financially strong, innovative
(877) 635-3570 FUNDIN G i and ready to serve you today.
www.hibms.com Cash Advances made simple. :
Up to 75% Residual | ——
$5K Signing Incentive ] : 3 .
Direct Bank Relationship ] : [877} 571 '7999 Al.{%%ggjsg-%sa

WWw.attpos.net
. BANCNET
Privately held & funded
Common Sense Underwriting (713) 629-0906

Competitive commission plans www.banc.net

! ; : Factors as low as 1.25 . .
e ————————————————— d © We will work with your processor Budget Terminals and Repair
. . ; . (985) 649-2910
Comerica Merchant Services ] i i
(800) 790-2670 : i General Credit Forms, Inc.

(800) 325-1158
www.gcfinc.com

ISO Sponsorship Available GSI[’]fD@gr‘prﬂding .Lom

- Up to $200 Account Conversion Bonus |

Group IS0, Inc.
(800) 960-0135

WWW.Groupiso.com Integrated Terminal Exchange Inc.

Proven Funding Recruit
Redwood Merchant Services (888) 744_%331 [800]_5'_54—3866
Division of Westamerica Bank WWW.pmvenfundingpecmitlcgm W ILeIne. com
(707) 569-1127 JRs POS Depot
www.redwoodmercantservice.com (877) 999-7374

www.jrsposdepot.com



> EQUITY COMMERCE... & “

Powered by world-class service.. .‘\. b 3
delivering safety and secunty in the rocky terrain of today’s economy

Gear up for an epic ride...
true 80/20 revenue share program, quick credit approvals,
dedjcated support, innovative programs and pricing

Contact Equity Commerce today to learn more about our agent program.

866.790.3995,x203 | sales@equitycommerce.com | www.equitycommerce.com \COMMERCE, L.P”
Equity Commerce L.P. is a registered ISO/MSP of Harris, N.A., Chicago, IL The Leader in Payment Processing
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Paper Rolls Chicago
(877) 298-6939
www.paperrollschicago.com

= POS Portal
(B66) 276-7289

. PORTAL

www.posportal.com

The Phoenix Group
(866) 559-7627

Acquiring Solutions

(B0O) 686-1999

www.tsysacquiring.com

VeriFone
(800) VERIFONE

FINANCING FOR 1S0S

Super G Funding

(B00) 631-2423
www.supergfunding.com

FREE ELECTRONIC
CHECK RECOVERY

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

GIFT / LOYALTY CARD PROGRAMS

SPARKBASE

(216) 867-0877
www.sparkbase.com

i Stop giving your gift card business fo |
. someone else. Take control, and make !

more money using the largest 1ISO

managed / custom branded solution !
. in the industry. Only with SparkBase.

Electronic Payments (EPI)

(BOO) 966-5520 x221
www.epigiftcards.com

FLEXGIFT/UMSI
(800) 260-3388

(/ d \\\
Global :eTeS:}m, Inc.
\

(877) 454-3835

www.GiftCardTraining.com

Merchant Processing,Inc.
(B88) 525-5059

WWW. ampwor'ldwrde com

AVP Solutions
(800) 719-9198
WwWw.avpsolutions.com

International Merchant Solutions
(800) 313-2265 x104
www.officialims.com

National Transaction Corp.
(888) 996-2273
WWw.nationaltransaction.com

1SO/POS DEALER
LOOKING FOR AGENTS

MSI, Merchant Services Inc.
(800) 522-3661
www. 1800bankcard.com

IS0 RELATIONSHIPS AVAILABLE

(800) 882-1332

Www.cocard.net

« BEST RESIDUAL STREAM IN THE BIZ

« MULTIPLE PROCESSING PLATFORMS

+ PRE-NEGOTIATED BUYING POWER
« NEXT DAY FUNDING AVAILABLE
+ UNIQUE EXIT STRATEGY

——merchant services ;

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

;E Hdvanced

Elavon
(678) 731-5000
WWW.elavon.com

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

EV0 Merchant Services
(800) CARDSWIPE x7800

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

Global Payments Inc.
(BOO) B01-9552
www.globalpaymentsinc.com

Group IS0, Inc.
(B00) 960-0135
WWW.Groupiso.com.

glt:Payment’%

(888) 519-9466

www.ipayment-agent-iso.com

Merchant Data Systems
(800) 249-6377 x204
www.merchantdatasystems.com

Merchant Rewards Network (MRN)
(800) 366-1388 x210
WWWw.partner-america.com

MSI, Merchant Services Inc.
(800) 537-8741
www. 1800bankcard.com

North American Bancard
(800) BANCARD x1001

W
total merchant services
Total Merchant Services
(888) B4-TOTAL xX9727

www.upfrontandresiduals.com

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



L2009 Electronic Merchant Systems. All Rights Reserved, Eleciror

electronic
merchant
systems*

mie Merchant Systems

the split as you know it is history.
866.845.6026

15 0 Registered 1ISOMSP For KeyBank NA Cleveland, OH, First Place Bank, and Mermick Bank

EMSAGENT.COM



ResourceGuide

94g

I1SOs / BANKS PURCHASING
MERCHANT PORTFOLIOS

\Velacity__

(888) 818-3552 x202

- www.VelocityFunding.com |

Superior Portfolio Valuation
Quick Turnaround Time
Will Not Switch Processor
No Portfolio Too Small
DeanCaso@VelocityFunding.com

Community Bankers

Merchant Services, Inc
(866) 333-9331 x201
www.merchantprocessing.com

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

Global Electronic Technology, Inc (GET)
(877) GET 4IS0
WWW.gettrx.com

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

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

Merchant Rewards Network (MRBN)
(800) 366-1388 x210
WWW.partner-america.com

North American Bancard
(800) BANCARD x1001

I1SOs / PROCESSORS SEEKING
SALES EMPLOYEES

P
total merchant services
Total Merchant Services
(B888] B4-TOTAL x9727

www.upfrontandresiduals.com

1S0s LOOKING FOR AGENTS

Netcom PaySystems
(B00) 875-6680

© Wwww.netcompaysystems.com |

An Agent of RBS WorldPay
LifePay at IC + Call For Buy Rate
Virtual Terminal - Recurring BI"II‘I?
Online Reporting Quick Approvals 1
No Liability, Exit Fees or Gimmicks

LIANT |

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.

€3 MercHANTService

mnmmTPﬁOHTFﬂJTY ‘

~ (888) 288-3816
- www.merchantservice.com

Offering a full line of products
& services which pay lucrative
commissions upfront for sales
and on going residual income
for the life of the account.

——merchant services

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

;E Hdvan[:erl

Electronic Payments (EPI)
(800) 996-5520 x223
WWW.Epiprogram.com

EV0 Merchant Services
(800) CARDSWIPE x7800

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

Frontline Processing Corp.
(40B) 585-7443
www.frontlineprocessing.com

Glohal Electronic Technology, Inc (GET)
(877) GET 4ISO
WWW.gettrx.com

Group IS0, Inc

(BOO) 960-0135
WWW.Groupiso.com

Impact Paysystems
(866) 884-5544 x1555

Innovative Merchant Solutions
(800) 397-0707

glilPayment

(888) 519-9466

www.ipayment-agent-iso.com

Merchant Rewards Network (MRN)
(800) 366-1388 x210
WWW.partner-america.com

MEeRcHANTS' CHOICE

EMBI‘I:'IHIIB’ Choice Payment Solutions
(800) 478-9367 x5

WWW. mcpscur‘p com

g -:::.- Money Tree
: jﬂ"‘ Merchant Services
_n:ggreyl‘ru (800) 582-2502 x2

www.moneytreerewards.com



ansparent partnership

CREDOMATIC’s Partner Solutions Program.
a partner, you will be able to offer merchants a complete set of
m integrated payment solutions, with liberal underwriting
~ and same day activation, all while earning more cash benefits.
o
Partner Benefits:
+ On time residuals-paid monthly
+ 50-70% TRUE profit sharing on all processing revenue
+ NO BIN fees, NO risk fees. NO downgrade surcha
Upfront and Residual income on all payment se
1% conversion bonus-up to $1000.00 per a
- Activation bonuses-up to $200.00 per account
l ~+ 5% commission on merchant cash advances

Aerchant Solutions:

- {-'S:amg day funding option® on all transactions

+ Multiple billing options

+ Free terminals to sell/lease or place
including Verifone VX510, Ve

+ Free Payment Software with Quickbooks Plugin

« Acomplete suite of TSYS (Vital) Payment Solutions

+ Complete state-of-the-art web-based touch-
screen POS solutions for restaurants (ORDYX)
and retail (INVENTRAK)

+ All services (credit/debit, checks, gift cards, and
cash advances) billed on one statement and
settled through a single deposit

« Same and next day transmission of funds is guaranteed by CREDOMATIC. Actual posting
of all deposits to merchant account is determined by merchant depository bank.

With Credomatic, it’s always possible

For almost 30 years, we have been continuously forging profitable relationships.
Join our Partner Solutions Program today. For more information, go to
www.credomaticpartner.com or call us at 1.888.82AGENT (1.888.822.4368)

GE M> CREDOMATIC.

Partner Member BAC | CREDOMATIC Network
GE Money CREDOMATIC is a registered ISO/MSP of BAC Florida Bank. BAC Florida Bank is an affiliate of CREDOMATIC.
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MSI, Merchant Services Inc.
(800) 351-2591
www.1800bankcard.com

North American Bancard
(888) 229-5229

Pipeline Data Inc.
(877) 754-0530 x16179
www.pipelinedata.com

D

total merchant services
Total Merchant Services
(888) B4-TOTAL x9727

www.upfrontandresiduals.com

United Bank Card
(800) 201-0461 x136

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

Ay IMS
;!:(rw (888) 902-6227

www.getvms.com

Kenex Merchant Services
(888) 918-4409 x511

LEASING

LEASING

BARCLAY SQUARE
LEASING
(866) 396-2734

www.barclayleasing.com
We fund & service all our leases

Same day funding - Fast scoring
Low factors — Written verifications

Online reporting — Faxable/PDF leases

48 month wireless — Split funding

egl“flMEI{l[‘H

L E A S ]

(888) 884-6111 x 3012
www. 1stamleasing.com

ABC Leasing
(877) 222-9929

American P.0.S. Leasing Corp.
(BOO) 349-6516
www.poslease.com

Azura Leasing
(888) 424-7142
WWW.azuraleasing.com

First Data Global Leasing
(B00) 897-7850

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.
(BO0D) 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,

_) pay_,,wsmné

FMENT AMD BECURITY PROVIDH

(917) 237-0090

www.Payvision.com

OFFSHORE BANKS LOOKING
FOR 1S0s

Merchant Services
(866) 720-3729

M2- Fmanmal com

PAYMENTS
’>E ATEWAY

One Connection
Endless Opportunities

: (866) 24/-0931 |
- Www.paymentsgateway.com |

Your All-in-One Payments Solution
Instant Online Enrollment
PCl Certified
Customized Branding
Personalized Service

NMI
NETWORK MF.Rf::!.-\.\' rs 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



MERCHANT SAVES MONEY
DONE.

ISO MAKES MONEY
DONE.

EASY, FAST & FLEXIBLE
DONE.

Fast. Affordable transactions. It's a done deal.
The newest member of VeriFone’s best-selling
family of products, the V*510 GPRS, is the
countertop solution for merchants who want
high speed without the high cost. Flexible.
Easy to install. And with the V* 510 GPRS, new
wireless opportunities and recurring 1SO

revenues come standard. The V* 510 GPRS.

Business has never been done better.

Expand your offerings with the widest range

E APPROVED MORE THAN ANY OTHER
of certified POS devices.

To learn more, visit
www.verifonezone.com

VZ

VeriFone

ZONE

. \eriFone.

F H E W A Y T P A Y™

© 2009 VeriFone, Inc. All rights reserved.
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APRIVA
(480) 421-1210
WWW.apriva.com

¢Processing)
Net Work g,.

Processin

EBDD] EBB 4810
www.eProcessingNetwork.com

th ANNIVERSARY |

Ezic, Inc.

(866) 575-EZIC
WWW.EzIC.com

Global Payments
(BOO) 801-9552
www.globalpaymentsinc.com

ProCharge
(800) 966-5520 x221

USA ePay
(866) 490-0042
WWW.Usaepay.com

PAYMENT GATEWAY /
SERVERS / ISPs

Network Merchants, Inc. (NMI)
(800) 617-4850
WWW.NMI.com

PCI DSS COMPLIANCE

F’@dJmDac'lacs

(866) 949-9777
www.gotpci.com

: Annual or Monthly Billing
. Aslowas $15/year or $1.75 / month
: Scans Included in Pricing

URL Customized with Your Logo

: Meets Card Brand Reporting Requirements i

P] Trustwave

(312) 873-7500
WWWW. trustwave.com

CrossCheck, Inc.
(800) 654-2365

EZCheck

(800) 797-5302
www.ezchk.com

Secur-Chex
(866) 464-3277

POS CREDIT CARD
EQUIPMENT REPAIR

"lllA f—r

TV YU L0 |

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 Services
(714) 999-9566
Www.attpos.net

F Bartlett Info Tech
# Services, LLC

(901) 384-6131

www. bits- pus com

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

PRIVATE PARTIES
PURCHASING PORTFOLIOS

=t
Transactions

(817) 307-8291

WWW. gbmtransactlons com

PROCESSORS
LOOKING FOR I1S0s

Elavon
(678) 731-5000
WWw.elavon.com

First National Merchant Solutions
(800) 354-3988
www.fnms.com

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

NPC

National Processing
Company
(877) 300-7757

Www.npc.net

TSYS Acquiring Solutions

(480) 333-7799
www.tsysacquiring.com



Adding Value

EQUIPMENT DISTRIBUTION

DEPLOYMENT SERVICES

- -—

SOFTWARE SOLUTIONS

PORTAL

> POS Equipment and Supplies > Dedicated Sales Representatives
> Deployment Services > Distribution Centers in
- Downloads Sacramento, CA and Louisville, KY
- Injection

> Next-Day Delivery for orders

- Repair placed before 7:00pm ET (M-F)

Rentals/Lease Programs

v

> Customer Service Available from
> Deployment Management System 8:00am to 8:00pm ET (M-F)

CALL or E-MAIL for more information: 1.866.276.7289 email: sales(dposportal.com
Visit us at www.posportal.com and sign-up for e-mail specials!

Lower Prices. More Inventory. Exceptional Service. POS Portal.
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RISK MANAGEMENT PROVIDER SITE SURVEYS WEBSITE DESIGNS / SEO

ORPRODUCTS

NATIONAL VENDOR MANAGEMENT SERVICES

MICROBILT@ (703) 361-6262 x129

 PROFITFROM OUR 30 YEARS OF HARD WORK. § R Bl

STURGILL

Spectrum Field Services
(800) 257-2805 | (8001 7001701 x286 _; STUDIOS
www.microbilt.com wwiw.spectrumfsi.com - (972) 956-9850
- . : TRAINING . www.sturgillstudios.com
® Use Our Expertise to Close More :
Bankcard Boot Camp 1. Website Design Services

Deals and Increase Your Profits (868) 276-6683

® Deliver 1st Class Services to
Unsaturated Industries
® Bonus + Lifetime Residuals

: 2. Search Engine Optimization
www.bankcardbootcamp.com : 3. Grophic Design Services

: Geta new website and have it found
: in the search engines!

WIRELESS RETAIL /
KEYED PROCESSING

USAePay
(866) 490-0042
WWW.Usaepay.com

g R

WordSearch
Solution from page 80
WFCKHOPEOGATEWAY)QA QS
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Call Danielle Thorp

or Rita Francis at 866
advertising oppo



American ) Dedicated
Express’ Support
Full Service

Financial
Stability

Hungry to offer
and build revenue?

Call us at 800-334-1692 for more information.

Next Day
Funding

Discover the latest payment processing
solutions from the innovators at First Data.
Make your selection from flexible proagrams
that deliver more ways for you to make money.
Innovative solutions. Flexible programs. Proven
reliability. There are many reasons why more
ISOs prefer to partner with First Data. Discover
the products, programs and customer support
that make it easy to build your business.

F First Data.
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Advanced Payment Services JR'S POS DEPOL ...ooviiiiiiieiicciici s
Alpha Card Services................. Ladco Leasing.........ccocoeeuvvcecievrinnnes .

American Card Systems ........... Merchant Services Inc. ...........c.......

APIiva ..o, Merchant Warehouse .........cccocvcncincnincnnes

ATT Services................ Merchants' Choice Payment Solutions

Authorize Net MLS Direct Network ........ccccocvvvuviniricinnnn.

Azura Leasing Money Tree Merchant Services ..........coocvcvcncncninirecencincenennenn.
CarPECRATEE ... National Transaction ........cccccvceeeiniicniniicece e
CoCard Marketing Group........ Nationwide Payment Solutions ....

Credit Cash ......ccccovvueuvcuncncncnnes North American Bancard ..............

Credomatic.......c.cc.couce. NPC..ooiiiec e

CrossCheck Inc POS Portal Inc

Electronic Merchant Systems Reliable Payment Solutions...........

Electronic Payments .........c.cccooveueviiininiiicneiccecccnns Reliant Processing Services........ccooeeueiniccreininiceninceeieccanas
eProcessing Network LLC ........c.cccooviiiiiiinnicencecne Secure Payment SYSteMS .........cccoeuevriiceiniiiccince e
Equity Commerce L.P................ SparkBase........cccocovviinieiniiniinns

EVO Merchant Services .........ccccceueueunee. Stream Cash LLC ......cccccccvcuveninneen.

First American Payment Systems Super G Funding LLC ....................

First Data ......ccooeeeccccc Tangerine Payment Solutions

General Credit Forms The Phoenix Group........ccccoeueeuuenee

Global Payment Solutions INC. .......cccocvveveniniiiiciniccecie, 12 Total Merchant Services..........coeuvununcuncincuncereeneseeeenenns
Global Payments/ISA ..........cccoeeummnmnemnimnineseeeeeemense e TransFirst.. ..o
Graphite Payments ...........ccccccuue.. TriSource Solutions LLC ................

Greystone Business Resources TSYS Acquiring Solutions

Humboldt Merchant Services....... United Bank Card Inc........cccoooue.

Hypercom United Merchant Services

Ingenico.....cccceeurereenenes USA ePay .....cccoovverniceeiccien

iPayment INC. ..o 17 VeriFONe. ...

".. TRERE WAS AN AD THAT tAD A QUY ttolDING A TERMINAL

AND #E WAS WEARING A SPORT CoAT AND THE PRICE WAS

LIKE 3149 oR SoMETHING AND IT WAS BACK IN THE SUMMER.

. WHAT WAS THE CoMPANY'S PitoNE NUMBER oN THAT AD?"
!11" FREE PDF ARCHIVES OF ISSUES BACK TO OCTOBER 2001

(ISSUE 01:10:01). LOCATE PREVIOUS ADS, OR
RESEARCH YOUR COMPANY'S AD HISTORY.

ﬁun[unﬂn '1 " WWW.GREENSHEET.COM




Our

Get On Board Today
and Get FREE Gift
Card Processing!

Stickiness.
It's the name of the game nowadays.

How do you retain your valued clients and
provide additional sources of revenue for
yourself in the process? With Electronic
Payments, we've created that way, and provide
you a free gift card processing platform for you
to use, giving your merchants free processing
and some of the lowest card production costs
available anywhere.

www.epiprogram.com

Free

@ . ’; A’((A/f._mj;ﬂ

. ST

= Free gift card processing
® Low cost and free card packages available

® Programs for Agents and ISOs of other Processors
(using EPI is not a requirement)

® |P, Dial and Virtual Terminal Processing
® Free Balance Checks

® Most major equipment supported:
Verifone, Nurit, PC Charge, Hypercom

—a T ELECTRONIC
= PAYMENTS

1.800.966.5520 x221



PROTECT your BUSINESS and your

CUSTOMERS with HyperSafe!
K HH

COUNTERTOP MOBILE MOBILE MULTI-LANE
Optimum T42 Family Optimum M4100 Optimum M42 Family Optimum L4150

= I R s

HyperSafe LockDown, AppLock & Remote Key features:
= Prevent unauthorized re-loading of the POS terminal by a competitor
= Protect PIN based transactions with remotely injected keys
= Guard against malware downloading and software tampering

Increase SECURITY, lower merchant attrition and PROTECT your
customers with HyperSafe, available now with Hypercom’s best selling
OPTIMUM platform of devices!

CONTACT: HyperSafe at hypersafe@hypercom.com

C HYPERCOM >

trusted TRANSACTIONS

www.hypercom.com




In These Tough Times Do You Know Who To Trust?

¢ Programs Designed to Help MLS & ISO's of All Sizes
¢ Ranked # 2 by the Strawhecker Group for Emerging ISO's of 2008
+ Residuals Paid Correctly on the 20th of Every Month - We Are Never Late!

+ True Partnership Share in All Income and Expenses Equally
+ Residuals Reporting Showing All Interchange Categories
¢ Multi Year Philadelphia 100 Company

¢ Guaranteed Third Party Sell & Loan Rights
L e Multi Year Inc500 Company
+ All Departments in House
,ﬁ ﬁ& ) | ¢ |n House Encryption Facility
e
+ Low Attrition Rates

+ Zero Hold Times

W
a B

| Z
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r ISO Pa E'uj';n-- - Can't Make The Same Promises
Robert At **” 25 Today!

L
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VOL. 8/ /7.201.4833 % * % w o S5EPIEMBER/OCTOBER 2008 % * % o w www. GUNAB.C

ONE LOW RATE FOR THEM.

ONE GIANT WAY
FOR YOU TO PROFIT!

The Most Flexible

& Most Profitable!
& ok ok ook ok ok

REACH FOR THE STARS WITH NORTH AMERICAN BANCARD'S

HIIW AVAILABLE FIIII ALL IP MERCHANTS! nasC5n mase ror vour

it's time to rocket past the competition and discover new worlds of income-generating opportunity with NAB's 2¢ IP Pricing! Lat
NAB bring an entire universe of deals right to your fingertips. With our industry-best compensation plan, you won't need a telescope
to see that a brghter future awalts you with NAB,  Sfory continired onpage 24 1-877-201-4833 » www.GONAB.com/gs
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contmped from page T4 % % 4 & %

Blast off with NAB today and you'll get:
an Interchange Revenue Split up to 65%, Lifetime Residuals
complete with robust reporting systems and much more!

Up to $750 Conversion Bonus!

Get paid 1.5% of the actual monthly
processing on every merchant. If the
marchant processes $50,000, then
you receive a $750 bonus.

$200 Approval Bonus!
For each retail merchant approval and
card-not-present merchant approval,

Don't Need Fres Equipment?
Get an additional $100 bonus!

$3,000 Signing Bonus!

Sign up 30 merchants within your first
90 days and North American Bancard
will pay you $3,000!

Dial-wp marchants? Tell them the planets have alignad for a low 2.5¢ pricing rate!

OUT-OF-THIS-WORLD COMPENSATION PLAN.

Big merchants
pay only 2¢.
Small merchants

pay only 2¢.

Health Benefits Plan
Medical/Dental/Life/Long-term Care.
NAB pays 50% of your insurance
pramium, up to $300 par month.

DON'T FORGET:
NAE will pay up to $295 of your
merchant's early termination fee!

NAB provides daily payment of
all bonuses! Why wait weeks
to get your cash? Get paid
daily or weekly — you choose
with North American Bancard!

“NorthAmerican’

Let NAB rocket you to the
top of the industry!
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WILL HELP BUILD

YOUR NEST EGG

We Are the Only ISO to Offer You
“The Winning Combination™

70% Residual AND Bonus Money
+ 1.9¢ Transaction Fee
+ 12-Hour Funding

= MORE DEALS, MORE MONEY
PLUS

PROCESSING FOR AMERICAN EXPRESS
WITH 12-HOUR FUNDING!

For more information contact
Jeffrey Shavitz, EVP at BOO.BFR.4100

See Reverse Side for Complade Progravm Benefits



THIS IS5 YOUR

GOLDEN OPPORTUNITY

FOR FINANCIAL SUCCESS

SHORT TERM INCENTIVES LONG TERM WEALTH

“Eﬂttﬂm lime, | make maore money with CC5 than my prior processors. Their program is ssmply the best. 7

- Joxh 0., CCE Sales Pariner

é Charge Card Systems gets 0 | receive the support | need

’
o Ehat | can focus on what | do best - ¢lose merchant accaunts, )

- Mark 8, CCS Sgies Partnar

»”

“ECS understands the value of communication. | know the status of my deals every step of the way

- Bob M., CC5 Sales Parfnor

PARTNER WITH US AND GO FOR THE GOLD.
CALL NOW!

EHAMEE ﬂ_
For more information contact Jeffroy Shavitz, EVP
at BOO.B7B.4100 or jshavitz@chargecardsystems.com

www.chargecardsystems.com







With messages like these, no wonder

we’re so SUCCESSTFUL!

Everv day, we ger calls and emails trom our sales parmners with the kind of teedback thar keeps us
driven to stay at the top of our game,

Here's what the rest of Santiago's message said: Here's why our sales partners choose our program:
Recently, | had a liquor store that stopped processing Best cost siructure
for two days. 3.5¢ dial-up and 2.5¢ IP
Because of Amplify’s online, real-time updates, Choice of 70% split
I noti it i diately! o :
noticed It imme v Free terminal to sell or place
! found out he was moving to a new processor 8x upfront bonus - up to $750
to get a loan. 50% - 65% split

[ was able to address his concern and get him back!

Start processing all your accounts with us today!

Call 1-888-84-TOTAL, ext 9727 or get the full program details ar www.upfrontandresiduals.com

Y

| merchant services

poyment solutions for your business

loral Msrchan Services [ IM5 m o Member Seovice Provider Toe: Hy I Bank LS5, Maconal SAssocssion, Buitala, N
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