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President’s Message

How Do You Measure Up?

he industry has struggled to pin down the most basic statistical

information around which the 1SO and payments processing businesses

revolve. This poses practical difficulties: How can your company know
what developmental metrics it should be tracking, what benchmarks it should be
hitting, and how you stack up?

The ETA is launching a research initiative to provide the answers. Over a year of
planning and research will result in ETA's ISO Benchmarking Study, to be launched
over the next few months. You may soon be invited to participate in the study,and
if you are, I hope you will accept the invitation.

This sets the ETA off in a new direction: that of produc-
ing and providing to member companies primary research
information critical to the success of their businesses.The
study will be the first scientifically rigorous and statistically
valid research to measure and track key metrics that reflect
the health of independent sales organizations. It also will
gather data about important business practices and trends
within the 1ISO community.

ETA recognizes that the information from member
companies necessary to conduct the study is highly sensitive and proprietary. So
we've taken extraordinary steps to ensure that the identities of the participants
and the raw data are kept strictly confidential. The need for this confidentiality, in
fact, is why we elected to engage a highly respected business school to conduct
the research, which will put it through its paces via the university’s review process.
Researchers from American University Kogod School of Business in Washington,
DC, will head up the study in collaboration with ETA staff and members of the
Research and Information Resources and I1SO Advisory Committees.

The study will ask for numerical data such as new boardings, attrition, process-
ing volume, and revenue. These will be tracked quarterly. It also will request busi-
ness practice metrics such as employees versus 1099s, hiring, purchasing plans,and
the existence of training programs.These will be tracked year over year.

Key metrics will be published quarterly. That publication will include additional
survey results that will vary from quarter to quarter, along with an analysis that ex-
amines trends and puts them into a payments industry context. Study participants
and ETA members will have complimentary access to the results.

By taking part in this study, you will not only give our industry a unique new
tool for measuring performance, but also will contribute to a better understanding
of an important part of the business world and our economy.

The Benchmarking Study has another role: It will be important in bolstering
ETA's advocacy efforts. By gathering information about the health of the ISO com-
munity, employment levels, its economic impact and other key measures, the re-
search will help ETA emphasize the heft and importance of the payments industry
as we talk to the government on your behalf.

So if you are invited to take part in the 1ISO Benchmarking Study, please do so.
It’s a great opportunity to contribute to the industry—and create value for your
own organization in the bargain.

Warm regards,

Holli Targan

Holli Targan is president of ETA

and a partner at Jaffe, Raitt, Heuer & Weiss, PC.
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INDUSTRY news

Dodd-Frank Act Becomes Law

Passed by a 60-39 margin days before by the U.S.Senate, the Dodd-
Frank Act was signed into law by President Obama on July 21. Be-
sides overseeing derivatives trading market, establishing a council
of regulators to monitor the financial system as well as a new con-
sumer watchdog group, the new law contains language from the
Durbin amendment, which directs the Federal Reserve to now set
prices in what was previously a pri-
vate, business-to-business market.

“ETA opposed the Durbin
amendment and will continue to
oppose amendments like it that
institute federal price controls in
private business-to-business agree-
ments,’says Mary Bennett, ETA’s di-
rector of government and industry
relations.

Although it is hard to predict
what will come of interchange fees, the law now authorizes the
Fed to set rates paid to debit or prepaid card issuers with $10 bil-
lion or more in assets. Rates for issuers with less than $10 billion
in assets or general-use prepaid and debit cards, including those
not marketed or labeled as gift cards as well as those used for

“ETAis working to
ensure that
payments system
businesses are not
needlessly harmed by
the implementation
of the Durbin
amendment.”
—Mary Bennett

government-administered benefits, will stay the same.

During the next nine months, the Fed is required to set stan-
dards for determining if the amount of any interchange transaction
fee is“reasonable and proportional”to the cost incurred by an is-
suer in connection with a particular electronic debit transaction.
New rates will then go into effect in July 2011.

“Looking ahead, ETA is working to ensure that payments system
businesses are not needlessly harmed by the implementation of
the Durbin amendment,” Bennett notes.

Other provisions of the new law include that are now in effect:
« Merchants can set a $10 minimum for credit card payments.

« The Fed and higher learning institutions can set credit card pay-
ment maximums; merchants cannot.

< Issuers and networks cannot restrict the number of networks
on which an debit transaction may be processed.They also can-
not prevent a merchant from routing debit transactions over a
nonproprietary network.

< Merchants can continue to offer cash discounts and other con-
sumer incentives based on payment method.

For more information about the law and its effect on the indus-
try, visit www.voiceofpayments.org.

MOBILE PAYMENT USERS TO REACH
108.6 MILLION IN 2010

The number of mobile payment users
worldwide will reach nearly 109 million
in 2010,a 55 percent increase from 2009,
according to research firm Gartner Inc.
Mobile payment users will represent 2
percent of all mobile users this year.

In the Asia/Pacific area, mobile pay-
ment users will surpass 63 million in 2010,
representing 3 percent of all mobile users.
In Europe, the Middle East,and Africa, mo-
bile payment users will total 27 million,
and in North America, mobile payment us-
ers will number 4 million. Latin America

L

Fast Fact

World Cup Action Spurs Spending

During the first 20 days of
June, spending by inter-
national visitors in South
Africa on Visa-branded

will have approximately 8 million users,
up from 5 million in 2009.

The unbanked and underbanked
populations that lack ready access to the
banking infrastructure or PCs are driving
strong demand for mobile payments in de-
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veloping markets,according to Gartner.At
the same time, the firm says regulators in
early-adopter markets are tightening up
policies to provide better user protection
and fight against unlawful financial activi-
ties relating to money transfer.

payment cards exceeded
$128 million, up 54 per-
cent from $83 million
during the same period in
20009.

Source: Visa
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By Julie Ritzer Ross

POS technology training emerges as an essential tool for
selling the latest and greatest

s POS hardware and software

solutions continue to grow ever

more sophisticated, industry play-
ers must step up their technical/product
knowledge to effectively sell them to mer-
chant clients. While some ISOs and ven-
dors have yet to address this issue, others
are stepping up with formal educational
programs and tools to help ISOs position
themselves to profit from the next-genera-
tion payment tools—and to keep them on
par with value-added resellers (VARS).

Several factors render POS technol-
ogy training for 1SOs essential. Notably,
training opens doors not only to increas-
ing revenues through deals with existing
customers, but also to servicing merchant
accounts 1SOs might otherwise be unable
to board.

“There are a lot of merchants that are
open to switching 1SOs, but just offering
POS technology isn’t going to induce them
to make the change,” observes Henry Hel-
geson, co-CEO of ISO Merchant Warehouse
in Boston.“Merchants want to work with
ISOs that understand the nuances of indi-
vidual systems, what fits where, what a final
system may look like, and a lot more. This
cannot be accomplished without training.”

Merchant Warehouse conducts its own
in-house training viaWebinars.Topics range
from the various features of POS technol-
ogy and how to explain them to merchants
to the limits of technology and different
equipment configurations. These issues
also will be covered at a Merchant Ware-
house agent conference slated for Septem-
ber 2010.The ISO also looks for training
reinforcement from one of its major POS
technology vendors, which Helgeson de-
clined to name.

Merchants have learned to differentiate
between a salesperson attempting to “sell”
them on products without a true under-
standing of what he or she is touting, and
when they are speaking with a seasoned
professional, Helgeson notes. The confi-
dence that exudes from the latter—built
up via training—goes far toward sealing

the deal, while a lack thereof has the op-
posite effect.

Moreover, training is instrumental in lev-
eling the POS technology playing field on
which many ISOs are battling VARs.“Selling
POS equipment is VARs’ full-time job, and
they have become experts at it,” Helgeson
asserts.“For 1SOs, training is the only way
to get on equal ground.”

Answering the Training Call
Among vendors in the ISO training arena is
Scottsdale,Arizona-based Apriva, which re-
cently launched the AprivaPay Partnership
Program for 1SOs that sell its AprivaPay and
AprivaPay Professional solutions.

Under the AprivaPay Partnership Pro-
gram umbrella, ISOs are afforded a detailed
view of the technology that composes
AprivaPay and AprivaPay Professional. The
functionality displayed by the two appli-
cations, as well as information about how
they differ from similar solutions on the
market and the benefits they afford to
end users, also are covered. Training and
tools are delivered in the form of partner-
branded Webinars, mobile-enabled product
videos, presentations,and end-user promo-
tional collateral, such as data sheets, adver-
tising, and mailers.

The training is intended primarily to
give I1SOs a foundation for focusing their
sales endeavors on how wireless smart-

phone-based POS products can help mer-
chants solve various business problems,
rather than merely on how the technology
works, according to Bill Ramsey, Apriva’s
vice president of business development. He
notes that AprivaPay and AprivaPay Profes-
sional, like other applications that let mer-
chants employ mobile devices to accept
card payments, are “new and intimidating”
to merchants but also to some 1SOs.“We
want our partners to sell confidently, and
the educational program is a ‘cheat sheet’
for that,” Ramsey asserts.

WAY Systems of Woburn, Massachu-
setts, also has put together an ISO reseller
training program built around its Mobile
Transaction Terminal (MTT) wireless cred-
it card acceptance application. Touted as
a “value-added” bonus for the company’s
reseller partners and their sales agents, the
free training program comprises group
sessions available on a first-come, first-
serve basis with advance pre-registration
required. Sessions take about 20 to 30
minutes and cover a wide range of topics,
including product and service highlights,
instructions for using the MTT (and how
to impart that information to merchants),
free sales support materials, and miscel-
laneous hints and tips.

Similarly, UP Solution of Hackensack,
New Jersey, has ventured into ISO training
territory, albeit for a different subcategory
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of POS technology. The company provides
hardware and software for restaurants, sa-
lons, and retail locations nationwide and
offers a proprietary product line—the UP
7000 and UP 5200—of touchscreen-based
POS devices.

Ongoing training and support for UP
Solution’s product encompasses initial
training for the hardware and software,
including the development of more
complex specialty applications such as
digital signage. ISOs also can hone more
in-depth knowledge at one of the com-
pany’s showrooms in Atlanta, Los Angeles,
Chicago, New York, and Philadelphia, or
at one of the additional 60 showrooms
slated to open throughout the United
States over the next 18 months. ISOs also
have access to a technical support staff to
help them answer merchants’ questions
about various applications, and a series
of training Webinars exploring related is-
sues is on the drawing board.

ISOs with their own proprietary POS
systems are getting in on the act, too.
Hampton, New Jersey-based United Bank
Card, whose Harbortouch POS system
is available to its own ISOs as well as to

those outside the fold, has developed an
offering known as the Interactive ISO Sys-
tem (11S). Launched to facilitate real-time
portfolio management, IIS yields access to
training materials and manuals, along with
daily announcements, sales and marketing
materials,and product/quick-service refer-
ence guides.

“One of the biggest concerns from the
beginning of our endeavors with POS was
to make the process as simple as possible
on our ISO and MLS partners,” says Jared
Isaacman, CEO.“By taking all the training
in-house, we believe we have created a
revolutionary way to sell and service POS
systems.”’

A Deciding Factor
For those 1SOs that do not offer their own
POS systems, the question of whether or
not an outside vendor offers training—par-
ticularly for more sophisticated applica-
tions—as well as the comprehensiveness
of its training package, weighs heavily in
deciding on a vendor partner.

Several months ago, Brooklyn, New
York-based 1SO Paymint Associates began
charting POS system waters. Company

principals consider training for its in-house
staff an essential element of any alliance
Paymint Associates would forge with a solu-
tions provider.

“There were several (candidates) with
which we did not feel comfortable, for a
variety of reasons,” notes Steven Feldshuh,
vice president of business development.
“However, training was even more of a
deal-breaker than some of the other factors.
POS isn’t something our (staff) understands
that well yet and is accustomed to; educa-
tion was and is imperative.”

At press time, the ISO had just decided
to ink a partnership with UP Solution.“Get-
ting started is just a matter of scheduling
now,” Feldshuh reports.“Training in POS
cannot be underestimated—nor should it
be overlooked”

Helgeson concurs.“The competition out
there is fierce” he concludes.Vendors that
do not assist 1SOs with training are remiss,
and ISOs that do not seek it out have noth-
ing to gain and perhaps a lot to lose. TT

Julie Ritzer Ross is a contributing
writer for Transaction Trends. Reach her
at jritzerross@gmail.com.
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