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Brag About Your Rewards Program and
Watch Account Holder Loyalty Soar
Don’t Be Shy! The More You Promote It, the More It Gives Back to You
How much is a loyal
customer worth? Not
merely a satisfied one, but
a loyal one who refers
others to your institution,
who is a committed and
vocal advocate, and who
sticks with you despite the
occasional error.

rewards program and then
to forget about it and let it
run itself.

Rewards programs will get
stale if they are static addons to credit or debit cards.
Like any other product—
from cars to computers—if
you do not promote it, you
If having more loyal
risk losing share of mind in
customers is your goal, we
your market. Just as web
have good news: you are
site click-throughs are an
halfway there if you already indicator of engagement, if
have a rewards program
your account holders are
in place. Rewards foster
not actively redeeming
loyalty. All you need now, in their rewards, it is not
essence, is a megaphone to doing much for you. “It’s
help spread the word.
not about doling out
points,” Marous explains.
“Most financial institutions “It’s about building strong
that offer credit and
relationships.”
debit cards have rewards
programs,” says Jim
The major resistance
Marous, Marketing
to promoting rewards
Services director with
programs is the mindset
Harland Clarke, “but
that it is a poor investment
many are not actively
to pay for customer
marketed, so there’s a lot
activity that is already
of lost potential.” While
taking place. But that is
financial executives likely
shortsighted as the point
would agree that it is
of offering rewards is not
important to actively
to reward past activity but
generate enrollment in
to encourage greater future
rewards programs, the
activity. “This requires a
biggest mistake is to start a shift to a forward-looking

mindset and an ongoing
pursuit of relationship
growth,” says Marous.
Nurture Account
Holder Relationships
with a Little TLC
Loyalty is not easy to come
by. According to a 2006
BAI research initiative, only
19 percent of customers
considered themselves loyal.
More than half (56 percent)
were hesitant about the
relationship or considered
it at risk. According to
another BAI study, while 68
percent of customers desire
to be rewarded for the
size and duration of their
accounts, only 25 percent
actually felt they received
such recognition.

(Continued on page 4)

Leadership Letter
Executive Spotlight
Harland Clarke Marketing Services:
Marketing That Gets Results—Now That’s Smart
In business, there’s a distinct pleasure that comes from serving a client
well. At Harland Clarke, we know we’ve done that when we listen to what is
important to our financial institution clients, design solutions to meet their
needs and those of the customers and members they serve, and exceed
expectations with a sense of focus, purpose and integrity.

Steve Albright is a member
of Harland Clarke’s executive
management team and
general manager of Harland
Clarke Marketing Services.
He has been with the
company for 27 years.

We take that results-driven approach at Harland Clarke Marketing Services. Combining the
experience and expertise of the legacy companies that joined together to create Harland
Clarke, our comprehensive offering of time-tested marketing solutions helps financial
institutions successfully acquire, retain and grow account holders. Many of you reading
this issue of Delivering Value are clients who have known us for years and have helped make
us one of the top providers of marketing services to financial institutions. If you have not
yet explored Harland Clarke Marketing Services’ broad suite of performance-optimizing
capabilities—from strategy and analytics to creative and production to client and contact
center support—I invite you to do so.
This issue of Delivering Value contains some examples of how Harland Clarke Marketing Services partners
with our financial institution clients to deliver targeted and innovative marketing solutions that help
produce sustainable, measurable growth. You’ll read about how reward programs foster loyalty and build
account holder relationships, and how important it is to implement and market these programs effectively.
In Solution Spotlight, you’ll learn how solid business intelligence can help you target account holders,
delivering relevant messages to the right customer at the right time and through the most preferred
channel. You will also learn how Harland Clarke Marketing Services can provide both turnkey answers to
the pressing challenges your financial institution now faces, as well as custom marketing solutions to fit
your specific needs and objectives to produce optimal results. And if you’ve realized that tapping into the
youth market has tremendous potential and value but doing so has seemed daunting, you’ll discover how
your financial institution can help lead the charge in educating the next generation about handling money.
With shifting economic conditions and the changes that have taken place in the financial services industry
in recent months, it is more important than ever to have a strategic partner that can help your financial
institution successfully navigate into the future. With more than 120 years of financial services experience
under our belt and a comprehensive array of solutions to help realize your objectives, we stand at the
ready—prepared for the opportunity to serve you well.
Best regards,

Steve Albright
Executive Vice President, Marketing Services
Harland Clarke
2

Contents
Did you know that you
can access Delivering Value online?
Simply visit harlandclarke.com/dv
to find the current and previous issues.

COVER
Brag About Your Rewards Program and Watch
Account Holder Loyalty Soar
If your rewards program participants are not
consistently redeeming their points, then it’s time to
turn up the marketing volume.
FEATURE STORY
Closing the Generation Gap
Kids can be exasperating, but they may hold the key
to your financial institution’s future. Are you reaching
out to them? Are they listening?
DEPARTMENTS
Solution Spotlight
Tap Into a Menu of Smart Marketing Solutions
Whether you work for a multinational bank or a local
credit union, you should know about the six core
ingredients for sustaining growth.

WANT MORE INFORMATION?
To find out how Harland Clarke can help you
improve business performance, contact your
account executive or write to us at
www.harlandclarke.com/contactus.
Executive Editor:

Mark Harris

Associate Editor:

Jeb Cashin

Contributing Editor: Robin Bernstein
Managing Editor:

Gaye Humphrey

Design:

Harland Clarke’s DesignCenter

We welcome your comments and suggestions.
Contact us at dv-editor@harlandclarke.com.
©2008 Harland Clarke Corp. All rights reserved. All
trademarks and trade names are the property of their
respective owners and should be treated appropriately.

Client Cases
Landmark Credit Union Targets Key Member Group
with Help from Harland Clarke Card Services
When our client needed a trendy card that would be
hip enough for college students, our solution was, in a
word, “clear.”
Making News
Harland Clarke Co-Sponsors 12th Annual Dr. Martin
Luther King, Jr. Birthday Celebration
In addition to bringing you valued products, services
and solutions, we honor Dr. King’s legacy with a
commitment to diversity and community service.
Deadline for Identity Theft Red Flag Legislation
Compliance is Approaching
It’s a FACTA fact—the deadline to comply is
November 1. The good news is that Harland Clarke is
ready to help.
Security Corner
Free Class on Identity Theft Awareness Now Available
It’s one of many classes offered by our Online University.
Going back to school was never so convenient!
Product News and Announcements
Harland Clarke’s New Check Product Launch
Increases Choice for Consumers
We’ve got more than 90 new check design choices for
your account holders!

3

7

10

12

13

14

15

16

Delivering Value

Brag About Your Rewards Program
According to Marous, a great
proportion of a financial institution’s
customer base simply stays put
due to inertia, a risky proposition
as there are always competing
and inticing acquisition programs
with strong incentives competing
for customers. And, he adds, not
surprisingly the accounts that
financial institutions desire most—
high-value households—have even
higher expectations than the average
customer in terms of being rewarded
for their banking relationship.

of their points to customers via
periodic reports, co-branded offers
from partner companies, web site
reminders and other means, all
of which stimulates customers
to keep flying their airline,” says
Marous. “Some credit cards don’t
do as good a job because they’re
often giving points only because
everybody else is. When you
do that your program becomes
another cost of doing business
rather than a loyalty-enhancing
opportunity.”

It would seem that Mom was right:
all relationships need a little
tender loving care—even those
between account holders and their
financial institutions.

Nevertheless, financial institution
rewards programs, which first
became popular with credit
card companies, have expanded
tremendously over the past three
years. The biggest growth has
been in how innovative they have
become. (See box opposite page:
“3 Types of Rewards Programs.”)
Smart financial institutions
are finding even more ways to
strengthen the account holder
experience. “It’s moved from credit
cards to debit cards and now
runs the gamut across the entire
institution’s portfolio of accounts,

Rewards programs succeed because
people prefer them. Research by
Carlson Marketing found that while
the vast majority (77 percent)
of customers do not currently
participate in a financial services
rewards program, more than half
(51 percent) would join one if it were
offered. Similarly, a telephone survey
conducted last year 1 by Synergistics
found that more than 40 percent
perceived rewards programs to
be valuable, compared to only 19
percent who said they were “not
valuable.” (See pie chart at right.)
Airlines are very good at
taking advantage of this. “They
continually reinforce the value

4%

(Continued from cover)

including mortgage loans and
small business relationships,”
says Marous.
What Goes Around, Comes Around
The goals of communicating your
rewards program should be to
(1) stimulate enrollment, (2)
reinforce active participation, and
(3) encourage redemption. Most
importantly, you can use rewards
programs to gather account holder
information, so that the program
can be further personalized. “It is
an open invitation for a dialog,”
says Marous of rewards programs.
“Take advantage of that and dig
deeper.” Find out if your account
holders prefer direct mail, e-mail,
or phone calls. Offer additional
points if they tell you, for example,
who the financial decision-maker
is in their households and what
their financial goals are. Then
use that information to create
more communication in order to
enhance their banking experience.
“It’s like going to the dry cleaner
and they know you and how
you want your things pressed,

41%

19%
36%

Base = 124 checking reward participants
1

Strategies for Differentiating Checking Accounts, Synergistics Research Corporation
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Types of Rewards Programs
Rewards programs generally fall into three main categories. 		
Some financial institutions utilize a combination:
Frequency/Points—rewards account holders for using a
product or service

to them. “Receiving 10,000
points doesn’t mean much to
consumers. But knowing they
have enough points for an iPod
does,” explains Marous.

Membership/Recognition—acknowledges the longevity
and value of the account holder relationship
Relationship/Pricing—offers account holders 		
discounts, better rates or bundled services
The more innovative programs have gone beyond points to
include all product lines within a financial institution, which
ultimately stimulates the growth of relationships.

whether you want express
service, etc.,” he explains. “If you
know the equivalent preferences
on the banking side, you build
satisfaction and loyalty because
now they don’t want to train
another financial institution to
know what you already know.”
Actively communicating your
rewards program brings the
rewards right back to you, in the
form of more loyal customers and
members who are motivated to
keep higher balances. This proves
the old adage that “what goes
around, comes around.”
The alternative is that account
holders—who are busy people
just like you—have plenty else to
think about besides your rewards
program. According to recent
studies, nearly one in five rewards
program participants forget they
are even in the program. Even
worse, 40 percent never redeem
their points for rewards earned.

Yet the key to a successful
program is tied to the level of
redemptions, not the level of
enrollments. According to Maritz
Loyalty Marketing, attrition rates
for non-redeemers is 22 percent,
whereas it drops to only six
percent for those who redeem
multiple times. “Redemption
is the most valuable part of a
rewards program for a financial
institution,” says Marous. “Yet
many actually discourage it
through cumbersome processes,
fees or a simple lack of
communication.”
It is not until they have received
their first reward that account
holders truly feel like they are
part of the program. This act
builds loyalty and word-ofmouth referrals. Therefore, it
is important to communicate
redemption eligibility as
frequently as possible. Get
customers to visualize their
rewards. They want to know
what the points are worth

Finally, you must measure results,
which few financial institutions
do effectively or not at all. Most
financial institutions think they
need to use a direct marketing
company only at the start of a
campaign to help target the right
customers. But a good direct
marketing firm does not stop
there. “Not measuring results
is like being on a diet without
weighing yourself,” says Marous.
“You may think you’re successful,
but you won’t know for sure.”
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Keys to Implementing a
Rewards Program

								

(Continued from page 5)

						

Have you ever pondered the
age-old question: If a tree falls in
the forest and nobody hears it,
does it make a sound? Similarly,
if your account holders are not
actively engaged in your rewards
program, do they know it even
exists? And is it doing anything for
your financial institution?
“Even the best programs will fall
short if people aren’t using them
to redeem rewards,” says Marous.
He adds that it is also necessary
to have the internal support of
management and employees.
“Successful rewards programs
cannot be implemented in a
vacuum.”
Like life itself, the more you put
into it, the more your rewards
program will give back. Here are a
few tips to get you started:

Keep it simple
Complex programs and
cumbersome redemption policies
can lead to lack of participation
and spell the death of the program.

Take two steps
First communicate incentives to
join. Then offer higher reward
levels for greater engagement,
especially within the first 90 days,
a pivotal time for keeping the
account holder involved.

Establish a timeline
Plan your communications to
coincide with milestone events
such as account openings, balance
increases, program changes, and
redemption eligibility.

Vary your communication
Use direct mail, statement
reminders, branch materials, your
web site and e-mail notifications,
ATM messaging, telephone,
mass media, and personal
communications.

You’re halfway to redeeming….”
and insert a reward. Or better yet,
ask which rewards the account
holder is interested in.

Incent your employees
Give them extra incentives (such
as double points), so they talk
positively about the program with
account holders.

Measure
Analyze results and account
holder behavior on a regular basis.

Target your message
Not everyone should receive the
same type of communication
or be involved in the program.
Tailor the content and frequency
of your communications to the
importance of each account
holder demographic. Focus on
high-value and high potentialvalue households. (See box to the
right for a few helpful hints.)

Show them what you’ve got
Customers care about points
insofar as what rewards it gets
them. So focus on the gift, not
the currency.

And keep reminding them
A rewards program is an invitation
to begin an ongoing dialog with
customers. For example, send an
e-mail saying, “Congratulations!

Who Loves You Most?
Who is most likely to participate
in your rewards program? You
are likely to get the most bang for
your marketing buck with account
holders who….

...are female, age 25 – 60
...live or work near your branch
...have been with your
institution fewer than 10 years

...have more retail credit cards
and debit cards, which directly
correlates with acceptance rates.

To learn more about enhancing the potential of your rewards program and how to effectively communicate
it to account holders, contact your Harland Clarke account executive or call 866.609.8609.
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Closing the Generation Gap
Think Youth Marketing is Too Time-Consuming? Think Again!
It’s an Investment You Can’t Afford to Ignore.
Make no mistake about it,
capturing the attention—and
the wallets—of today’s youth is
definitely not child’s play. It is big
business, and it requires a well
thought-out marketing plan.
For financial institutions in
particular, the time is right to
“think young.” Baby boomers have
already begun to retire, and this
trend will grow in the years ahead.
So it should come as no surprise
when they start dipping into their
retirement accounts for a wide
variety of reasons, from medical
expenses associated with aging
to realizing long-awaited travel
plans or perhaps relocating to

retirement communities. “How
are you going to replace those
lost deposit dollars?” asks Sue
Schabert, Marketing Services
director of program management
for Harland Clarke.
One very smart option is to
look more strategically at the
younger generation for new
account acquisitions. Youth and
young adults—roughly ages 9
to 29 and sometimes referred

to as Generation Y (or Gen Y
for short)—make up more than
a quarter (28 percent) of the
population, according to 2006
data from the U.S. Census Bureau.1
That translates to some 83 million
potential account holders.
Earning power is a factor, too, in
the desirability of this market.
Consider that universities are
churning out more college
graduates than ever before.
According to the U.S. Census
Bureau, nearly twice as many
adults, ages 25 to 29, have college
degrees as those age 60 and up,
a trend that would seem likely to
continue. As educational level is
correlated with higher salaries and
more disposable income, financial
institutions are smart to reach out
to the under-30 market.
Yet they are not necessarily doing
so, at least not to the degree
that one would think. A Harland
Clarke e-mail survey of financial
institutions, found that while 70
percent of community banks felt
that the youth and young adult
market was a medium or high
priority, only 20 percent actually
had a formal marketing program
in place to reach them. The results
for credit unions revealed a similar
pattern: 90 percent ranked the
priority of youth/young adult
marketing as medium to high,
yet only 40 percent said they
were currently implementing
such a program.

1 http://factfinder.census.gov/servlet
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“Embarking on a youth marketing
program involves considerable
strategic planning and expertise
in that demographic,” explains
Schabert. “While financial
institutions may find it easier
to simply grow existing,
well-established relationships,
targeting the youth market is a
longer term strategy to replace
current relationships that have
reached their maturity.”
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Closing the Generation Gap
An Untapped Opportunity
For many financial institutions, the
prospect of lost deposits is finally
representing a strong enough
outside force to combat any inertia.
Among those institutions with no
current plans for youth marketing,
43 percent of community banks
and 53 percent of credit unions
expressed interest in implementing
such a program if they had
assistance in doing so. Clearly,
marketing experts within these
smaller financial institutions are
beginning to see what an untapped
opportunity this is for them.
“Financial institutions need to see
youth marketing as a wise investment
in the future of their organizations,”
says Schabert. And given the fact
that wise investing is something
that financial institutions want to
teach teens, it is fitting that they,
themselves, take this advice to heart.
The first step in establishing a youth
marketing campaign is to look at
how teens and young adults behave
financially. For example, according
to research conducted by the
international market research firm,
Mintel, 84 percent of teenagers
open an account at their parents’
branch. Thanks to online and
electronic banking, this can become

a long-term relationship. “They
don’t necessarily have to close their
hometown account if they relocate
cross-country for college,” Schabert
explains. Therefore, it is important
to educate young account holders
on “virtual” banking options that
can eliminate the need to relocate
their bank accounts.
Indeed, communicating online is
key to getting the attention of this
perpetually plugged-in population.
According to the Bridge Ratings
2007 Study on Gen-Y media use,
this group is exposed to more
than 11 hours of media every day.
Their interest in traditional media
(e.g., television, radio, newspaper)
has declined 22 percent since
2004, while time spent on the
Internet has increased 23 percent
during that same time period.
One survey of today’s college
students found that 97 percent
owned a computer, 75 percent
have a social networking account
(such as Facebook.com) and 76
percent communicate via instant
messaging. 2

The ABCs of Teaching Kids
About Money
Programs for pre-teens ideally
should help parents and schools

A GENERATIONAL GLOSSARY

teach financial literacy. “These
kids are learning basic skills,”
says Schabert.
“Ask yourself how you can help
parents and schools teach the
fundamentals, such as ‘what is a
savings account?’ and ‘what is a
check?’ and ‘what does it mean
to borrow?’”
The goal here is to provide an
educational framework so that
children begin to understand these
key concepts and to take on some
limited financial responsibility,
such as an allowance.
Adolescents from age 13 to 18 are
learning budgeting and money
management. “This group has
more money than in the past,”
says Schabert. A preloaded gift
card to make purchases might
be this age group’s first spending
vehicle, other than cash. “It’s the
right age to teach them about the
concept of credit cards and paying

DEMOGRAPHIC

BORN

CURRENT

Mature Market

Born before 1946

62+

Baby Boomers

1946 - 1964

43 - 61

Gen X

1965 - 1976

31 - 42

Gen Y
(also called “Echo
Boomers” or “Millenials”)

1977 - 1998

9 - 30

3

While there is not universal agreement on
the exact age range comprising these four
generations, especially Gen Y, this chart
provides an overall guideline.
2 Reynol

(Continued from page 7)

Junco and Jeanna Mastrodicasa Connecting to the Net.Generation: What Higher Education Professionals Need to Know About Today’s Students, NASPA; First edition (March 29, 2007)

3 Harland Clarke “Marketing to the Next Generation” Powerpoint http://www.usatoday.com/money/workplace/2005-11-06-gen-y_x.htm
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interest over time, how to make
decisions about spending versus
saving, and what types of accounts
are available besides checking
and savings.” Young adults, age
18 to 25, are beginning to make
major purchases such as cars or,
perhaps, are paying college tuition
or saving in order to rent or buy
their own home. So this is the time
to ensure that they are managing
their finances on an ongoing
basis. “Three-fourths of all college
students these days have a credit
card,” explains Schabert. “And
more than half are responsible
for their living expenses.” Also,
the reality is that this generation

handles finances differently than
did previous generations. They
make payments and transfer funds
online and use a debit card rather
than paper checks to get cash or
to make purchases. But this simply
highlights the fact that young adults
need to learn how to manage their
finances, if not on paper, then
electronically. And that’s where
financial institutions can help.
“Banks and credit unions have an
incredible opportunity to grow
their business here,” says Schabert.
“They should be leading the charge
in educating the next generation
about how to handle money.”

Harland Clarke Marketing Services
offers three youth marketing
programs that can help you
increase your share of this growing
market—Cash Flash™ (for preteens),
Money Makers™ (for teenagers),
and Generation Green™ (for young
adults). To learn more about Youth
Connections and how you can
incorporate these programs into a
new or existing youth marketing
campaign, contact your Harland
Clarke account executive or call
866.609.8609.

Most Successful Youth
Marketing Communication Vehicles
Harland Clarke conducted an e-mail survey of community banks and credit unions regarding
their youth marketing programs. Of those who had programs in place, certain communication
vehicles were cited as more successful, depending on the age group of the recipient.
Community Banks

Credit Unions

Under age 12

Under age 12

Lobby point-of-sale materials
Newspapers
Direct response letters
School programs
Promotional flyers

Age 12 – 18

Direct response letters
School programs
Newsletters
Lobby point-of-sale materials
Radio ads

Age 19 – 25

Direct response letters
School programs
Newsletters
Bank web sites
Promotional flyers

E-mails
Newspapers
Newsletters
School programs
Credit union web sites

Age 12 – 18

Credit union web sites
E-mails
Newsletters
School programs
Direct response letters

Age 19 – 25

School programs
Newsletters
Credit union web sites
E-mails
Radio ads
Newspapers
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Harland Clarke Youth Connections
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Solution Spotlight

Tap Into a Menu of Smart Marketing Solutions
Harland Clarke’s Formula: Effective Strategy, Targeted Communications
and Efficient Production equals Compelling Results
If your marketing campaigns don’t
always pull ideal results or are
becoming too costly, consider
the large regional bank that was
struggling to maintain an acquisition
program targeting new movers and,
therefore, turned to Harland Clarke’s
Acquisition Accelerator solution.
TM

“When you reach out to new
neighbors, it’s critical to target the
right people and to do so in a timely
manner,” says Heather Young-Elder,
Harland Clarke’s Marketing Services
vice president of marketing and
communications. “Our first step
was to use business analytics to
fine-tune their targeting.” This
included, for example, weeding out
unnecessary names such as current
account holders or non-movers
who had added a new phone
line. Harland Clarke Marketing
Services also knocked off a week
of production time by automating
the process, which the bank had
been doing manually. Reaching new
movers as soon as possible after the
move is critical to the strategy. And
rather than using a generic message
for all prospects, the mailings were
highly personalized, thanks to digital
printing technology.
“Our response consistently
exceeded the performance of
a control group by 250 to 300
percent” says Young-Elder.
“Acquisition Accelerator provided
the bank with a steady source of
new households and reduced their
acquisitions costs by more than
40 percent.”

Of course, it is not just a matter of
getting new accounts; you have to
keep them, too. Consider the $14
billion asset thrift with some 150
branches that had been investing
heavily in new acquisitions. “They
asked us to help turn their new
account holders into loyal, long-term
customers,” says Young-Elder.
“That’s where our Intelligent
Onboarding program kicks in.”
As part of the program, Harland
Clarke Marketing Services created
a welcome package with four
different cross-sell messages and
a $100 cash incentive to increase
walletshare. Nearly a year after the
program was implemented, the
number of account holders with
three or more accounts had jumped
from 35 percent to 44 percent, and
the cross-sell ratio had increased by
8 percent.
These are but two examples of the
results that financial institutions can
achieve by carefully communicating
the right message to the right
audience at the right time. The goal
is to tap the full relationship potential
of your account holders—retail
or small businesses—rather than
skimming the surface.
Six Core Ingredients for Sustained
Growth
“We are one of the largest and
most comprehensive providers of
marketing services specifically for
the financial industry,” explains
Young-Elder. “It’s all here under one
roof, start to finish, from strategy
and creative through production
and results measurement.” That’s
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because last year’s merger of
Harland and Clarke American,
including its direct marketing
subsidiary, Alcott Routon, combined
the best of each of these companies:
high-end creative and strategy,
state-of-the-art processes, and easyto-implement turnkey programs.

“By customizing your
communication to your
account holders, you
can experience up to
a 300 percent lift in
response.”
Marketing-savvy financial
institutions know the power of
well-crafted communications
rooted in solid intelligence. Consider
the statistics. Seventy percent of
consumers say they are more loyal
to companies that make an effort
to get to know their sensibilities.
Furthermore, when deciding what
piece of direct mail to open, nearly
the same percentage said it depends
heavily on timing and need. “By
customizing your communication
to your account holders, you can
experience up to a 300 percent lift
in response,” Young-Elder says.
The biggest mistakes that financial
institutions make are using the same
message for everyone or, similarly,
targeting the wrong demographic.
Not measuring results is another
oversight that can negatively impact
the cost and results of a campaign.
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Harland Clarke’s six core
capabilities—what YoungElder refers to as the main
“ingredients”—were developed to
help financial institutions achieve
sustained and measurable growth,
whether in assets or acquisitions,
retention or cross-selling. They are:
1. Strategy - A road map of
multifaceted and multi-channel
approaches designed to get results
and maximize marketing ROI.

with an innovative, unique approach,
tend to choose what Harland Clarke
calls its Agency Services. “This
usually appeals to market leaders
who have the resources for one-ofa-kind campaigns, who want to be
the first ones out with the next big
idea,” says Young-Elder. “ We take
them to that next level because ad
agencies might not have our direct
marketing experience, and direct
marketing firms might not have our
financial services expertise.”

Nine Best Practice Programs
That Get Results
Harland Clarke offers nine turnkey
communications programs that are
easy to implement and that bring
proven marketing results:
Acquisition Accelerator
Drives acquisition of new deposits,
loans, fee income, and account holders.
TM

CheckSmart Messaging
Drives cross-sell by inserting
intelligence-based, targeted marketing
messages in the checkbook.
TM

Credit Optimization
Boosts interest income by promoting
activation and utilization of credit
accounts, such as home equity lines
and credit cards.
TM

2. Analytics - Business
intelligence to help better assess
the market, hone your strategy,
segment your audience, and
accurately target account holders.
3. Creative - Innovative,
out-of-the-box and results-driven
concepts aligned with your brand
strategy, but specifically designed
for the direct marketing medium.
4. Production - Highly efficient
technology utilizing rigorous
security protocol that ensures
smooth execution and significant
savings, regardless of the size or
complexity of a campaign.
5. Client Support - A team led
by a primary contact person,
delivering ongoing management,
counsel and results feedback.
6. Contact Center - More than
1,300 customer care specialists
managing more than 19 million
interactions annually, supporting
your marketing goals.

Financial institutions with more
limited budgets and resources, but
who nevertheless must remain
competitive, often turn to Harland
Clarke’s Best Practices Programs—
nine turnkey programs that are
easy to implement and are proven
to generate excellent response(See
inset box to right). She compared
financial organizations that prefer
the Best Practices Programs to
customers in a restaurant who
want something tried and true,
right off the menu, while those who
gravitate to Agency Services are
essentially asking the chef to whip
up something completely new.
Still others may want something
from the menu but with a few
substitutions.
Whichever approach an institution
takes, Harland Clarke relies on a
multi-channel mix of time-tested
communications vehicles that
include direct mail, checkbox,
account statements, and telephone.
“Using integrated communications
can improve results by 30 percent
or more,” explains Young-Elder.

A Menu of
Customizable Programs
Money-centered, national
institutions that require highly
customized and creative solutions,

Intelligent Onboarding
Minimizes first-year attrition and
builds the foundation for long-term
profitable relationships.
TM

Merger Communications
Retains valuable relationships
by educating account holders
about the impact of mergers and
acquisitions.
TM

Momentum Mail
Promotes product cross-sell and
utilization by employing high-end,
turnkey direct mail programs at
significant cost savings, coinciding with
key times of the year (holidays, tax
season, summer) or special promotions.
TM

Opportunity Analysis
Identifies the risks and opportunities
associated with the portfolio and uses
predictive intelligence to prioritize
marketing initiatives based on
strategic value and potential return.
TM

TeleSmart Messaging
Maximizes the value of check order
calls by promoting products and
services with intelligent messaging
capabilities.
TM

Youth Connections
Grows this important segment by
teaching financial responsibility to
potential young account holders.
(See story on page 7)
TM

To learn more about Harland Clarke’s Marketing Services, go to:
harlandclarke.com/marketing, contact your Harland Clarke account executive, or call 866.609.8609.
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Client Cases

Landmark Credit Union Targets Key
Member Group with Help from
Harland Clarke Card Services
Situation
Landmark Credit Union, a 75-year-old, 13-branch credit union with $1.1 billion
in assets, more than 300 employees, and approximately 127,000 members
throughout nine counties in Southeast Wisconsin, faced tight margins in a
highly competitive marketplace. Most financial institutions in its area offer free
checking, competitive lending rates and higher-than-average rates on savings
accounts. To differentiate itself, Landmark had to think outside of the box.

Solution
Reward programs have been one facet of its strategy. Landmark recently
launched a card program that targets 18- to 24-year-old college students and
offers no annual fee, rewards for good grades, and one point for every dollar
in purchases. With a significant number of members in that age group—and
growth in the segment moving at twice the national rate—Landmark needed
a ‘cool’, appealing card. Harland Clarke created a useful, trendy design on
translucent (see-through) card stock.

Results
Landmark plans to track acquisition and usage of
the translucent card, comparing those statistics
with the other card types in its credit card portfolio.
It is too early in the program for the credit union
to have quantifiable results on this card program,
but Landmark has been so pleased with the
distinctiveness of the translucent stock that it is
considering using the see-through design for its other
card offerings. Landmark expects its members will
want to show off the translucent card, thereby increasing usage.
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“This is our first
Harland Clarke
card. But if the
‘cool’ translucent
card stock is any
indication, I think it
will not be our last.
This is something we
can have fun with.”
Pat Ransom
Vice President
of Marketing,
Landmark
Credit Union
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Making News

Harland Clarke Co-Sponsors 12th Annual
Dr. Martin Luther King, Jr. Birthday Celebration

On January 15, 2008, Harland
Clarke teamed with Georgia
Perimeter College as presenting
sponsor of the 12th Annual Dr.
Martin Luther King, Jr. Birthday
Celebration at Beulah Missionary
Baptist Church in Decatur, Ga.
Former Georgia Perimeter College
President Jacqueline M. Belcher,
Ph.D., initiated the celebration in
1996 as a way to commemorate
Dr. King’s birthday and to make a
difference in the community. The
mission of the celebration is to
honor the legacy of Dr. King through
an inspirational program that
promotes diversity and inclusion.
“At Harland Clarke, we believe
that having a diverse and inclusive
workforce is more than just the
right thing to do,” said Chuck
Dawson, President and CEO of
Harland Clarke. “It’s an important
component of our business strategy
that will enable us to meet our key
business objectives.”

For seven years now, Harland
Clarke has been a sponsor
of this event. Mr. Dawson
represented Harland Clarke
at the celebration and had the
distinct honor of introducing
the event’s keynote speaker,
Susan L. Taylor, Editorial
Director of Essence magazine
and founder of Essence
Cares: A National Mentoring
Movement. “We were very
honored to be the presenting
sponsor of this great event,”
said Mr. Dawson. “In his
short life, Dr. King inspired us with
his vision of a world with greater
possibilities for everyone. I’m proud
that Harland Clarke is able to

Karen Graham / Presenter, Stacy Franklin / Harland
Clarke’s Director of Diversity Management

continue its tradition of sponsoring
Georgia Perimeter College’s annual
Dr. Martin Luther King, Jr. Birthday
Celebration and recognizing
individuals who reflect the spirit of
Dr. King’s vision.”
The evening concluded on a high
note as Ms. Taylor described her
new vision as founder of Essence
Cares: A National Mentoring
13

Movement. Ms. Taylor’s campaign
is a call-to-action for every adult—
from elected officials to business,
civic and religious leaders—to
become involved in directing and
guiding the lives of young children
in need through mentoring.
The goal is to create the largest
mentoring campaign in the nation’s
history and to increase high school
graduation rates, especially among
African-American students, by 10
percent annually. To learn more
about Essence Cares: A National
Mentoring Movement, and to sign
up as a mentor, go to
www.essencecares.com.
On January 21, Harland Clarke
continued its celebration of Dr.
King’s life and legacy with a “day
on” of community service. More
than 800 employees across the
country volunteered their time
to support charities in their local
communities, including Ronald
McDonald House, Utah Food
Bank, Boys & Girls Club, Goodwill
Industries, Iowa Homeless Youth
Centers, The Salvation Army, Boy
Scouts of America, and many more.
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REMINDER!
The Deadline for Identity Theft Red Flag
Legislation Compliance is Approaching
November 1st is the deadline for complying with Section 114 of FACTA
(Fair and Accurate Transactions Act), also known as the “Red Flag
Rules.” For many financial institutions, it is a date that looms all too
close, as it means a written plan must be in place for detecting and
responding to the red flags that may signal identity theft.
The legislation is an important step forward for victims because it places
additional responsibility for detecting this crime squarely on the
shoulders of financial institutions and creditors. And it is good news for
you as well because by investing resources to become more proactive
in handling this problem, your financial institution likely can stem some
of the financial losses it might otherwise incur. According to a February
2007 Javelin Identity Fraud Survey Report, nearly $50 billion was lost to
identity thieves in 2006, the largest portion of which was absorbed by
financial institutions.
Harland Clarke and identity theft industry experts, NXG Strategies,
wasted no time in developing solutions to help you comply with the new
law. Be sure to check the next issue of Delivering Value for a more in-depth
look at the new Red Flag Rules and the solutions we offer that take the
worry out of a worst-case scenario.
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Security Corner

Free Class on “Identity Theft Awareness”
Now Available
Each year, millions of people fall
victim to identity theft. Monetary
losses add up to billions of dollars
annually.1
To help combat this crime,
Harland Clarke is offering a
free Identity Theft Awareness
class exclusively for your branch
employees. This convenient,
one-hour online class, which can
be completed from any computer
at any time, will:

This course is one of more than
200 web-based classes offered by
Harland Clarke’s Online University.
All classes offer 24/7 online
access and utilize interactive
multimedia such as audio, video
and animation. Classes cover
topics including compliance, teller
training, sales and service training,
community relations, leadership,

• Educate employees about the 		
threat that identity theft poses to
account holders as well as to your
financial institution
• Heighten awareness within your
financial institution about the
regulatory requirements related
to identity theft and about your
institution’s responsibilities to
account holders
• Teach employees to detect this
crime as quickly as possible
• Help employees advise account
holders on protecting their identities
The complimentary class provides
current information on identity
theft tactics and regulatory
rulings. Exercises and short
quizzes allow employees to judge
their mastery of the information,
and a certificate of completion is
issued upon finishing the class.

loan officer training, diversity, and
much more.
Cost-effective and convenient,
Harland Clarke’s Online University
makes it easy to offer employees
consistent and comprehensive
training that increases skill levels,
resulting in greater efficiencies
and decreased turnover. Harland
Clarke provides you with the
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requisite compliance training
documentation.
Harland Clarke Educational
Services has been offering
training to financial institutions
for more than 20 years to create
financial institution-specific
curriculum for the Online
University. Specializing in
development and implementation
of educational
curricula,
marketing plans,
and corporate
vision plans
for financial
institutions and
businesses.
To register
for the free
Identity Theft
class, contact
your Harland
Clarke account
executive, or
go to www.
harlandclarke.com/security
and click on the Identity Theft
Awareness link on the right-hand
side of the screen. After filling
out the registration form, you
will receive a User I.D. and log-in
instructions via e-mail.

Harland Clarke’s New Check Product Launch
Increases Choice for Consumers
Harland Clarke is committed to providing clients
with best-in-class products, solutions and services,
and this month, Harland Clarke will introduce
new and refreshed check designs, new products,
and new point-of-sale-materials. More than 90
check designs will be available in the extensive and
updated line of consumer and business products,
which will enable financial institutions to provide
their account holders with more of what they
want—greater selection!
“At Harland Clarke, we are excited to announce this
new product launch,” says Gwen Cuffie, Harland
Clarke’s vice president of products and emerging
businesses. “The new and enhanced solutions offer
many benefits to our financial institution clients,
including improved efficiency at the new accounts
desk, new products that offer additional revenue
streams, a diverse and competitive product set that
provides choices for all consumer segments, and a
focus on providing a positive customer experience.”
To assist with fraud prevention, Harland Clarke has
also made significant investments to offer best-inclass security features on all check designs.
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The new and refreshed products will be available
for ordering on March 31, 2008.

A variety of bus
iness
products to mak
e your
work easier.
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