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As Belts Tighten, Innovative Thinking
Gives Financial Institutions an Edge
Experts encourage “process innovations,”
with a focus on the account holder

By the Numbers
2007
The year Harland Financial
Solutions was chosen by Bank
Technology News as one of its
25 Top Innovators (page 7)

1 in 3
The number of small-business
owners who place check
orders through their ﬁnancial
institution (page 8)

More than 13,000
The number of children with
life-threatening illnesses
whose wishes came true last
year with Harland Clarke’s
support of the Make-A-Wish
Foundation® (page 10)

94%
A Mystery Shop score for Main
Street branch, based on its
exterior and interior (page 13)

20%
The average weekly increase
in successful logins to an
online banking site after
implementation of our
e-Commerce Marketing
team’s solution (page 15)

As the economy continues
to stagnate, it’s a good
bet that bankers are more
preoccupied with focusing
on the bottom line than
with shepherding new
ideas to the ﬁnish line. Yet
surprisingly, belt-tightening
can be a good thing for
the innovation process.
Forbes.com reported that
promising innovations can
be wrecked by too much
time and money, and by the
involvement of too many
people.1 Likewise, Amazon.
com CEO Jeff Bezos told
1

BusinessWeek that scarcity
can be good at prompting
new ideas. “Constraints
drive innovation,” he said.2
And one of the greatest
business innovators of all time,

“The biggest factor
for success is a culture
that supports and
encourages innovation
from the highest levels
of management.”

Forbes.com: Feb. 3, 2009, “Innovation Lessons From Small Business”
BusinessWeek, April 17, 2008, "The World's Most Competitive Companies"
Fortune, Nov. 9, 1998

Steve Jobs, told Fortune
magazine: “Innovation has
nothing to do with how many
R&D dollars you have. When
Apple came up with the Mac,
IBM was spending at least
100 times more on R&D. It’s
not about money. It’s about
the people you have, how
you’re led and how much
you get it.”32
Your organization can
become more innovative
by fostering that kind of
environment, according
to Glenn Voss, Ph.D., an

2
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(continued on page 4)
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Leadership Letter
Executive Spotlight
Focusing on What’s Important
During difﬁcult times, the collective focus is drawn to what is important
— and concepts like strength and trust take on even greater meaning.
At Harland Clarke, the things that matter to us and our strengths
are woven together. We remain ﬁnancially sound, a result of being
proactive and actively managing costs while focusing on the
fundamentals of our business. We continue to invest in our clients’
success, providing industry-leading service and innovative solutions
that bring additional value to their businesses. And we maintain
our commitment to the communities where we live, work and
play through corporate donations and employee volunteerism.

Jana Miller Schmidt is senior
vice president of Community
Market Sales, Marketing and
Communications for Harland
Clarke. She is responsible
for revenue growth of
the community bank and
credit union segment of
Payment Solutions, and she
leads a team of marketing
and communications
professionals who develop
and manage innovative
payment products and deliver
strategic messaging to
clients, consumers, industry
associations, communities
and employees. Jana joined
the company in 1990.

In this issue of Delivering Value, you’ll read more about innovation
in our cover story — and discover how it can thrive even during an
economic downturn. Our Solution Spotlight provides insight about
how Harland Clarke Business Solutions™ can help boost
proﬁts and efﬁciency at your ﬁnancial institution while
increasing small-business account holder satisfaction
and security. You’ll also get a glimpse into Harland Clarke’s
community involvement, from charitable giving to
employee volunteerism with Junior Achievement to
activities that honored Dr. Martin Luther King Jr. And if you have been looking
for ways to enhance your diversity management efforts, you’ll ﬁnd four takeaway ideas from a recent diversity panel discussion held at Harland Clarke.

In our Mystery Shop Report, you'll see sample scorecards that give you insight into the frontline
branch experience. And our case study highlights how Harland Clarke’s e-Commerce Marketing team
helped a ﬁnancial institution client signiﬁcantly increase check program proﬁtability by implementing
internet channel best practices that encouraged more account holders to place check orders online.
From all of us at Harland Clarke, thank you. We appreciate your continued trust in our company
as a preferred supplier, the ability to serve you and your account holders every day, and the
opportunity to be part of the solution as the ﬁnancial services industry regains its footing.
Sincerely,

Jana Miller Schmidt
Senior Vice President
Community Market Sales, Marketing and Communications
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associate professor of marketing
with the SMU Cox School of
Business in Dallas. “It’s about having
the right people in place with a
knack for identifying successful
innovation. It means having leaders
who understand the complexities of
the innovation process,” he says.4
Michael Bencic, executive director
of client strategy for Harland Clarke,
agrees with this view. “The biggest
factor for success is a culture
that supports and encourages
innovation from the highest levels
of management,” he says. “One that
is willing to — as Jack Welch once
said — celebrate the wins as well as
the losses.”
Despite the grim reality of the
current economic recession, now
is an opportune time for ﬁnancial
institutions to think creatively and
strategically in order to get a step
ahead of competitors.

The growing recession may not be
conducive to radical innovation
in retail banking. He does not
expect a lot of innovation from
ﬁnancial institutions in the near
term due to the lack of ability
(low levels of ﬁnancial resources,
high levels of capital assets
that are difﬁcult to sell) as well
as a lack of incentive resulting
from the government bailout.
However, on a positive note, Voss
adds that there may be a shift to
purchasing under-valued assets and

“Identifying what the
account holder is looking
for is the starting point for
innovation.”

Effect of Economy
on Banking Innovation
Although opportunities abound, Voss
notes that the current recessionary
climate is acting as a bottleneck on
retail banking innovation. Smaller
ﬁnancial institutions cannot invest
in innovation if they lack basic
resources and federal bailout funds.
On the other hand, organizations
with greater access to resources
may become complacent.
“Competition drives innovation,”
says Voss.“ When you see
contraction and consolidation,
it’s because the marketplace
is seeking stability.”

that the trend toward consolidation
will create a stronger need for more
efﬁcient internal processes. “I’d
expect banking innovation in the
coming year to focus on integrating
internal systems,” he says. “These
process innovations should focus
on standardizing products
and improving account holder
relationships.”

4
4

Cox Today, Summer 2008, pp. 18-19

Radical Innovation Versus
Incremental Innovation
This makes sense because, overall,
ﬁnancial institutions rarely engage
in radical innovation. A paper
titled “Innovation in Retail Banking,”
released in 1998 by The Wharton
School, stated: “…innovation in
banking lies more in process and
organizational changes than in new
product development….”
Underscoring this, Bencic points out
that most ﬁnancial institutions are
focused on what is called “disruptive”
or “incremental” innovation, which
is improving an existing product or
service in ways that the market does
not expect. For example, a product
may be offered at a lower rate or
re-designed for a different set of
consumers. Conversely, an example
of radical innovation is the invention
of the MP3 player. Bencic notes that
Apple did not invent the MP3 player,
but instead focused on solving what
was essentially a customer
service problem — that is,
the public’s ability to legally
download music.
For ﬁnancial institutions to
do this effectively, they need
to improve their knowledge of
customer needs, behaviors and
attitudes. “Identifying what the
account holder is looking for is the
starting point for innovation,” says
Bencic.“ From there, it’s all about
determining how well your current
solutions meet those needs and
how well you create new solutions
if necessary.” He foresees a
continuation of both evolution in
payments and movement of
interactions away from the branch,
which are likely to be adopted by
Generation Y.
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The bottom line is that there is
relatively little risk in incremental
process innovation. The question
becomes, “How can we re-engineer
a process to deliver greater value to
the account holder?” Start by hiring
creative people and by being a “close
follower” — that is, replicate or
leverage the innovative technologies
developed by others. The more the
value proposition is improved, the
more signiﬁcant the innovation.

Putting the Customer
Before the Product
Focusing more intently on the account
holder is key to success. Most banks
and credit unions are organized from
a product perspective, whereas Voss
believes that ﬁnancial institutions
would beneﬁt if they re-organized
processes with a priority on the
customer. “U.S. ﬁnancial institutions
have excelled at customer service. A
perfect example is offering consumers

the convenience of drive-thru banking,”
he says. He thinks that an even
sharper eye on building customer
relationships would be timely, and that
innovative services which focus on
convenience are ripe for development.
“Busy account holders want one-stopshopping,” he says. “They don’t want
to log on to ﬁve different websites and
remember ﬁve different passwords.”

For an innovation to succeed, your
account holders have to see some
tangible value in the new product
or service. Bencic says that this
is why account aggregation failed.
“Consumers didn’t understand
how the information they provided
ultimately would help them,” he
explains. “All the beneﬁts seemed
to go to the ﬁnancial institution.”

Voss advises establishing a process
innovation department to address
these goals. But he cautions that
innovation is not necessarily about
generating high customer satisfaction
scores. “Those scores won’t tell you
whether you have efﬁcient internal
processes that increase proﬁtability,”
he says. It is important to look beneath
the surface because, while your
account holder may be happy with
your product or service, your ﬁnancial
institution may be losing money
because of it.

Bencic once worked with a company
on a new product, an experience he
now views as a cautionary tale. “The
company thought the new product
was an absolutely great idea,” he says.
“But amazingly, there was no customer
research to indicate that anyone
wanted or needed it.”

5

For more on innovation, see "Seven
Steps to Make Your Financial
Institution More Innovative" on page 6.
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Seven Steps to Make Your
Financial Institution More Innovative
The term "innovation" means a new
way of doing something — an idea
applied successfully. It may refer to
incremental, radical or revolutionary
changes in thinking, products,
processes or organizations. The best
way to increase your institution’s
efﬁciency or efﬁcacy, according to
Michael Bencic, executive director
of client strategy for Harland Clarke,
is to ﬁrst encourage internal idea
generation and then, if necessary,
team up with partners who understand
the ﬁnancial industry. There should
be a highly organized system in
place where ideas can be captured,
presented, reviewed, prioritized,
funded and allowed to develop.
Bencic recommends that you
implement the following steps to help
foster the development of innovative
ideas within your organization:

1
2
3
4
5

Create a culture that supports
innovation and is willing to
accept failure of some ideas.

6

Maintain a “both-and”
mindset — a dual focus
on minimizing mistakes
and learning from
them. Using left-brain
(analytical) and rightbrain (creative) thinking
can spark innovation.

7

Keep the process simple.
Encourage free expression
and discourage internal
politics and posturing.

Build a mindset based on
consumer needs rather than
products or business lines.
Set up a system that captures
ideas across the organization.
This means identifying thought
leaders, regardless of rank, and
actively encouraging them to
think outside the box.
Talk to your account holders. Talk
to your account holders. Talk to
your account holders.
Encourage a “test and learn”
environment, which means
managing the short-term
requirements of innovation while
waiting for long-term payback.

And to those institutions that
are concerned about the wisdom
of investing in innovation during
tough times, consider these words
from The New York Times columnist
Tom Friedman: “Some of our
best companies, such as Intel,
were started in recessions, when
necessity makes innovators even
more inventive and risk-takers
even more daring.”5

Three Winning Innovations
From Harland Clarke
Holdings Corp.
Phoenix
System

TM

Type of innovation:
● Customer Relationships
● Integrating Internal Systems
● Business Analytics
Marketing Solutions

Georgian Bank, a fast-growing, Atlanta-based institution
whose motto is “Never Business as Usual,” is known for its
concierge approach to banking.“ Our objective is to provide
a relationship banking alternative that exceeds anything
currently available,” says Danny W. Jett, executive vice
The New York Times, “Start Up the Risk-Takers,” Thomas Friedman, 2/21/2009

5

6
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president with the bank. Georgian
Bank chose to partner with Harland
Financial Solutions for its innovative
core processing solution, the PhoenixTM
System, which focuses on relationship
banking. Jett explained that the
Phoenix System architecture allows
his bank easy access to a complete
proﬁle of relationships with each
customer, a key challenge facing
ﬁnancial institutions today. This
partnership enables Georgian Bank
to provide appropriate solutions with
top-notch customer service, which
in turn strengthens the bank against
current economic conditions.6

CreditQuest®
Type of innovation:
● Customer Relationships
● Integrating Internal Systems
● Business Analytics
Marketing Solutions
Imagine an innovation that reduces
the multiple software systems
required for commercial lending and
provides a centralized solution. That
solution is CreditQuest and, because
of it, Harland Financial Solutions was
chosen by Bank Technology News
as one of its 25 Top Innovators of
2007. To date, more than 90 ﬁnancial
institutions across six countries
have implemented CreditQuest.
Unlike consumer lending today, which
is mostly automated, commercial
lending often entails as many as a
dozen information technology systems
that are not integrated with one
another, according to Orren Peled,
vice president of global CreditQuest
development at Harland Financial
Solutions. It is one of the last remaining
bank processes to be automated.
In addition to integrating internal
workﬂow, which provides enhanced
relationship management, CreditQuest
also offers another powerful lure:

analytic tools that determine the effect
of, for example, interest rate changes
on cash ﬂow. Overall, it gives ﬁnancial
institutions access to timely, detailed
portfolio information and provides a
tool to provide a consistent analysis of
the entire portfolio, enabling them to
better monitor their credit risk.
“We have received rave reviews
from our examiners on our new
credit management process,” says
Gerianne Graham, vice president
of lending for Baker Boyer National
Bank in Walla Walla, Wash. “Our
loan approval process and all
reporting take much less time since
we implemented CreditQuest.”

Intelligent
Onboarding

TM

Type of innovation:
● Customer Relationships
Integrating Internal Systems
● Business Analytics
● Marketing Solutions
Within the ﬁrst year, new account
holder attrition rates reach as high
as 40 percent. Half of these losses
occur within 90 days after an
account is opened. Harland Clarke
Marketing Services developed
Intelligent Onboarding to help stem
these losses and build long-term
account holder relationships.

Honorable Mention in the publication’s
2008 Innovative Solutions Award
competition.
Mathew Wilcox, vice president of
marketing for Zions Bank in Salt Lake
City, thinks the award is well-deserved.
"Intelligent Onboarding allows us to
connect with our new branch-based Z
Internet Banking customers as quickly
as possible, immediately after an
account is opened," he says. "Then we
continue to build a dialogue through
direct mail, phone and e-mail."

This year-long, multi-channel approach
uses customer data to enable
ﬁnancial institutions to better address
account holders’ needs. It is a ﬂexible,
customizable solution that uses digital
print technology, business intelligence
and stringent security protocols to help
build a consistent, positive experience,
leading to increased proﬁtability.
Perhaps that is why close to 1,000
readers of BankNews chose to honor
Intelligent Onboarding with an
6

Windows in Financial Services, Winter 2009, p. 32
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Solution Spotlight

Tap an Opportunity to Boost
Proﬁts and Efﬁciency
Business SolutionsTM keeps business check orders where they belong: with you
The solution to boosting your business
check revenue may be sitting on your
desk, tucked inside a rectangular blue
and green box that says “Harland
Clarke Business Solutions” in bold blue
letters. This box was part of a series of
communications and branch mailings
sent to your institution this spring
that included information regarding
Harland Clarke’s newly enhanced
Business Solutions program. The
program offers an efﬁcient and highly
secure way for your small business
account holders to order the checks,
forms and related products they need,
through you, instead of with a nonbank vendor.
A majority of small-business owners
order checks with local printers or
retailers, rather than their ﬁnancial
institution, according to Rick Osewalt,
vice president of marketing with the
Business Solutions group of Harland
Clarke. “Only about one in three place

their check order through their
bank or credit union,” he says.
“So this is untapped potential
for ﬁnancial institutions.”
The numbers speak for themselves.
On average, an order placed through
the Business Solutions program
results in:
• 34 percent higher order value*
• 50 percent reduction in errors,

compared with outside vendors*
• 50 percent reduction in waives*

Caveat Emptor:
Let the Buyer Beware
Some account holders may be
comparison shoppers who often
look for better prices. But Business
Solutions offers competitive market
pricing, so there's no need to shop
around. Plus, account holders should
be aware of certain beneﬁts that come

with purchasing checks directly from
their bank or credit union. One beneﬁt
is that ﬁnancial institutions can take
steps to ensure that printed checks
will be compatible with a company’s
accounting software. “Bank personnel
should ask what sort of software the
small-business account holder uses,”
says Osewalt. “Is it Quicken®,
Microsoft®, Peachtree®, ACCPAC®,
MAS®, Simply Accounting®? Our
checks are 100 percent compatible
with more than 1,700 software
programs. Not every check supplier
offers a full range of computer checks.”
Fraud and security are concerns to
both you and your account holders,
and poor-quality checks can result
in higher rates of MICR reject fees.
Account holders might be unaware of
the exposure their orders have when
handled by someone other than your
institution’s personnel or a Harland
Clarke business product expert. “You
don’t want a print shop salesperson
writing down conﬁdential ﬁnancial
data and then possibly leaving the
order forms where others can ﬁnd it,”
Osewalt cautions.

More Efﬁcient
and More Proﬁtable
Another key beneﬁt of the enhanced
Business Solutions program is
its ability to make the business
ordering process less stressful for
branch representatives. Business
check orders can be complicated.
Account holders may have
many technical questions, and
branch personnel may not have
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the detailed knowledge or time
to properly assist them.
In addition, processing check orders
may not be a high priority for
busy branch ofﬁcers, according to
Osewalt. “With this program, branch
personnel simply put the account
holder on the phone with our smallbusiness specialists, who can answer
questions, handle complex details
and take the check order on behalf
of the ﬁnancial institution.” Or, if the
account holder is not ready to place an
order at account opening, the branch
representative can send an e-referral
to Harland Clarke and a business
product specialist will contact the
account holder to take the order.†
Waiving the cost of business
checks on ﬁrst-time orders may
be appropriate, depending on your

institution’s policy. This common
practice, which is sometimes left to
the discretion of branch personnel,
can become difﬁcult to control and
may have a high cost associated with
it. But Osewalt points out that, unlike
personal checks, business checks
can be a high-ticket item, so waiving
the cost of these checks on a regular
basis is a lost revenue opportunity
and can become a considerable
proﬁt drain on an institution.
In addition to newly re-designed sales
materials, the Harland Clarke Business
Solutions welcome package includes
several new pieces (see back cover).
One of these is a branch sales ﬂier
with a list of program features and
beneﬁts. “We want bank and credit
union managers to encourage their
branch personnel to use the new kit
to make the check-ordering process

more efﬁcient and proﬁtable for
their organization,” says Osewalt.
Harland Clarke Business Solutions
is also developing a series of free
online training classes designed to
help branch personnel use the new
materials to increase revenue and
account holder satisfaction. Visit
harlandclarke.com/business for
more information on this training
resource and the Harland Clarke
Business Solutions program.
Banks and credit unions are in a good
position to advise small-business
owners on a host of ﬁnancial matters.
“This includes recommending the type
of checks they need and the safest
way to purchase them,” says Osewalt.
“Don’t miss this great opportunity.”

BUSINESS SOLUTIONS™
Program Beneﬁts
Use this feature-rich tool to ramp up your business check revenue. Check out these features and beneﬁts:

Feature
Convenient
Ordering
Options

Beneﬁts for Your

Beneﬁts for Your

• One toll-free number does it all
• Check order status or place re-orders 24x7

• More time to sell products and services
• Order capture rates may increase while bank expenses decrease

Account Holders

Financial Institution

by phone

Privacy
and Security

• Private data is protected
• Security features embedded in business checks

Product
Choices

• Wide variety of business products
• Business checks are software compatible

• A larger selection may mean greater purchase volume
• A 34 percent higher average order value*

• Knowledgeable experts remove the guesswork

• Check order errors reduced by 50 percent* on average,

Satisfaction

• Peace of mind
• A safe, secure environment, from order processing through

help protect against fraud

production

from orders

increasing account holder satisfaction

• Assistance in selecting the right products

• High-quality checks reduce scanning problems that can result

the ﬁrst time

Pricing

in MICR check reject fees

• Competitive pricing
• ValuePacks‰ increase convenience

* Program results reﬂect estimates based on Harland Clarke’s
calculation of past program performance. They also include
assumptions with regard to channel shift and order retention.
Past results are not a guarantee of future performance.
†
E-referral is for select programs only.

• Waived fees reduced by 50 percent*
• Potential for increased check program revenue

For more information on the
Harland Clarke Business Solutions program,
contact your Harland Clarke account executive
or visit harlandclarke.com/business.
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Community Ties

Commitment in Action
Harland Clarke helps strengthen the communities where we live, work and play
through charitable giving, participation in local events and volunteerism
Dr. King’s fundamental question
is at the heart of Harland Clarke’s
commitment to re-investing in the
communities that touch the lives
of our employees, our clients and
our clients’ account holders. The
company’s dedication is backed by
action. At the corporate level,
Harland Clarke donates a portion
of sales from checks and related
products to local and national
organizations. And employees
volunteer their time, participate in
events that celebrate diversity and
service, and engage in charitable
giving of their own. The following
programs highlight some of
the ways Harland Clarke and
its employees are focusing on
giving back to the community.

“Life’s most persistent
and urgent question
is, ‘What are you
doing for others?'”
— Dr. Martin Luther King Jr.

education, provide mammograms for
those in need, and offer programs that
are signiﬁcantly changing the survival
rate of women across the country
who are diagnosed with breast cancer.
NBCF also acknowledged Harland
Clarke as a Gold Level Sponsor’s Circle

Corporate Donations
Harland Clarke was recognized
recently by the National Breast
Cancer Foundation (NBCF) and
the Make-A-Wish Foundation®
for making a difference through
its corporate donations.
NBCF presented
Harland Clarke with
an engraved award
for contributing more
than $98,400 from
July 2007 to June
2008. The donations
have enabled NBCF to
increase awareness of
breast cancer through

member. Harland Clarke, which has
contributed to NBCF since January
2007, donates $50 for every $1,000
in sales of Hope and Courage duplicate
checks, checkbook covers and labels.
The Make-A-Wish Foundation
also presented Harland Clarke
with an award for donating more
than $20,000 in 2008, and it
recognized the company as a
Fundraising Advocate. Harland
Clarke’s contributions helped support
the Make-A-Wish Foundation as
it provided hope, strength and joy
to more than 13,000 children with
life-threatening medical conditions in
2008 by making their wishes come
true.
tr Harland Clarke has been involved
with
w the Make-A-Wish Foundation
since
2001 and donates $0.50 to the
si
organization
for each Watercolor
or
check
sold.
ch

Clockwise, From Top: (Left to Right) Harland Clarke
Licensing Specialist Bonnie Owens and Chief Operating Ofﬁcer
Dan Singleton show the engraved award from the National Breast
Cancer Foundation (NBCF); Harland Clarke receives a warm thank
you from the Make-A-Wish Foundation; the NBCF award displays
many colors close up.
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Honoring Dr. King
Harland Clarke employees began 2009
with a charitable tone by participating
in a variety of events that honored Dr.
King’s legacy of service.
On Jan. 15, Harland Clarke President
and CEO Chuck Dawson attended
the 13th Annual Dr. Martin Luther
King Jr. 2009 Birthday Celebration in
Decatur, Ga., co-presented by Georgia
Perimeter College and Harland Clarke.
Dawson spoke about Harland Clarke’s
commitment to both the community
and its diverse and inclusive work
environment for more than 6,000
employees across the nation. He also
introduced the event’s keynote speaker,
Dr. Mae C. Jemison, who was the

ﬁrst African-American woman to travel
in space. The theme of this year’s
celebration was “historic ﬁrsts.”
On Jan. 19, Martin Luther King Jr. Day,
hundreds of Harland Clarke employees
across the continental U.S. and in
Puerto Rico participated in a “day
on” of community service. Activities
included collecting and delivering food,
clothing and toys; serving food to the
hungry and homeless; volunteering
at a thrift shop; participating in a
community-wide clean-up; planting
ﬂowers; shopping for the elderly; and
making no-sew ﬂeece blankets.

The curriculum had two parts:
Careers With a Purpose and Financial
Responsibility. Kenyatta Arnette,
career technology department chair
at Southwest DeKalb High School,
described the impact JA had on his
students. “Participating in Junior
Achievement has afforded my students
a practical educational opportunity
that cannot be adequately expressed
in textbooks,” he said. “My students
have been challenged to dialogue
about relevant real-world experiences,
enabling them to make connections
between the business world and what

United Way
Each year, Harland Clarke
supports the United Way
through a national campaign.
Employees participate
by making pledges,
volunteering at United
Way agencies in their
respective towns during
Days of Caring, and taking
part in special events
that enhance fundraising
efforts and provide team-building
opportunities, such as jeans days,
balloon sales, silent auctions and
more. The 2008 United Way theme,
“Live United,” was exempliﬁed by the
efforts of Harland Clarke employees,
who raised $546,575 in pledges and
$730,045 overall.

Junior Achievement
Harland Clarke recently teamed up
with Junior Achievement (JA) to
help make a difference in the lives of
students at Southwest DeKalb High
School in Decatur, Ga. Beginning
in March, several Harland Clarke
employees volunteered to spend
one hour per week for seven weeks
working with a class of students.

we teach.” Angela Malik, proposal
services manager for Harland Clarke
and a JA volunteer in Arnette’s
classroom, also felt the experience
was a valuable one. “The students
were receptive and engaged; they
asked questions and actively
participated in group sessions,”
she said. “I had a great time taking
part in this worthwhile program.”

Three photos on left
From Top: (Left to Right) Harland Clarke CEO Chuck
Dawson, Dr. Mae C. Jemison, Harland Clarke Diversity
Director Stacy Franklin and Georgia Perimeter College
President Dr. Anthony S. Tricoli attend the 13th Annual Dr.
Martin Luther King Jr. 2009 Birthday Celebration on Jan.
15, 2009; Harland Clarke employees Lennise Bueno and
Sally López in Puerto Rico volunteer in their community
on Martin Luther King Jr. Day; Harland Clarke employees
make no-sew ﬂeece blankets for families in need.
Photo on right
Harland Clarke Proposal Services Manager Angela Malik
interacts with students during Junior Achievement’s
Careers With a Purpose program.
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Diversity Matters

Harland Clarke Hosts Diversity
Management Panel Discussion
Panelists offer four key take-away ideas for ﬁnancial institutions
Diversity has many dimensions,
including visible aspects such as
race and gender, as well as nonvisible qualities like family status,
generation, tenure, social styles, work
experience, abilities, and the unique
skills, characteristics and perspectives
of a collective mixture of people.
Similarly, a variety of approaches
to diversity management exist. But
diversity management leaders often
agree on one point: Know your why.
Know why your organization is
engaged in diversity management
activities, and what it hopes to
achieve by implementing them.
Harland Clarke recently hosted a
diversity panel discussion with several
diversity management leaders, each
of whom shared experiences and
insights. Here are four of their takeaway ideas for ﬁnancial institutions.
Carolyn
C
Cartwright,
C
Vice
V President
and
a Director of
Diversity
and
D
Inclusion,
In
SunTrust
Bank
S
One
O way to
strengthen support for diversity
management objectives is to align
them with the strategies and goals
of the organization as a whole,
Cartwright suggests. Linking diversity
management to the organization’s
value proposition and bottom line will

further bolster diversity and inclusion
efforts. In addition, ﬁnding ways to
measure diversity initiatives, such as a
scorecard, will help measure progress.
Kevin
Clayton,
K
Chief
Diversity
C
Ofﬁ
O cer,
U.S.
U Tennis
Association
A
When
it comes
W
to
t recruitment,
there
tends to be
t
signiﬁcant competition
among companies to hire minority
candidates from the top-ranked
colleges and universities in the
country. Clayton suggests broadening
the ﬁeld of talented prospective
candidates by recruiting at other
respected institutions, like historically
black colleges and universities.
Rosalie
R
Chamberlain,
C
Diversity
D
Manager
at the
M
Law
L Firm of
Alston
& Bird
A
For
F the ﬁrst time,
four
generations
f
are interacting in
the workplace. Chamberlain suggests
fostering an environment where those
in each generation can share what’s
important to them, learn from others
and offer their perspectives on various
workplace issues. The same applies
to internal networking groups that
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form around a characteristic members
have in common, such as race, gender,
lifestyle preference or family status.
Frank
McCloskey,
Fr
Vice
V President
of Diversity,
Georgia
Power
G
According
to
A
McCloskey,
“The
M
ultimate
measure
u
of
o success
for diversity is
to sustain a culture of excellence
where every employee feels valued,
respected and productive. This
outcome can best be achieved by
the one-on-one, trusted relationship
between a manager and an employee.”
Financial institutions have long
understood the need to build
relationships with their account
holders. More than ever, the same
is true of focusing on internal
relationships. Beneﬁts can include
more productive and satisﬁed
employees who are more likely to
build positive relationships with
account holders, a lower personnel
turnover rate and fewer costs
associated with employee attrition.

May 2009

Mystery
Shop
Report

Service and Consultation Scorecard
Employee: Andre

77%

Andre helped me quickly and made the process easy. His namee was
visible, he was dressed appropriately and he maintained good eye
contact. As I walked up to him, he greeted me and asked how he
could help me. I told him that I would like to open a new account.
He did not ask questions about my needs or ask my name. He just
simply said to take a seat and someone would be right with me.
He offered a pleasant closing statement as I walked away.

By Ed Shoppe
The following
fo
is extracted from
actual shops by the Harland Clarke
actua
mystery shopping team.
myste
In my report last September, I wrote about how competitive
frontline bankers and member
membe service reps were. That random
group happened to have very high scores. I thought I’d share what
is behind our scores. While the information is from actual reports,
names, pricing or product-speciﬁc information have been altered.

Employee: Marjorie

100%

Marjorie came over right away to greet me in the teller area.
a. She
introduced herself, conﬁrmed my name and offered a handshake.
shake
She invited me to her desk and asked if she could help me open an
account. She recommended checking and savings accounts and
explained she would set up one day a month to make a transfer of
as little as $10 from my checking account to my savings account.
She said the accounts come with a free debit card and online banking.
She said security was a priority and showed me how easy online
banking was to use. She had me choose a PIN number and select
a check design. She said the checks and debit card would arrive in
seven to 10 days. She gave me a few of her business cards, thanked
me and encouraged me to contact her if she could help with
anything further. She was polite and professional and seemed
genuinely interested in assisting me.

Service and Consultation Scores
One area of focus is employee service and consultative
skills. Observations by our mystery shoppers are
driven by a series of Yes/No questions. Here are ﬁve
sample questions used to formulate scores:

1. Did the employee have a positive

attitude, smile and offer a friendly
greeting to build rapport?
2. Did the employee maintain good eye contact?
3. Did the employee focus on your inquiry

Facility Scorecard

and offer information about your clue?
4. Did the employee ask for your business?

Branch: 101 Main Street

5. Did the employee use your name at

least once during the conversation?

94%

The exterior was well maintained and free of litter. Parking was
as
ample and convenient. The landscaping was well kept and also hhadd
a good appearance. The doors had the hours posted on them.
There was one promotion for Bank Services next to the ATM.
Inside I noticed two tellers and three representatives for loans,
new accounts or ﬁnancial services. There wasn’t a rate board that
I could see. There were promotions for checking account packages
and rewards and discounts. There was also a promotion for home
loans. The counters were clean and stocked. Pens were working and
available. There were also brochures available and everything
looked to be well maintained, clean and organized.

We typically supply notes and commentary with each score.
These notes can be very descriptive. I’ve chosen some of the
shorter samples (see scorecard top right) to give you a glimpse.

Facility Scores
Two other categories of rating include observations
about branch exteriors and interiors. These facility
scores are derived from questions like these:

1. Were the exterior and parking lot clean?

Branch: 1512 First Street

2. Were the entry and windows clean?

81%

The branch had no parking lot of its own. Street parking on
the west side was available but there were no spots free. Metered
tered
parking was available on the south side. The bank had no lobby
available. There was one ATM machine inside the bank. There was
some paper trash on the brown carpet inside the branch. One of the
plants was shedding next to the transaction stand, which made it
quite messy. Otherwise, the interior was clean and neat, if not a
little worn looking. I could not locate any area containing brochures
and posters; however, there was an electronic sign that advertised
CD rates and other ﬁnancial products.

3. Were the brochure racks well stocked?
4. Were the desks and workstations tidy?
5. Was the transaction stand apparent?
Examples of facility scores and comments are shown to the right.
As the examples show, we use a battery of standardized
questions to drive observations. This means our
scores are derived fairly and consistently, allowing for
comparisons among individuals, branches and over time.
However, our mystery shoppers often “take you there”
with their very descriptive notes and empirical data.

“Mr. E. Shoppe” personiﬁes Harland Clarke’s mystery shopping team.
If you would like to ﬁnd out how your ﬁnancial institution stacks
up against industry standard observations with your own tailored
inquiries, please contact your Harland Clarke account executive or
visit us at harlandclarke.com/mysteryshop.
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Client Cases

Boosting Internet Check Orders
Using best practices to make a signiﬁcant impact
on internet channel usage and check program proﬁtability

Situation
One of Harland Clarke's clients with
more than 3 million demand deposit
accounts wanted to encourage more
account holders to use the internet for
ordering checks. The client knew the
internet was both its most proﬁtable
channel and a leading indicator of
account holder loyalty. Based on
growing trends of increased online
banking usage, the client turned to
Harland Clarke for guidance on how to
encourage more of its account holders
to place check orders via the internet.

• Send account holder e-mail address

and post to e-mail conﬁrmation
address during checkout

Results
The ability to allow new account
orders was implemented by leveraging
the security of an integrated link from
online banking. The client used its
online banking platform to validate
the identity of the account holder
and then sent that information
to Harland Clarke via a secure
link. Account holder sessions that
were previously blocked from the
internet could then be serviced by
the online check-ordering platform.

• Display shipping address

on order status page
• Use personalization and

shipping address provided
by client as the default
• Allow account holder to

edit personalization and
shipping addresses
• Enable same number of name

and address lines as batch
ﬁle process allows

Action

• Allow new orders to be placed

via online banking

Blocked Account Holder Orders
(Less is better)
9,000
8,000

Account Holders

Harland Clarke’s e-Commerce
Marketing and client account teams
reviewed the goals and existing
conﬁguration of the internet
integration with the client. The
teams matched this information
with industry trends, e-commerce
best practices and web analytics
reports to create the following
recommendations for the client:

7,000
6,000
5,000
4,000
3,000
2,000
1,000

• Provide check-ordering capability

during online account opening
Jan
08

Mar
08

May
08

Jul
08

Implementation
Date

Checking account holders not blocked from
entering the order site are able to shop
and place orders online.
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Sep
08

Nov
08

May 2009

These updates had a dramatic impact on the following key program metrics:
• The average weekly successful logins on the site increased by 20 percent.
• The average number of orders received each week increased by 27 percent.
• For the year, the percentage of total orders coming from the internet channel increased by 10 percent.

Account Holder Check Ordering
70,000

Account Holders

60,000
50,000
40,000
30,000
20,000
10,000
0
Jan
08

Feb
08

Mar
08

Apr
08

May
08

Jun
08

Jul
08

Aug
08

Sep
08

Implementation
Date

Harland Clarke’s dedicated e-Commerce Marketing team
is focused on helping ﬁnancial institutions promote their
brand and successfully utilize the internet channel. For more
information about using e-commerce best practices to
enhance your check program, contact your Harland Clarke
account executive or visit harlandclarke.com/ecommerce.
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Logins

Orders

Harland Clarke Business Solutions

TM

Small-business solutions made easy
Small business can mean big business for your
ﬁnancial institution. Yet meeting the diverse needs
of these account holders can be complex.
Harland Clarke Business Solutions has designed new
marketing tools to help make business ordering easy
for your branch personnel and your small-business
account holders. We recently sent a portfolio of
these tools to your branches.

By actively utilizing Business Solutions tools to send
business orders to Harland Clarke, your branch
personnel can help us help you to:
• Increase business check program revenue
• Reduce business check program expenses
• Improve account holder satisfaction
• Reduce check-reject fees
If your ﬁnancial institution has not yet signed up
for Harland Clarke Business Solutions, contact your
account executive today for complete details.

Ca
Catalog:
Provides detailed
product information for
pr
business account holders
bu

Click-or-Call‰ Card:
Offers an easy-to-store ordering
reminder for business account holders

FREE
ONLINE TRAINING
AVAILABLE!
Visit
harlandclarke.com/business

Portfolio Folder: Contains all the tools
branch personnel will need to help
increase business check program revenue

Branch Sales Flier: Introduces money-saving
ValuePacks® and a variety of other business
checks and forms
MKCOM-0192-01

