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PULSE PAY® Express Expansion

PULSE Developing
New Debit Routing
Alternatives

A

subtle change has taken place in debit over the past several
years. More and more in-store transactions are now completed with neither a PIN nor a signature. These and other
now-common transaction types, such as card-not-present debit
and PINless bill payment, are making the traditional labels of
“signature” and “PIN” debit less and less relevant.

There was a time when, if a debit card issuer received a pointof-sale transaction from PULSE, the issuer could be certain the
transaction was PIN-authenticated. But this is no longer the case.
PULSE PAY® Express (PPE) is a new PINless POS transaction,
currently available to select merchants on purchases of $50 or less
(continued on page 7)

The Power of Lean in Ensuring a
Better Customer Experience

A

s part of Discover Financial Services, PULSE has embraced aspects of its parent company’s culture while retaining the unique
qualities that make the network successful in debit. The “Lean” management approach, championed by Discover, uses proven
problem-solving tools that can ultimately lead to improved efficiency and an enhanced customer experience.
In response to an ongoing pain point experienced by a major issuer processor, PULSE is applying Discover Lean principles to
improve how it processes exception items. The processor was having difficulty matching its transactions within the PIX2 system and, as
(continued on page 9)
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VIEW FROM THE TOP
Dear PULSE Participant,

T

Dave Schneider

“To help our participants
cope with the changing
debit landscape, PULSE
is developing and 		
delivering innovative
solutions that solve 		
problems and maximize
the value of debit.”

he debit industry has experienced significant turbulence in the past year. Just
when everyone had adjusted to the “new normal” of Regulation II, the industry
was thrown into uncertainty by Judge Richard Leon’s ruling last July vacating
two key provisions of the regulation. Although the Court of Appeals for the D.C. Circuit
overturned the judge’s decision in March, further appeals may yet be filed.
In the payment security arena, following months of stagnation surrounding the
deployment of EMV technology for U.S. debit transactions, a string of major data breaches
brought new urgency to the issue, spurring a wave of unprecedented industry cooperation. And now that the barriers to debit EMV implementation are beginning to fall, early
adopters are taking steps toward the next advance in transaction security: tokenization.
In the words of Greek philosopher Heraclitus, the only thing constant is change. To
help our participants cope with the changing debit landscape, PULSE is developing and
delivering innovative solutions that solve problems and maximize the value of debit.
One significant shift we see is a growing proportion of point-of-sale transactions that
require no PIN or signature. Last year, we introduced a PINless POS transaction – PULSE
PAY® Express – as an alternative to the signature-less POS transactions that are widely
used. In April, we enhanced the functionality of PULSE PAY Express to enable processing
of additional PINless POS transactions, and later this year we will further expand the functionality to include support for all signature debit transactions. Ultimately, our goal is to
make PULSE the network of choice for all debit, regardless of the authentication method
used for a particular transaction. For further details, see the lead article in this issue.
Over the past year, we also implemented key enhancements to our DebitProtect®
fraud detection and risk mitigation service. These enhancements, including authorization
blocking, are helping participants respond quickly and effectively to data breaches.
We recently concluded agreements with Visa and MasterCard for support of their
common debit AIDs on our network to enable routing choice for EMV transactions. We
also have begun planning for the implementation of tokenization, and you will be
hearing more about this project in the coming year.
Discover® Debit also is gaining momentum as issuers become familiar with this
signature debit alternative. Offering highly competitive economics, simplified rules, fee
transparency, comprehensive fraud mitigation and greater flexibility, Discover Debit is
helping issuers improve the profitability of their debit programs.
We are continuing to assess other debit-centric offerings to support our network
participants. Earlier this year, we made an investment in Buzz Points, Inc. that will enhance
our efforts to leverage the company’s technology throughout our network, giving issuers
access to an outstanding merchant-centered offers and loyalty program.
While no one knows what the future will bring, PULSE will continue to make 		
investments and compete aggressively to keep you at the forefront of debit.
As always, thank you for your continued support of PULSE.
Sincerely,

Dave Schneider
President
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PROFESSIONAL DEVELOPMENT

PULSE Offers a Variety of Complimentary
Webinars for Participants in 2014

O

ver the course of this year, PULSE will continue to offer
various educational webinars to help keep participants
informed about PULSE products and services, industry
trends and the evolving debit landscape. Each PULSE Academy®
webinar has been designed to highlight topics that are increasingly important to issuers’ debit card portfolio management.
PULSE Academy includes a mix of presentations to help issuers
get more from their participation in the network. January featured
a review of the PULSE Debit Dashboard® Merchant Trending Tool
upgrade. This session highlighted the ways this tool can help
issuers better understand their debit portfolios with relevant
merchant analytics (see article on page 6).
The March PULSE Academy program provided an overview 		
of PULSE® Buzz Points™, an innovative and comprehensive rewards
and loyalty solution that enables financial institutions to
strengthen relationships with their account holders and with
local merchants.
PULSE also is offering a series of fraud webinars this year, based
on its DebitProtect® Fraud Mitigation Service. The series focuses
on fraud trends and issues that impact the payments industry,
such as large scale data security breaches. The series also
addresses ways participants can utilize various fraud mitigation
tools to enhance their current fraud prevention and security practices. A special PULSE Debit Performance Webinar Series in June
also will provide an in-depth review of fraud mitigation.
All webinars are recorded and posted to the PULSE website 		
so that participants can access them at any time.
PULSE wants to hear from its participants. If you have a
specific topic you would like addressed in a webinar, or would
like to be added to our contact list, email Melissa Voelkner at
mvoelkner@pulsenetwork.com.

A better choice
in signature debit

P

lease contact your PULSE Account Executive or 		
call 877-247-8573 to learn more about the many
advantages Discover Debit offers.

• Superior Economics
• Simplicity
• Comprehensive Fraud Mitigation
• Branding Flexibility

To see a video about why Discover Debit is better, go to
www.pulsenetwork.com/payments/discover-debit.html
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Planning Now Can Limit
Future Data Breach Losses
By Eric Lillard
PULSE Vice President, Fraud and Risk Management

F

inancial institution executives and their
cardholders, as well as merchants and
other financial services organizations,
are understandably on edge these days.
Recent high-profile point-of-sale security
breaches have revealed a pressing need to
reevaluate card security. While the investigations into precisely what happened will
likely help to sharpen defenses in the
future, PULSE is encouraging issuers to
seize this opportunity to plan for the
next cyber attack.
The Threat Landscape
Every organization involved in debit
and credit card transactions is facing fraudsters who have proved to be intelligent,
coordinated, strategic and stealthy. The
nonprofit Privacy Rights Clearinghouse
calculates that, over the past nine years,
businesses including financial institutions
and retail outlets have reported 1,571
breaches involving 470 million customer
financial records.
These attacks are not opportunistic in
nature. They are the result of deliberate
efforts and long-term planning. Evidence
suggests the holiday breaches of 2013
were likely launched much earlier in the
year, with hackers compromising systems,
exploring what they could without 		
being detected and then waiting for an
opportune moment to exploit their plan.
Over the next 18 to 24 months, the
risk of such events is going to continue
to be a challenge to the industry. Financial
institutions can expect increased scrutiny
of everything from the standards and
practices of technology service providers
and their core processors to the type of
payment cards issued. Third-party risks
were already in the crosshairs of regulators
prior to the breaches, with the Office of
the Comptroller of the Currency issuing
updated guidance for banks to shore up
defenses by improving their vendor 		
management programs. Likewise, the
push toward the EMV standard has been
boosted immeasurably by the breaches.

A l l d e b i t a l l t h e t i m e SM

Time for Planning
A Fraud Incident Response Plan is an
essential tool that can be used to provide
structure and rational thinking during the
stress and anxiety that accompanies these
types of events. Any financial institution
that doesn’t already have a formalized
Fraud Incident Response Plan should
consider developing one as part of its
risk management process.
During the chaotic and emotional
response to the holiday breaches, it was
easy to distinguish between financial
institutions that had a plan in place and
had rehearsed these situations from those
that did not. A plan takes into account
the stressful conditions that accompany
a fraud incident, and provides the financial
institution a framework for making critical
business decisions based on data and
previously identified risk tolerance levels.
Financial institutions that planned
ahead were in a far better position to
address the challenges they faced when
a large number of their customers’ cards
are at risk.
Essential elements of a Fraud Incident
Response Plan include:
• Profiles of your transaction-level
activity to aid in the rule strategy
development process;
• Contact information for all process
participants, including internal and
external departments, vendors,
decision makers, approvers, etc.
• Clear understanding of your organization’s rule strategy approval process.
Time is money and you don’t want to
waste valuable time;
• An accurate inventory of all fraud
strategies currently in place within
your financial institution;
• An assessment of known gaps or
risks that you may have in your fraud
mitigation program to help reduce
surprises during the heat of the battle.
Where possible, identify potential
solutions to those gaps. This may
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include the use of third-party organizations that can provide technical and
human resource consultants for your
financial institution.
• Lastly, recognizing that fraud never
sleeps, documentation of the hours of
operation that your fraud service provider (internal or external) is available.
Weekends and holidays are a favorite
window of opportunity for fraudsters.
Don’t Forget the Human Element
Cardholder behavior also can help to
limit exposure to data breaches. PULSE
recommends establishing an effective
communications program to keep cardholders informed about emerging threats.
Use this opportunity to reinforce many of
the basics, such as your policy regarding
disclosure of account information and PINs.
Various forms of phishing attacks often
accompany breaches, so this can be a topic
to consider for cardholder education.
Having the ability to communicate
effectively and quickly with your cardholders is invaluable. Financial institutions
should be diligent in their efforts in communicating with their customers about
fraud. Breaches appear to be a menace
we will continue to fight at an industry
level, and educating your cardholders is a
valuable component in reducing anxiety.
Finally, financial institutions need to
assess their fraud mitigation tools, systems
and resources. PULSE offers DebitProtect®,
a sophisticated fraud mitigation service
that analyzes debit transactions, detects
fraudulent behavior and can optionally
block suspected fraudulent activity at
the point of sale before a transaction is
approved. During the authorization process, DebitProtect evaluates transactions
in milliseconds for registered participants.
Fraud attacks are escalating and
becoming increasingly more sophisticated.
Financial institutions are encouraged to
seize this opportunity to plan and prepare
your organization for practice.

Payments Study Finds Continued
Strong Preference for Debit

R

esults from the third annual TSYS
Consumer Payment Choice Study reveal
continued strong preference for debit
among consumers in most retail settings,
especially at supermarkets, gas stations and
discount stores. TSYS recently surveyed
more than 1,000 consumers who have
and use both a debit card and a credit
card, then followed up with focus groups.
Respondents were asked about payment
choice, what benefits were associated with
payment types, what might influence
them to change how they pay and their
opinions on new payment offerings.
Debit Preference Remains Strong
Debit’s fundamental characteristic is
its enduring value to consumers. Nearly
half (49 percent) of respondents said they
prefer using debit cards, compared to 35
percent who choose to pay with their
credit cards and 11 percent who still
prefer cash or checks.
When asked about the features that
are most important with their preferred
payment type, 55 percent said they value
the ability to have purchases deducted
directly from their checking accounts.
Other features included the ability to use
the card both at physical stores and online
(46 percent) and the ability to use the card
at ATMs to get cash (40 percent). Financial
management features like fraud protection

and the ability to manage transaction
activity were also important features.

promise, but mainstream consumer interest still leans heavily toward non-payment
offerings. Respondents said they would be
most interested in functionalities, such as
the ability to use their mobile device to
view debit and credit transactions and
to instantly stop fraudulent transactions.
TSYS reports that as the mobile 		
infrastructure matures and the ability
to use mobile payments becomes more
widespread, consumers will more readily
adopt a mobile phone-based wallet. While
security remains a primary concern when
it comes to mobile payments, consumers
trust their financial institutions to house
and protect their financial information,
compared to mobile phone manufacturers
and others. This is an advantage that
financial institutions should be able to
capitalize upon to retain and grow their
position in the payments chain.

The Go-To for Everyday Purchases
Consistent with prior years and with the
findings of the Federal Reserve’s Survey of
Consumer Payments Choice, the 2013 TSYS
study determined that location has a
major impact on payment preference.
While the preference for debit is 		
strongest in everyday purchases, such as
paying for groceries, it is not used as often
as credit cards are in online shopping.
Both payment methods, however, saw
measurable increases in online shopping
over last year’s responses.
The study also observed two “flips”
– where credit exceeded debit in regular
purchases – in dine-in restaurants and
department store categories, although the
differences were very slight. In dine-in restaurants, for example, 34 percent preferred
to use credit, compared with 32 percent
who use their debit cards. Consumers also
showed a notable preference to use cash
for small-dollar purchase situations such as
at coffee shops and fast food restaurants.

Consumer Habits Entrenched
So how can financial institutions and
merchants influence consumer payment
behavior? Rewards and discounts were
rated highest among respondents, and
they can work – at least temporarily – but
researchers note that payment preferences
tend to be durable and not prone to
change in the long-term.
For more information on the TSYS
Consumer Payment Choice Study visit 		
www.tsys.com.

Mobile Considerations
The study also explored consumer
attitudes about emerging payment technologies, including mobile payments.
Mobile payments certainly hold a lot of

Debit Card Preference Strong in Everyday Purchases
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PULSE Debit Dashboard®
Enhancement Adds Merchant-Level
Data Detail

F

inancial institutions using the PULSE
Debit Dashboard® now can see exactly
where their cardholders are using
debit cards, thanks to an enhancement
that provides data down to the specific
merchant level.
PULSE Debit Dashboard is a simple-touse interactive tool that helps financial
institutions better manage their debit
portfolio by analyzing metrics, identifying
trends and benchmarking against industry
peers. The web-based tool provides financial institutions with data on PULSE PAY®,
PULSE PAY® Express, PULSE ATM, Discover®
Debit, Internet PIN Debit, PINless Bill Pay,
PULSE Debit Solutions®, PULSE Select® and
Gateway Services. It also provides peer
comparisons within similar sizes and types
of financial institutions.
The latest update resulted from
feedback from participants requesting
the ability to compare, over time, the
transactions they receive from individual
merchants. This gives institutions greater
insight about their cardholders and allows
them to better target and tailor marketing
programs based on cardholder behaviors.
For example, knowing which merchants
their cardholders use most could support
new joint marketing efforts.
“When our participants review the
merchant report in PULSE PAY, they’ll
notice a new ‘View All Merchants’ tool that
lists merchant names, each of which links
to a deeper dive into merchant-specific
information,” said Susan Daker, Marketing
Consultant and Product Manager for
PULSE Debit Dashboard.

By clicking on the merchant name,
the user can graph detail of a merchant’s
approved transactions, gross dollar value
or average ticket for the period of time
selected.
“This provides issuers much greater
insight into where their cardholders are
shopping at an aggregate level,” added
Daker.
In addition to sorting data by product,
time frame or bank identification numbers
(BINs), financial institutions also can print
reports and charts or download data into
programs such as an Excel spreadsheet.
“The charts and graphs make great
visuals that can be used for monthly or
annual reports, for example,” Daker said.

Financial institutions are giving PULSE
good reviews on how easy to use and
intuitive they find the Debit Dashboard.
“In fact, few have found a need to download the user guide,” she added.
To view a recent PULSE Academy®
presentation on the dashboard and 		
its latest enhancement, visit 		
www.pulsenetwork.com, click on 		
the Knowledge section and go to
Webinars & Webcasts.

Connect with Us
PULSE Account Executive
800-420-2122
www.pulsenetwork.com/analytics

Fraud Meets Its Match

4,000+ attempted fraud transactions blocked
$1,000,000+ cumulative fraud dollars saved
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$22,938

$606,293

June 2013

December 2013

6

$1,024,012
April 2014

PULSE PAY® Express Expansion (continued from page 1)		

that do not include cash back.
The first PPE transactions were
processed in late 2013, enabling
cardholders to check out
quickly at the point of sale
while providing increased value
to merchants and issuers in
comparison to signature debit.
PPE provides a new
pathway for debit transactions
with no cardholder verification
method (CVM) to be routed to
PULSE, resulting in better net economics
for the vast majority of issuers and
merchants. To help issuers maintain
profitability and introduce competition
where it doesn’t exist today, we are
expanding the product in phases this
year to encompass more merchants and
transaction types. This expansion will give
additional merchants a new, more
economical routing option on transactions
that previously could only be settled
via a signature network.
Product Expansion Timeline
As part of the PULSE 14.1 Release
implemented in April, restaurants, salons
and similar merchants can now accept
PINless debit transactions of $50 or less,
plus gratuity, on PULSE-enabled cards.

As part of the 14.1
Release in April,
restaurants, salons
and similar
merchants began
accepting PINless
debit transactions
of $50 or less, plus
gratuity, on PULSEenabled cards.

With our 14.2 Release in
October, merchants of all
types will be able to send
any PINless or signature
debit transaction for any
amount to card issuers via
PULSE.
Also in October, PPE will be available
to merchants on the Discover® Network,
substantially expanding the footprint of
merchants and acquirers that can accept
PULSE transactions.
As a result of these changes, PPE will
grow from its current state of providing
a routing alternative for approximately
60 percent of debit transactions to giving
merchants an option on virtually 100
percent of debit purchases – including
signature debit transactions, which 		
currently have only one routing option.
“The expansion of PULSE PAY Express
represents a quantum leap in the services
we make available to our participants, and
in who we are as a network,” said Judith
McGuire, PULSE Executive Vice President
of Product Management. “In addition to
offering PIN debit, ATM and some no-CVM
transactions, by mid-October we will be a
highly competitive routing option for all
no-CVM and signature debit transactions.”
Benefits of a New Routing Alternative
PPE is the cornerstone of our goal to
provide merchants and issuers a better
alternative for all debit transactions. With
the expansion of the product, we aim to
provide:
Better Economics – Delivering highly
competitive interchange and low fees to
issuers and merchants can provide better
net economics.
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Choice – Provide issuers and merchants
PINless and signature routing alternatives
and introduce greater competition and
choice for debit routing.
Fraud Considerations
PULSE has conducted an extensive
analysis of fraud data on transactions
eligible for the current iteration of PPE
and does not anticipate any unique 		
fraud issues related to the transaction.
We have identified likely fraud patterns
for transactions of $50 and less and have
existing protections in place, such as
velocity checks and fraud alerts.
PPE transactions of more than $50 will
use signature verification and there will be
an efficient dispute resolution process that
mirrors those issuers have long used for
signature debit transactions with other
networks.
As part of our commitment to maintaining the security of debit payments,
we have expanded our DebitProtect®
service to encompass a suite of available
fraud mitigation options. PULSE issuers
have the ability to identify any suspicious
PPE transactions via DebitProtect, and to
create custom fraud alert rules specific
to those transactions.
For more information on PPE, contact
your PULSE or Discover Account Executive
or call 877-247-8573.

Strategic Investment
in Buzz Points™ Supports
Rollout of Marketing
Platform on PULSE Network

D

“PULSE’s participation,
in addition to the 		
tremendous growth 		
in customers, 			
strengthens Buzz 		
Points’ position as 		
the go-to loyalty 		
program for any 		
financial institution 		
in the United States.”

FS Services LLC, parent company of
PULSE, and wholly owned subsidiary
of Discover Financial Services, has
made a strategic investment in Buzz Points,
Inc., a leader in connecting local merchants, community financial institutions
and consumers through rewards.
A key factor in the investment decision
was the growing success of the relationship between PULSE and Buzz Points.
Since 2012, PULSE has worked with the
company to offer PULSE® Buzz Points™ as
a turnkey program to financial institution
participants.
PULSE aligned with Buzz Points to offer
rewards to its participants to encourage
debit card customers to shop locally and
support merchants in their communities.
Participating cardholders earn reward
points that can be redeemed for gift cards
or donated to charitable causes.
“PULSE has a recognized history of
innovation and commitment to providing
industry-leading debit products and
services to its network participants,” said
Buzz Points CEO Jay Valanju. “Their support
has been, and will continue to be, a key
driver behind our company’s growth as we
accelerate our marketing and sales efforts.”
Buzz Points can be easily integrated
into issuers’ existing marketing programs.
It allows financial institutions to cross-sell

Scott Booth
Buzz Points Board Member

Financial
Institution

Buzz Points™

Merchant

Cardholder
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financial services, create engagement
opportunities and build account-holder
relationships.
“After evaluating several debit card
loyalty programs, Buzz Points emerged as
a leader and has demonstrated its value to
issuers, consumers and merchants,” said
Dave Schneider, President of PULSE. “The
investment enhances our efforts to leverage Buzz Points’ technology throughout
the network, while giving our issuers an
outstanding merchant-centered loyalty
program.”
Buzz Points will use the funds to extend
the existing footprint of banks and credit
unions in the program and its marketing
platform for local businesses in the U.S.
“We are excited to strengthen the
relationship with PULSE through this
latest round of financing,” said Scott
Booth, Buzz Points Board Member.
“PULSE’s participation, in addition to
the tremendous growth in customers,
strengthens Buzz Points’ position as the
go-to loyalty program for any financial
institution in the United States.”
For more information about PULSE
Buzz Points loyalty program, contact your
Account Executive or call 877-247-8573.
You also can visit www.buzzpoints.com.

The Power of Lean in Ensuring a Better Customer Experience (continued from page 1)

a result, was contacting the PIX2 Help Desk
frequently. In addition to the processor’s
frustration over its inability to effectively
process transactions on the system, their
need to contact the Help Desk frequently
further degraded their experience.
“We have a client-focused mindset, and
once we identified the volume of requests
coming from a single processor, we knew
there was a process issue that needed to
be addressed,” said Scott Gardner, Senior
Manager of Client Services.
The Lean Process
The first step was to identify the problem. An investigation showed that more
than 300 adjustment transactions from
the processor failed in a single month. The
root cause was a database mapping error,
compounded by a batch processing error.
The use of Lean tools and methodology gave the PULSE Client Services team
the framework to Define, Measure, Analyze,
Improve and provide an ongoing Control
to solve the customer issue – a process
known as DMAIC. Once the problem statement was defined, the team set to work.
During the improve phase, PULSE
introduced a solution for mapping errors
and monitored results over 60 days. By
correcting the mapping, a 92 percent
reduction in validation errors was achieved.
While this was a significant improvement,
the team didn’t stop there. A close 		
examination of process management
revealed that several reports were not
being monitored to prevent the need
for escalation.
PULSE introduced monitoring reports
to help proactively catch mistakes before a
customer experienced an impact, ensuring
a better customer experience. The net
result of this measure led to a 98 percent
batch success rate.
“The adoption of Lean tools provides
ways for our staff to identify and break
down complex problems into parts and
create opportunities for improvement,”
said Gardner.

A Lean Culture
PULSE is applying a Lean approach
to other customer-impacting issues such
as automating the GEN paperwork process,
which affects how PULSE configures
customer routing, billing, settlement
and reporting for issuer and acquirer
debit activity.
The existing process is extremely
manual, with processors potentially 		
submitting more than 40 paper-based
forms to request changes for a large-scale

conversion. PULSE is re-engineering its GEN
paperwork to make it simpler, faster, more
effective and customer friendly.
PULSE is utilizing Lean methodology
to shift its mindset to focusing more on
continuous improvement. The PIX2 story
and GEN paperwork initiative are just two
examples of how applying Lean principles
and tools is helping PULSE change its
approach to business and provide 		
additional value to participants.

PULSE is utilizing Lean methodology
to shift its mindset to focus more on
continuous improvement and adding
value for our participants.
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PULSE Helps Expand
Financial Literacy in Texas Schools

E

ducating teachers is a necessary first
step to eliminating gaps in financial
literacy among young people. To help
in that effort, PULSE is expanding its support of the Independent Bankers
Association of Texas (IBAT) Education
Foundation’s Teach the Teacher Program™.
The statewide initiative provides teachers
with valuable insight and instruction in the
principles of financial literacy.
IBAT organizers say approximately 300
Texas educators completed the Teach the
Teacher Program in 2013, learning instructional methods to help students grasp the
basics of debit cards, credit scores, identity
theft, savings and investment strategies
and other topics. The program reached an
estimated 60,000 Texas students last year.
“Many students are given a debit card,
but they don’t understand where the
money comes from – that the card is connected with their bank account,” said Mary
Lange, President of the IBAT Education
Foundation. “Teachers tell us the biggest
challenge is making the instruction relevant, so we encourage tying financial
instruction to what students care about
– their paychecks and accessing money.”
For 2014, PULSE is helping to fund
stipends for hundreds of teachers to
participate. Additionally, PULSE contributes
to the training, with a PULSE representative
discussing debit, and offers DebitSavvy.org
as a resource for young consumers.
“PULSE has always believed in giving
back to our community,” said Steve Sievert,
Executive Vice President, Marketing &
Communications with PULSE. “Through
our support of Teach the Teacher and
other community outreach initiatives,
we actively advocate for educating 		
and preparing our youth to be more
financially savvy.”

The one-day training targets middle
and high school teachers in social studies,
economics, mathematics and business
education. Each teacher who completes
the program receives six hours of continuing education credits and a stipend.
PULSE’s commitment to financial
literacy is part of a broader investment
from our parent company, Discover, which
provides substantial educational support
so that students will learn the skills necessary to manage their finances. Discover has
awarded more than $5.2 million to more
than 400 schools across the country since
its Pathway to Financial Success program
launched in 2012.

“Through our support of Teach the Teacher and other
community outreach initiatives, we actively advocate
for educating and preparing our youth to be more
financially savvy.”
A l l d e b i t a l l t h e t i m e SM
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Discover Wins EIFLE
Award for Corporate
Leadership

D

iscover Financial Services received an Excellence in Financial Literacy
Education (EIFLE) Award from the Institute for Financial Literacy. Discover
won in the “Organization of the Year, Corporate Leadership” category for 		
its financial education program, Pathway to Financial Success. The EIFLE Awards
acknowledge the innovation, dedication and commitment of individuals and
organizations that advance financial literacy education.
“Discover is helping bring effective personal finance courses to public high
schools throughout the country,” said David Nelms, chairman and CEO at Discover.
“We are honored to receive the EIFLE Award for Corporate Leadership. Through our
Pathway to Financial Success program, we will continue to support our nation’s
personal finance teachers as they help young people acquire the financial knowledge and skills they need to prepare for successful futures.”
Discover’s Pathway to Financial Success program is a five-year, $10 million
investment to bring financial education curriculum into public high schools across
the country. The program is designed to raise awareness of the need for financial
education and provide the tools and resources necessary to implement measurable
financial education curriculum.
“While the need for financial literacy has never been greater, the efforts being
made in support of this noble cause by this years’ EIFLE winners have been an
encouragement to us all,” said John Linfield, executive director of the Institute
for Financial Literacy.

ATMs on the Rise...

PULSE Of fers Acquirers
Growing Card Base and
Favorable Economics

W

hile there is no shortage of uncertainty in the financial services industry,
there seems to be one subject on which all agree: the ATM’s future is
secure. As ATMs grow in functionality and importance, PULSE is
continuing its commitment to being an ATM acquiring leader.
ATM Marketplace recently tackled the question of the ATM’s future in its
report, “6 questions about the future of the ATM.” The story reports on the views
of experts on matters ranging from self-service strategies, ATM services beyond
cash provisioning and how ATMs are being used to cross-sell services. The one
clear takeaway is that the world’s experts view the ATM as the future of in-person
delivery of banking services as financial institutions reduce the number of
branches.
If it all comes down to cardholders wanting and needing in-person access to
banking services, PULSE has risen to the challenge.
For the complete story on PULSE’s ATM access, competitive interchange and
expanding card base, visit the OnDebit blog at http://blog.pulsenetwork.com.
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Prepaid Cards Often Supplement
Regular Accounts

New York Times
Many U.S. consumers who regularly use
reloadable prepaid cards also have
traditional checking accounts and debit
cards. But they sometimes opt for the
former to better manage their money
and avoid overdraft fees, according to a
recent consumer survey from Pew
Charitable Trusts. The research suggests
prepaid cards are not just an alternative
for those who do not qualify for regular
banking. In fact, 59 percent of consumers who use prepaid cards at least once
a month also reported having a
checking account.

Exempt Issuers Enhancing Debit
Rewards Programs

Mercator Advisory Group
Smaller banks and credit unions are
leveraging their exemption from the
Regulation II cap on interchange fees to
beef up their debit rewards programs,
according to a new report from
Mercator Advisory Group. Additionally,
in the face of declining interchange
revenue, many non-exempt financial
institutions are reconfiguring their
rewards programs rather than dropping
them altogether. Analytics and merchant-focused programs have made it
possible for issuers to deliver more
robust rewards programs.

Debit Interchange Could Pass 		
$20 Billion in 2015

Digital Journal
With moderate volume and transaction
growth expected over the next few
years, it is estimated that debit interchange could pass the $20 billion mark
as soon as 2015, making up the ground
lost to debit regulation that the payments industry has had to adjust to over
the past several years. A new report by
Research and Markets, “Debit Cards in
the U.S.”, expects that debit volume and
value will grow more than 7 percent in
2014 and 2015, as it continues to chip
away at the more than $3 trillion of cash
and check expenditures that are ripe for
electronic conversion. With traditional
financial institutions losing customers to
alternative banking models, now is not
the time for organizations to migrate
their customers away from a strong
debit choice.
pulsenetwork.com
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Seconds with...

Steve Sievert

Executive Vice President,
Marketing & Communications

Branching Out

In addition to providing turn-key marketing packages for rolling
out a new card program to employees, our marketing experts have
helped Discover Debit issuers promote, deliver and activate new
cards with their entire card base. As a result of this work, PULSE
was named 2013 Marketer of the Year in the financial category by
the Houston chapter of the American Marketing Association.
Amid today’s debit regulation landscape, increasing compliance
demands and squeezed margins, many debit card issuers are finding it more challenging than ever to devote resources to marketing
their debit card programs. Yet, debit remains the most frequent
touchpoint consumers have with their financial institution.
PULSE InSights enables us to put our deep debit expertise to
work for your institution. The service allows us to offer smaller issuers economies of scale they wouldn’t have access to on their own.
The available PULSE InSights services include Card Portfolio
Optimization, Marketing Services, Call Center Optimization, Retail
Branch Maximization and Customer Experience.
If there’s something our experts can help you achieve, or if you
just want to learn more, contact your PULSE Account Executive or
call the PULSE office at 800-420-2122.

One of our enduring goals at PULSE is to enhance the depth
and breadth of the support services we offer participants. We
continually seek to introduce products and services that enable
you to make the most of your debit program.
We had this goal in mind when we introduced Discover® Debit
in 2006, Internet PIN Debit in 2010, PULSE® Buzz Points™ in 2013,
and the list goes on. This year, we are diversifying our offerings
further by offering PULSE InSightsSM, a marketing and analytics
service that helps participants enhance their debit portfolios and
improve account holder service.
The vision for PULSE InSights originated from the successes 		
we had in 2013 helping new Discover Debit issuers market their
rebranded debit card programs. PULSE has long been known for
the value-added resources it offers participants, such as the annual
Debit Issuer Study and monthly topical webinars. But in the postRegulation II environment of network mandates, we had the
opportunity to utilize our expertise on card program brand
conversions as Discover Debit gained momentum with issuers.

IN CLOSING

Community Outreach

P

ULSE employees participate in a number of activities
throughout the year, contributing their time and energy
to help others in our community. Programs in which PULSE
will participate this year include Junior Achievement’s Finance
Park, the Juvenile Diabetes Research Foundation’s Walk for the
Cure, Houston Food Bank, Houston’s Adopt-a-School program,
the Make-A-Wish Foundation and the Elves & More bike build.
PULSE believes giving back to the community is key to being
a good corporate citizen, and staff members fully embrace
that ideal.

PULSE

Community
Outreach
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