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Upcoming PULSE
Conference to
Feature Nine
Debit-Focused
Concurrent Topics

T

he 2008 PULSE Conference (P3 –
Protect, Perform, Profit), scheduled
for April 28-30 at the Wynn Las Vegas
resort, promises to be one of the industry’s
premier educational and networking
events.
“Debit is a multi-billion dollar industry
that helps drive financial institution profits.
PULSE’s P3 conference will provide 		
participating financial institutions with
real-world strategies and practices needed
to protect, perform and profit in today’s
challenging debit marketplace,” said Cindy
Ballard, PULSE executive vice president of
communications and marketing. “From
new solutions in fraud protection to ideas
for revitalizing your marketing efforts and
increasing revenue, this event will deliver.”
Based on feedback from last year’s
participants, the PULSE conference will
again feature an in-depth workshop,
offered free this year to conference registrants. Additionally, attendees will enjoy
three dynamic general sessions, an exhibit
hall and a wide range of optional activities,
including a special golf clinic and 		
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tournament. For complete details and
conference registration information, visit
www.pulse-eft.com/conference.
Nine presentations in three concurrent
sessions will provide attendees with the

latest information on a wide range of
debit-centric topics. For a preview of what
you can expect, turn to page 10.

Consumers Elevate
Electronic Payments
Debit Sets Pace as Checks Decline

T

he 2007 Federal Reserve Payments
Study, released in December,
revealed that more than two-thirds of
all non-cash payments made in the U.S. in
2006 were made electronically, while check
payments dropped dramatically from 2003
to 2006. Overall, the study indicated that
electronic payments are being used more
frequently, with payments by debit card
and ACH (automated clearing house)
increasing at the highest rates.

The study was commissioned by the
Federal Reserve System to estimate the
annual number, dollar value and composition of non-cash retail payments in the U.S.
from the years 2003 through 2006.
Involving three separate research efforts
and input from more than 1,400 financial
institutions, payment networks and card
issuers, the study was designed to gain
insight into the rate and nature of change
in the U.S. payments system.
(continued on page 7)
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VIEW FROM THE TOP
Four-Part Series Offers Debit Fraud Prevention & Security Recommendations

Dear PULSE Participant,

A
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promises to be an
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rewarding experience
for all attendees. I

rent sessions and will be offering the conference workshop free of charge. The lead
(continued on page 5)

story in this issue of PULSATIONS describes the conference, with more detailed
information concerning individual session topics beginning on page 10 of this issue.
The conference promises to be an informative and rewarding experience for all
attendees. I hope you will make an effort to join us this year. I look forward to seeing
you there. For complete conference details and registration information, please visit
our Web site at www.pulse-eft.com/conference.
On another subject, I’m certain you could not help but notice that PULSATIONS

hope you will make

has a new look. We included a survey in the last issue of the magazine asking for your

an effort to join us

magazine from one to five years. Five percent of respondents reported being loyal

this year.”

input about PULSATIONS. Of those who responded, 55 percent had been reading the
readers of PULSATIONS for more than two decades.
Eighty-seven percent of readers who responded to the survey rated the value of
the information featured in PULSATIONS from good to excellent. And the majority
of readers were pleased with the quality and quantity of articles, along with the
bi-monthly format. These aspects of PULSATIONS won’t change.
However, we have given PULSATIONS a new look to make it a faster, easier read.
In addition to shorter, more concise stories, you will find a variety of factoids and
news briefs throughout the publication. Our goal is to deliver valuable information in
a format that enables you to access it as efficiently as possible.
For those of you who prefer an electronic version of PULSATIONS, I am pleased to
announce that you can find a fully interactive online version beginning with this issue
of the magazine at www.pulse-eft.com/PULSATIONS.
I hope you enjoy the new PULSATIONS. We look forward to receiving your feedback, and thanks again for your support.
Sincerely,

Dave Schneider
President
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COMING SOON...

PULSE Educational Initiatives
Continue to Grow

I

n 2008, PULSE will continue to offer
a range of free industry-related webinars throughout the year. Sessions
will be offered on a monthly basis providing participants with information on
various payment industry topics.
In its third year, PULSE AcademySM
will focus on topics such as fraud and
security, stored value programming 		
and marketing strategies for financial
institutions. In addition, quarterly
webinars, such as PULSE’s new participant orientation and the PIX2 update,
will deliver information designed to

30%

The share of

maximize participation in the PULSE
network.
New in 2008, PULSE will offer two
webinar series to help increase knowledge of the debit card industry. Both
will feature topics that bring value to
your debit card programs and continue
to help grow your business. You will
receive more information on these
series in the coming months.
As in years past, each webinar will
be recorded and available for convenient on-demand access after the live
session.

Internet-based
transactions
projected to be made with

alternative
payment methods
such as PayPal,
Google Checkout
and Bill Me Later in

2012

compared with 14% today
– Javelin Strategy and Research
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PULSATIONS has served as the
lead communications tool
between PULSE and its participants for more than two decades.
While this special news magazine
has evolved with the times, its
focus has remained constant: to
provide PULSE participants with
timely news and information
about the network and industry.

2007
www.pulse-eft.com

Guaranty Bank to Use PULSE

Exclusively for PIN Debit

G

uaranty Bank, a $2 billion financial
institution based in Brown Deer,
Wisconsin, has extended its participation in the PULSE network through an
exclusive, long-term agreement. The bank
will now utilize PULSE exclusively for PIN
debit transactions at the point of sale, and
will continue using the network for ATM
transactions and gateway services as well.
Guaranty Bank operates more than 175
branches in Wisconsin, Illinois, Michigan,
Minnesota and Georgia, and has more than
300 ATMs. The bank, a PULSE participant
since 1996, said its decision to sign a longterm, exclusive agreement with PULSE
was driven by the network’s national reach

and superior PIN debit value proposition,
as well as by the opportunity to gain operational efficiencies.
“The continuation
of Guaranty Bank’s
relationship with
PULSE under this
new exclusive agreement represents a
vote of confidence,
not only in PULSE’s national acceptance
but in the level of service we provide our
financial institution customers on a daily
basis,” said Leah Henderson, PULSE
executive vice president.

Diebold Deters ATM Card Skimming Fraud

D

iebold, a long-time security industry
leader and manufacturer of selfservice banking solutions, recently
released its new advanced skimming
detection technology developed to deter
fraud at ATMs. The detector is a component of Diebold’s Secure Anti-Fraud
Enhanced (S.A.F.E.) ATM. Diebold says
the detector is an effective method to
guard against card skimming, in which an
illegal device attached to an ATM is used
to gather consumers’ account information
from debit card magnetic stripes.
The Diebold detector sends out an alert
if it identifies a skimmer attached to an
ATM. This alert can be directed to either
the institution’s alarm system or to the
ATM network monitoring system for further action.

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

Diebold’s detector could reduce 		
fraud-related losses incurred by issuers.
According to Boston-based Celent, a global
financial services industry consulting and
research firm, total card skimming losses
account for approximately $1.2 billion
per year.
Diebold is positioning its technology as
an important deterrent of ATM skimming
attempts and other fraud, and the company
has found fraudsters are reluctant to try to
attach a skimming device to a Diebold ATM
because of fear of failure. For more 		
information, visit www.diebold.com.
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Strategies to Optimize
Debit Portfolio Performance

D

ebit cards have experienced 19 percent
compound growth in recent years, driven by
consumer preference, increased merchant
acceptance and a focus on card issuance.

While absolute volume growth will
continue to post attractive gains relative to
the growth of other payment forms, First
Annapolis expects consumer debit transaction volume will moderate towards low
double-digit growth rates in 2008.
Issuers have traditionally relied on
increased penetration as the primary
growth vehicle for their debit portfolios.
With many issuers having achieved high
penetration rates, issuers will need to
increase focus on card activation and
usage for future growth.
Traditionally these portfolio attributes
have been more difficult to improve.
However, several issuer strategies and
tactics can influence cardholder behavior
and increase debit usage.

Focus on the Branch Channel
In many cases, branches represent
the first touch point and perhaps the best
opportunity to influence customers to
become active debit users. The branch
should be utilized not only to provide
new customers or users with a debit card,
but also to educate cardholders and convince them to use their cards for everyday
purchases.
Our experience suggests that simplicity
in approach and keeping the consumer
experience top-of-mind will drive optimal
results for institutions. Personal bankers
have a limited window to establish new
banking relationships and sell banking
products and services. Best-in-class institutions simplify the debit product sales
process by:
• Limiting the number of card choices
		 and utilizing the “extra time” to

		 describe the benefits of debit and any
		 rewards programs
• Integrating, where appropriate, their
		 sales processes with online banking
		 and bill payment
• Providing other information that
		 positions debit as the primary device
		 for accessing DDA/checking accounts

Incentives
Many issuers offer branch employees
incentives for simply selling debit cards.
This structure overlooks the importance
of card activation and the branch’s ability
to influence cardholder behavior. Instead,
issuers should align any employee debit
incentives with desired behaviors.
For example, employee debit sales
incentives should be oriented to card activation. Similarly, overall branch debit goals
should focus on card penetration as well
as activation. Migrating to a “pay for activation” structure will encourage branches to
take a more active role in improving issuer
debit portfolio utilization rates.

Debit Rewards
Rewards are an increasingly common
feature on debit cards, especially among
larger debit issuers. Many of these issuers
have found that the reward-earning segment of their portfolios noticeably outperforms the non-rewards segment.
Issuers considering debit rewards must
recognize that it is not a one-size-fits-all
solution for cardholders. Instead, issuers
should first consider the value of specific
customer segments in order to identify the
objectives for offering rewards to each
cardholder group. After the objectives are
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by Josh Gilbert, First Annapolis

defined, the issuer will be in a position to
create a rewards program that is both
attractive to the cardholder and meets the
organization’s goals.

Portfolio Segmentation
Segmentation analysis allows debit
issuers to identify under-performing
cardholders and target them with focused
marketing messages. Debit portfolio segmentation can be conducted along several
different dimensions, including debit
purchase volume, number of banking
products utilized and length of banking
relationships. A profile should be created
for each of the distinct market segments
identified. From these profiles, specific
marketing messages and product offers
can be created with the intent of convincing
the cardholder to migrate more payment
transactions to debit.
Issuers should view segmentation as an
ongoing process that allows for a stratified
view of the portfolio that highlights opportunities and focuses resources. Rather than
focusing on new customers, segmentation
provides a tool to better understand the
existing customer base for the purposes
of creating additional debit card growth.
With debit card growth slowing, issuers
will need to adapt their sales tactics, product strategy and portfolio management
approach. Applying the strategies and
tactics above will help debit card issuers
optimize portfolio performance.
This article is reprinted with permission from the
December 2007 issue of First Annapolis Navigator.
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PULSE PRODUCT FOCUS

PINless Bill Pay

Payments at the Speed of Life

P

ULSE has designed a bill payment
program that truly benefits all parties
involved. Initially implemented in the
1990s, PINless Bill Pay allows cardholders
to pay bills over the telephone or Internet
using their ATM/debit cards, but without
entering their PIN. Billers receive prompt,
guaranteed payments, while participating
financial institutions increase revenue.
Everyone wins!

Financial Institutions Win
Financial institutions that support a
variety of payment options, especially
those in high demand, increase customer
loyalty. With PINless Bill Pay, participants
pay no transaction or set-up fees, and have
added revenue opportunities that are not
an option with traditional ACH (automated
clearinghouse) payments. Interchange fees
for PINless Bill Pay transactions are substantially higher than the rates applicable
to PIN debit. And since the biller assumes
all responsibility for these transactions,
financial institutions cannot lose.

Billers Win
Merchants who opt to accept PINless
Bill Pay achieve faster settlement than ACH
payments, and process fewer returns and
adjustments. Online, real-time authorizations ensure the receipt of funds and simplify the administration of payments that
are billed on a recurring basis. Billers are
able to reduce the hassle and expense of
alternate payment methods while enjoying
affordable, competitive pricing.

Cardholders Win

PINless Bill Pay and
Recurring PINless
Bill Pay enable
financial institutions
to increase revenue
at no additional
cost and inspire
consumer loyalty.

Consumers are busier than ever, regardless of profession or lifestyle. PINless Bill
Pay offers a fast, convenient alternative
to the time-consuming practice of writing
and mailing checks. These transactions
are secure and deliver funds to recipients
quickly, while giving consumers an additional payment option. Speed, convenience
and security provide consumers with a
hassle-free process and peace of mind.
And for those consumers who do not have
other card-based payment options, PINless
Bill Pay using an ATM/debit card can be
extremely valuable.

payments are those made by an issuer to
an acquirer on behalf of a cardholder who
authorizes a merchant to bill their account
on a recurring basis. With a secure process
in place, all transactions are handled electronically and automatically, requiring
minimal action from cardholders, financial
institutions and billers.

Stop Pay
While consumers are directed to their
vendor for billing disputes, PULSE recognizes that occasionally a consumer will
attempt to stop a transaction by contacting
their financial institution directly. When
this happens, PULSE has the ability to
cancel a Recurring PINless Bill Pay transaction through simple procedures.

Everyone Wins!
PINless and Recurring PINless Bill
Pay move at the speed of life. Financial
institutions boost revenue and customer
loyalty. Billers receive prompt, authorized
payments. And cardholders enjoy a quick,
convenient and, above all, secure payment
option. This payment program simplifies
the collection process and supports the
movement from paper-based to electronic
payments.
To join the movement or for more
details about PINless and Recurring
PINless Bill Pay, visit the PULSE Web site
at www.pulse-eft.com, or contact PULSE
Retail Services at 800-420-2122.

37%
T H E P ER C EN T A G E

Recurring PINless Bill Pay

of debit payments that were

PULSE enhanced the functionality of
its PINless bill payment program in 2007
with Recurring PINless Bill Pay. Recurring

PIN-based in 2006, compared
with 34% in 2003
– 2007 Federal Reserve Payments Study
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Consumers Elevate Electronic Payments

(CAGR)

PIN
SIGNATURE

Checks vs. Electronic Payment
Methods
In 2006, electronic payments accounted
for more than two-thirds of all non-cash
payments. According to the study, non-cash
payments increased at a compound annual
growth rate (CAGR) of 4.6 percent between
2003 and 2006, reaching 93.6 billion transactions, with a value of $75.8 trillion. The
number of checks paid decreased 6.4 percent per year during the same time period.
The study suggests that this decline is due
to electronic payments being used more
frequently in transactions where checks or
cash may have been used in the past, as
well as the increasing electronification of
the check collection process.
Although check payments are declining, check use is still prevalent. More than
33 billion of them were written in 2006,
and the average check’s dollar amount
increased from $1,104 in 2003 to $1,366 in
2006. This increase reflects the increased
conversion of consumer checks – typically
of lower value than business checks – to
ACH payments. Over the past three years,
there have been major increases in the use

REGISTER

(continued from page 1)

of electronic collection methods for
checks, which has greatly enhanced clearing efficiency and funds withdrawal speed.
The study revealed another rapidly
growing payments segment: debit cards.
While the combined dollar value of debit
card payments remained roughly half the
value of credit card payments, the volume
of debit card payments was greater than
that of credit cards.
Debit card payments increased 17.5
percent per year from 2003 to 2006.
Growth in PIN debit surpassed that of
signature debit payments, with PIN-based
transactions jumping 26.6 percent per year
compared to a 15.8 percent per year
increase for signature-based debit. The
average dollar amount for each PIN and
signature debit transaction decreased from
2003 to 2006, indicating that consumers
were using these payment forms more
frequently for lower-cost items.
Credit card transaction volume grew
at an annual growth rate of 4.6 percent,
indicating the maturity of that payment
method. However, the total dollar value
of credit transactions was more than twice
as high as debit transactions.
According to the study, ATM withdrawal volume decreased at a rate of 0.4
percent per year from 2003 through 2006,
but the average dollar amount per withdrawal increased from $85 to $99.
The study verified much of what the
industry already knew – that the number
of electronic payments is growing rapidly,
with card payments leading the way. Debit
card payments exceed credit card payments, and consumers are using debit for
more types of transactions. ATM transaction growth and check payments are
declining; however, checks are still being
used in high volumes, especially for highervalue payments.
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for PULSE’s
DebitProtect

SM

Together, we can
leave debit fraudsters
behind!
• Detects fraud and identifies
		 suspicious card activity using 		
		 neural network technology
• Generates unique score and
		 reason codes for each transaction
• Monitors transaction score
		 thresholds and issues alerts to 		
		 financial institutions
• Increases in proficiency with
		 confirmed fraud submitted by 		
		 financial institutions
“The day we went live, it
helped us identify three fraud
cases and saved us more than
$13,000 in attempted
fraudulent transactions.”
– First Technology Services, Inc.

PULSE provides DebitProtect at no
charge to card issuers. To receive the
maximum benefit, you must register
with PULSE. To register, visit
www.pulse-eft.com/pulsesecurity.

www.pulse-eft.com

PULSE Participant Honored as
2007 Community Banker of the Year
F&M Bank’s Stuard Puts
the Power of Marketing
to Work

Sammy Stuard, president
and CEO of F&M Bank, led his
institution to prominence
using creative customer
service and marketing
techniques. The bank’s 100 th
anniversary celebration
included numerous customer
events and a random drawing
for a Corvette. Stuard is
chairman-elect of the
Tennessee Bankers
Association and will assume
the office in June.

W

hat makes a community bank
special? If you ask William S.
“Sammy” Stuard, president and
CEO of F&M Bank in Clarksville,
Tennessee, he will tell you in one word:
service.
F&M Bank was established in 1906 as
Farmers and Merchants Bank, a rural
institution. More than 100 years later, the
bank has over $600 million in assets and
operates 13 full-service banking offices in
middle Tennessee.
The bank has grown its deposits 570
percent since 1992 and has achieved a No. 1
ranking in its metropolitan statistical area.
It achieved this growth through a combination of creative marketing, specialized
rewards and outstanding customer service.

Rewarding Customers
F&M Bank’s tagline – YOUR MONEY.
SMART CHOICE! – encapsulates Stuard’s
philosophy of providing superior value to
account holders and shareholders. One of
the ways the bank achieves this value is by
giving employees the tools to provide
exceptional customer service.
“We empower our employees to do
things that help them better service the
account,” Stuard said. “Wherever possible,
we try to avoid giving the impression that
the employee has to get approval from
someone upstream. This approach enables
us to do what’s right for the bank and for
the customer.”
F&M Bank offers a unique “GoldCrest”
rewards program that American Banker
called “sophisticated.” The program
rewards the bank’s highest value customers with a 25-basis point premium on
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certificates of deposit, as well as other
bonuses and offers. The bank has also
introduced a points-type debit card
rewards program based on signature
transactions.
“We try to take every opportunity to
give our customers more value for the
service we provide,” said Stuard. “When
you provide a high level of service, people
get a good feeling about your bank, and
they develop trust in your staff. We have
good employees that care about what they
do and care about the bank, and that has a
tremendous impact on our customers.”

The Power of Marketing
In bestowing its 2007 Community
Banker of the Year status on Stuard,
American Banker cited the bank’s
“impressive retail performance built on
event-led marketing.”
It all started when the bank organized
lunches for small groups of wealthy elderly
women in the early 1990s. When the
attendees began making sizeable deposits,
the bank expanded its events to larger
audiences and different locations.
Today, the bank’s social events are
renowned in the community and have
included such guests as country music star,
Lee Greenwood, and reigning Miss U.S.A.,
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Rachel Smith, a native of Clarskville. For
its 100th anniversary, the bank hosted
numerous events, including chartering
the General Jackson Showboat® and
holding a random drawing for a Chevrolet
Corvette.
Every year, F&M holds a variety of
holiday events, the largest of which are
attended by 600 to 700 customers on
average.
“People call and want to get on the
invitation list,” said Stuard. “They will
come in and open an account literally a
week before the event in order to attend.”
In March 2007, F&M Bank moved
its headquarters to a new $10 million
building, complete with an event hall and
dance floor. Although the bank spends
more on marketing than most community
banks, Stuard believes the expense is well
worth it.
“Any time you can have a function and
involve the customer, they take ownership
in the bank,” said Stuard. “If they’re not
your customer now, sooner or later they
will be.”

DNM
DEBIT NEWS MINUTE

Phishing Respite May Be Near
Digital Transactions
The Anti-Phishing Working Group
(APWG) is developing a process that
would enable Internet domain registrars
to not only shut down phishing sites, but
also prevent them from being moved to
a new Internet Service provider. The
number of unique phishing sites totaled
23,630 in November 2007, according to
the APWG’s latest data, but could begin
to drop as a result of the new method.

PIN Security

Self-Audit Required in 2008

T

o enhance security for the millions of
PIN-activated transactions switched
through the PULSE network, and
assist in protecting cardholders’ PINs, each
PULSE processor is required to complete a
self-audit when joining the PULSE network,
and periodically thereafter.
The PULSE Operating Rules and
Procedures require processors to complete
this PULSE self-audit, known as the TG-3,
by December 31 of every even-numbered
year.
The TG-3 is designed to ensure that all
participant processors are in compliance
with technical, operational and securityrelated requirements. It also addresses
security controls from the PIN entry device
to the network interface.
The number of interchange transactions and the number of organizations
involved in processing them, has steadily
increased. Managing security controls can
be difficult, but inadequate security systems and procedures on the part of processors can amplify transactional risk for

financial institution card issuers. PULSE
has adopted the TG-3 to help ensure the
integrity of the network for all participants.
The TG-3 audit must be conducted by a
PULSE-approved auditor. To be approved,
an auditor must complete an approved
auditor training class and appropriate
refresher courses.
For more information about the TG-3
and how to obtain an approved auditor,
visit the PIN Security Compliance Review
page in the Processors section of the
PULSE Web site at www.pulse-eft.com.
You can also contact the PULSE
Compliance Department via e-mail at
compliance@pulse-eft.com for details.

Comerica to Issue Social Security
Debit Cards
Payments News
The U.S. Treasury Department has
selected Comerica Bank to issue prepaid
debit cards to Social Security recipients.
The cards are expected to be offered in
several states in the second quarter of
2008. Cardholders will be able to withdraw cash at ATMs, make purchases,
pay bills and receive cash back at the
point of sale. Any person now receiving
Social Security checks can participate
in the program.

P

San Francisco Tests Mobile
Payments

85%

The portion of North American
businesses that have had at
least one reportable breach
of customer or employee
personal data during the
previous 12 months.

Cardline
San Francisco’s Bay Area Rapid Transit
(BART) District has begun a four-month
test of prepaid mobile payments. Two
hundred thirty commuters can now use
microchip-equipped Sprint cell phones
to pay fares and purchase food at Jack in
the Box. Trial participants also can
download special content by holding
their phones up to certain advertisements
inside BART stations.

– Deloitte & Touche LLP and Poneman Institute LLC
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Session A

Tuesday, April 29, 1:15 – 2:15 p.m.
2008 PULSE Debit Issuer Study
Tony Hayes, Director, Oliver Wyman
The PULSE Debit Issuer Study has
rapidly become one of the most important
research studies related to U.S. debit card
use and issuance. The third edition of this
comprehensive study offers insights into
the current state of the debit card industry,
as well as issuers’ outlook on the future of
debit. Key topics that will be covered in
this session range from issuer performance
benchmarks and growth strategies to tools
and techniques for managing risk. Debit
card fraud trends, debit fees and debit
rewards programs also will be addressed.
PCI SSC Highlights and Future
Objectives
Bob Russo, General Manager, PCI
Security Standards Council
Rob Tourt, Vice President, Network
Services, Discover Financial Services
This focused session will provide an
update on the Payment Card Industry
Security Standards Council’s efforts to
enhance payment account security and
address emerging data security threats in
the payment card industry. Highlights
include an update on the current PCI standards; insight on how the standards are
developed, implemented and maintained;
and an overview of the council’s objectives.

T ONY HAYE S
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The session will also provide an overview
of Discover® Network’s outreach and
education initiatives as they relate to the
PCI standards.
Regulatory & Legislative Activities:
What Does the Future Hold?
Kurt Helwig, President and CEO,
Electronic Funds Transfer Association
Rusty Conner, Partner, DLA Piper 		
US LLP
To help protect your financial institution’s interests, it is necessary to stay
current on the regulatory and legislative
activities that occur within the payments
industry. This session will highlight topics
such as Reg E, prepaid cards, surcharging,
customer disclosure and the ever-changing
environment of privacy and data security
legislation.

Session B

Tuesday, April 29, 2:30 – 3:30 p.m.
Faster, Better, Cheaper: Payments,
Predictions and Protecting Your
Franchises
Lee Wetherington, Senior Vice President,
Goldleaf Financial Solutions
The year is 2008. We squeeze one billion
transistors onto a single thumbnail-sized
processor, store 50 gigabytes of data on a
single DVD and turbo-charge payments
switches with 64-bit processing velocity.
Over $300 billion in commercial deposits

B OB RUS S O
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migrate to banks offering remote deposit
(a.k.a. merchant capture), while patent
pirates extort a toll for each truncated
check image. Merchants lobby and litigate
successfully for interchange relief, while
wave-and-go contactless payments receive
a boost from NFC-equipped cell phones.
What does it all mean for you, your 		
financial institution and your payments
franchises?
Fraud Prevention – Strategies for
Reducing Loss
Jim Cichy, Vice President – Fraud
Management, PULSE
According to industry studies, net
fraud losses incurred by issuers have been
increasing, totaling $662 million in 2006
and are expected to rise to $750 million by
2009. This session will provide information
you can use to address the risk of debit
card fraud at your institution. Learn about
the latest methods fraudsters use to put
compromised cards into use faster than
ever before. Hear how some institutions are
successfully reducing their losses and find
out more about the technological solutions
PULSE has developed to reduce debit card
fraud risk for network participants.

K UR T H E LW IG

RUS T Y C ONNER

To help protect your financial
institution’s interests, it is
necessary to stay current on
the regulatory and legislative

activities that occur within the
payments industry.

Consumer Debit Preferences:
Enhancing Relationships, Creating
Efficiencies and Driving
Profitability
Bruce Cundiff, Senior Analyst, Javelin
Strategy and Research
This session will use Javelin’s in-depth
consumer data and industry trend analysis
to demonstrate how to best leverage the
debit card to enhance relationships
between consumers and financial institutions. The presentation will include
updates on consumers’ preference for
debit usage; trends that spur usage among
consumers; tips for formulating an enterprise-wide relationship strategy around the
debit card; and the effect that contactless
and other technologies have on enhancing
debit card affinity among various population segments.

Session C

Wednesday, April 30, 9:00 – 10:00 a.m.

communications, expedite staff education
and improve customer service. How are
Voice-over Internet Protocol (VoIP), video
conferencing, podcasts, intranets and the
newest developments in e-learning
impacting training? Learn what you need
to know now!
The Future of ATMs and How to
Prepare for It
Jim Block, Director, Advanced
Technology, Diebold, Inc.
Brian Pilla, Director of Marketing and
Deployment, North America – Financial
Solutions Division, NCR Corporation
In this panel discussion, you will
increase your knowledge of current trends
and future capabilities of ATMs. This session will also highlight new technologies
being implemented at ATMs nationwide.
The information provided will help you
evaluate what product enhancements are
available to improve ATM usage.

Market to the Max – Ideas to Elevate
Debit Card Marketing
Jeffrey Trachtman, Principal, PPS, LLC
Are you looking to boost the performance of your debit card portfolio? Debit
marketing programs could be the right
strategy for you. Over the years, debit
issuers have tried giving away everything
from ice cream to new cars in an effort to
increase customers’ use of their cards.
Which strategies work? Which are just
gimmicks? This session will look at the
anatomy of a debit card marketing program
and show how to build a repeatable process with measurable results. Complete
with case studies, this session will give
participants the tools to build new debit
card marketing programs from scratch,
or adjust existing strategies for greater
impact.

Your Customer is on the Phone...and
She Wants to Speak with God
Lee Wetherington, Senior Vice President,
Goldleaf Financial Solutions
More than anything, customers want
to speak with ONE person who is prompt,
courteous and, most importantly, allknowing! But how is that possible? Join Lee
Wetherington for an entertaining survey of
the technologies financial institutions are
and will soon be using to streamline
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IN CLOSING
Congratulations 2007 PULSATIONS
Reader Survey Winner
Reader Survey winner, Bruce Suino
with Mayo Employees Federal Credit Union
in Rochester, Minnesota, will receive one
complimentary registration to the 2008
PULSE Conference, scheduled for April
28-30 at the Wynn Las Vegas resort.

Thanks to all who participated in
the survey. We hope you enjoy the new
PULSATIONS.

PULSE Third-Party Audit Now
Available
The 2007 PULSE SAS 70 report is now
available on the Third-Party Audit page in
the Financial Institutions section of the

PULSE Web site at www.pulse-eft.com.
This audit, conducted in accordance with
Statement on Auditing Standard 70 (SAS 70)
assesses procedures and controls in areas
such as PULSE network operations, risk
assessment, monitoring and control environment. The audit is a regulatory requirement
and is intended to assist financial institutions
in an audit of their financial statements.

PULSE Launches New Advertising Campaign

All debit all the time

SM

T

he payments industry is becoming
increasingly complex and competitive.
The success of PULSE in this dynamic
arena is due in part to its focus on debit,
whereas other payments networks are
processor and merchant centered.
“We have spent years developing a
strong, unique position in the financial

Increase profit with
PULSE’s high PIN debit revenue
When your financial institution teams with PULSE, profits add up
fast. You get 100 percent of PIN debit interchange. And, unlike with
other networks, you pay no switch fees on PIN debit transactions.
PULSE combines best-in-class customer service with high revenue
and lower fees, generating exceptional value for debit card issuers.

payments industry,” stated Steve Sievert,
PULSE senior vice president, communications and marketing. “Our current ad
campaign reflects the fact that PULSE is
debit. Each ad focuses on a distinctive
PULSE value driver and the benefits it
brings our participants.”

Maximize debit uptime with
PULSE’s dual switch platforms

With consumers conducting billions of debit transactions a year,
there’s no better time to put PULSE to work for your bottom line.
Visit www.pulse-eft.com/profit.

A ll debit all the time SM

Recognized and respected by financial
institutions, processors, merchants, ISOs
and consumers alike, PULSE brings exceptional value to all participants. The ads,
which are running in select regional and
national publications, support the position
that PULSE is the debit network choice.

Leave debit fraudsters behind
with PULSE’s DebitProtect
SM

Choose one or choose them all,
PULSE’s best-in-class service is standard

One of the nation’s leading debit networks, PULSE strives to deliver
cardholders uninterrupted access to their money anytime. Dual
identical platforms operate simultaneously and continuously to
provide transaction switching while maximizing debit uptime.

PULSE’s DebitProtect solution helps your financial institution
identify and prevent potential fraudulent debit transactions. This
unique early warning system uses neural network technology to
monitor and score PULSE issuer debit transactions. You and your
cardholders win, fraudsters lose.

At PULSE, proven debit solutions are just the beginning. A leader in
electronic payments since 1981, we maximize the value of financial
institution participation through best-in-class personal relationship
service, industry research, educational webinars, marketing support
and much more.

Exceptional debit network reliability and availability are standard
at PULSE. Get the facts. Visit www.pulse-eft.com/reliability.

Together, we can stay ahead of debit fraud. Get started today.
Visit www.pulse-eft.com/debitprotect.

Find out why PULSE is the debit network that brings exceptional
value to all participants. Visit www.pulse-eft.com/service.
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