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Loyalty
Responding to
Non-traditional
Competitors

P

ayday lenders, virtual banks, online payment
services … competition for consumers’ transaction
and deposit business from non-traditional providers
is increasing like never before. The latest addition to this
list is decoupled debit, perceived by many as a competitive challenge to the traditional relationship between
financial institutions and their account holders.
PULSE believes these potential challenges can serve
as the driving force for financial institutions to develop
programs aimed at improving account holder service,
and thus fortifying customer loyalty.
To maintain a competitive edge as new providers
enter the industry landscape, financial institutions must
create a distinctive customer/member experience that
motivates account holders to remain loyal to their
institution and their debit card. To assist its participants
in achieving this goal, PULSE has developed four
(continued on page 10)

ATM/Debit Card Safety Awareness
June Campaign Features Fraud-Fighting Tools

I

t’s that time again … ATM/Debit Card Safety Awareness Month is around the corner. In the coming weeks, PULSE will launch its
annual ATM/Debit Card Safety Awareness campaign. The 2008 program will feature an online campaign kit for financial institutions.
Particulars on how to access the online kit and order materials will be distributed to PULSE® participants via e-mail in May.
		While, for the last eight years, PULSE has designated June as the month specially dedicated to ATM and debit card safety, the
subject is hardly old news. 		
(continued on page 7)
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VIEW FROM THE TOP

Dear PULSE Participant,

W

hile meeting the demands of merchants and consumers for a fast, convenient
payment alternative, the debit industry helps drive financial institution 		
profitability. A number of new payments products are being developed in an

attempt to tap into this growing market.
One such product garnering national attention is decoupled debit. Although the
concept has been around for some time, the industry learned last year that Capital One
was introducing a decoupled debit card that would be accepted on a major international

Dave Schneider

network. An ACH-based product, decoupled debit enables an entity other than the
financial institution holding a consumer’s demand deposit account to issue a debit card
that accesses that account. The result: A debit card issuer that does not hold the 		

“By working together,

consumer’s account can authorize transactions initiated through the use of their card

we can help your

guarantees settlement of the authorized decoupled debit transactions.

institution remain competitive by providing
consumers with the

and deduct funds from the account-holding institution. The third-party card issuer
Decoupled debit is a complex payments product fraught with uncertainty. While it’s
still too early to know how, or how much, decoupled debit will affect the debit industry,
we do know that decoupled debit has the potential to impact both interchange revenue
and customer relationships of traditional financial institutions.
Traditional financial institutions also face increased competition from other 		

debit products they

entities, including payday lenders, virtual banks and online payment services. Rather

want and service that

proactive approach.

exceeds expectations.”

institutions can take to boost customer loyalty and remain competitive include:

than wait to see if these competitors will make significant inroads, PULSE suggests a
As discussed at length in the lead story of PULSATIONS, some of the steps financial
• Expanding payments product offerings to incorporate products such as prepaid
		 debit cards, PINless bill pay and mobile banking;
• Launching or enhancing debit rewards programs to encourage cardholders to
		 use their debit cards more frequently, including enterprise-wide rewards with
		 incentives for bundling financial institution products and services;
• Introducing new brands, especially to target specific customer segments; and
• Creating a best-in-class service experience in all you do.
A strong offense is often the best defense. I urge you to evaluate every aspect of
your payments program strategy and customer service experience. Your PULSE representative is available to assist you in this crucial endeavor. By working together, we
can help your institution remain competitive by providing consumers with the debit
products they want and service that exceeds expectations.
Thanks for your time and continued support.
Sincerely,

Dave Schneider
President
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COMING SOON...
PULSE Debit Performance Webcast Series

Simplifying Chargebacks

Strategies to Decrease Fraud Cardholder Dispute Losses

P

ULSE is introducing a new free
webcast series that will help
minimize fraud losses by providing
strategies for handling chargeback processing. This value-added educational
series will outline cardholder dispute
processes and inform participants on
how to effectively handle customer
claims.

THE MAY SERIES will consist of
three one-hour sessions covering
the following topics:
May 15 Combating Fraud by
Managing Card Issuing 		
Risks

This three-part series will be presented by Paul Tomasofsky, president of
Two Sparrows Consulting, LLC. He is a
well-known payment systems executive
with 25 years’ experience in retail financial services and has advised numerous
industry-leading companies and organizations including PULSE, First Data,
NACHA, MoneyGram, The Port
Authority of New York/New Jersey,
Visa and MasterCard.
Each webcast will include a question
and answer period. In addition, participants will receive course materials and
access to on-demand replays and podcasts after the session to help promote
further training for employees at no
charge.

Registration materials will be
mailed to each PULSE financial institution. For more information on this or
any PULSE educational program, contact Melissa Voelkner at 920-453-9677 or
by e-mail at mvoelkner@pulse-eft.com

May 22 Chargeback Fundamentals:
An Introduction to 		
Effective Chargeback
Processing

p

90%

Ninety percent of all banked
households have debit cards.

– Bank Technology News, December 2007

May 29 Advanced Chargeback
Procedures: Key Strate gies in Dispute Resolution

PULSE EFT Association LP

is now PULSE
We have shortened our name to PULSE.

While our name has changed, our service 		
is as strong as ever.
Please update your records accordingly. 		
All future correspondence with PULSE
should indicate this change.
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PULSE Enhances

Product Management, Fraud
Prevention and Sales Teams
JUDITH MCGUIRE
Senior Vice President, Product Management

JAMES CICHY
Vice President, Fraud Management

MIKE URQUIZU
Vice President, Sales

P

ULSE has made staffing changes that
reflect an increased emphasis on
value-added products and services,
including fraud prevention.
PULSE has merged its product 		
management, retail services and strategic
business development teams into a single
department led by Judith McGuire, recently
promoted to senior vice president of product management. McGuire has been with
PULSE since 2002 and now directs product
management activities for all PULSE
network products. 		
“PULSE is committed to serving the
evolving needs of our network in a changing financial services marketplace,” said
David Schneider, PULSE president. “This
effort includes the work of Judith and her
team, which is dedicated to managing our
existing lineup of products and services, as
well as expanding this lineup.”
Internationally recognized fraud expert
James Cichy has joined PULSE as vice
president of fraud management. Cichy is
responsible for PULSE fraud protection
and prevention services, including
DebitProtectSM, which provides risk scoring

for all PIN, signature and PINless debit
transactions on the PULSE network.
“The addition of Jim’s expertise reflects
the prominence PULSE places on fraud
protection,” said Warren Coles, PULSE
executive vice president and chief operating officer. “Addressing fraud is a top
priority of our participants, and it’s a top
priority of PULSE.”
PULSE also has promoted Mike
Urquizu from senior manager of business
development to vice president of sales. A
PULSE employee since 2001, Urquizu oversees the national financial institution sales
program and manages a team of sales
executives. He is responsible for sales of
PULSE participation, as well as various
processing solutions.
“Mike has extensive experience in the
EFT industry, and manages a broad and
growing sales force for PULSE,” said Fritz
Weitzel, senior vice president of sales. “His
team’s efforts have contributed significantly to PULSE’s phenomenal growth over
the past two years.”

Randolph-Brooks, PULSE Team to Focus on Fraud

S

trategies for minimizing fraud losses
were the focus of a recent forum
sponsored by PULSE and hosted by
Randolph-Brooks Federal Credit Union.
The half-day session was attended by
more than 30 individuals from 16 financial
institutions in the San Antonio and Austin
areas. The event provided an opportunity
for attendees to learn about the latest fraud
trends from PULSE security experts and
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share best practices for handling cardholder disputes and fraud claims.
“We know fraud continues to be a
major concern for our participants,” said
Jim Cichy, PULSE vice president of fraud
management. “In addition to providing
participants with fraud prevention solutions, PULSE is supporting a series of
informational forums to facilitate the
exchange of information and sharing of
successful anti-fraud measures.”
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Attendees at the San Antonio forum
also received an update on future enhancements to PULSE’s DebitProtectSM fraud
detection system.
Financial institutions interested in
co-hosting a fraud prevention forum in
conjunction with PULSE should contact
Cheryl Garcia at 800-420-2122 or via e-mail
at cgarcia@pulse-eft.com.

PULSE PRODUCT FOCUS
Perks EverydaySM: Building Customer Loyalty

Debit Rewards Made Easy
R

ecent studies confirm that consumers’ preference for debit as a form of
payment continues to rise. In addition, continued competition for customers
and members is making it increasingly
challenging for financial institutions to
deepen relationships with existing account
holders, let alone build their account holder
base.

With the cost of acquiring a new
account holder running in the hundreds of
dollars, financial institutions are searching
for ways to increase their account volume.
Many of these financial institutions are
becoming interested in debit card rewards
or relationship-based rewards as a method
of differentiating their services from the
rest of the pack.
The PULSE 2007 Debit Issuer Study
illustrates trends that support the importance of debit card rewards:
• Only 37 percent of the issuers
		 surveyed in 2006 offered a debit
		 rewards program to some or all of
		 their consumer cardholders
• The average uplift in transaction
		 activity for the issuers offering
		 points-based programs was
		 approximately 24 percent
• Although most of the issuers surveyed
		 only offered rewards on signature
		 transactions, institutions are increas		 ingly rewarding for PIN transactions
		 as well, and for the broader banking
		 relationship
Despite the positive benefits associated
with debit rewards, the complexity and
expense involved with establishing such as
program independently have been a deterrent to many issuers.
Perks EverydaySM, available to all
PULSE issuers, offloads that complexity
and heavy lifting to PULSE, and at a
reasonable cost.
			
				

Perks Everyday is available in three
customizable programs, from turnkey to
completely customized, and the program
can be co-branded for increased issuer
recognition. The customer version includes
a relationship program option in which
participants can pool additional points
earned on products such as loans, lines
of credit and online bill payment, improving product cross-sell and cardholder
retention.
Cardholders appreciate this program
because they are rewarded with points for
every signature debit transaction, and, at
the issuer’s option, for PIN transactions as
well. The program, which can be customized to any size or type of issuer, provides a
variety of reward choices: gift certificates,
merchandise, travel, charity donations and
cash rewards. Issuers are rewarded with a
program that is easy to manage and brings
them loyal, satisfied customers.
Program success depends upon effective marketing and communication. A
complete line of prepared marketing
materials is available for institutions to use
right away. These materials can be easily
customized with the institution’s logo or
location information.
For questions about Perks Everyday,
visit www.pulse-eft.com and click on
Products & Services/Payment Services/
PULSE Debit Solutions/Perks Everyday or
call the PULSE client services team at
877-247-8573.

A 2007 PULSE study
indicates that average
card spend will increase
25 percent when cardholders earn rewards on
their cards, and that those
cardholders will be less
likely to be lured away by
another institution.
5
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Pay at Your Table
It’s safe, fast and easy!

P

ay at the table systems are set to
transform restaurant payment transactions in the casual dining atmosphere. These wireless hand-held payment
technologies are safe, fast and easy to use.
They accept PIN debit, signature debit and
all major credit cards. The systems have
been popular in Europe and other parts of
the world for some time.
While observing an increase in PIN
debit acceptance over the past year and
applying the knowledge attained from
research, PULSE saw an opportunity to
add value. In response to the demand for
more secure, cost-effective payment
acceptance, PULSE began developing pilot
programs for casual dining restaurants
promoting pay at the table. The systems
support the card payment acceptance
trend, in addition to providing numerous
benefits to merchants and consumers.

Restaurants will take your payment,
not your card. The consumer’s card never
leaves his or her site, thus, reducing
chances of fraud. Consumers are prompted
to utilize the system’s unique features, such
as a tip calculator, for convenience.
“With PIN debit being a cost-effective,
secure transaction, it was the obvious next
step for acceptance in casual dining,” said
Mary Alexander, PULSE national accounts
sales and service manager.
As consumer PIN debit usage continues
to increase, it is expected that pay at the
table systems will become a common
fixture in casual dining restaurants 		
nationwide. Card fraud is reduced when
consumers use their PIN. Restaurants aim
to ensure consumers feel secure while
enjoying a pleasant dining experience.
In addition to significantly reducing the
chances of fraud, pay at the table provides

restaurateurs with faster receipt of funds,
greater productivity resulting from fast
table turnaround time and reduced
chargebacks on PIN.
For more information on this growing
trend in casual dining, contact Mary
Alexander at 214-370-8909.

p

PULSE Signs Seven New
Discover Debit Issuers


P

ULSE and Discover Financial
Services have signed agreements
with seven financial institutions for
the issuance of Discover Debit cards. The
institutions are:

The First Security Bank
Beaver, Oklahoma

First National Bank in Munday		
Munday, Texas

The banks’ Discover Debit card 		
programs are at varying stages of implementation.
“Discover Debit issuers are pleased
with the security benefits of the product’s
100 percent transaction authorization
standard,” said Judith McGuire, PULSE
senior vice president. “In addition, introducing a new debit card brand can help
financial institutions boost card usage by
providing an opportunity to market the
card to new, low-activity or inactive
accounts.”

First National Bank at the Mid-Cities
Bedford, Texas
The First National Bank of Baird		
Baird, Texas
The First National Bank of Barnesville
Barnesville, Georgia
The First National Bank of Weatherford
Weatherford, Texas

All debit all the time

ValueBank Texas				
Corpus Christi, Texas
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“I’m anticipating a significant
enhancement to ValueBank’s bottom-line
profitability because of Discover Debit’s
lower network expenses and excellent
revenue opportunities,” said Scott
Heitkamp, president and CEO of
ValueBank Texas.
Many of the leading third-party EFT
processors are now certified to support
Discover Debit, or they are in the process
of becoming certified. 			
For more information on Discover
Debit, visit www.discovernetwork.com.
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ATM/Debit Card Safety Awareness

PROTECT
Your Cardholders

(continued from page 1)

Current Trends
The 2007 Federal Reserve Payments
Study, released in December, revealed
that PIN debit volume grew more than 26
percent from 2003 to 2006, while signature
debit increased over 15 percent, both
continuing to exceed the growth of credit
card payments. Debit is fast becoming the
preferred method of payment for consumers, and shows no signs of waning.
“As the number of debit transactions
continues to increase, a greater number of
fraudulent transactions naturally follows.
However, the incident rate of fraud is holding strong,” said Jim Cichy, vice president
of fraud management for PULSE.
The AFP reveals that 71 percent of
survey respondents reported actual or
attempted fraud last year, virtually
unchanged from 72 percent in 2006. Of
those companies, 52 percent said the
number of fraudulent incidents was also
unchanged. Among merchants reporting
consumer-based fraud, only 11 percent
reported attempted or confirmed fraud on
PIN debit cards.
Fraudsters are searching for newer,
more high-tech ways to infiltrate financial
accounts and information, a daunting
reality to be sure. On the bright side, the
implication is that they must continually
work harder to commit these crimes
because the financial industry is thwarting
their efforts with stronger controls and
more reliable protective devices.

Fraud-fighting Strategies

Order ATM/Debit Card
Safety Materials Today!
PULSE offers a variety of
materials designed to enhance
your cardholders’ personal
safety and protect against
identity theft and fraud. To
order, visit www.pulse-eft.com
and click Communications
Materials under the ATM/Debit
Safety tab.

well-lighted ATMs; incorporating fraud
protection services that monitor accounts
24/7; and educating cardholders on how
they can participate in the fight against
fraud.
Cardholders should also take steps to
proactively protect themselves. They
should take extra precautions such as
guarding debit cards like cash, keeping
PIN numbers private, monitoring accounts
regularly and reporting unsolicited e-mails
requesting private information.
PULSE is committed to staying ahead
in the fight against fraud. We hope you’ll
join us again this year.

Everyone plays a role in combating
fraud. Financial institutions should protect
their account holders by providing safe,

ATM/Debit Card Safety Awareness Campaign Kit
•

Printed statement inserts (displayed at right) available for order

•

Electronic versions of the statement inserts

•

Link to PULSE Safety Tips for use on participants’ Web sites

•

Details on PULSE fraud prevention services
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Recognizing Top Five PULSE
Processors for 2007

P

ULSE is committed to providing exceptional service to network participants,
as well as making participation development a priority.

		PULSE works closely with its processors to bring new participants into the
network. “Year after year, PULSE processors provide first-rate service to PULSE
participants,“ said Rich Green, senior
manager of business development at
PULSE. “We have an excellent relationship

with our processors and are eager to continue working with them in 2008 to bring
opportunity and value to these organizations and financial institutions.”
PULSE proudly recognizes the top five
processors for 2007 in terms of increasing

network participation. These processors
helped PULSE increase participation in
the network to more than 4,500 financial
institutions by year end.

®

Elan, based in St. Paul, Minnesota,
delivers a complete range of reliable
and secure ATM and debit processing
solutions to financial institutions
and independent sales organizations.
As an experienced national provider,
Elan offers all of the program management and support tools that
optimize programs of any size. Elan
also owns and operates the MoneyPass surcharge-free ATM network,
which provides access to thousands
of ATMs from coast-to-coast.

Fidelity National Information
Services (FIS) is a leading provider of
core financial institution processing,
card issuer and transaction processing services. FIS has processing and
technology relationships with 40 of
the top 50 global banks. Headquartered in Jacksonville, Florida, FIS
maintains a strong global presence,
serving more than 9,000 financial
institutions in more than 90 countries worldwide.

As the electronic payment processing division of Fifth Third Bancorp,
headquartered in Cincinnati, Ohio,
this organization handles ATM and
debit card processing, ATM driving,
card production and debit card
portfolio management. One of the
nation’s oldest and largest transaction processors, Fifth Third Processing Solutions provides processing for
both national and global financial
institutions.

Based in Monett, Missouri, Jack
Henry & Associates, Inc. is a leading
provider of integrated technology
solutions and data processing
services for financial institutions.
This organization offers enterprisewide automation and both in-house
and outsourced operating environments and focuses on client-centric
solutions with a high level of personal service.

Fiserv EFT provides comprehensive
ATM and debit processing services
to more than 2,700 financial institutions across the United States.
Fiserv EFT owns the ACCEL/Exchange
Network, operates 18,000 ATMs and
processed approximately 5.4 billion
ATM and debit transactions in 2007,
making it one of the largest financial
transaction processors in the nation.

PULSE
processed

19% more

transactions in the
first quarter of 2008,
representing a 24%
increase in dollar volume
compared to the same
period in 2007.
– Discover Financial Ser vices
Quarterly Report
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DebitProtect to
Replace PULSE Watch
SM

DEBIT NEWS MINUTE



New System Offers Participants Enhanced
Fraud Protection

P

ULSE will discontinue its PULSE
Watch service, which provides alerts
for suspect debit card transactions,
on May 1 of this year. PULSE has begun
offering an improved alert service,
DebitProtectSM, PULSE’s neural network
fraud detection system, in its place.
DebitProtect, which was implemented
in September 2007, was designed specifically for debit transactions. It helps reduce
fraud by scoring all PULSE issuer transactions on the PULSE network and alerting
institutions when suspect transactions are
identified. The near-real-time fraud alerts
that are available through DebitProtect are
a more proactive communication and offer
a more refined view of suspicious activity.

ATM Users Want More
Self-Service Options

The core DebitProtect service is provided
to all network participants at no cost.
Research shows each fraudulent transaction can cost $500, on average, so using
DebitProtect as an early warning system
can help save significant dollars in fraud
losses for financial institutions.
In order to utilize DebitProtect, and to
maintain compliance with the PULSE
Operating Rules and Procedures, financial
institutions need to register two system
users with PULSE. Complete details about
the benefits and requirements for participation are available on the PULSE Web site at
www.pulse-eft.com/pulsesecurity or by
phone at 800-420-2122.

p

Phishing Affects Institutions’
Use of E-mail

A

new report by Aite Group reveals that
financial institutions are continuing
to communicate with account holders by e-mail, despite the fact that phishing
is undermining consumer confidence in
e-mail messages received from financial
services providers.
The report, titled Reclaiming E-mail:
Strategies for Rebuilding End-User Trust,
indicates that 78 percent of the 18 banks
and credit unions surveyed are either
“concerned” or “very concerned” about
phishing. Yet the financial services 		
industry is lagging in its use of e-mail
authentication.
E-mail alerts are currently offered by
56 percent of Aite’s survey respondents,
and another 39 percent plan to do so within
two years. At the same time, financial
services providers continue to be the target
of nearly 92 percent of phishing attacks,

according to the Anti-Phishing Working
Group (www.anti-phishing.org).
“Fraudsters have grown increasingly
precise, moving down the chain to target
customers of smaller institutions, such as
credit unions,” said Aite in a press release.
“Given the volume of attacks specifically
impacting both customers and brands,
financial institutions of all sizes must be
more proactive in developing initiatives
designed to mitigate the problem.”
As frequent targets of phishing
attacks, many of the large institutions
surveyed have introduced programs
aimed at educating consumers about the
issue and building their trust. However,
only 20 percent of FDIC member institutions are using e-mail authentication
technologies, compared with more than
half of Fortune 500 companies, says Aite.
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NCR Corp.
Self-service is one of many options consumers demand, without eliminating the
need for in-person or assisted service,
according to a survey conducted by
Harris Interactive for NCR Corp. Sixtysix percent of respondents said the
availability of self-service options result
in a more positive perception of an ATM
brand. Consumers also value the ability
to use a combination of self-service
channels – PDA or cell phone, the Internet
and ATMs or kiosks – to improve their
overall experience.

Texas Introduces ID Theft
Notification System
American Banker
The Texas Department of Banking has
set a national precedent by launching the
Closed Account Notification System
(CANS). The secure electronic system
enables financial institutions to notify
check verification companies immediately when customers’ accounts are
closed due to fraudulent activity. There
is no cost for institutions to register and
begin utilizing the service.

Nilson Report Names Top
U.S. Merchant Acquirers
Nilson Report
Chase Paymentech and First Data ranked
first and second, respectively, among
merchant acquirers in 2007 U.S. debit and
credit purchase volume, according to the
Nilson Report. Rounding out the top five
were, in descending order, BA Merchant
Services, Nova Information Systems and
Fifth Third Bank. The ranking excludes
alliances and partnerships.
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Customer Loyalty

(continued from page 1)

recommendations, as well as supporting
examples, that show how institutions
across the country have found innovative
ways to differentiate their services and
enhance relationships with customers.

Recommendation 1: Diversify 		
payments product offerings
Emerging products such as prepaid
debit cards, mobile banking and PINless
online bill payment provide opportunities
to expand service offerings, revitalize
marketing efforts and establish new revenue streams. The more products your
cardholders use, the more they are likely
to stick with your institution in the face
of competing offers.

Example Programs
Bank of America’s Keep The Change®
program and Wachovia’s Way2SaveSM provide automated savings mechanisms linked
to debit cards. During its first six months
of operation, Keep The Change resulted in
aggregate customer savings of more than
$60 million, according to Bank of America.
If an institution can help its account holders achieve a personal goal – saving more
– customer loyalty is sure to follow.

Recommendation 2: Launch or
ramp-up rewards programs
Products like decoupled debit cards use
rewards to entice consumers. To combat
this potential advantage, introduce debit
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rewards or enhance rewards programs to
include PIN debit transactions in addition
to signature debit transactions. Better yet,
expand programs to reward customers
for multiple aspects of their relationship
with your institution. To maximize the
effectiveness of this strategy and to avoid
unnecessary expense, consider a targeted
approach that focuses on your most valuable customers and those most at risk of
moving to a non-traditional provider.

Example Programs
In an effort to increase account 		
acquisitions and debit card usage, Central
National Bank & Trust of Enid, Oklahoma
introduced the Discover® Debit signature
card. In less than a year, the bank issued
more than 10,000 Discover Debit cards
and recorded a significant increase in
transaction volume. The institution also
has introduced Discover Debit gift and
payroll cards.

Example Programs
Randolph-Brooks Federal Credit Union
has a simple and unique debit rewards
program that offers debit cardholders a 10¢
cash reward on every PIN and signature
transaction. Members
earned a combined $2.8
million in rewards from
the program in 2007, and
RBFCU benefited from
increased transaction
volumes, as well as
greater member loyalty –
the program’s primary
goal.
Banco Popular’s
Premia® program allows
customers to earn points
for opening checking,
deposit or investment
accounts; making debit
or credit card purchases;
taking out loans or
leases; and paying bills online. PULSE
offers the Perks EverydaySM rewards program, which includes an option that pools
debit points with those earned on loans,
lines of credit and online bill payments.

Recommendation 4: Create a 		
best-in-class service experience

Recommendation 3: Introduce
new brands
Even something as simple as offering
a new brand of an existing product can
help boost transaction activity and fee
income. Introducing an additional option
gives issuers an opportunity to target
different customer segments, such as
business customers and inactive or 		
low-activity accounts.
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Without a doubt, customer-service
excellence is the best offense against all
competitors. Look at service from the customer’s point of view. Deal with complaints
in a timely manner. And train your staff to
only make promises you will keep.
Example Programs
Arvest Bank of Fayetteville, Arkansas
preserves its customer focus by, among
other things, maintaining high staffing
levels and offering extended hours. As a
result of the bank’s efforts, its assets have
grown 32 percent over the past two years,
according to an October 2007 American
Banker article.
U.S. Bank has instituted its “PowerBank”
strategy in selected branches, with much
success. The program focuses on delivering
faster, friendlier and better service. The
bank told American Banker in early 2007
that the program can increase its revenue
in a given market by 2 to 4 percent within
two years.

Take action now
A “wait-and-see” response to new
competitors could be dangerous in today’s
environment of rapid change. Financial
institutions should focus now on the
real-world opportunities these challenges
present and provide consumers with the
payments products and services they
want, along with a best-in-class service
experience.

PULSE Participant Elected ICBA
Cynthia Blankenship to Chair the Nation’s
Chairman Community Bank Organization

C

Cynthia Blankenship

ynthia Blankenship, vice chairman
of Bank of the West in Irving, Texas,
was elected 2008-2009 chairman of
Independent Community Bankers of
America (ICBA). Elected at the ICBA
National Convention in Orlando, Florida
March 5, she also serves as chairman of
the ICBA Executive Committee and of the
ICBA Board of Directors.
ICBA is a national trade association
dedicated exclusively to promoting the
interests of locally operated community
banks and savings institutions. Member
community banks pride themselves on
their financial expertise and quality 		

customer service, and offer a preferred
financial services option for millions of
consumers, small businesses, farms and
ranches.
Blankenship previously held leadership
positions at Independent Bankers
Association of Texas (IBAT) that included
chairman of both IBAT and the IBAT
Education Foundation. She has been
named by U.S. Banker magazine as one of
the “50 Most Powerful Women in Banking.”

‘Discover EDGE’ Offers
Consumer Finance Tips

P

ULSE’s parent company has launched
an online resource to help consumers
better manage their time and money.
Discover EDGE features articles and
videos on “financial wellness,” budgeting,
credit, savings and other topics.
The site offers financial and credit
literacy content that arms consumers with
the information they need to make wide
credit decisions. Other sections cover such
wide-ranging subjects as:
• Maximizing tax deductions
• Cost-effective home renovations
• Money-saving travel advice
• Smart online shopping tips
• Sound investment strategies
• Finding the best cell phone plan

Discover EDGE was developed and is
maintained by an independent team of
trusted experts. Contributors include
freelance consumer writers and former
television producers.
Discover EDGE is part of Discover
Financial Services’ commitment to
providing products and services that put
cardmembers in control of their spending
and help them manage their finances.
Discover Card also offers a Credit Score
Tracker, Paydown and Purchase Planners,
and e-mail reminders to help cardmembers
track spending, make payments on time
and stay safely within their credit limit.
For more information, simply visit
www.discovercard.com/edge.

p
The Web site also includes regular
features such as “Ask Ilyce” – an insightful
Q&A in which bestselling author and
finance expert Ilyce Glink answers
questions from Discover Cardmembers
on personal finance matters.
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$350
BILLION

Value of PIN debit
purchases in 2006

8.5%

Percentage of
PIN debit purchases
that included cash back
– Federal Reserve Systems’ 2007 Electronic
Payments Study
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IN CLOSING
Introducing PULSATIONS Online
A fully interactive online version of
PULSATIONS is now available.
PULSATIONS Online, launched with the
January/February issue of the magazine,
can be found on the PULSE Web site at
www.pulse-eft.com/pulsations.
PULSATIONS Online will feature the
same articles that appear in each issue of
PULSATIONS. Readers also can access
past issues and submit questions and/or
suggestions through the online edition at
www.pulse-eft.com/pulsations.

If you have any questions about the Web
site registration process, please e-mail
webmaster@pulse-eft.com or call Ralynn
Bowden at 800-420-2122.

Thanks to H-E-B . . .

Houston-area H-E-B Store is the
Stage for PULSE Photo Shoot

T

he new Vintage Park Market H-E-B
store, located in Northwest Houston,
was the setting for a recent PULSE
point-of-sale photo shoot.
“H-E-B was very accommodating during
the all-day photo shoot,” said Steve Sievert,
PULSE’s senior vice president of marketing
and communications. “The store allowed
us to shoot at eight different locations,
providing PULSE with a wide variety of

photos to use in our promotional materials,
newsletters and on our Web site.”
H-E-B, based in San Antonio, Texas,
has been a PULSE debit participant for
years. They serve families all over Texas
and Mexico with more than 300 stores and
56,000 employees.
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