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If the best predictor of future 
success is past performance, 
you can be assured Harland 
Clarke will continue to 
expand its value proposition 
for fi nancial institutions of 
all sizes. Formed in May 
2007 from the merger of 
Clarke American and John H. 
Harland’s printed products 
and marketing services 
segments, the new Harland 
Clarke has a tradition and 
commitment to maintaining 
best practices and bringing 
forward the best of its shared 
services and solutions.

“And we are not stopping at 
best of the best,” says CEO 
Chuck Dawson. “In
any combination, we are 
looking to create new 
value with a new class of 
products and services.”

Harland Clarke’s track record 
includes more than 200 
years of combined industry 
leadership and a focus on 
helping fi nancial institutions 
better serve their customers 
and members. Today, that 
means Harland Clarke 
provides end-to-end product 
and service solutions for 

every stage of the customer 
life cycle—from acquisition 
and onboarding, to retention 
and growth.

The chronology below 
outlines the origins of 
many of Harland Clarke’s 
capabilities today:

The Early Years:
Pioneers In Print
The company that eventually 

became Clarke American 
was founded in San Antonio, 
Texas, in 1874, while John 
H. Harland Co. got its start 
in 1923, in Atlanta. By the 
1950s, both companies 
were pioneers in leading-
edge MICR (magnetic 
ink character recognition) 
technology, created to enable 
computerized tracking of 
checking transactions. In 
the 1970s and 1980s, the 
companies signifi cantly 
ramped up their check 

printing capacity, allowing 
them to better serve the 
increasingly consolidated and 
deregulated fi nancial industry. 
Within 10 years, check 
printing capacity increased 
four fold. 

In the 1990s, both companies 
were leaders in converting to 
digital printing and networked 
manufacturing. This provided 
effi ciencies for shorter runs 

and fl exible order routing, 
and it enabled a new 
capability—in-checkbook 
target marketing.

A Tradition of Performance 
Excellence
Harland Clarke now serves 
its combined client base 
with a foundational business 
model called Performance 
Excellence. In 1986, Clarke 
American introduced First 
in Service,™a total quality 
management program.
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When Clarke Printing and
John H. Harland were founded, 
respectively (page 1)

67%67%
The percentage of account 
holders who write 10 or more 
checks per month (page 7)

30%30%
The amount by which most 
banks can boost interchange 
income if they increase 
account holders’ debit card use 
by just three times a month 
(page 10)

$450,000
The amount saved by one 
institution annually by 
standardizing its forms process 
(page 12)
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In an industry where many mergers In an industry where many mergers 
fail, both Clarke American and Harland fail, both Clarke American and Harland 
have successfully acquired and have successfully acquired and 
integrated companies time and again.integrated companies time and again.



“If it ain’t broke, don’t fi x it” is 
an oft-repeated adage. But 
even when business seems to 
be running at a steady hum, 
sometimes it is simply those 
missed opportunities that can 
take their toll in terms of lost 
revenue and reduced account 
acquisitions. Smaller institutions, 
in particular, may lack the 
resources and marketing muscle 
of national banks and, therefore, 
may pass on offering products 
that can signifi cantly boost 
margins and acquisition rates.

“The answer is to consider offering 
turnkey products that give 
smaller banks a way to offer the 
innovative and tested products 
that huge banks take for granted,” 
says Michelle Thornton, director 
of client products and programs 
for Harland Clarke, which has 
been a pioneer in turnkey card 
payment solutions. These include 
payment options such as gift 
cards as well as customized debit 
and credit cards.

For community banks and credit 
unions without big infrastructure 
and access to cutting-edge 
technology, Harland Clarke’s 
card manufacturing and 

personalization services offer a 
way to ramp up revenue without 
sacrifi cing operating effi ciency.

Debit cards in particular can have 
a signifi cant effect on a bank’s 
bottom line. “It’s safe to say that 
for most institutions, increasing 
account holders’ debit card use 
by just three times a month can 
increase interchange income by at 
least 30 percent,” Thornton says. 

The trick, she explains, is to make 
your account holders want to use 
your bank’s debit card before the 
four other cards that, on average, 
most people carry in their wallets. 
How do you do this? Just as the 
books you read, the music on 
your iPod and the décor of your 
home all refl ect your identity, so, 
too, can a debit card refl ect your 
individuality and style.

For example, cards with themes 
that refl ect one’s environment—a 
desert scene for an Arizona bank 
or a snow-capped mountaintop 
for a New England credit union—
are in high demand. Likewise, 
translucent and trendy foil-based 
cards are extremely popular.

Yet smaller institutions might 
hesitate to incorporate customized 

debit cards. “Some banks 
assume that custom cards are 
too expensive to produce,” says 
Thornton. No longer. “We have the 
resources to custom design and 
print, often for less than generic 
cards offered elsewhere.” These 
designs can appeal to a variety of 
demographic groups; one example 
would be to members of affi nity 
programs, in which a percentage 
of card usage is donated to a 
particular organization, such as a 
university or charity—again driving 
higher usage.

Photo cards are a great example. 
A long-time staple of large 
card issuers, photo cards are 
now affordable and easy for 
any fi nancial institution to offer, 
regardless of size. “Banks like 
them because they reduce 
fraud and increase revenue and 
retention,” says Thornton, “so 
we made them doable from 
an operational standpoint.” 

Learn how to boost margins and acquisitions with easy-to-implement, 
state-of-the-art, customized payment cards.

Card Services:  Turnkey Products Give
Smaller Banks a Foot in the Door
Delivering Value interviews Harland Clarke’s Michelle Thornton, director of client products and programs So
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