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The Facts About FACTA's
Ildentity Theft“Red Flag' Rules

The information provided about FACTA and Red Flag rules is not legal advice. If legal advice is
required, the services of a legal professional should be sought.

November 1is the deadline for complying with Section 114 of FACTA (Fair and Accurate
Credit Transactions Act of 2003), also known as the “Red Flag” rules. If that fact has you
ready to wave the white flag, Harland Clarke can help. Delivering Value recently asked
Buddy Allen, senior product specialist in marketing with Harland Clarke,

some questions about the Red Flag rules. (Buddy is not a lawyer and his
comments below are not legal advice.)

DV: What are the Red Flag rules? What are the
requirements?

In October 2007, federal financial
institution regulatory agencies

and the Federal Trade Commission
issued rules that require financial
institutions and creditors to develop
and implement an identity theft prevention
program. According to regulators, “the program
must include reasonable policies and procedures
for detecting, preventing and mitigating identity theft
and enable a financial institution or creditor to: identify

BA

relevant patterns, practices and specific forms of activity that :’a\’c'z g;mst
are 'red flags' signaling possible identity theft and incorporate Ehchllock to
those red flags into the program; detect red flags that have been csmpﬁagnce

incorporated into the program; respond appropriately to any red flags
that are detected to prevent and mitigate identity theft; and, ensure the
program is updated periodically to reflect changes in risks from identity theft.

"l

DV: Who must comply?

BA: The rules state that “financial institutions and creditors that offer or maintain ‘covered
accounts’ must develop and implement a written program. A covered account is
(1) an account primarily for personal, family or household purposes, that involves or
is designed to permit multiple payments or transactions, or (2) any other account for
which there is a reasonable foreseeable risk to customers or the safety and soundness of
the financial institution or creditor from identity theft.”

'FDIC joint press release: “Agencies Issue Final Rules on Identity Theft Red Flags and Notices of Address Discrepancy” 31 Oct. 2007

? http://www.ftc.gov/os/fedreg/2007/november/071109redflags.pdf. The Guidelines provide 26 examples of red flags. (Continued on page 6)
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Harland Clarke's First Anniversary: Holding Corp. The holding

A Time of Celebration and Anticipation company oversees Harland
Clarke, Harland Financial

Solutions, and Scantron. Prior
to his current role, he served as
CEQ of Clarke American and
previously, as CEO of Rocky

At Harland Clarke, we have the best of both worlds. May 1 marked the Mountain Bank Note. He has
first anniversary of the merger of two industry leaders under the Harland  more than 30 years experience
Clarke banner, culminating a year of change and significant success. Our  in the securities printing

list of accomplishments from this past year is lengthy. We are ~ business, including GM

proud of that, but more importantly, we are focused on what responsibility with Harland.
our accomplishments mean for our clients. All our efforts

represent an investment of time, energy and resources in your direction—in helping your
financial institution achieve its goals, strengthen relationships with account holders, and
increase the lifetime value of those relationships.

When relationships are new, they often have a sense of excitement
and anticipation. As they become more established, whether in
business or in life, relationships tend to take on other qualities as well,
like familiarity and trust.

In this issue of Delivering Value, you'll find examples of what that looks like in terms of
day-to-day operations. The cover story outlines some key facts you need to know about
the November 1 FACTA “Red Flag” rules deadline and how your financial institution can navigate

the process smoothly. You'll learn more about how we've spent our time during the past year,
bringing forth best-in-class products and services to discover and activate the untapped potential
in our clients’ organizations. In Security Corner, you will read about the latest trends in identity
theft, according to a survey by Javelin Strategy and Research. If you have been looking for strategic
solutions to acquiring and retaining core deposits, Solution Spotlight can help. And you'll learn
more about the bottom-line and real-life impact Harland Clarke has on our clients and in their
communities.

As Harland Clarke heads into its second year of doing business as a unified company, we are

not only celebrating our successes. We are also looking ahead, anticipating the accomplishments
that will come as a result of blending more than 200 years of financial services experience with
innovation—both of which are needed in a competitive marketplace during turbulent economic
times—so we can best serve our clients. And in doing so, we will add more layers of trust and
familiarity to those relationships, strengthening an already solid foundation.

Best regards,

Chuck Dawson

President and CEO
Harland Clarke






