Credit Solatioms

Los Angeles

TheBlIz

CREDIT & COLLECTION NEWS

Est. 1930

Volume VI Issue Il Caine & Weiner Newsletter

Using Credit & Collection to Increase Sales

2nd Quarter 2006

Gerry Parran

Louisville

Inside this issue:

In my 29-year career in sales and
sales management | have seen too
many companies attempt to increase
sales with approaches that stretch
every fiber of the organization and
overlook tactics that are easy to
implement and provide a fast ROI.
Using collections to increase sales is
just such an approach and it can be
used with both existing customers as
well as prospective customers.

Increasing Sales to Your ‘A’
Accounts

First, identify the 20% to 25% of the
customer base who generate the most
revenue. Second, review their risk
profile, i.e., payment history, credit
lines, etc. Third, for those accounts

any additional risk. This increase in
credit limit will often encourage them
to increase their ‘spend’ with your
company. Once again, write a letter
letting them know you are increasing
their line of credit due to their
exceptional payment history.

Using Credit & Collections to
Generate New Customers

When pursuing new customers, your
value proposition should include a
credit policy that is more liberal than
industry norms.

This can be an
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customer satisfaction.

Increasing Sales to Other Select
Accounts

A second group of customers to
target with an increase in credit line
are those who are regularly below
their credit limits. They too offer little if

sensitive, not time-sensitive. In
addition, an expanded customer base
will also act to spread your risks.

In my sales career | quickly learned
the benefits of collaborating closely
with the credit department. Below is a
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Basics, not luxuries, blamed for high debt

Why are Americans so
deeply in debt? It's not
because they are using
credit cards to buy plasma
TVs and premium coffee
drinks at Starbucks. The
real culprits, according to a
new analysis, are the rising
costs of housing, health
care and education.

The debt of the typical
American family earning
about $45,000 a year rose
33.1 percent from 2001 to

2004, after adjusting for
inflation, according to a
study based on data
compiled from the Federal
Reserve Board's most
recent Survey of
Consumer Finances.

Real wages, after
adjusting for inflation, have
been flat since 2001,
according to the study,
while the cost of big-ticket
items for which families
pay the most rose. In the

past five years, the costs
of medical care, housing,
food, cars and
household operations
rose 11.2 percent, the
study said. Many
families are trying to
make up the difference
by borrowing, according
to Christian E. Weller,
author of the report and
a senior economist at
the center.

The average American
family is walking a high
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wire and hoping there
won't be a high wind,"

Warren said.

Housing debt has
climbed notably because
home prices have risen
and people have
borrowed against the
equity in their homes.
From 1989 to 2004, for
example, the median
mortgage debt more than
doubled, from $46,900 to
$96,000.

®

Caine & Weiner unveils updated website

In keeping with Caine &
Weiner’s continued growth
and re-branding strategy, its
redesigned website was
officially launched this
month.

“We received a lot of
positive commentary on the
site we used for the last few
years”, said Bob Caine—
Chairman and CEO”, “And
we wanted to add some
additional features that our
clients could use. We have
loyal clients we really care
about and want to make it
easy for them to use our
service”.

The new layout features
added logo enhancements
which include a solid red bar
and a blue and yellow
international ribbon to
reinforce Caine & Weiner's
presence in global credit &
collections.

Site navigation for website
visitors was given top

priority. To accomplish it
some of the previous links
were re-titled and include
drop-down menus for
easily traversing the
websites many pages.

New tools include a snazzy
international currency
converter and a listing of
global legal systems.

Caine & Weiner’'s White
paper—"Everything you
ever wanted to know about
collections but were afraid
to ask” is available as a
free PDF download. It can
be accessed from the
home page.

Although the website is
one of the most
comprehensive in the
industry-containing a lot of
reference information and
helpful tools for credit
executives effort was taken
to also include Otis’ World.

Otis is Caine & Weiner's

animated spokesman who
weighs in on important and
sometimes not so important
subjects. His mirthful
presence, which adorns man
of Caine & Weiner’s trade
show promotions, marketing
campaigns, and information
tri-folds has been well
received by our clients and
prospects.

“You can’t help but like the
little guy”, said Caine, “ He
even has his own
newsletter—The Otis Notice,
which he will send to you if

you visit his page.

The site accomplishes
Caine & Weiner's goal to
provide substantive
information, tools and
information to our clients.

“Many sites”, said Caine,
“Are little more than a
sales and marketing
vehicle to attract
prospects. They are lured
by keyword phrases and
SEO strategies to reach
as many potential
customers as possible.
Our highest priority,
however, is client

Yy satisfaction. With that in
mind our site was created
for them. Apparently
web-surfers find it to their
liking. A number of them
ended up using our
service”.
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Consumer Sentiment Plunges to 7-Month Low
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short example
demonstrating the value of
collaboration between
sales and credit.

Credit & Sales
collaboration Saves a
Sale

A company received a
large order from one of its
strategic accounts while at
the same time the
customer’s balance was
nearing its limit. Prior to the
consummation of the sale,
the seller's automated A/R
system saw that the
customer was approaching
its credit limit and had sent
an alert to a collections
agent. The credit &
collections department,
working closely with the
field sales team, had the
collections agent contact
the customer, obtain a

Caine & Weiner is an international accounts receivable management company that
provides commercial and retail credit & collection services to the global business

community.

Established in 1930 by Sidney Caine and Charles Weiner the firm has offices strategically
located across the U.S to service their 3,500 clients.

Using Credit & Collection to Increase Sales (cont'd

check number as a
commitment to make
payment, and then update
the A/R systems
accordingly.

Upon receipt of the
customer’s order, the
seller’'s automated order
entry system notified the
credit department that a
large order had just been
entered for this customer.
Confident that payment
was being made, the
credit department allowed
the transaction to proceed
without interruption. This
collaborative effort
between sales and credit
was the key to retaining an
important customer order.

Gerry Parran is the President
of Premier Professionals &
Executives, an Orland Park,

Illinois-based professional
services firm providing
advisors, coaches, mentors,
and industry professionals on
an as-needed-basis to
business, science, education,
and government. Based on
his 28-year career in sales
and sales management,

Gerry advises small and mid-

cap organizations on
improving their sales
performance.

Gerry can be reached at
gparran@premiersystemsinc.com




