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The future of marketing is there
for anyone to see — just log onto
the Intermet. In less than a dec-
ade the World Wide Weh has
changed from a research en-
clave to the Main Sireet of the
world. In spite of resistance
from those who treasured its
cerlier academic and free-spir-
ited mature {(back when "every-
thing on the Internet was free"),
the Web has become a booming
marketplace. In  the vears
ahead. 1t will continue to shift
from a medium of personal
communication and expression
o a place of economic oppor-
umity.

While some writers. such as
David Brin in his science fic-
non novel Farth, predicted the
aweep and pervasiveness of the
Web, s social and economic
IMPACTS continue 10 Surprise us.
The rate of change on the Net 1s
amazing - nothing seems W
stand stull. In confrast to
Moore's law, where compuier
speed and capacity double
every |8 months, the Intermet
seems to double in capacity (if
not speed) every 18 weeks. Ac-
cordingly, we: have the luxury
of watching a process unfold in
what seems like fime-lapse
photography,

The Credir Professional
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By Tim Mack

The World Wide Web was still
a novelty to many marketers
even 18 months ago, but Inter-
nel marketing is now coming
into its own. U.5. consumers
spent at least 52.3 billion over
the Internet durng the 1998
Christmas season alone (and
were expected to spend 59 l-
lion in 1999). Eight and a hall
million T.8. households pur-
chased holiday gifts online in
1998, up from 2 million iIn
1997, secording to The Wall
Streer Jowrnal. Online clothing
sales tmpled to 3330 mlhon

Electronic Marketing:
What You Can Expect

The e-marketing industry has a
bright future, but watch out for some
\ underhanded tactics.

vears — a fivefold increase. The
last half-decade saw declines of
around 3% in the amount of
hours per week that Americans
watched network TV, listened
to the radio, and read newspa-
pers. A few media, magazines
and books, for example, grew at
about the same rate. Only cable
TV showed senious growth over
this period, with an increase of
about 30%.

Part of the Internet's increasing
popularity is fueled by the
growmg use of eredit cards on-
fine. According to MasterCard

Part of the Internet's increasing popularity
is fueled by the growing use
of credit cards online.

from 1997, The New York
Times noted, and are expected
lo continue to grow at a similar
rate.

Although the Internet is not vet
equal to other forms of mar-
keting mediz in terms of te-
turns, the Ttesearch firm
FIND/SVP determmed that the
Internet rose from eighth to
about fourth place among con-
sumer media over the past five

L

International, the maost often
purchased Net products were
software (41%), followed by
books (29%) and computer
ardware (18%). Smaller but
growing  categories  melude
food, airline tickets, CDs. flow-
ers, and clothes,

One Internet  advertising
agency, the Double Click Com-
pany, believes that Web users
now total 150 million world-

Spring, 2000



wide. This estimate may be
conservative. For example,
about 14 million Japanese now
use the Intemnet, but many ana-
lysts predict that figure wall rise
w 27 mullion by 2001, That
would mean e-commerce in
Japan would jump from 200
billion yen annually today (1.8
billion) to 1 trllion yven in 2001
(58.5 billion).

What does this mean for vou,
the Web surfer, e-mail writer.
and potential  e-consumer?
What can you expect 1o see
when vou walk down the Main
Street of the world in the vears
ahead? Here are some hkely
possibilities,

Expect More Ads

Marketers want to contact vou.
the potential customer, directly.
without investing m a big ad-
vertising or research budget,
With the Internet, this 15 almost
magically possible. Web ad-
vertising will reach 59 billion
per year by 2002, According to
Jupiter Communications, a
leading Internet research firm.
While banner ads on Weh sites
sometimes gel no more than a
1% response (compared with
5%-T% for direct mail), the
cost is dramatically less: A
Web site ad may cost 53 for
each 1.000 mdividuals who
view if, while direct mai] could
cost S50 to reach the same
1,000 sets of eveballs.

On the Internet. companies can
test advertising banners on a
variety of sites at relatively lit-
tle cost and continue with the
most-effective ones. It 1s possi-
ble for companies 10 manage
this feedback process them-
selves, but a number of entre-
prencurial firms have sprung up
to provide this and related

The Credit Professional

services, including complete
automation of the backroom
sales process.

While a TV commercial has 30
to 60 seconds to influence vou,
on the Web the average is only
five to 10 seconds before you
click away to another page or
site. Imitizlly, technology only
allowed small, static ads that
didn't catch surfers' attention.
MNew technology allows "live"
interactive banners with video
and clips. Although the live
banners cause slow Web page
downloading and even com-

sales. In order to stay flexible,
many Web marketers are mowv-
mng 10 shorter-term buys of ad
space than were possible for
print or broadcast media. Units
of two weeks or less are
commeon,

Jupiter Commumications notes
that banner ads had 2 2% re-
sponse rate two years ago, but
now get as little as 0.5%. Nev-
ertheless, the use of banners 15
still growing, and banner ad-
vertising was expected to have
reached 33 billion by the end of
1999

puter crashes (some portals like
AOL have banned them), we
can expect 10 see more of them
in the future.

The Web ads wall change
quickly mm an attempt to catch
your interest, Marketing net-
works — alliances of sellers and
advertising banner sites — feed
each other data on maffic, usage
and sales decisions. As a result,
the effectivensss of specific
advertising sites can be as-
sessed in real time, allowing
marketers to determine what
mixes of creative banmers, ani-
mation, messages, and offers
produce the highest levels of

Top Ten Internet Markets

Unique Average Time Internet
Market Audience spent onlins* pCRemation
San Francisco  2,199.000 102 hours 61.0%
San Diego 594,000 11.2 hours 38.0%
Washingron 1E30,000 9.5 hours 56.1%
Searde 1.324 000 .2 hours 55.9%
Portland 816,000 8 2 hours 54,00
Boston 1,993,000 8.0 hours 51.7%
Drallas 1,381,000 9.8 hours 47.6%
Denver G4, 000 10.E hours 47.3%
Atlanta 1,314,000 7.6 hours 46.17%
Los Angeles 3,614,000 0.2 hours 43.9%
*per perzon. per month Source: MielsenNetratings

"Partnership”
E-Mail Marketing

E-mail 15 just another market-
mg frontier just beginning 10 be
explored. The biggest questions
facing e-mail marketers 1z who
they should send 10. We sull
think of c-mail as a personal
and private message sysitem
between [Hends and business
associates. Marketers are not
welcome. As the old marketng
maxim goes, "MNothing is more
powerful than good will, unless
it 15 (1 willl" The mndusiry has
developed a number of prnna-

Spring, 2000




ples for successful e-mail mar-
keting, similar to the general
rules for direct mail.

Unsolicited e-mail won't ask for
100 much. The best tactic 15 w0
direct you to a relevant Web
site for more informaton. On
this site, your response is tested
and the results are tracked. If
vou do decide to buy. but are
nervous about using your credit
cards on the Webk, there wall
likely be an 800 number.

E-mail marketers will not rely
on ghtz and hype. Most e-mail
marketers will follow the "a0-
40-20 Rule" of direct-mail
campaign success. This rule
states that the ad copy. graph-
105, apd other “creative" ele-
ments comprise only 20% of
the strength of any campaign.
he rest: 40% offering the nght
price, product, deal, and seller
and 40% reaching the nght
audience (right list, media, ad-
vertising forum).

Finally, successiul e-meail mar-
keters will make sure you don't
receive e-mails you don't wang,
The compilers of mailing Lsts
will include a viable "opt-out”
mechanism, which makes 1t
eazy to remove your name from
the list. They will also include
an "opt-in" procedure. where
wvou ask 1o learn about a prod-
uet, which leads to a list of
fully  enthusiastic  potendal
customers. Such marketing be-
comes a partnesship between
those offermg a product or
service and those interested 1n
obtaining it.

New
Combinations

You will likely sce e-marketing
combined with more traditional
advertising.  Already. 1 i3

The Cradit Professional

Web Myths and Realities

While there are many opportunities i Internet business, there 15 also a lot of
hyvpe, says Peter 5. Cohan, author of Net Profit: How 1o [nvest and Compete in

the Real World of Interner Business,

We have all heard that the Web will transform the way we do business, that
organizations that don't use the Web will penish, and that e-commerce will
soon become a huge factor in the global economy. Such messages are
promulgated primanly by venture capitalists with a stake in Internet business,

asserts Cohan.

E-commerce 15 more Tikely to become a supplementary way to shop, similar 1o
mail order, rather than the way everybody buys things, Cohan argues. He
notes that a 1998 study from the Organizatoen for Economic Cooperation and
Development (OECD) concludes that e-commerce will not have a significant
effect on the global economy "anytime soon." The report notes that 80%¢ of

online commerce today 15 conducted in the United States.

"The QECD report also suggests that visions of global e-commerce must be
tempered by the reality that half the world's population has never made a
telephone call, much less accessed the Internet,” he writes,

Source; Net Profit: How to Invest and Compete in the Rzal Waorld of Intermet Busimess
by Peter 5. Cohan. Jossey-Bass Inc., Publishers, 350 Sansome Streer, San Francizco,

CA 94704 Web itz www josseyhbass.com. 1990

common for commuting routes
in high-technology enclaves to
be covered with "Internetl bill-
boards" touting the virtues of
this or that new media startup
1o venture capitalists and po-
tential emplovees.

Direct Response Television,
such as shopping channels and
infomercials. will increasingly
give you the choice of going to
a Web site mstead of dialing an
200 number. Such efforts must
effectively integrate the differ-
et technological media: The
telephone reps should be able to
see what vou sze online and on
television.

An imtense discusion continues
among Internet obhservers over
whether the Intermet audience is
an active seeker of nformaton
or passive recelver of 1t, as is a
TV audience. Substantial mar-
keting dollars have been com-
mitted to each of thess views,
Arguing for the active view,

Patrali Chatteggee of the Mar-
keting Department at Rutgers
University says that TV view-
ers respond to saturation ad
exposure with a gradual "wear-
in" growth in awareness. but
Net users have more control
and so make a decision the first
time they view an ad. There-
fore, TV ad response rates rize
after the first exposure. while
[nternet rates drop.

Slowdowns and
Breakdowns

Of 211 the failures m the
Internet marketing world, the
most  frustrating - for the
consumer and the marketer — 15
a2 failure from too much
business. For example, a
national nonprofil orgenization,
the Vietnam Veterans
Memonal  Fund, recently
launched a Web site with a very
effective media campaign, in-
cluding 2 White House mention

Spring, 2000



on CNMN/C-SPAN, Within the
first 24 hours, they had nearly 1
million hits, and their success
spon . became  problemate.
Therr single hup server troze
(too busy) and inital public
enthusiasm wancd as the site
shut down.

Cmnline trading provides a simu-
lar example. The volume for
zome firms had quadrupled m
one year, due almost entirely to
their Internet orders. As noted
recently by The Wall Street
Journal, the avalanche of on-
line fraffic to trading sites has
caused slowdowns, outages,
even unacknowledged orders.
These problems have caused
firms to take their sites offline,
and some clients have aban-
doned online trading entirely.

The lesson here 15 that e-mar-
keters need to prepare for un-
gxpected success and 10 use
redundant systems whenever
the budget allows 11

The problem 15 likely to con-
tinue, however, in part because
of the still developmental state
of Internet software. The disap-
pointments of Java-related lan-
guages and the nascent state of
service programs and databases

The Credit Professional

have left Intermet marketers
with less than 2 full toolbox. A
1999 report from Ovum, &
leading London telecommuni-
cattons rtesearch firm, [found
that relizbility, availability, and
security are "precisely what the
[mternet  network  currently
lacks.," While the mdusiry is
playing cawch-up at full speed.
these current  wvulnerabilities
must be kept in mind,

Innovative
Sales Techniques

Getting your atmention in the
midst of an information explo-
S1om 1sm'l as easy as if once was.
A leading zoal of Intermet mar-
keters 1s 1o increase the number
of "hooks" that companies can

sink mto onling customers:
Amazon.com did this by asking
existing customers to "Help us
build your dream video store”
[1 did the same for its music sile
in 1998, As a result, these cus-
tomers are more likely to use
the site m the fumre.

Another intriguing innovation
in marketing 1s OnSale, Inc., of
Menlo Park, California, which
began, in 1999, to sell new per-

sonal compulers and accesso-
ries to the public — at the same
wholesale price i pad for
them. They hoped to find a
profit margin in fees for on-site
advertising, fees for senvice
contracts and leases, and =z
nominal  per-order  handhing

fees.

[hey were soon outdone by
Free-PC, founded by the now-
famous Web imcubator idealab!l,
which offers a low-end com-
puter at no cost with the pur-
chase of long-term Imt
services. Wile these “ulira-
marketing”" approaches are too
recent for anyone o see a con-
timuing tradition of ons-upman-
ship in Web marketng for
some time to come.

eInet

Underhanded
Tactics

Among e-marketers. the old
feeling that there 15 an unlim-
ited number of customers 1s
gone, and with it the old colle-
gial atmosphere. Now, fiercely
compentive  e-markelers  are
"eating each others' lunch.” E-
Conswmers can GXpect ncreas-
ingly sneaky and underhanded
tactics.

One example is the recent trend
of companies that purchase
kev-word righis on search en-
gines that relale lo competitors'
trade names and product de-
seriprions.  This means  that,
when you search with one of
these key wards, an advertising
banner for the competing com-
pany's product pops up with the
search resulls, At least one
trademark lawsuit s under way
hecause of this practice

Companies regularly buy the
nghts to key words on search
engines that don't necessarily

Spring, 2000



undercut 2 competitor. The key
words are priced by ther
populanty. For example, in the
ravel industry, the -word
"travel” would be one of the
most expensive terms. (If you're
on a budgel, you could proba-
biv get "Bora Bora" for cheap.)
The word "sex" 15 one of the
most expensive keywords any-

become commercial: the mar-
ketplace of the world., In this
marketplace, price and con-
vemence will be the botom
line,

*  Another more  surprising
factor, which can  override
price, 15 “"branding." or the
building of consumer trust re-

The initial high ethical standards on the Web
have not held firm,
and this problem is likely to produce
a call for more government oversight.

where. The growth of what is
called "branded news" and
"eommoditized information,”
where browsers tailor their re-
sults to favor companics that
spend big advertising dollars. 13
an unsetthing trend but wall
hkefv continue as the medium
MATLres,

Those who dislike the practice
of buying key word rights say it
masks search results and con-
fuses potential customers about
theiwr choices. Those who use
the tactic ague thatl 11 offers the
consumer, who has already
shown an intercst ina particular
kind of product or service. a
range of choices that would not
otherwise be available.

Analyzing the Internet 15 hike
macking a moving targei. The
size and [wdity of the Internet
allow it 1o respond 1o a range of
influences. In  this author’s
opimion, however, a few pat-
temns are already evident:

*  While social and educa-
tional concerns were pnimary n
the earlier stages of develop-
ment, the Net will increasingly

The Credit Professional

lationships. A good example is
Amazon.com, which often does
not offer the lowest price for
books, but continues to enjoy
high sales. Trust comes from
positive medie exposure, rom
connection o other trusted in-
shitutions  through marketing
alliances, and from having a
good reputation before entering
the Interner market.

= The imnal high ethical
standards on the Web have not
held firm, and this problem is
likely to produce a call for
more  government  oversight.
The classic New Yaorker joke
that "on the Internet, no one
knows you're a dog" is taking
on new meaning in the growing
epidernic of fraudulent sales
practices. As concern for the
gonsumer grows, so does the
likelihood that the Internet will
be shaped by government agen-
gics, which up to now have
largely left it alone.

®* Underhanded — markeling
tactics will likely continue. The
Internet has plenty of both co-
operation and cutthroat compe-
titton. Although complex sys-

tems theory states that coop-
eTative systems are healthier
and prosper over the long term
more often than highly com-
petitive ones, humans continue
to be shor-term creamures in
many situations,

=  Fimally, the basics of mar-
kenng still hold true. Consistent
success 15 not possible without
at least one, if not all, of the
classic elements of a guahity
sales offer: E-marketers will
strive to offer you (1} some-
thing new and surprising, (2)
something useful or essential
and (3) something that touches
YOUT emotions.

As long as the Internet contin-
ues to enhance human growth
and offers the promise of pros-
perity, it will continue to extend
into all aspects of modem hife
While we have explored some
of the patierns of this dynamic
growth, 1t 15 clear that the proc-
ess 15 only beginning, and. hke
any new technology, a number
of surprises are still likely.

Tim Mack is a principal in AA7
Research, a marketing research
Sfirm, and co-editor of Futures
Research Quarterly, He is also
a board member of the MIT
Enterprise Forum, which ad-
vises high-technology start-up
companies. ffix address is 929
Westminster  Streer, NI,
Washington, DC 2000{. Tele-
phone: 203/332-0846, Email-
ir(i04286i@mindspring. com.

This article was reprinted with
permission from The Futurist, a
publication of the World Furure
Soctery, 710 Woodmonr A4ve.
Suite 430, Bethesda, MD 20814
Web sitg: wiwwowf ory
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In The 21st Century

Betore we, as Professional Skip
Tracers, talk about todav and
lomorrow, 1t is important that
we examine yeslerday.

If we go back just 100 vears
and fook at the skip tracing
tools available we would see
that giant smides have been
made in this ¢ver changing in-
dustry. We would see that m
1900 we had the telegraph. a
few telephones, mail and our
fecet as the primary 1ools that
ve, as skip tracers could use o
locate lost or missing people.
We would see that a person
could wvery easily ship the
pounds and disappear nto the
masses  of people  moving
westward  and by simply
changing their names, never be
found again. We would see a
"New World" emerging where
goods and services were stll
obtained by cash or barter and
crednt was extended only on a
hmited basis. In that world,
skip tracing was used pnmartly
by law enlorcement 1o locate
fugitives and the reward poster
was still the most cffective
means of accomplishing  this
task.

If we move farward 25 vears to
1923, we would see a changed
warld. The industnal revoluton
fired by World War 1 had cre-
ated many changes in our world

Fhe Credit Professional

By Ror L. Brown

and the prices of goods and
services had increased 1o the
pomt that manv people could
not pay cash. CREDIT was be-
gimning to surface and as could
be foreseen there were people
who, after obtumng credit,
abused it and being unable to
fulfill their contractual obliga-
tions, SKIPPED

SEIP 15 generally defined as,
"to leave hurmmedly andfor se-
eretly” and more specifically, in
this context. as people who
skipped because they usually
owed someone money. Money
became the keyword and now
there was & reason to attempt to
track these "SKIPS" down and
collect the money they owed. A
new profession was born - the
profession of "SKIP
TRACER."

Let us move ahead in time an-
other 25 wvears 1w 1930, We
have endured another world
war and "CREDIT" has become
a houschold word. We see large
department stores. automobile
dealers, appliance dealers and
many other areas extending
credit to the vast majority of
people m the United States.
Banks, credit union, savings
and loans and finance compa-
mes thrive and prosper in this
atmosphere and the number of
non-payving "SKIPS" continues

to grow. As it grows it feeds the
‘Frotesstonal Tracing Indus-
y."

The method of tracing stays
pretty muech the same, tele-
phonic tracmg with the aid of
vanous directonies such as the
Cnss Cross and Polk People
Directories. Tracers leamn 1o
utilize the telephone as never
before as the skips do not just
move across town but from city
1o city and state to siate

Another 25 years brnings us to
1975, The tools of the tracer
remain pretty much the same
and even though the techniques
have been developed and finely
honed the bottom line remains
in the networking and resources
ability of the Professional
Tracer and their ability to ger
one step in front of the "SKIP.”
A black cloud looms on the
horizon for the tracer mvolved
in twacmg to locate "SKIPS"
with outstanding debis - Sec-
ton 804 of the Fair Debt Col-
lection Practices Act,

Finally, 25 more years and we
are now 1n the present. vear
2000. We have advanced tech-
nology now which ncludes
immediate international com-
munication systems. [ax ma-
chines to send new documents
immediately,  pagers, cell



phones and most mmportantly,
the computer.

Man's ability to skip trace has
always paralieled his ability to
communicate and never m his-
tory has this ability been as ad-
vanced as it is in the vear 2000,

The Internet has opened up
millions of new sources of in-
formation and given access

compulers and super fast search
engmmes  designed to  search
multiple databases simultane-
ously and spit out results in
milliseconds.

The three major credit bureaus
have recognized the wvalue of
their information and developed
custom reports such as Irans
Uniom's TRACE and

The old days of scams and ruses used to
obtain information on skips are being
replaced with laptop computers and

super fast search engines.

data stored on people zround
the world, Internatuonal phone
books listing every city m the
world and capable of being
used as reverse directones are
readily available as well as city,
county, state and federal te-
sources. Dlaty 1s available on
utithty services and property
holdings. The list goes on and
on and there seems o be no
limit as these sources moTease
daily.

The methods of rainmg Profes-
sional Skip Tracers have
changed drastically. Today vou
see full-day seminars such as
"Manhunt.,” taught by four of
the recopmized leaders n the
Tracing Industry, Harvey Altes,
Millard Land, Rob Winther and
myself, Ron Brown. which are
filled to capacity with eager
tracers trying to leamn the latest
techniques and sources of in-
formaton, You see attomeys
teaching the legal aspects of
tracing and investgations agen-
cies who speciahize n wacking
these errant debtors. The old
days of scams and ruses used to
obtain nformation on skips are
being replaced with laptop
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RETRACE.  designed  lor
knowledgeable  tracers  and
made these reports available
imstantly electromeally.

Yes, the world of the Profes-
sional Slap Tracer has changed
dramatically over the last hun-
dred years and we can only
imagine what 15 in store for our
industry: m the next 25 years.
There will certainly be even
more advancement in the com-
munication and financial areas
of our mdustty., There will be
riew wavs to grant credit, make
payments znd locate non-pay-
ers. Technology will adwance
tenfold compared to the first 25
years of the 20th century and
the question will arise, "Will
there be any skips?" "Will there
be a need for Professional Skip
Tracers?"

As long as man can think and
reason, as long as credit 1s
granted, a5 long as people do
not pay ther honorable debts,
the only person who can suc-
cessfully hunt man 15 man,
Therefore, the answer must be
"Yes"

Hil

(et ready, hold on and prepare
for the next 25 years in one of
the most exeiting and reward-
ing industries in the business
world today. Hunting the most
elusive antmal m the world.
MAN. The Science and Art of
tracking, SKIP TRACING

Ron L. Brown is the Fresiden
and General Manager af C5]
Group  in Cflaloma  Ciy,
Oklahoma, one of the oldes
and larges: Recoveny Invest-
garion Agencies in the Central
Plains areq,

Ron, a stare licensed Private
Investigator and member of the
National Association of Fraud
!FJ"I-"l_".'H!-gﬂH,H'.‘f. .'riﬂ'_\' ver ."l.'.'-." ."_l.
vears expericnce in the field of
Focating lost cnd missing peo-
ple and assets. He is mrerng-
tionally recognized as one of
the leaders in the Tracing amd
Recavery Industry and spends
much of his time acting as -
structor for the dmerican Col-
fectors Asyoctuation, the Council
or Law Enforcerent Educanion
and Training and co-presenting
the critically accfamed

"MANHUNT" seminar

Huving  authored  numerous
articles and books on the suh
fect of tracing and eallections
his laresr endeavar has heen 1o
cosauthor  the  best seller

"MANHUNT: The Book "

Currently active in all phuses of
the Recovery and Collection
Industry e Continues o per-
sonally  hanedle  {nvestigarions
."Jf{g.“."!&r _ﬁ'l".l‘”! f‘”f{:’.f'”ﬁ.]r _,U'|1.'I|:JI il
homicide and is well knovwn in
.'l-:""'ll.' c—'i[ arcemenl El’”l:’.n'r FECVEry
circles. Ron may e comacied
at Rbrown2!30@aol. com and
voiui are invited to visit iiim at
the  "MANHUNT"  wehsire,
waw, tnanhuni-seminars.com.
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Ih‘ Internet is the greatest con-
tto mnformalion ever, vet its
ches will remain m.-urur i
den unless we leam to search it
eifectively, Believe 11 or not the
Internet has been around for
about 15 years, However, 1t has
only been available 1o the
common  citizen  for  about
cevern. The Internet 15 a wseful
1 economical resource  for

Managers 1o reirieve
rmatian from varnous sites
in therr day to day eredit imves-
tigation and collection process.

Because the practice of credit
and  collections has reguired
management of information,
denying @ Credit Department
access to the Intermel may be
chortsighted, Many companies
have hesitated o giving their
iloyees access 1o the Inter-
net. The image of emplovees
endlessly surfing the net 15 dis-
turbmg, and truthfully. the po-
tential for getting sidetracked m
cyberspace 15 real. Sure. there
will be employees who abuse
ther privileges, bul the poten-
uzal w rerieve valuable infor-
mation and communicale more
effecnvely via the Internet is
much greater. CheckNet sur-
veyed 100 n;:umpa‘r-ie: of all
sizes which indicated that 24%
of emplaoyee fime online 15 not

it Brofessional

By Pam Manor

related to work. Besides minor
peeks at  travel, shopping,
games, and real estate sites, the
five biggest draws were: pen-
eral news-3.5%. sexually ex-
plicif-3.6%, mvestmeni-3%,
entertainment-2%  and  sports
2%,

The point 15, there 1s a lot owt
there, but all the data in the
world 1s of linle use unless 1t

HE INTERNET
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entry of big brown dog finds
any topic with any or all thess
words in any sequence, 5o vou
may find a big house with a
brown rug with a little white
dog on 1t If vou search for big
AND dog NOT browr, yvou will
find all the hits that address
cnormous size and pooches and
not “e*essatri]y related phrases,
but whatever it is, will not have

All the data in the_ world is of little

can be targeted directly to your
needs. The term surfing the
[nternet suggests that we have
incredible amounts of time. and
we can waste 1L Learning how
to search it using “Boolean
logic" or in our language logi-
cal operators such as "and",
"or", “except” "greater than",
ete. that precisely define the
mformation vou wish to re-
tricve, will enzble you to find
things without spending a great
deal of time. For ¢xample, put-
ting guotations around your
criteria, such as —“big brown
dog" finds only those three
words 1 that sequence. The

brown as a characteristic. When
you enter “big dog” NOT
brown you will locate all big
dogs excepr that color. The
ifier OR 1s also used m 2
COTMMON sense apphcalion -
finding phrases with either
word, This helps reduce the
number of “matches” i vour
search. Instead of 2,000,000,
vou may end up with 300.

ider

When faxes started ganing

popularity m the early 1o mid-
80's. nobody antcipated their
uttlity as a collection  1ool
However, collectors soon began
using the one and only
company fax machme to

P - X 1]
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fransmit involces, statements,
dunnming letters, and other
documents. In additon, the
debtor's old excuse, "We never
got the invoice was rendered
meffective.

Like the fax, e-mail sent via the
Internet offers the potennal for
sizable productivity pams. In
particular, the word timesaving
comes to mind as perhaps the
most important conirtbution the
Internet can make to the credit
function. Documents can easily
be sent via e-mail and offers far
greater flexibility and ease of
use than the fax for commum-
cating short messages. Re-
solving  discrepancies,  ex-
changing credit information,
knowledge from your peers in
forums; are all extremely valu-
able  rasks

that can he

done both quickly and eifi-
clently by e-mail. Soon vou
will move the communication
hurden of numerous long voice
mails and full n-baskets to a
more  manageable  method.
Substituting e-mail for typical
correspondence 15 faster  to
prepare than more formal let-

‘ters and has a higher response

rate.  Another advantage over
faxes is that both incoming and
outgomng e-mails can be cata-
loged and stored easily for fu-
ture reference. Your company
will or should have a policy on
retrieval and storage of e-mail
messages. Also, not having the
cost of printing. postage and
labor makes e-maill cost
efficient.

Once you recognize the Internet
15 a communication tool. vou
are better able 1o understand its

The Credit Professional

potential to support the eredit
function as a&n mformation re-
trieval resource. You will find
business directories like
Hoover's, Thomas’™s Register of
Manufacturer's, AT & T's Toll
Free Listing and many other
print oifice tools. Information
supphiers like Dun & Bradsireet
already recognize this and pro-
vide their proprietary databases
to subscribers over the [ntemet
rather  then through single
function Software interfaces.
Much of the imformation that
ends up in these proprietary
databases begins m the public
domain. This 15 an area where
the Intemet can

pravide
timely,
COst

effective
information resources to credit
depariments almost instantly.

To illustrate how the Internet
can be a powerful tool for
credit professionals, lel's see
how we might use the Internet
in & typical credit analysis. To
begin. let’s assume that we
need to get all the information
We can on a company m the
shortest possible time. In gen-
eral, Internet-based information
is more readily available for a
public company than for a pri-
vately held company. In addi-
tion, let’s assume we do not
belong to any credit service that
pulls together some of the
needed informatwon. There are
two things to consider, first,
some of the sites are free be-

2

cause they are supported by
advertising revenue; second,
others require you to establish
an account with a mimmum
amount, or they will bill vour
credit card for each mgurny.
Regardless of the cost. if there
15 nformation available that
meets your needs, the Intemnet
15 the least expensive data
source we know,

Absolutely, vou’d like 10 know
something about the company s
background. You also need
access to public record datz o
find out whether there are any
liens, judgments, lawsuits or
UCC filings that mention the
company. How about recent
news? For public companies
this 1s not a problem, but manyv
tmes a small company does not
gel coverage

im the mgor
news servides. How  about
financial  informaton?  For
public companics, again, this 13
no problem, but for a prvate
company there is hile available
that can be trusted. And finally,
what about trade expenence. [s
it possible 16 find oul how the
company has been paving ther
vendors?

Mow with these needs in mind,
let us see how the Internet can
help.

Some good places lo start are:

infousa.com You can get de-
tailed information on any U5
business ncluding company
profile, name, address. phone
number, name of owner, num-
er of employees and estimated
annual  sales. Information 1s
also available on individuzls
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In the category of free mforma-
ton on public compames, |
would look at HESRN.com

the  Wall Street Research
MNetwork. The site encompasses
current news, financial
information and stock guotes.
For the most part. this
nformation is free, however.
there are sections for pay per
. but at reasonable prices.

sales.com  Company  Active
briefings were created for sales
professionals, bul they also will
provide credit managers with
valuable information. They are

comprehensive  snapshots  of

business profiles on  sclected
companies, ncluding news,
financial figures, and other
background mformation. They
are available for more than
100,000 prvate and public

COmp&anices.

FreeEdgar.com provides
comvenient  searching  and
navigation features to access
SEC filings filed through
SEC's EDGAR system. Every
US public company 15 reguired
o file gquarterly 1w the
Secunnes & Exchange
Commission.  Free  Edear's
Watchlist pives customers an
mformation edge with msiant e-
mail notfication of hlings as
they arrive. There is also help
o nterpret these data. At the
click of a button, FreeEdgar

The Credit Professional

generales an Excel spreadsheet
from any table 1n a filing, Use
this web site rather than the fee
based Dun & Bradstreet.

Many companies, your clients,
have intricate and well main-
tained web sites including [i-
nancial mformation that are
posted on the Intermet on an
average of 1-3 davs from com-
pletion - accessible for free and
long before they are available
through an expensive vendor
credit report

COM

mgfs.com Media  General
Financial Services 15 a leading
financial data publisher pro-
viding comprehensive funda-
mental and technical data on
mor¢ than 9,000 publicly traded
firms on US exchanges to ma-
jor corporations, publications,
and the acadermic community,

disclosure.com/dga
Disclosures Global Access is an
integrated research tool

designed  for the financial
analysis, money managers and
corporate leaders

speomistock.com  Standard &
Poor's ComStock on the Net is
a continuously updated real-
time market data product with
quotes, mews, charting, and
other services. It offers instani
access to over 236,000 real-
time stocks, options, foreign
exchange and commodities.
Alse you can view. chart, ana-
lyze and manipulate the date to
meet your needs. The cost
varies with the tvpe of service
vou subscribe 1o,

Developing and maintaining a
database of consolidated public

{3

record information can be ex-
pensive and the companies that
provide this data usually charge
for their services.

netlds.com Nexis-Lexis Docu-
ment services provides one of
the most comprehensive
scarching and filing semvices
available, The service covers all
4,300 jurisdictions throughout
the United States and Canada.

companiesonline com
Companies Online provides
valuable information on annual
sales, ownership structure, web
and e-mail addresses. Wicks
Broadeast is a privately held
company who more than likely
files a quarterly SEC,

dbt.com Database Technolo-
gies, Inc. provides an online
information service which is
frequently used by msurers.
Access 15 not granted 1o the
generz| public; only 1o qualified
users. It contains public record
data on liens and judgments.
bankruptcies and corporate rec-
ords. In addition, it has infor-
mation on erithinal and cvil
court records, teal property rec-
ords and much more. This 1s
also 2 good site to check out the
individual owners of privatelv
held companies.

merfindara.com What's inier-
esting about this site is not only
its UD service but also that
Merlin  Information Services
has collected an extensive list
of web sites and Internet re-
sources geared toward the in-
vestigative and collections n-
dustry, A visit to this site will
provide links to more than 100
other sites thal contain numer-
ous public tecord databases

Financial information 1s not the
only wnpe of information
needed by credit professionals
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Current news 15  extremely
valuable m identifying com-
pany and industry trends. Al-
most every newspaper has an
Intermet presence, as de the
various wire services. In addi-
tion, many of them will allow
vou to butld a limited profile of
the companies you are inter-
ested n and will use e-mail to
let you know when something
new is available. Utithzing a
news agent such as PointCast,
search software like Knight
Ridder's Business Base and
news retnieval Web sites allows
credit professionals o momtor
thewr industry  and  therr
CUSLOMIErS.

amcity.com  Amencan City
Business Journals allows vou to
search  top  local  headlines
around the nation, The database
searches 41 cities for up-to-date
local business news.

Subsenbing to and reading
dozens of magazines relevant 1o
our professional interests 1s
tme consuming and expensive.
By tracking only the tables of
contents of these publications,
vou save time and money.
Uncover  fcarl.org/uncover
Avhat itmd) will e-mail the
tables of contents of periodicals
that are relevant to vour
industry and profession. All this
for enly a $20 annual
subseription. There 15 a
nonminal charge, if vou choose
10 read a complete article.

husinesswire.com  Business
wire 15 a leader in electronie
ews distribution and informa-
tion retrieval services. Thou-
sands of companies and orgam-
zations are members and rely
on Business Wire to accurately
and effectively distribute full-
test news releases to media, the

The Cradit Professional

financial commumty and key
targeted audiences worldwide.

privewswirg com PR Newswire
affers a similar senviee 1o Busi-
ness Wire, Most companies that
want their news distributed will
uilize one or both of them.
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foomberg.com has expanded
ts service to the point that 1
rivals renter. com and
dowjones.com as the premier
financial news service.  They
all tend to carry much of the
same news because 11°s based
upon company-provided news
releases, and 1t 15 only their
special reports, wrtten by staff
reporters, that vary.

dowjones.com provides a host

of other services that extend
well beyond the prninted page.
Among them, wsicom, the
Wall Street Journal Interactive
Edition. the largest paid sub-
scription site on the entire
World Wide Web, has attracted
more than 200,000 paid sub-
seribers in just thres years,

newsalert.com provides real-
time, onling content from a va-

riety  of sources, including
,ﬂ::rie!mg.cﬂm. Business Wire,
CBS Market Watch, UPL just
w0 name a few,

The most difficult link in credsn
mformation, is the company’'s
trade experience. Both Ex-
perizn and D & B collect this
information from companies
that are willing to share n,
However, access to 11 will re-
quire you (o purchase one of
therr services. Betler sources of
this data are MNACM. National
Association of Credit Manage-
ment, and independent credit
affiliates,  Unforiunatelv. few
have had the resources so far to
make this information availahle
onhine to thewr members. But

4

bership 1s required, online trade
experience i5 currently awvail-
able from the following:

nycredit.org/carix ] itm The
New York Credil and Financial
Management Associaton s
Consolidated Accounts Receiv-
able Information Exchange
System (CARIX).

riemer.com Riemer Reporimg
Services’,

abecreditmgnil.com The
ABC  Compames currenths
provide an online service that 1=
not Intermet based.

becacredit. com Broadcast
Cable Credit Associauon. pro-
vides members with repors
from media creditors.

Organizations like Credit Pro-
tessionals and Jackson Arco
Credit and Collectors Associa-
tion help vou create a circle of
valuable contacts. Becoming a

ember of an organization
builds key relationships and
allows you 1o use one another
E5 TESOUTCEs,
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Sites  like  americasemploy-

ers.com maintain 2 list of pro-
fessional associahions with links
o those orgamizaton’s web-

Files,

We  have reviewed several
Intermet resources in each of
several topic areas that are of
inierest 1o @ credit professional.
This list 15 far from complete.
Bevond the sites, | have men-
tioried there are lwerally hun-
dreds and possibly thousands,
that muight also be of interest.

The followmg sites also pro-
vide wseful and valuable infor-
mation for credit managers:

ahccompanies.com  provides
a lstimg  of recemt ULS.
corparate bankruptey iilings. Tt
also provides the proper
corporate name of cempany
filed. city, state. type of filing
and date the case was
comimenced,

abiworld org Amercan Bank-
ruptey Institute provides infor-
manon  about  bankruptcies,
bankruptey law and related
legislanve 1ssues.,

bankrupt.com This sie is
mamntained by  Bankrupicy
Creditors Service and provides
hinks o various tvpes af bank-
muptcy related web siies

law.corpnell.edny This site s
maintamed by the Legal Infor-
mation Institule a1 Cornell Uni-
versity Law School. This sie
provides the full U. 5. Bank-
ruptey Code. chapter by chap-

ter.

clla.org Commercial  Law
League of Amenica provides
the latest news for credit and
collections law.

cybercrime.org The Natonal
White Collar Crnime Center
website mamtams & hst of

The Credic Professiona!

Interner Resource Bookmarks.
This site targes the legal see-
tor, however, the Hst is still use-
ful in credit investigations.

creditworthy,com provides a
gateway 10 other Websites re-
lated to commercial credit.
Among other things, this site
offers discussion groups on
credit and collection topics.
published artcles on warious
credil topes, and they e-mail
you ther newsletter,

nacn.org MNational
Associanon of Credit

Managemen: provides credi
investigations, offers hnks to
numerous sites, and a wealth of
educational material.

vatfigo, com was one of the first
search engmes or now known
as a web portal to provide ae-
cess to the network of comput-
ers that stores the information
you want to retrieve.

As technology changes, credit
will consist of fewer, but more
highly educated and skilled in-
dividuals. Data will be received
and deployed electronically via
the Internet. Credit will be par
of a seamless automated
process from completion of the
credit application form through
cash application.

Some of the new credit re-
sources. recently available znd
others that will he released in
the future will significantly
give theé credit professional
more analyiical responsibilities
including forecasting and port-
[oho analvsis.

Pam Manor is the Director of
Finance  for WDWEB-TF,
Detroir, Michigan, since May
{08, Prior 1o WDWE, she held
thiv position ar WETA-TV in
Fart - Wawne,  Indiana  and
WILX-TV, Lansing, Michigan.

(Y

She started her career at Cin
Bank & Trust Company, now
Cirizens Bank, in Jackson,
Michigan, as a teller and was
promoted to Financial Analyst,
a position she held uniil 19738

She is a member of Jackson, M
Credit FProfessionals Inter-na-
tional and past president,
Jackson Business & Profes-
sional Women's organization,
Nattonal Association of Credir
Management, Broadeast Cable
Financial Managers Associa-
tion and is Viee Chatrman of
Broadeast Cable Credit
Association.

wnw creditprofessionals org
v creditprofessionals org
o creditprofessionals.org

Don't forget to visit
YOUR
CPI web site.

ww creditprofessionals org
gives you the latest
information on:

= Pl Publications
= Conferences
= Cerification

*  Links to informative
sites

*  Fopundation activities

Log on today!

| www.creditprofessionals.org
wnw. creditprofessionals.org
www creditprofessicnals.org
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By Joe McGavin

Have you had rthar feeling
lately? The feeling that your
fob has changed and you're
the last one to know about it?

Here are a few tell-tale signs:

*  You're passed up for plum
assignments and responsi-
hilities.

*  You see positions you feel
you'd be perfect for, offered
to putside hires.

*  You're not in the loop for
importanl memaos.

*  You no longer get invited
to key meetings.

= You're not consulied on
MAJOT 185UCE,

Maybe your organization has
been “acquired" by another
firm, and its priorities have
changed without vour knowl-
edge.

Maybe you've polten & new
boss, and lus or her expecta-
tions of you have shifted from
those of vour old boss. Maybe
yvour work just isn't fun or
challenging any more. Maybe
it's Ime (0 move on.

We're nol advocating that vou
jump ship. In fact, we're usually
the first ones to advise hashing

The Credit Professional

out your differences. But il you
are considering leaving for an-
other management job, consider
this:

Managers comprise a larger
part of the workforee in 1998
than  before the  great
downsizing purge began in the
early 1990z says the U.S.
Bureau of Labor Statistics.

Searches for general managers
below the division-head level
mereased 58% fast vear, reports
the Association of Executive
Search Consultants.

57% of the 4000 companies
surveved recently by Manape-
ment Fecruiters  International
Inc. said they plan to increase
their managsrial ranks this vear
- the highest percentage in the
survey's 13-vear history.

"There has never been a greater
demand for managerial and
professional people, and there
have never been fewer qualified
candidates to  satisfy  the
demand,” said  Management
Recruiters  President  Alan
Schonberg m & recent Wash-
ington Post arocle about the
survey,

Of course, you could try to use
this job market data as leverage
to keep vour present position.
But if your boss truly is disen-
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chanted with your work, threat-
emng to leave is likely to back-
fire on vou.

It you're set on staving, though,
here are a few sugpestions for
nmming a dead-end job ino a
more rewarding ong;

Find an impaortant but neglecied
part of the business and propose
to your boss how you could
improve it, if given a chence.
Your mtiative here could lead
o a lateral move or even a
promotion, if vou're serous -
and passionale - about the new
work.

Look for opporiumitics to ex-
pand or improve yvour skills
through  addibonal  trmming
Reason: Mavbe vou'll become
more valuable n your boss's
eves by adding computer skills
or learming hasic accounting
principles. If nothing eise,
you'll become more marketable.

Revitalize vourself by setung
new personal and, if appropei-
ate, work goals. Focusing on
new priorities is bound to raise
vour spirity and, if all goes
well, draw the boss's attention.

Even if that doesn't work tw
vour advantage, you'll have
spent some time determining 1f
vou can teach your goals in
vour present job. If you find
vou can't, you'll know what
vour next job should look Tike.

Joe MeGavin iy the execulive
editor of Manager's Edge, o
publication of Brigfings Pub-
lishing Group.

This article reprinted with permiv-
slart  from  Briefingy  Publeshing
Group, [N King St Suie 179,
Alexandria, VA 22374 Weh sue
hep:Awww brigfings, com S2000
by Brigfings Publishing Group.
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The Successful Delivery of Goods and Services at a Fair Profit

Successful delivery is de-
Jined as "giving the cus-
romer what they want, when
they want ft, where they

want i, and in an age of

customization, how  they
want i." We have 1o do it
their way and that includes
the business process.

The failure to appreciate, and to
obtamn {nlerfacing information
from new customers leads to
the creation of expenszive and
tme cansuming business nip-
ples. These ripples adversely
effect both seller and customer.

v dbe WalkingBear Sanches

about bifling and the need for it
to- be Timely, Accurate, Com-
plete and Understandable (the
TACU approach to billing).

A young man who had been
recopnized earhier as the third
highest sales guy for the quarter
spoke up and said that he per-
sonally checked out each in-
voice before it went to his cus-
tomers. Just what every busi-
ness want, sales guys checking
invoices, nght? Wrong! A lack
of confidence n the Wbilling
process led to this salesperson
spending  time  checking  in-
voices rather than selling,

As a rule of thumb,
for every 30 days an A/R is unpaid,
the seller loses 2% -
the cost of money, extra work and losses

Case Study

While working with a distribu-
tron company's sales and ac-
counting and finance depart-
ments, we got around 1o talkmg
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At this point, the woman in
charge of Billing spoke up,
"Sometimes, we in Billing can't
figure out what to hill a cus-
lomer and rather than create an

error, we delay the bilhng while
we find out from the sales de-
partment what's correct,” With
the sales people being loczied
throughout the country, 1t was
taking one to two weeks 10 get
back answers on billing gues-
tions. Right off the top. the
company was losing 1/2 1w 1
percent of the sales price on
those invoices,

The root cause of the sales gy
feeling that it was necessary for
him to check every invoice go-
mg to his customers, and the
billing  department delaving
bilhng was the same; Failure to
clarity gomg into the deal,
HOW  the customer does
business.

The3 Ps

When teaching ¢redit approval,
I tell people there are three key
factors to consider and weigh:
Frofile, Past Performance and
Product Value. The first P.
Profile. consists of knowing
who you're looking to do busi-
ness with and just as important
How  the customer  does
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busmess. The Who 15 a snap-
shot of the customer: time n
business, type of buosiness,
business status, etec. The How
relates to the  customer's
business process and AP
protocol. Included in How are
things like: bill 10 zddress,
authorized purchasers, use of
purchase orders, freight,
invoice copies, proof of deliv-
ery, internal A/P approval proe-
¢ss, AP cutoff date(s). AP cy-
cle, number of copies of in-
VOICES, policy on

partials, ele, '

While
working
with an
interna- =
tonal
company
dng business
with foreign
govermments, a :
guestion came up abour i o
& eountry's Tequirement that in-
voices be notarized. The re-
gional CFO quickly pointed out
that things are notarized so that
they can be recorded (construc-
nve notice given). Notarizing
involces made No sense, except
that that's what the customer
wanted. When invoices are for
a quarter of a million dollars or
more, vou don't want anything
creating a delay m payment.
My recommendation was that
we not anly nolarize inveices
going to this country, but that
we spend & dime and use gold
foil seals so that they Iooked
real pretly.

0% of Past Dues
Tied to Problems

Surveys have found that, on
average, 25% of A'R are delm-
quent at any given fime (one
day plus beyond terms). Of the
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past dues AR, 70% or more
often haven't been paid because
something's gone wrong. The
problem can be a sales/service
dispute. billing error, missing
F.O. numbers, missing backup.
unauthonzed purchases, delays
in billing, parnal shipments.
uncompieted P.O:.s, lost re-
ceiver  reports,  tmisapplied:
umssued  credits,  lost'mis-
applied pavments, etc., etc., etc.

A system problem identified
early 15 easy 1o fix, but

left umidentified and
uncorrected.
they'll eat you up
in losl time,
effort and
Cnergy in-

— vaolved with
reconcilia-
tions, You'll
also lose cus-
tomers over con-

~~" unung systems problems,

Hamburgers or Autos,
1t's the Same,

There's a restaurant scene o a
Jack MNicholson movie where he
orders a lettuce, tomato and
mayo sandwich on toast only to
be told bv the wailress that he
can't have one because it's nol
on the menu. The character
then asks if they have a mna
sandwich on toast; they do. He
then orders a tuna sandwich on
toast, hold the una,

When going into a new busi-
ness relatonship, take time to
ask abour fow the customer
does business. Getting this in-
formation up front will save
vou much wasted effort and
frustration down the line. Sales
guys should be selling and not
proofing invoices and hilling
people should be billing and not
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sitting on invoices because they
aren'l sure what to bill,

Customers are a picky bunch,
they want it their way; so find
out what that way is and give it
w them. Keep business ripples
rom becoming a tidal wave.

Abe WalkingBear Sanchez
is Founder and Presiden: of
AR Management  Group,
Inc., a consulting and train-
ing company spectalizing in
Profit Centered Credit and
Collections Management
Abe started in the Credit and
Collections field in 1967 as a
repo-man with a finance
company,

Develoger of the copvrighted
"Sanchez  Profit  Sysiem of
Credit and Collection Man
agement” and  the "Sanches
Inverted Pyramid Pasi Due
Madel," Abe has  conducted
trafning . programs  naiionally
for many cerporations and as-
sociafions. He hos  authored
numerous articler on the ropie
af Credit and Collections and
has been featured in several
training videos. Abe can be
reached through AR Manage-
ment Group, e, PO Baox 437,
Canon City, ©0 51213 Phone
JIO2TE-0503. Ermail
armgirmingt. Web site: armeg-
LFI.COM.

© Copyright 1999 Revised. AR
Management  Group,  Inc.,
Canon City, CO. All rights re-
Ferved.
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Harness the Positive Energy of

Conflict

Constructive conflict. Most of
us feel these words contradior
cach other. We learned as chil-
dren to aveld conflict a1 any
cost. "share!" we were taught.
And what we learned as chil-
dren we brought to the work-
place: "Compromise 1= good;
conflict 1= had,"

Mot so. says Elaine Yarbrough,
a conflict management expert
who has been a consultant for
major companies such as GTE
and Hewlen-Packard. Conflict
5 a cntical ¢lement i every-
thing we do. she says. Without
1 there 15 no growth, no chal-
lenge.  Withouwt conflict we
would have bomng sameness.
Contlict equals excitement.

Constructive  conflict  means
managing  conflict. h's  th
catalyst for innovation and pro-
ducitvity, Because contlicr 1s
mevitable, why not hamess its

positive energy?

L)

From Destructive
to Constructive

The speed at which today's
business world operates  has
mereased  destructive conflict
More demands creale more
conilicts. And things are likely
o get worse. To change
conflict from destructive to

Tie Credin Professienal

By Lymne 8. Hunt

constructive, we have to replace
these eight negative ideas about
conflict with positive ones that
harness the cnergy conflict
creates:

Idea 1: "We can avoid conflict
through effecuve communica-
tion and good management.”
Yarbrough calls this impossi-
ble. Because contlict produces
growth, she says, we must learn
to live with and manage it.

Idea 2: "In a conflict, clearly
state vour position so others
will know where vou stand." Tt
won't help much. Your position
is probably obvious. Our inter-
€5l5, Mot positions, gre at the
heart of all conflicts.

Consider this example.

Two people want the same
orange - that's their position.
They compromise and cut the
arange  in two.  Conflict
resolved? Mavbe. But each pets
half of what he or she wanted.
But, if each had known the
other's interest - ane wanted to
eat the fruit and the other
wanted to use the nnd to make
a cake - each person could have
had all of what he or she
wanted.

To manage conflict, uncover
the real mterests first.

Idea 3: "Conflicts are always
the source of blowups." Blow-
ups are usually not related to
the origmal conflict. They oe-
cur when people's real interests
are swept under the rug, Blow-
ups are usually triggered v a
minor. unrelated point. To
avold getting sidetracked by a
blowup, you must find, ac-
knowledge and manage the real
conflict.

Idea 4: "Encourage people 1o
tzlk about the real issues thar
are causing the conflict.” Peo-
ple's interests are the issues that
cause contlicts. People ofien
don't recogmze therr interests.
I'hey know their positions.

Example:

An executive refuses to make
coffee. Her position 15 that
making coffee is demeaning.
The 1ssue causing the conflict is
power, And who is willing to
admit to that? So it isn't neces-
sary to get people to "fess up”
to their mterests. Just identifi
their interests and help them zet
more of what they want.

Idea 5: "You should have ume
to deal with the conflict after
people have had time to cool
off." This is dead WTORE, ac-
cording to Yarbrough. In most
cases, she says, you should in-
terrupt the conflict-avoidance-
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blowup cycle by dealing with
the conflict night away.

Idea 6: "If you're the person
responsible for resolving the
conflict, you must be controllad
and have your act together."

According to Yarbrough, if

vou're nol vulnerable at least to
some degree n @ conflict,
youre holding too many chips.
And if vou don't have any stake
in the conflict, you won't re-
solve 1t

Idea 7: "Don't vary your styvle
if you're the ong responsible for
resobving the conflict. It con-
fuses people. I vou shck to
this idea, chances are vou'll be
so rigid that you won't know
when to back off or when to
zero in. you must be flexible -
and that means wvou must be
willing to let go of vour pre-
ferred stvle.

Idea 8: "You shouldn't do
anything to increase the tension
caused by a conflict.” You want
to tesolve the conflict. don%
you? When people drag their
diplematic feet, they hinder the
process. If you must increase
the tension (o resolve the con-
flict, do iL.

Here's howe

¢ Clarify your mumal de-
pendence; "Look, we nesd
each other 1o get the job
done."

» State poals for the other
person: "So. what you want
15 to move vour offices in
three weeks."

* State consequences of not
resolving conflict: "II we
don't work this out, we may
both lose our jobs.”

» Use threats productively:
"The home office Thas
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threatened to send in 1ts
own people. Let's avoid
that."

» Solicit feedback: "Why is
the three-wezk time frame
important to you?"

e Find other ways to meet
vour goals: "Could wour
people use the conference
room for three weeks if 1
can get yvou moved in four

e

weeks?

*  Observe the surroundings.
For example, people with
lots of plagues and awards
hanging on therr walls may
want recognition.

» Ask others in the organi-
zation for input: "What do
you think about the prob-
lem in purchasing 7"

Mext, find out how people want
to be treated and treat them that
way. Ask them:

s "How do you want to be
treatad?"

*  "What changes do vou
think need to be made?"

Use the information you collect
to figure out creative solutions
and devise a plan for action and
accountability. Also, get an
agreement 10 prevent similar
conflicts, affirm the positives
and thank people for domng dif-
ficult things.

Tap Conflict's
Positive Energy

When Not to
Proceed

To tap the positive energy of
conflict, vou must first idennfy
the outward signs of conflict.
Keep in mind that agitation and
resisiance are miggers.  You
must determing what preceded
the tmgger. It's important to
observe nonverbal signals.

MNext. vou must identify the
interests, not the positions, Un-
derstand that power, affection
and self-esteem are at the center

of most conflicts. Jr will help if

Vo

o Ask the person "What is it
you want me to-do?" to find
out his or her inlerests.

Sometimes, knowing when 10
hold off and when to proceed
can keep you from making &
bad situation even worse.

* Don't praceed 1f vou don't
have enough powsr in the
organization o generate a
conflict. Instead, wair until
¥OU can gain more power
or until the balance of
power is more [avorable.

* Hold off if vou are unahle
to clarify your interests. To
make sure you know what
your interests are, wnle
them down, If vou can't
come up with a hist, vou're
not ready.
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= Delay action if you are the
only one who thinks a
conflict exists. Your best
move here 15 to ler the
others know of vour
concern and ask Tor a
discussion,

It Requires
Maturity

When you atlempt to resolve a
confhict, you must have enor-
mous maturity. You must be
able to find out how people
want to be treated and then be
mature enough to treat them
that way. Increasing tension,
especially,  requires  great
contral,

For these techniques o work,
vou musl operate in good faith.
You must gepuinely want to
amve al common goals with
others, not just get vour own
way. It takes a long ume to
build trust. A mismanaged con-
flict can destroy trust in no time
at all, Use these ideas 1o make
contlicts work for, not agamnst,
YO

Lynne B, Hunt is a freelance
wriier  from Westminster,
Colorado.

Reprinted with permission from
Communication Briefings, 110]
King  Street,  Suwire 110,
Alexandria, VA 22314, © ]999
by Briefings Publishing Group.
wiww. briefings.com
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Find the following words in this word search puzzle.
Account Charge Edith Shaw
Anchorage Charlotie Education
Asset Check Escrow
Audit Checking Expense
Avadanz Cochran Collateral FDCPRA
Balancs Collect Helen B Sawyers
Bank Compound Ida Bell
Budget Credit Interest
Canada Creed Investment
Capital Deposit Invoice
Career DeShazer Journey
Character District
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Membership News

CPl welcomes the following new members

Anniston, AL
Kim Pettus

Birmingham. AL

Dawn 5. Romano, First

Commercial Bank

Leesburg, FL
Gene 0. Domine,
CCCSs

Pensaccla, FL
Darlene M. Tunker,

CCCS of Western
Florida

Fuguay-Varina, NC
Sandi Albery, Steve
Bowen, CPA
Katherine L. Griffin,
zriffin Electronics

Eastern Morth
Carolina

Barbara K. Loftin,
BEAT

Lexington, NC
Patsy 3. Hanes,

Shoaf's Flowers

Winston Salem. NC
Wayne A. Oppel,
CCCs

Thomas H. Vaughn,
CCCs

Coastal, SC
Carolyn C.
LaBambard, Heritage
Trust FCU

Robin R. Lane,
Wachovia Bank MA
Carol L. Schuj,
Heritage Trust FCU
Jimmy H. Thigpen,
Family Services, Inc.
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Greenville, 5C
Mark Bohlander,
CCCS/Compass of
Carolina

Pamela J. Fleming,
Tucker Materials, Inc.

Orangeburg, SC

Rachelle F. Jamerson,
Rachelle's Island, Inc

Clarksyille, TN

Linda Durwachter, For
Camphbell Credit Union
Dava White, Bank of
America

Jackson, TN
Katherine L. Reaves,
Mike Freeman
Insurance

Bryce West, Union
Planter Bank

Indianapalis, [N
Pamela K. Bass,
Professional Business
Systems

Teresa K. Eaton, Eli
Lilly Federal Credit
Union

Robin L. Thompson,
hutual Hospital
Services, Inc.

MNorthwest Indiana
Diane Sobota, Bank
Calumet, NA

Ann Arbar, M
Jay Courtright, UMCU

Fayetteville, AR
Mindy 3. Glass,

Healthcare Financial
Services

Tobie C. Glenn, Credit
Bureau of Fayetteville/
Springdale

p e )

Fayetteville, AR, cont.
Michele A. Pederson,
Credit Bureau of

Fayetteville/Springdale

Hutchinson, KS

Al Bowers, Agris Corp.
Todd Sutcliffe, Credit
Bureau of Wichita

Rochester, MM
Denise A. Fogerty,
CCCS of Rochester
Karen A. Sanborn,
Custom
Communications, Inc
Susan J. Skifter, Hiller
Stores, Inc.

Grand Forks, ND
Julie Dvorak, Norwvest
Bank

Wahpeton/
Breckenridge, ND
Misty Arenstein,
Brermer Bank

Pat Badgley, Red River

Valley & Western RE
MNorma Meyer, Norwest
Bank

Jeanette Novotny, St
Francis Medical Canter

Lawion, OK
Denise Floyd, Fort Sill
Federal Credit Union

Alamo, TX

Alida L. Canion, USAZS
Federal Bavings Bank
Sharon A Dukes, San
Antonio Federal Cradit
Unian

Lisa R. Garcia,
Security Service FCU
Sandi H. Martin,
Chapter 13 Trustes

Alamo, TX, cont.
George McHenry,
Security Service FCU
Sandy Mosley, Money
Managerment Int
Paula Nixon, Security
Service FCU

Elaine Ryan,
Eisenhower National
Bank

Betty Jo Taylor,
Cennis Jewelry Co
Bruce W. Taylor,
Eisenhower Mational
Bank

Laredg, TX

Ramona DeHoyos,
Laredo Mational Bank
Alma M. Gutierrez,
International Bank of
Commerce

Cynthia Hernandez,
Webb Caunty Title &
Ahbstract

Judy Hernandez, NEC
Bank

Martha Gonzalez
Keiser, The Laredo
Mational Bank
Adriana Martinez,
International Bank of
Commerce

Bryan A. McPartland,
Webb County Title
Angie R. Pedraza,
Laredo Mational Bankx
Rosaura Rivera,
Commerce Bans
Mariel Rodriguez,
International Bank of
Commerce

Rosie Rodriguex, MG
Dr. Benson Yu Husng

San Angelo, TX
Michael McDonald,

ARC Services
Tony Meza, CCCS
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Membership News

CPl welcomes the following new members

Monument. CO
Allison Carey, 3t
Mary's Business Office
Steve Hubbard, Heslth
Care Collections
Cynthia A. Lanam, St
Mzry's Business Office
O'Ann M. Petersen, St
Mary's Business Office
Denise C. Springer, 5t
Mary's Hospital &
Medical Ceniar

Holly L. Wing, St
Mary's Business Office

Sun-Sational, CO
Jean W. DeNiro,
Family Counseling
Center

Elaine M. Skidmore,
Pueble Mortgage

Casper, WY
Heather L. Street,
Greast Western
Morigage

Anchorage, AK
Jan M. Baker, National

Bank of Alaska
Timothy W. Hardy,
MNational Bank of Alasks
Benjamin Sponsel,
Alaska Financial
Services

Mitch Tandeska,
Alaska Financial
Services

Suzanne L. Utpadel,
Credit Bureau of Alazks

Business Profes-
sionals Connect,
Phoenix, AZ
Frances Delgado-
Valadez, Credit Data
Southwest

George E. Griffeth,
Griffeth Law Firm
Lori L. Spranger,
Griffeth Law Firm

The Credit Professional

Vancouver, BC
Katia Acciarresi, FCA
Gregory L. Best, E,
Sands & Associales,
inc.

Rowena Cole, Hudson
Bay Credit

Connie J. Dillman,
CBV Collection
Services, Lid,

Craig Haslett, Hudson
Bay Company

Tim J. Hopkins,
Hudson Bay Company
Allan G. Kwan, RSL
Com Canada, Inc.
Rodney Lynch, RSL
Com/Westel

Peggy A. MacDonald,
RSL Com Canada, Inc
Jeff O. Miller, Hudson
Bay Company

Susan |. Newbury, C.
Topley & Co., Ltd.

lan D. Roy, Mational
Credit Counsellers
Filomena M. Sanders,
Hudson Bay Credit
Anita Smith, RSL Com
Canada

Elizabeth E. Williams,
Barnes, Kissack,
Henrey & Gearge

Honolulu, H|
Cynthia 8. Lau, Impact
Financial

Idaho Falls, |D
Melissa L. Cooley.
Digestive Health
Donna I. Lords, Ideal
Industrial Supply

Lewiston-Clarkston,
1D

Dawn M. Baheze, Nez
Perce Tribal Housing
Authority

Lewiston-Clarkston,
1D, cont.

Jody L. Favre,
Clearwater Propane
Company

Cielo |. Gibson, Nez
Perce Tribal Housing
Autharity

Jason M. Harwick,
Malcolm's Brower-
Wann Memorial Chapel
Liane L. Hill, Valley
iMedical Center
Tara-Lei Nelson, Nez
Perce Tribal Housing
Authority

Moscow, ID
Edie A. Talbot,
WSECU

Twin Falls, ID
Nina Butler, TECH

Deana R. Jaohnston,
TFCH

Monica Wright,
Franklin Building Supply

Great Falls, MT

Kim A. Clark, Global
Financial

David A. Keller, Gliobal
Financial

Eugene, ©

JoAnn Andersen,
Eugene Water &
Electiric Board

Bev Ewert, Emerald
Peoples Utility District

Grants Pass, OR
Lisa Fisher, Southemn
Oregon Credit Services
Diane M. Lawson,
Service Drug

Darrell Leghank,
Community Bank
Carol S. Rios, Brighion
Academy

McMinnville, OR
Teresa L. Butler,
Physician's Medical
Center PC

Shelley A, Carl, Linfield
College

Nancy Myers, Nancy
Myers Bookkeeping

Mid Val. OR
Darlene F. Dunckley,
Creditors Collaction
Service

Pendleton, OR
Paulena D, Conner,
Inland Empire Bank/
Home Loan Center
Mary L. Earlley,
Comries

Dian Payant, Pendleton
Internal Medicine

Poriland, OR
Mychele L. Holcomb,

JC Penney
Cardservices

Rogue Valley, OR

Evangelina Lederma,
Larsons

Grays Harbor, WA
Michelle J. Hatley,
Harbor Adjustment Co

Lewis County, WA
Maggie Knapp,
Security State Bank

Pro-Sun-Gra, WA
Geoff Baker, CCCS af
Yakima Valley

South King County,
WA

Rebecca A, Burnett,
Credit Union Recovery
Services

Spring. 2000



Membership News

Certification News

CPl welcomes the following
new members.

South King County, WA, cont.

Mitch Livingston, Bishop, Lynch & White P3
Steven M. Morris, Bosing Employees Credit Union
Jeff S. Skeldon. Qualfind Lending

Mations Capital, DC

James Marshall, Navy FCU

James McLaughlin

Heather Traini, Debt Counselors of America

Morfalk, VA
Sheila Brady, Retzil Alliance Recovery

Juanita A. Hubbard, . Richard Epps PC

Suffolk, VA
Julie T. Stephenson. Bank of Suffolk

Direct Members
Jeff Stewart, Stewart, Stein & Scotlt, Minneapolis,
MM

It's time to wear your CPI watch!

——i

This stylish CPI watch comes in three styles:

LA Woman's watch with gold-plated casing and
black leather strap

MA4  Unisex watch with black and chrome casing
and black leather strap

MAS  Man's watch with black casing and black
leather strap

Each waich is $32.00. Personalization is available
for an additional $3.00.

Order from: CPI, 525-B N. Laclede Station Road,
St Louis, MO 83119, Phone: 314/961-0031

The Credit Professional

The following people have received
certification since the Fall issue.

Professional Credit Associate (PCA)

Margaret Ewert, Kalispell, MT

Professional Credit Specialist (PCS)

Vicky Bellew, Jackson, Mi
Arlene Gray, Portland, OR
Damon Hulit, Mid-Columbia, OR
Donna Mclintrye, Kalispell, MT

Professional Credit Executive (PCE)

Barbara Beatty, South King County, WA

Master Professional Credit Executive

(MPCE)

Bonnie Burns, Jackson, MS
Barbara Chapin, Jacksaon, MI
Jenny Hodge, Chatham, LA
Corine Jones, Savannah, GA

There are four levels of certification. based on
the number of units eamed. Units are eamed
through a combination of work experience,
college credits and desrees, credit andior
business related workshops and seminars,
participation in CPl, and participation in
providing credit education. For information on
how you can become a certified eradit
professional, contact Credit Professionals
Intemational, 525-B N. Laclede Station Road.
St. Louis, MO 63119. Phone: 314/961-0031.
Fax:  314/961-0040. Email:  creditpro@
creditprofessionals org

Spring, 2000



Professional Credit Certification

H Distinguisbable Hebievement

Providing the opportunity to perfect our
instruments, for the times we need to perform solo,
and for the times we join togetber for the betterment

of the entire sympbony!

Mission Statement: To provide a vehicle for members to receive recognition for participation in continuing
professional development through courses in the workplace, attendance and participation in seminars,
conferences, college courses and activities in all levels of the association.

Professional Credit Certification
You ' ve earned it!

Developed by the Credit €ducation Resources Foundation

There are four levels of certification, based on the number of units earned. Units are earned
through a combination of work experience, college credits and degrees, credit and/or business
related workshops and seminars, participation in CPl, and participation in providing credit
education. Complete details will be sent with your Personal Data Form. Send in the application
below with your $10.00 application fee.

CPI Certification Program
Application for Certification

MName

Mailing Address

Phone Fax

CPI Affiliation

_ My check for $10.00 is enclosed.

— Pleasechargetomy __ MasterCard ___ Visa __ Novus/Discover
Credit card #
Exp. Date Signature

Send application to: Credit Professionals International, 525-B N, Laclede Station Road, St.
Louis, MO 63119, Phone 314/961-0031. Fax 314/961-0040.



Credit Education Resources Foundation

Building A Strong Foundation

Credit Education Resources Foundation is committed to providing credit education
to the general public by utilizing and enhancing the combined talents, education

and expertise of Credit Professionals International.

" "The Credit Education Resources Foundation is a public foundation that is tax free
.under Section 501(3)(c) of the Internal Revenue Code. Contributions are tax
" deductible to the full extent allowed by law. For more information, contact:

Credit Education Resources Foundation, 525-B N. Laclede Station Road, St. Louis,

MO 63119.

s, l__:‘.:fndy L Westenhofar, poE
5534 Eppersor Court
Indianapalis, IN 45221
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