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ake any e-commerce company, and you
will most certainly find that their core
focus is to sell their products to satisfied
consumers, while increasing producti-
vity and lowering costs. Yet one bump in
the road to sustained profitability is the
absence of efficient credit management.
Late payments or no payments are often
catastrophic to a company’s cash flow.
Arecentreport from J.P. Morgan predicts that e-commerce
revenue will grow 19 percent worldwide in 2011, but it also
states that large companies such as Amazon are outcompe-
ting smaller players, and that differing payment systems from
country to country can limit business growth. Considering
the increasingly competitive online market, it is now more
important than ever for e-commerce companies to think about
how they will manage payments from the very beginning.
“We have seen that there isalack of an effective infrastruc-
ture for e-commerce in many European countries, and es-
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E-commerce in many European countries is skyrocketing,
and more people than ever want to shop online. But the
days of internet startups growing first and worrying

about profit later are long gone. Find out how you

can plan for profitability from day one.
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pecially cross-border,” says Per Christofferson, Director of
Credit Management Services at Intrum Justitia. “Any pay-
ment failures are a loss for companies. In fact, 25 percent of
companies that go bust in Europe, do so because of late or no
payments. So many e-commerce businesses still have to rely
on consumers who want to pay by credit card.”

E-commerce businesses can also spend valuable time and
resources chasing down late payments, instead of focusing
on their core operations. To ensure profitability and drive
growth, companies need to focus on what they do best, sup-
ported by a credit management policy that covers the entire
financial supply chain.

According to Per Christofferson, sound credit manage-
ment can begin at the stage when the actual transaction or
sale takes place, or even earlier. “In that way we can not only
help e-commerce businesses to lower costs, reduce errors
and increase productivity, but also allow consumers to feel
more secure and prevent them from ending up in debt,” he
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process, but with Intrum Justitia's ex-
pertise, large databases and analysis
tools you can stay one step ahead.

says. “And thatis in line with our mission to be a catalyst for a sound
economy.”

Christofferson explains that the trends in e-commerce today are
obvious. E-commerce companies are no longer local. Inevitably they
are becoming global, and not only because they want to — they are
being compared, evaluated and featured on websites all over the
world and have to adjust to the global e-market climate. In other
words, today consumers expect to
be able to do their shoppingand bu-
siness online.

With this as a backdrop, there is
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this means that e-commerce busi-
nesses are faced with more financial
administration and more insecurity
about getting paid on time.

“We want to be a one-stop shop
for solutions that make e-commerce businesses’ financial supply
chain run more smoothly,” Christofferson says. “If we can assist
from the beginning, with prospecting and by offering information
about our clients’ customers, until the transaction is finalized by
the payment of the invoice, we can unlock our clients’ cash flow.”

The services that he expects will allow for this to happen are, for
example, scoring models in which credit information and payment
behaviour determine whether or nota specific type of company will

Per Christofferson
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pay on time, prognoses, and balancing systems in which Intrum
Justitia can keep track of payment patterns and credit status.

“We can help handle our clients’ whole invoicing administration.
And this can work both online, where we handle the invoicing from
the start, or ata point-of-sale, like a store. From here, the store clerk
would be able to connect to our systems and we would be able to of-
fer the same information to that person as we do in the e-commerce
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CURRENTLY

channel,” Christofferson says.

He explains that the be-
nefits are obvious. Some of
Intrum Justitia’s clients have
raised their turnover by more

ses. And Intrum Justitia can
support their businesses in 22
countries.

ALSO PAYING
BY INVOICE" “Many e-commerce com-
panies may have launched

without thinking about credit management,” Christofferson says.
“But this has to work. It is an investment to have an efficient pay-
ment system. They have to get many deals in place with different
consumers and companies, which mean a lot of administration. We
can handle all of this for them.”

But there is also a more philosophical aspect to smooth credit
management, according to Christofferson.

“We want to work for both consumers and e-commerce compa-
nies,” he says. “We say that society as a whole is one of our stake-
holders. At the same time as we help our clients with credit manage-
ment, we aim to help consumers avoid debt traps and other problems.
We can help them with payment plans and advice. At certain times in

certain situations perhaps a consumer should postpone a purchase.”

Christofferson says that it comes down to ethics. “We need to
offer ethical, sound solutions that benefit the economic climate in
general. We want to offer services that can benefit people at both
ends of a transaction.” b
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Have you had a customer
who did not pay?

“We had a customer who paid
using PayPal, who dialled the
wrong number when trying

to contact us and decided to
withhold the payment as he was
angry for not being able to con-
tact us. PayPal has a resolution
centre where we could speedily
resolve the dispute, leaving the
customer very happy.”
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e-trade company tday. what

signed focusing on the sales. It
is important to think of the com-
mercial aspect of the website.
My customers were lost on my
first website and most of my or-
ders were taken over the phone
as people did not realise they
could purchase online. | would
look at websites you aspire to
and speak to experts in the area
to get an informed opinion on
how to start your website.”
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ON CREDIT MANAGEMENT

Camilla
Giinesli, CFO,

g 1.

Fredrik Bengts-
son, Head of

What does credit management

mean to your business?

“It's a big part of good customer
service to be able to offer many
different payment methods. The
check-out is the last stage of the
purchase and a smooth payment
process heightens the shopping
experience. During the last year
we have expanded the payment
options with the option to pay in
instalments.”

What does credit management
mean to your business?

“It's extremely important to our
whole organization that we offer
our customers simple, secure
and flexible payment solutions
that are adjusted to our different
markets. We know that well-
designed payment solutions give
our customers better service
while at the same time benefits
our business.”
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