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About 
 
This 2015 CEO Think Report is all about your success with credit-—from explosive growth in global   
financial businesses to the meteoric rise of the home-based internet entrepreneur. 
 
According to a February 28, 2015 article in The Economist, there have been few better opportunities for 
financial firms in America over the past half-century than providing credit cards. “For customers, they 
offer a convenient way to pay and easy access to credit; for merchants, they simplify the mechanics of 
collecting money, which once required vast billing and collection departments; for third parties, they cre-
ate clever channels for marketing. No wonder that the companies that provided the plumbing and the 
banks that offered the credit experienced years of profitable growth, with only the occasional lull when 
the economy was in recession.”  
   
Let’s face it; we hardly ever use cash anymore.  Most of us start our days swiping $3.50 for our morning 
mocha lattes.  E-commerce is growing and the online shopping trends are increasingly mobile.  Our 
swipe and spend economy has created more marketing opportunities, more transparency and, unfortu-
nately, more fraud.    
 
Now is the time to make friends with your credit report.  Even better, make it your BFF – your best 
friend forever.  It often determines the prices you pay, the interest rate you get and, in come cases, 
whether or not you get hired.  More importantly, a credit report can tell you in a nanosecond if 
someone’s mucking with you, your credit, and/or your identity.  

 
Swipe right and get ready to dip or go mobile.  
 
 

“Swipe Right” is an urban phrase used to describe your acceptance of something.  Like a “thumbs up,” it’s 

used anytime you make a good choice or want to signal your approval.  You’re swiping right if you think 

before you buy.  If you make sure you want to accept that price, that transaction, that payment. And it’s 

important to think about where you swipe because if you’re still swiping a magnetic card and entering a pin 

number then you’re ripe for fraud.  The magnetic stripe contains information that never changes.  It can be 

used over and over again. 

EMV or fraud resistant smart cards are trending globally. These cards have a chip that creates a unique 

transaction code that cannot be used again. Instead of swiping, you “dip” or insert them into a card reader.  

CreditCard.com reports by the end of this year 575 million of us will be dipping not swiping with chip-

enabled cards.  CNN Money says not so fast. “Banks are spending $8 billion or more to issue new cards,  
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but they're falling behind. Merchants don't want to spend the $25 billion-plus it will cost to upgrade to new  

machines. And in the end, consumers won't be much better off anyway.”  Let’s look at Chips by the        

Numbers from Javelin Research & Strategy, Aite Group, 2014 PULSE Debit Issuer Survey. 

• 575 million: Estimated # of EMV cards to be issued by the end of 2015 
• 59%: Percent of retail locations that will be EMV-compliant by the end of 2015 
• 78,800: Current # of EMV chip-activated merchant locations 
• 40%: Percent of US. debit cards to be issued as EMV cards by the end of 2015 
• 70%: Percent of U.S. credit cards to be issued as EMV cards by the end of 2015  
• 86%: Percent of financial institutions issuing EMV debit cards in the next 2 years  
• $3.50: Average cost for issuing a new EMV card 
• $500: Average cost of an EMV-compliant point-of-sale terminal 
 
Enter mobile pay. As digital shopping drives a shift in how we buy things, the future of payments may well 

be check, cash and card free.  Want more? Continue reading. This report will:   

• Improve your credit intelligence 
• Introduce the plastic effect & why it affects you 
• Identify global shopping trends &  
• Inspire you to keep customers buying 
 

Credit Intelligence 
Talk about a multi-faceted, multi-layered term.  Credit intelligence involves what we know about how credit 

works to make smart, profitable decisions. What we know about our own credit to stay solvent and to       

expand. Not to mention what we know about others’ credit to safeguard against customers who aren’t able 

to pay. Reliable credit intelligence can make the difference between success and failure—professionally and 

personally.   

 

When we do a payments assessment for a business, we compare our client’s operations against the top 50 

world-class merchants. We look for a strong website, product and/or service education, ease of purchase 

and an ease-of-return.  We want to ensure all personal data is safe and secure. We confirm customer     

service is world-class and auto ship service is in place and running smoothly. And, most important, we   

evaluate how they are positioned to be in business for the long term. 
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Being in business for the long-term requires a strong team of people.  People who communicate           

effectively. People who know everything there is to know about their products, systems and services.  

People who pay attention to details and that means filling out all forms carefully and correctly.  And this 

applies personally as well as professionally. 

 
The wise use of credit will set you free & increase 
your profits.  
 
 

Pay close attention. This information is not taught in universities nor is it taught in business schools. Most 

of what we think we know about credit is wrong. If you want to increase profits you need to know your 

credit numbers and you need to have goals. 

 

Why is a credit score is important? It dictates how much you pay for insurance, cars, houses, business 

loans and the annual percentage rate on your credit cards. Bottom line: the higher your credit score the 

less you pay. KNOW THIS:  If you improve your credit score, you’ll immediately improve your profits.  

 

Whether you run a business or a household or both, you know how much money is coming in and how 

much money is going out. You measure your success by the numbers. You need to use this same CEO 

think when you monitor your credit scores and you need to know your number.  You need to dispute any 

information that is incorrect and you need to follow up and make sure it is corrected.  

 

It’s well worth your investment to have your credit bureau score monitored.  It alerts you anytime someone 

accesses your credit information.  
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The Plastic Effect 
 
Because the use of credit or debit cards affects almost every aspect of our lives, our businesses, and our 

buying power, it’s important to note the difference and understand what is true and not true regarding the 

use of credit. Assumptions and misinformation about what improves or has a negative impact on your 

credit is frightening and is seldom examined. An unexamined credit score is an accident waiting to happen. 

Credit scores like driving records take into accounts years of past behavior, not just your present           

actions. What you do today matters tomorrow and any discrepancies in your credit history need to be    

corrected – immediately. Understanding and monitoring your credit score is not a maybe, it’s a must.  So, 

much so, Polly Bauer has co-written an award-winning book The Plastic Effect: How Urban Legends      

Influence the Use and Misuse of Credit Cards.  It covers easy steps on how to raise your credit score,   

access forms to dispute credit bureau errors, and increase your buying power. Here’s a few tips from her 

book: 

 

Keep balances low: This accounts for 10% percent of your credit score. If you pay your balance in 

full each month and/or keep your balances low, it shows that you are financially responsible. 

Keep oldest cards active: Older cards with a longer history report higher on your bureau score. 

That shows you can manage your credit life over the long term and length of credit history is 15% of your 

score. 

Use caution co-signing: Be careful if you co-sign for someone else, because it will report on your 

score.  Also, if the other applicant defaults you are financially responsible. 

Avoid cash advances: Never take a cash advance against a credit card. It has daily interest    

charges, and the APR is much higher on the amount you withdraw. 

Avoid store cards for one-time discount: Accepting an in-store card for a one-time discount lowers 

your credit score by as much as 60 points.  Plus, the savings you think you got for a 20% one-time        

discount is hardly worth the negative impact to your score. 
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Not all cards are created equal.  
 
 

 

Success is a two card system: Debit and Credit.  It’s important to understand the difference between these 

cards and be deliberate about which card you use and why. Make it a conscious choice.   

 

 

 
 
Shopping Trends 
 

If you’re in business today, your potential customers are online.  Let’s take a look at the latest national      

shopping trends so you better understand your potential customers and how to reach them.   

 

In the first quarter of 2014, 198 million U.S. consumers bought something online according to Comscore 

Quarterly State of the Union Report. By the fourth quarter of 2014, sixty percent of all online shopping was 

done on a mobile device.  Business Insider, the largest business news site on the web, broke down the      

demographics of U.S. and mobile shoppers. What they discovered about online shopping might surprise 

you. Note these excerpts: 

• Women drive shopping trends, since they control up to 80% of household spending.  

• When it comes to e-commerce, men drive nearly as much spending online in the U.S. as women. 

• Men are more likely to make purchases on mobile devices.  

• Millennials, consumers aged 18 to 34, remain the key age demographic for online commerce, spending 

more money online in a given year than any other age group.  

Debit 
• No credit reporting 
• Transfer money 
• Daily limits 
• Limited acceptance 

Credit 
• Bureau inquiry 
• Credit line 
• Full pay or installment 
• Potential rewards 
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• Boomers and seniors have adopted mobile commerce. One in four mobile shoppers in the U.S. is over 

the age of 55. That's about even with their share of the overall U.S. population. 

• Online shoppers tend to live in households with higher-than-typical incomes. 

 

Women are likely the bull’s-eye of your target market, especially if you’re in network marketing looking to 

increase your sales force or down-line. The 2014 State of Women-Owned Business Report  commissioned 

by American Express OPEN spotlights the tremendous growth in the number and economic power of   

women and summarizes important trends for all of us.  

• Women open 1288 new companies a day 

• As of 2014—there are more than 9 million female owned businesses in the United States generating 

over $1.4 trillion and employing over 7.8 million 

• Three out of 10 new firms are started by women, one in three of these business by a women of color. 

• Women are continuing to diversify in every industry sector, lead sector growth in eight of the 11 largest 

industries and are standing toe-to-toe with their peers in construction and transportation in terms of 

high economic impact.  

 
Womenable, the not-for-profit dedicated to enabling women’s entrepreneurship globally, annually assess 

the state of female owned businesses. This report, The State of Women Owned Business in the U.S. 2015, 

shows that there are an increasing number of women business owners at the starting gate. What’s the  

bottom-line?  Women business owners are not only here to stay, they are moving into entrepreneurship in 

equal numbers.  

 

Not only that, women have always used social networks to do business--remember Tupperware ladies? 

Today women are well-positioned for social media.  Pew Research’s social media study shows women use 

every major social media channel more than men, with the exception of LinkedIn. Obviously, Facebook is 

still #1 with woman but one-third are now using Pinterest.  It’s where they get ideas and, more importantly, 

select brands.  
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Add men into the mix – especially boomer men.  
 

 
 

When it comes to e-commerce men are almost back in the driver’s seat, especially when it comes to mobile.  

Since they are purchasing on cell phones—which they carry with them everywhere – and they are             

purchasing higher ticket items – look for their buying power to increase, as documented by comScore and 

PaymentSense.  

• Men drive nearly as much spending online (52 %) as women (57%). 

• Men (22%) are more likely to make purchases on mobile devices, compared to women (18%) 

• Only 26% of men report using coupons online, while 34% of women use them.  

• Men spend $1,000 to $2,500 on a single purchase, while women average $100-$500 when buying 

online. 

 
 
 

Target boomers, NOW. 
 

 
 

If you haven’t already added baby boomers to your marketing mix, you’ll want to get them on board. Baby 

boomers and seniors have adopted mobile commerce in a big way.  Plus, they have money, time and        

maturity. Many want to start a home-based business and it might as well be yours.  

• A quarter of mobile shoppers in the U.S. are 55 and up. 

• Online shoppers are in higher than average income households. 
        55%: $75,000 and above 
        40%: $100,000 and above 
 
• Half of all baby boomers (76 million) are interested in starting a business.  
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Millennials are a must.  
 

 
 

Millennials, 18 to 34 year olds, are defining the way we shop. They have tremendous buying power and   

starting this year they outnumber baby boomers. But unlike baby boomers, this generation is not tied to big 

brands or brands their mother’s and father’s used.  So you need to understand who they are and why the 

buy. Here’s some of the latest figures from eMarketer and Bazaarvoice. 

• Millennials engage in nearly every online shopping activity. 

• If possible, 40% of males and 33% of females would buy everything online. 

• Almost 40% of millennials claim to distrust big business. 

• Having more ways to share opinions with businesses online is important to 64% of millennials. 

• According to 51% of millennials, consumer opinions/reviews found on a company’s website have a    

greater impact on purchase decisions than recommendations from family and friends.  

 
You need a mobile and social media strategy to 
reach millennials and it needs to include success 
stories, photos and videos. 
 

 
The purchasing power of millennials is estimated to be $170 billion per year.  

• Where do they shop? Online.  

• How do they shop?  On their smartphones.  

• Why do they buy? Because someone recommended the product.  

What others say about products or services is important. Especially what they read online.  Millennials rely on 

Google and Facebook for reviews—maybe more so than Angie’s List.   
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Keep Your Customers Buying 
 
It’s smart to look for the individual in all these demographics, because it’s not about not millennials or 

boomers or women or men. It’s about building one relationship at a time. The way to build effective       

relationships for your business is to make these national trends work for you. To help you do this, we’ve 

developed four personas. 

 
 
It’s not about price; it’s about relationships. You 
need to think of your target market as individuals. 
 
 

 

Meet Kate, Your New Best Friend 

Kate is sandwiched between caring for her mom, her children and making time 

for date night with her husband. An organized, multi-tasker, she wants to work 

from home.  Set her own hours. Kate’s on social media several times a day + 

shops online + always checks for coupons and what others say about you and 

your product. Connect with her on Facebook, Tumblr, Instagram and Pinterest.  

Kate doesn’t just want to buy your brand she wants to join it; become a       

member. 

 

Norma and Tom, Boomers Seeking a Business 

They love to golf and sail. They dine monthly at the country club but they want to 

stay active and slim. They want to be at-home entrepreneurs. They want a low-
cost business entry. And they want training, support and LOTS of encouragement. 

Norma uses social media to follow her grandkids. Tom believes in making money 

and is already shopping from his smartphone. 
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Our Commitment 

At Polly Bauer & Associates, we are committed to your success and we want to impart our 40 years of 

credit wisdom to you. But there’s only so much we can cover in this CEO Think Report. if you truly want to 

understand the impact of credit on your life and your business, we encourage you to: 

• Follow us on Twitter @PollyABauer  

• Use #theplasticeffect on social media to discuss credit with Polly 

• Sign up for our email blasts at www.PollyABauer.com  

• Read The Plastic Effect: How Urban Legends Influence the Use and Misuse of Credit Cards by Polly A. 

Bauer, CPCS and Stephen Lesavich, Phd, JD. 

• Follow articles featured in the media on The Plastic Effect at www.ThePlasticEffect.com 

Keep The Plastic Effect as a handy reference. The book covers the    

misconceptions about credit in depth and provides easy steps on how 

to raise your credit score, access forms to dispute credit bureau errors 

and increase your buying power. We believe this book is your trump 

card.  

 

Jenn Y, Connected Entrepreneur  

Jenn is all about doing it her way. She wants to lose weight. She 

wants to help her friends lose weight ++ she wants to make money 

doing it! You won’t find her squeezed in a suit and stuffed in a cubicle. 

Jenn is tech savvy + loves hanging out online and has an enormous 

personal network. Better than a Ph.D. she’s read everything she 

needs to know about entrepreneurship and network marketing online. 

Jenn wants her freedom and lots of money. 


