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###

COMPENDIUM & STRATEGIES
ENTERPRISE RISK MANAGEMENT (ERM) SOFTWARE

New Momentum offers SaaS-based Enterprise Risk Management (ERM) software that combats the rapidly increasing revenue, profit, brand, and market share erosion resulting from counterfeits, gray market sales and supply interruptions. The company’s solutions, which provide unmatched visibility into the global open market, include Enterprise Brand Intelligence (anti-counterfeiting), Enterprise Sales Intelligence (finds channel violations) and Supply Risk Management (manages supply interruptions). www.newmo.com 

In any economy counterfeits in the high tech and pharmaceutical industries cause companies to lose revenues, profits, and reputation.  What’s more, they’re dangerous.  According to the International Chamber of Commerce counterfeiting is expected to be a $1.2 trillion business this year--up from $650 billion last year.  Within the high tech industry, AGMA (Association for Counterfeit and Gray Market Abatement) in research done in conjunction with KPMG, reports that one out of every ten high tech products contains a counterfeit.  And in the pharmaceutical industry The Center for Medicine in the Public Interest reports that counterfeit drug sales are expected to reach $75 billion globally by 2010 – skyrocketing by 90% from the 2005 level.

Companies are attacking this problem on several fronts.  For too long, manufacturers did not want to admit the problem.  But as quality issues rose and profits were lost, enterprises from all over the world and all industries started working together to find solutions that would help them more quickly recover the revenue lost to counterfeits, their brand reputation and the safety of their customers.  One of the organizations that have been at the forefront of this problem is the Quality Brands Protection Committee (QBPC).  This group’s membership list is a “who’s who” of just about every major global enterprise.

Since so much of the counterfeiting problem originates in China, since 2000, QBPC has conducted over 80 conferences and joint projects in China and continues to work with central and local enforcement agencies to hold training seminars and exchanges of best practices.  Although a supplier or vendor has never been asked to speak to this group previously, Stuart Clifton, CEO of New Momentum (www.newmo.com), will be doing an 80-minute training session at the QBPC’s Ninth Anniversary Conference in Bejing, March 25-26.  

Clifton says he was asked to speak because, “Our SaaS-based solution gives our clients the tools they need to quickly find counterfeits and get them to cease operations. Our customers are getting excellent results.  For example, in the pharmaceutical industry a leading manufacturer, who estimated they were losing $1 billion+ per year, compared the New Momentum solution with another anti-counterfeiting software product. They reported that they found twice as many counterfeiters using New Momentum’s software in the first 8 weeks.  Within 6 weeks, the New Momentum software enabled them to identify several large-scale, potential network rings. And the results keep getting better.  Now they’re finding three times the number of culprits.

In the high tech industry, one Tier 1 manufacturer who was losing billions to counterfeit and gray market sales discovered their counterfeit problem when they started having a huge increase in returns.  Within the first 30 days of using New Momentum’s solution this company found 500 suspects, significantly more than they’d found with the semi automated system they’d been using previously. As a result, they’ve greatly reduced the amount revenue loss due to counterfeits and improved their channel loyalty.

New Momentum’s Enterprise Brand Intelligence solution is based on an advanced web mining technology and gives customers greater visibility into the global internet activity on a dynamic 24/7 basis.  A custom dashboard and email alerts keep the brand security group apprised regarding new potential counterfeit activity. This solution provides manufacturers with the ability to find new targets and networks that sell counterfeits; locate large players; and better model to find consistent trends.   New Momentum also offers a similar product to help companies improve channel integrity and recover lost royalties and revenues. 

###

ARCHITECTURE & TECHNOLOGY
MAGIC SOFTWARE ENTERPRISES, LTD.,

Magic Software Enterprises, Ltd., together with its subsidiaries, develops, markets, and supports software development and deployment technology and applications. It offers eDeveloper, an application platform for software development and deployment; and iBOLT, a technology for business integration and business process management. The company’s application platform and technology enables enterprises to accelerate the process of building and deploying applications to customize and integrate with existing systems. It also offers Cheq Mate, a banking application that enables to run a retail bank branch, including support for deposits, advances, bank guarantees, letters of credit, and portfolio management; and information technology consulting solutions in the areas of infrastructure design and delivery, application development, technology planning, and implementation services, as well as supplemental staffing services. 
It provides solution for cargo handling and inventory control; and handles various aspects of a cargo operation, including inventory control, automated build-up of flights/manifesting, messaging to CARGO-IMP standards, customs clearance, weight and balance departure control systems, interfacing, scanning and verification of cargo, secured tracking, and financial package for billing and collecting fees. 
The company also provides consulting and software development project management services to customers developing, deploying, and integrating various applications; maintenance contracts; and technical support, as well as conducts training on development tools. It serves finance, government, health care, logistics, manufacturing media, retail, and telecommunications industries in Israel, Europe, the United States, and Japan. Magic Software Enterprises, Ltd. was founded in 1983. It was formerly known as Mashov Software Export and changed its name to Magic Software Enterprises, Ltd. in 1991. The company is based in Or Yehuda, Israel.
Magic Software Enterprises Ltd.) is a provider of application platform and business and process integration solutions, today announced its financial results for the fourth quarter and full year ended December 31, 2008.
Financial Results for the Year ended December 31, 2008:

· Net income from continuing operations reached $4.5 million, compared to $1.1 million in 2007, an increase of 309%.

· Operating income amounted to $4.3 million, an increase of 231% compared to $1.3 million in 2007.

· Gross margin improved to 56.2% from 53.2% in 2007.

· Revenues from sales of licenses grew to $17.9 million, an increase of 19% compared to $15.0 million in 2007.

· Total revenues increased by 6% to $62.0 million, up from $58.4 million in 2007.

· Total cash and short-term investments as of December 31, 2008 were $32.6 million and shareholders' equity was $66.8 million.

· Operational cash flow for the year amounted to $5 million.

· On a non-GAAP basis, net income from continuing operation increased by 269% to $4.8 million from $1.3 million in 2007.

Financial Results for the Fourth Quarter of 2008:

· Net income from continuing operations totaled $1.1 million compared to $0.3 million for the fourth quarter of 2007, an increase of 267%.
· Operating income amounted to $1.2 million, a six-fold increase compared to $0.2 million recorded in the same period of 2007.
· Total revenues were $15.1 million, a decrease of 4% compared to $15.7 million for the fourth quarter of 2007.
· Net income from continuing operations on a non-GAAP basis was $1.2 million compared to net income of $0.4 million recorded in the fourth quarter of 2007.
· Net income from discontinued operations for the fourth quarter of 2007 included a $9.3 million one-time capital gain from the sale of the Company's AAOD subsidiary and contributions from AAOD operations.
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SYSTEMS & APLICATIONS

Epicor Reports 2008 Fourth Quarter Results

Epicor chairman, president and CEO George Klaus, commented, “Despite extremely difficult economic conditions, Epicor has remained on sound financial footing supported by strong underlying fundamentals and a highly competitive suite of products. Although we did not attain all of the objectives we originally set at the beginning of 2008, we did earn $0.66 per share on a non-GAAP basis and generate free cash flow1 of more than $56 million on revenues of approximately half a billion dollars. These financial results were driven in-part by significant improvements in consulting gross margins and growth in high-margin maintenance revenues throughout the year. 

“We believe successfully adding 570 new customers during the year in this challenging market, plus bringing back more than 600 customers onto maintenance, demonstrates the value our customers see in our products and services,” Klaus continued. “The new name and customer win backs provide long-term benefit to Epicor through the highly profitable and predictable maintenance revenues they generate, in addition to future license software opportunities for new functionality, add-on modules and additional user seats. 

Klaus added, “While we expect the difficult economic environment to continue and we do not believe Epicor will buck the market and industry trends, we will continue to differentiate Epicor from its competitors by continuing to provide both new and existing customers with unprecedented flexibility and choice, as well as by keeping tight control of our costs.” 

GAAP Results: GAAP revenue for the 2008 fourth quarter was $121.9 million, with net income of $2.9 million, or $0.05 per diluted share. 2008 fourth quarter GAAP net income includes restructuring expense of $4.4 million, primarily related to the cost reduction initiatives the Company took in November 2008. This compares to 2007 fourth quarter GAAP revenue of $119.7 million, and GAAP net income of $22.5 million, or $0.38 per diluted share, which included a non-cash income tax benefit of $14.0 million. 

Non-GAAP Results2: Non-GAAP revenue for the 2008 fourth quarter was $123.3 million, with non-GAAP net income of $13.5 million, or $0.23 per diluted share. This compares to GAAP revenue of $119.7 million, and non-GAAP net income of $15.9 million, or $0.27 per diluted share, in the 2007 fourth quarter. The Company did not report non-GAAP revenue in the 2007 year. 

2008 Fourth Quarter Revenue by Segment: 2008 fourth quarter non-GAAP license revenue was $25.2 million, compared to GAAP license revenue of $38.2 million in the 2007 fourth quarter. Non-GAAP consulting revenue was $38.2 million in the 2008 fourth quarter, which excludes approximately $0.1 million in fair value adjustments for NSB purchase accounting, compared to GAAP consulting revenue of $35.1 million in the 2007 fourth quarter. Non-GAAP maintenance revenue for the 2008 fourth quarter was $48.5 million, which excludes approximately $1.2 million in fair value adjustments for NSB purchase accounting, compared to GAAP maintenance revenue of $41.4 million in the same period in the prior year. GAAP hardware and other revenue for the 2008 fourth quarter was $11.4 million, up from GAAP hardware and other revenue of $5.0 million in the prior year’s fourth quarter. 

Balance Sheet Summary: The Company’s balance sheet at December 31, 2008, included cash and cash equivalents of $89.8 million. The balance sheet benefited from free cash flow of $21.5 million during the 2008 fourth quarter, which helped support approximately $12.8 million in pay downs on the Company’s credit facility during the quarter. The Company’s total debt balance as of December 31, 2008, consists of $10.2 million in current debt primarily related to the current portion of the term loan from the Company’s credit facility, which helped to fund the NSB acquisition, and long-term debt of $315.3 million, consisting primarily of the $230 million obligation to holders of the Company’s 2.375% senior convertible notes and $85.0 million of borrowings under the Company’s credit facility. 

At the end of the 2008 fourth quarter, net accounts receivable was approximately $90.6 million. The Company had strong cash collections of $134.9 million during the 2008 fourth quarter. Days sales outstanding (DSOs) in the 2008 fourth quarter were up marginally to 68, compared to 65 in the third quarter of 2008. Deferred revenue at the end of the 2008 fourth quarter was $92.7 million. 

Business Outlook: 

Due to the uncertainty and limited visibility in the global economy, IT spending and exchange rate fluctuations, the Company is only providing one quarter of forward looking guidance at this time. The Company said it currently expects its 2009 first quarter results to be the softest quarterly financial results for the 2009 year in terms of revenue and non-GAAP profitability due not only to the current general economic conditions, but also due to predictable seasonal weakness in customer purchasing decisions. 

2009 first quarter total GAAP revenue is expected to be $100 to $105 million, with non-GAAP earnings per share for the 2009 first quarter expected to be $0.06 to $0.08. 

The Company’s 2009 first quarter non-GAAP earnings per share guidance excludes current expectations for first quarter amortization of intangible assets of approximately $8.4 million, first quarter stock-based compensation expense of approximately $3.2 million and approximately $1.9 million in non-cash interest expense for the first quarter related to Epicor’s adoption of FSP APB 14-1, “Accounting for Convertible Debt.” 2009 first quarter non-GAAP earnings per share expectations assume a weighted average share count of 59.3 million shares.

###

EDUCATION & SUPPORT
CHANGING YOUR GAME

By Wanda Jankowski

Success in uniquely changing times requires you to look at your business anew from the outside in rather than repeat patterns from the past

Charles Darwin said, “It is not the strongest of the species that survives, nor the most intelligent that survives. It is the one that is the most adaptable to change.”

The world is constantly evolving. However, it is the magnitude and complexity of today’s changes that makes this era a game-changing one, the likes of which have not been seen since World War II. The current recessive economy marks the ceasing of 17 continuous years of economic growth. There are several forces behind the current business environment inciting change:

· Digitization, virtualization and networking 

· Industry convergence 

· Deconstruction 

· Knowledge and innovation 

· Mobility and value creation 

· Prosumerism in which end users co-create products 

· Shorter product life cycles 

· Disintermediation involving the use of different distribution channels. 

If these times are like no other, then it is logical that success will only come if you get your business to a new place, working with a new paradigm, rather than clinging to a “this worked in the past, so let’s do it again” attitude.

Research has shown that the more expert people are at what they do; the less likely they are to see solutions outside of the existing framework. For example, when a new cure is discovered for a health condition outside of the mainstream, doctors are often the last to adopt it.

How you adapt your business to change in today’s world requires taking on a fresh mindset. You need to cultivate an “outside of the industry looking in” point of view. In a world where all bets are off, you need to see your business and your role in a different light.

History indicates that consumers are nimble in the face of change and adapt quickly. You need to respond to them in kind.

To do this requires an understanding of how their mindsets have altered. Consumers have re-evaluated their priorities and are seeking to satisfy their needs over their wants. And they seek to have those needs satisfied within a budget, even if they can afford to spend more.

Good design has become a standard value expectation. The availability of it at both high and low price points has led to a sense of product “democratization.” Consumers feel free to navigate a range of brands at different pricing levels. The same shopper may buy from Saks Fifth Avenue, Costco and Wal-Mart.

As a retailer, you need to reframe the value proposition that expresses the product’s benefits so that you satisfy the consumer’s needs for both good value and good pricing.

Cuts in marketing budgets during an economic downturn can reduce market share and erode profits. To succeed, you need to:

Listen to what your customers want. 

Try not to be all about price unless your innovations allow you to lower your prices. 

Add value in new places. Sell products, for example, that are less disposable and play up their value over the long term. 

Discover new sales channels, whether it’s by developing a new niche in your customer base, by offering products in new categories, or by developing or improving your internet space. 

Collaborate with colleagues and form partnerships with other businesses. 

Innovate and take risks. The consumer has a willingness to try new things. The recession is a wonderful time to risk launching innovations. 

The new leader of today wins not by surviving the storm, but by changing the game.

As Marcel Proust wrote, “The real voyage of discovery consists not in seeking new landscapes, but in having new eyes.”

(This article is adapted from a presentation given by Mary F. Pisarkiewicz at the annual meeting of the Home Fashion Products Association.)
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Plant-Wide Research is a leading research and industry analyst firm that provides industry benchmarks and commentary, competitive landscape analysis and end-user feedback in a variety of industry focused reports and services that incorporate both quantitative and qualitative aspects in order to provide a complete picture of the enterprise applications software market and industry.  End-user companies and organizations use these products and services to assist them in planning, selecting, and maintaining IT investments as well as by the industry providers of applications software to remain competitive, current with competitors, focus on industry trends, and end-user needs.

How can we help you?  Call 860-319-9972 for more information!
