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credit and collections post COVID-19
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All industries are in a cycle of continual evolution, driven by a combination 
of innovation, digital and technological transformation, market forces 
and regulation. However, in recent years the debt collection industry has 
experienced a dramatic increase in speed of its evolution driven through a 
combination of the internal impact of digital transformation and the data 
insight it has enabled and the external push of both market and regulatory 
forces.

Digital transformation has quite literally transformed the debt collection 
industry. Historically reliant on excel spreadsheets and assumptions, 
digital transformation has enabled collections teams to gain a data-based 
understanding	of	the	effectiveness	of	their	collections	processes	and	
techniques and to identify where improvements can be made to optimize 
their	efficiency.		This	data	insight,	combined	with	the	automation	enabled	by	
most modern order-to-cash SaaS systems, has led to a seismic improvement 
in	the	efficiency	and	effectiveness	of	modern	debt	collection.

The second driver for change has been a global shift towards more 
customer conscious commerce. With future market share more likely to be 
won on customer experience than on product and price, and with growing 
momentum behind the FCA Treating Customers Fairly (TCF) initiative, there 
is ever increasing pressure for businesses to protect their most vulnerable 
customers, ensure processes are in place to help people avoid getting into 
debt, and, for those that inevitably do fall into arrears, look for mutually 
satisfactory resolutions rather than simply collecting the debt.

Then came Covid-19 – bringing social and economic change of a 
magnitude still to be understood. Sudden changes to household incomes, 
rising unemployment and an economy in freefall – and some of these 
changes which might have taken years, will, and must, happen tomorrow. 

So how do businesses strike the balance between 
the needs of both customer and company and 
deliver a collections strategy which is simultaneously 
sympathetic	and	effective	in	this	post	Covid-19	world?

Introduction
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As the world tentatively starts to emerge following months of lockdown due 
to Covid-19, it is clear that the world as we know it has irrevocably changed. 

The phrase being used to describe life after Covid is “the new normal” - 
but what does that “new normal” actually look like? 

Socially, it is apparent that it will still be some time before we get anywhere 
close to the “old normal” with many restrictions still to be released on our social 
activities and interactions. 

The impact economically also appears to be of nightmare proportions.  There 
have been unprecedented increases in government borrowing in order to both 
manage the virus and the mitigate the impact on businesses and the economy 
– this is at a level unseen since the second world war  - the debt from which 
the	UK	has	only	just	finished	repaying	the	balance	75	years	after	the	event.
  

Overview of credit and collections landscape post COVID-19

Chapter 1

Chapter 1 
Overview of credit and collections landscape post COVID-19  

Economic 
impact of 
Covid 19

Indirect costs 
(short &

 long-term)

Productivity Losses:
Abstenteeism &

presenteeism

Manufacturing, production

Supply chain disruptions

Education

Other Health

Travel & tourism

Personal Consumption 
(retail, restaurants)

Capital Flows, trade of 
goods and services

Systematic 
Failures 

e.g.
 Infrastructure

Human 
Capital Loss

Financial Market losses

Loss of wages

R&D for treatment &
vaccine

Prevention 
(hygiene & vaccine)

Diagnosis & treatment
(Inc.  hostitalization)

Supply shocks

Demand shocks

Direct costs 
(short term)

Direct and indirect costs of COVID-19

Adapted from Evans D, Over M. 2020. The Economic Impact of COVID-19 in low and middle-income 
countries.	Center	for	Global	Development,	March	12,	2020:	Washington,	DC
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The	long-term	economic	effect	of	Covid-19	is	widely	predicted	to	take	the	
form of a worldwide recession with the World Bank forecasting that the 
pandemic will “plunge most countries into recession in 2020, with per capita  
predicted	huge	falls	in	GDPR	this	year	as	high	as	5.9%	in	the	US	and	
6.5%	for	the	UK”. 

Chapter 1 
Economic impact of Covid-19

They have estimated the entire world economy will shrink by 3% this year, 
making it the worst recession since the Great Depression of the 1930s. 

Recent McKinsey analysis estimates that the Covid-19 crisis could leave 
up to 59 million jobs at risk in Europe with a recent survey by Intrum of 
households across Europe highlighting how  nearly 4 in 10 respondents have 
“had	their	employment	affected	by	Covid-19,	while	more	than	half	(54%)	have	
seen a decrease in household income”.

Even before Covid-19, when unemployment was falling and there was 
economic	growth	many	western	households,	were	feeling	the	financial	
squeeze. 

Chapter 1 
Economic impact of Covid-19

World 3%
U.K 	6,5%
U.S.A 5,9%

Covid -19 Economy Shrink 2020

www.worldbank.org/en/news/feature/2020/06/08/
the-global-economic-outlook-during-the-covid-19-....

Covid -19 European Employment affection 

blogs.imf.org/2020/04/14/the-great-lockdown-worst-
economic-downturn-since-the-great-depression/

54	%	decrease

Covid -19 Household income Affection

www.credit-connect.co.uk/wp-content/
uploads/2020/06/ECPR-2020-Special-Edition-White-
Paper-FINAL.pdf
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Chapter 1 
Economic impact of Covid-19

Between 2006 and 2018 average living costs for UK households have increased 
by	2.4%	per	year	–	substantially	ahead	of	inflation.	This	rise	was	even	greater	for	
Britain’s	poorer	households,	who	at	2.7%	each	year	experienced	the	greatest	
leap – driven by increasing food prices which form a greater proportion of their 
total living expenses.

Already reeling from the economic uncertainty of Brexit, the UK economy has 
now	been	battered	by	the	financial	implications	of	the	Covid-19	lockdown.	

Although bolstered through extensive government interventions and support 
initiatives, many businesses, particularly those with low margins, minimal 
cash reserves or that were already struggling, will be unable to survive with 
insolvency experts Begbies Traynor estimating that  “over half a million UK 
firms are now at risk of collapse.”

Whilst a downturn brings a proliferation of debt, collecting this debt is 
increasingly	difficult.		Many	individuals	and	businesses	will	have	to	make	
difficult	decisions,	prioritizing	who	to	pay	and	when.	Collecting	outstanding	
monies therefore becomes less about reminding people to pay, and more about 
demanding that you are top of the payment list. 

With	an	inevitable	increase	in	bankruptcy	and	insolvency	filings	leading	to	a	
greater volume of unrecoverable bad debt, this all adds up to a challenging 
debt collection marketplace in which it is critical to verify your processes are 
optimized	to	ensure	the	most	efficient	recovery	of	overdue	monies.

Overview of credit and collections landscape post COVID-19
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The	practice	of	buying	things	on	credit	has	been	around	over	5,000	years.	
As	far	back	as	the	Sumer	civilization	(3500	BC)	there	is	evidence	of	consumer	
loans	being	offered	for	agricultural	purposes.	It	is	therefore	unsurprising	that	
debt, and the necessity to collect it, has been around equally as long - even 
before money was invented, the bartering of goods or services in return for 
other goods or services often led to the creation of debt as one of the parties 
failed to deliver their goods or services as agreed.

The Changing Face of Debt Collection

Chapter 2

21st century collections

Whilst	the	vision	of	the	bogeyman	of	debt	collection	–	the	burly	bailiff	–	
still	persists,	modern	debt	collection	is	significantly	more	sophisticated	and	
rather than knocking on doors demanding payment, uses a series of customer 
contacts, including letters, emails, texts and calls to encourage debtors to 
pay what is due.   

This process of methodically communicating with customers to ensure 
the collection of accounts receivable, often called a dunning process, is 
vital to delivering successful credit control. The right strategy will enable 
credit control teams to determine factors such as how many times a 
customer is chased before legal proceedings are launched and what form of 
communication	is	best	to	ensure	the	most	efficient	resolution	of	the	debt.

Chapter 2
The Changing Face of Debt Collection
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Until relatively recently, most businesses used manual processes, or 
processes	that	mixed	both	manual	and	legacy	finance	and	operations	
systems, to manage their collections strategy. This in reality, meant most 
collections	activity	was	being	managed	off	data-dumped	excel	spreadsheets	
which were out of date the moment they were produced. This inability to 
access both historic customer information and any real-time data would 
significantly	affect	the	efficiency	and	effectiveness	of	any	collections	activity	
with	potential	pitfalls	including:

It has been predicted that between 2018 and 2021 companies worldwide will 
have collectively spent nearly $6 trillion on digital transformation initiatives - 
and for good reason. Digital transformation enables the transparency, real-
time intelligence and data-based insights to deliver truly transformational 
results. 

The commercial implications of this could be far more serious, with the 
potential	to	lead	to:

A process of the past

Transformation through technology

Chapter 2
The Changing Face of Debt Collection

Increase in 
consumer 
complaint

Reduced 
customer 

confidence

Beyond key 
accounts, 

collections 
based on a 

one-size fits all 
strategy 

Lack of 
collector 

confidence 
in the data to 

deliver the right 
action at the 

right time. 

Failure to meet 
working 

capital targets

Potential for 
the business 
to appear ill-

informed and 
inefficient.

Loss of 
business 

opportunities

Cash flow 
issues

Reputation 
damage 
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Constrained by the limitations of existing manual processes, the visibility 
and	insight	to	improve	operational	efficiency	and	effectiveness	was	exactly	
what the credit and collections industry needed.  It is therefore unsurprising 
that it is a sector / function that has embraced digital transformation and 
as a consequence seen a massive leap forward in terms of developing 
improved processes to drive better results. The continued data collection and 
analytics digital transformation enables, provides businesses with a deeper 
understanding	of	the	effectiveness	of	their	debt	collection	activities,	and,	
most importantly, the ability to make data-based decisions on how to drive 
process improvements – such as which debtors to contact, in what way and 
at what time, ensure the most positive outcome.

A major learning from this new data-insight is that debt collection is not a 
one-size	fits	all	solution.	Digital	transformation	provides,	at	the	touch	of	a	
button,	the	ability	to	easily	segment	customers	into	risk	profiles	and	deliver	
bespoke collections activity that the data analytics indicate will be the 
most	effective	for	each	group.	This	level	of	personalisation	would	have	been	
impossible within the historic manual spreadsheet process and has driven a 
reformation in the way businesses manage their collections process.

Delivering visibility and insight

Enabling customer segmentation

Chapter 2
The Changing Face of Debt Collection

Data 
Collection

Data 
Analysis

Data 
Driven 

Decisions

Continued 
Quality 

Improvement
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Chapter 2
The Changing Face of Debt Collection

Increase in working capital
- Potential to review and adjust 
process	efficiency	to	optimise		cash	flow

Enhanced customer experience
- Improved data accuracy and 
visibility enabling swift dispute 
resolution.

Improved alignment across 
all business areas
- Access to same real-time data
- Ability to identify where upstream 
issues impacting downstream revenue.

Greater efficiency 
(reduced cost-to-serve)
- Automation of repetitive tasks, 
enabling focus on high value 
priority projects

New marketing opportunities
- Ability to capture and analyse 
customer transactional data and 
develop targeted products and 
promotions.

Mitigated risk versus 
opportunity
- Improved visibility of customer 
payment patterns and behaviours
- Access to real-time credit data.

Increased sales opportunities
- Faster onboarding process
- Ability to identify and target high 
profile	low	risk	customers
- Improved visibility of customer 
financial	performance.
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Whilst digital transformation has delivered a revolution in credit and 
collections processes, social, regulatory and market forces have been 
simultaneously pushing for a revolution in how corporations treat their 
customers. 

The rise of the consumer

FCA - Fair treatment of customers

In 2006 the FCA launched their Treating Customers Fairly (TCF) initiative, 
outlining	how	consumer	financial	services	providers	must	be	able	to	
show consistently that fair treatment of customers is at the heart of their 
business model. The initiative aimed to deliver six improved outcomes for 
retail	consumers	with	regulated	firms	expected	to	be	able	to	demonstrate	
how they are working to achieve these outcomes.  Their success or failure 
at delivering these outcomes would be an important factor in guiding 
regulatory decisions and actions.

A relatively simple concept, already integral to the FCA terms of business, this 
has had surprisingly far reaching consequences. Whilst TCF remains essentially 
an FCA prerogative, the standards laid out in the customer outcome 
framework have become a benchmark for fair treatment of customers across 
the	board	and	can	be	seen	reflected	in	Ofgem,	Ofcom	and	other	regulatory	
bodies principles of business.  

Chapter 2
The rise  of the consumer
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1. Consumers	can	be	confident	that	they	are	dealing	with	firms	where	the	fair	
treatment of customers is central to the corporate culture.
2. Products and services marketed and sold in the retail market are designed to 
meet	the	needs	of	identified	consumer	groups	and	are	targeted	accordingly.
3. Consumers are provided with clear information and are kept appropriately 
informed before, during and after the point of sale.
4. Where consumers receive advice, the advice is suitable and takes account 
of their circumstances.
5. Consumers	are	provided	with	products	that	perform	as	firms	have	led	them	
to expect, and the associated service is of an acceptable standard and as they 
have been led to expect.
6.	Consumers	do	not	face	unreasonable	post-sale	barriers	imposed	by	firms	to	
change product, switch provider, submit a claim or make a complaint.
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The power of social media

Beyond avoiding a regulatory reprimand, delivering positive customer 
outcomes has become increasingly important for all businesses as more 
and more consumers leverage the power of social media to engage in 
conversations with business and brands. No longer limited to an irate letter 
or	phone	call,	consumer	feedback	has	significant	power	to	influence	purchase	
decisions with consumers not only expecting a swift resolution to any issues, 
but also being quick to publicly condemn an unsatisfactory conclusion.

According	to	the	PwC	total	retail	survey	2016,	45%	of	global	respondents	
said	that	reading	reviews,	comments,	and	feedback	influences	their	shopping	
behaviour. With this trend only set to increase as the power of social media 
to	influence	increases,	it	has	never	been	more	critical	than	now	to	ensure	that	
all customer interactions are positive.

“Social media has both driven and 
coincided with a dramatic change in 
the way that businesses and customers 
interact. Gone are the days of one-
way conversations dictated by brands. 
Customers now demand a level of speed, 
convenience and transparency that is 
challenging boardrooms and customer 
service professionals like never before” 

www.theguardian.com/media-network/2015/may/21/customer-complaints-social-
media-rise

Chapter 2
The rise of the consumer
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These regulatory, social, and market forces have driven a rise in the power of 
the consumer and has led to the belief across all industries that future market 
share will be as much won and lost on customer experience than on product 
and price. When a minor issue, that could have historically been brushed 
under the carpet, can develop traction, and potentially lose customers or 
reduce new business opportunities, never has the need to deliver a positive 
customer experience throughout the sales cycle been more important – even 
at the thin edge of the wedge when a customer has defaulted on payments.

Corporations desire to support their debtors has been further enhanced by a 
greater understanding of how and why people get into debt. It is now widely 
accepted that the majority of people do not accumulate unmanageable debt 
out of choice, and that when they do, they would far rather settle it if given 
the opportunity and means, than accept the other alternatives. 

With so many forces pushing for change, it is therefore only logical that debt 
collection must adapt to be relevant in the modern market – and look to help 
the customer resolve their debt position rather than just collect on it. And the 
adoption of digital transformation has started, and will continue, to enable 
these changes to happen today rather than tomorrow.
 

Summary

Chapter 2
The rise  of the consumer
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Whilst	credit	and	risk	has	always	had	to	find	the	balance	between	company	
and customer needs, as outlined above, that balance has had a clear shift 
towards the customer. With historic policies and procedures generally 
focused towards company needs it is clear that businesses will have to 
rethink their credit and collections strategies if they are going to deliver on 
the demands of the modern marketplace. 

The	significance	of	this	shift	in	priorities	has	led	Steve	Coppard,	Deputy	
Director	Cross-Government	Debt	Policy	&	Strategy	at	the	Cabinet	Office	to	
suggest	in	an	interview	for	Credit	Strategy:

How does a business move from a focus on debt collection to debt 
resolution?	Outlined	below	are	5	steps	which	will	enable	an	inhouse	or	
outsourced credit and collection team move to a debt resolution rather than 
debt collection focused credit and collections strategy that will be relevant 
and	effective	in	this	post	COVID-19	world	of	debt	recovery.

Putting the customer first: Changing your credit and 
collections strategy from Debt Collection to Debt Resolution

Chapter 3

Chapter 3
Putting	the	customer	first

“even the branding of the industry, the debt collection 
industry – needs revisiting. ‘Collection’ speaks to the 
client, but what we’re looking to do is resolve the debt. 
‘Debt resolution’ speaks to the customer and the client.” 
Steven Coppard

www.creditstrategy.co.uk/the-cs-interview/premium-cabinet-offices-steven-coppard-
talks-changing-the-public-sectors-approach-to-collections
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1 Ensure your business objectives reflect the new, customer 
focused strategy

Whereas debt collection, puts the retrieval of outstanding monies as 
its primary objective, a debt resolution strategy will have several, often 
competing, priorities.  

These	will	still	include	delivering	financial	targets,	but	also	need	to	balance	
other goals such as achieving good customer outcomes, maintaining good 
relationships with regulatory bodies and building a strong public image 
and	reputation.		As	this	can	often	represent	a	significant	shift	in	focus	from	
historic	fiscally	focused	priorities	it	is	critical	that	these	are	both	agreed	within	
the business and clearly communicated to all team members.

S
- SMART OBJECTIVES -

M
A
R
T

Measurable 

Achievable

Relevant 

Time Bound 
 

Specific

Acheievment or progress can me measured.

Details exactly what needs to be done.

Objective is accepted by those responsible for 
achieving it.

Does	the	goal	meet	the	needs	of	the	business?

Time period for achievment is clearly stated.

Chapter 3
Putting	the	customer	first
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2 Develop clearly defined policies and procedures to ensure all team 
members understand what good looks like and how to achieve it.

Whilst understanding the objectives is important, knowing how to achieve 
them	is	even	more	so.	These	will	need	to	set	out	in	clearly	defined	policies	
and procedures, so each team member understands what a good outcome 
looks like. 

 
A good collections policy and procedures will ensure all team members 
understand how their day to day activities help to deliver overall company 
objectives.	This	should	include:

• Overview of company objectives and priorities.
• The company policy for the fair treatment of customers
• Definitions	of	good	outcomes	by	customer	segment
• Clear picture of what would constitute a bad outcome and why
• Employee KPI’s and link them to performance reviews

A successful policy will be prescriptive enough to avoid independent decision 
but	with	enough	flexibility	to	meet	the	needs	of	individual	customers.	It	will	
balance the competing objectives of company and customer by emphasizing 
the	need	to	challenge	the	customer	on	their	ability	to	repay,	in	order	to	find	a	
resolution which will ensure the debt is paid as quickly as possible, but with a 
repayment	schedule	the	customer	can	afford.

“The best-placed firms can show that a clear, appropriately 
detailed policy is in place, that is understood and followed 
by the relevant staff. Doing it well saves time and money, 
encourages loyalty and contributes to brand reputation.”  
Damien Hales
  
 Deloitte.co.uk

Chapter 3
Putting	the	customer	first
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3 Ensure data accuracy & visibility

In terms of providing a good customer experience, data accuracy is critical. It 
is both frustrating and upsetting for customers to be chased for payment on 
a bill on which they have already raised query, or to be chased for a payment 
they have in fact already made. It will not only lead to a loss of customer 
confidence	in	the	business,	but	also	a	reduction	in	the	efficiency	of	your	
collections process with time wasted on unnecessary calls. 

A single data view, aggregating data from multiple sources will build a strong
foundation for delivering your customers a positive interaction with your 
business.	Customer	information	should	be	checked,	verified	and	updated	at		
very opportunity to ensure that all contact from your business is as relevant 
and accurate as possible. 

Assurance in the accuracy of the data will ensure your collection team can 
be	confident	they	are	making	the	right	approach,	at	the	right	time	for	each	
customer. They will be able to identify where there are genuine issues and 
pass them onto the relevant department for resolution or indeed when a 
customer needs to move to the next stage in the debt recovery process.

It is also key to remember that debt collection is the tail-end of a process 
and most customers will have been touched multiple times by the business 
before they reach the collections team. Securing visibility of customer’s 
complete journey will enable collectors to have an informed conversation 
with each client, to have the information available to help them understand 
how and why they are in their current debt position and to work with them 
to	find	a	resolution	which	is	not	just	repeating	previous	strategies	that	have	
failed	to	find	solution	to	the	debt.

Data 
Quality

Completeness Validity

Timeliness Accuracy

Integrity Consistency

Chapter 3
Putting	the	customer	first
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Put the customer first – style and tone for modern day collections 
conversations

Maintaining the right tone of voice in all communications is vital to a business 
or brand connecting with current loyal customers as well as encouraging 
customer acquisition. Every customer contact is a chance to reinforce your 
customer relationships – even when contacting those customers who have 
defaulted on their payments. 

All communication should be polite, professional, empathetic and calm – 
even when consequences need to be highlighted. 

Sometimes the most frustrated customer can become the greatest advocate 
if a resolution can be found – with customer loyalty more usually won or lost 
when something goes wrong than when things go right.

4

Chapter 3
Putting	the	customer	first
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Provide customers with the right support at the right time

It is well documented that there is an engagement issues with debt and 
that people will sometimes bury their heads in the sand and ignore a debt 
issue for years until they are really in trouble. They are often unaware that 
support is available, or the advantages of dealing with a debt issue early, and 
therefore hide from the problem rather than confront it.

Providing customers with prompt contact when they default on payments, 
with	swift	assessment	for	vulnerability	as	well	as	the	provision	of	affordable	
repayments plans has been proven to dramatically reduce debt collection 
costs. This not only provides customers with the opportunity to settle their 
debt position before it reaches crisis point, thus reducing the business’ 
potential exposure to bad debt, but also reduces unnecessary investment in 
cases where debts will never be repaid. 

It is important to have the information available to help direct customers who 
require support towards places where they can access free debt advice - this 
is not only morally correct but also far more likely to lead to settlement of the 
debt for the business.
 

5

“we found that the payments people who had received free 
debt advice made were on average 20 percent higher than 
people who hadn’t. It’s because they really understood their 
financial situation.” Steven Coppard

www.creditstrategy.co.uk/the-cs-interview/premium-cabinet-offices-steven-coppard-
talks-changing-the-public-sectors-approach-to-collections

Chapter 3
Putting	the	customer	first
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The below graph from Citizen’s Advice demonstrates how not enough 
people	are	getting	advice	on	how	to	deal	with	financial	challenges,	before	
they	become	financial	problems.	People	who	say	they	would	have	taken	
advice	if	it	had	been	offered	to	them	at	critical	financial	moments	are	more	
likely	to	have	experienced	financial	difficulties	compared	to	the	general	
population.
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Peaple taking advice

18 %

12 %

6 %

0 %

Percentage of adults who have had financial difficulties due to unexpected changes

Source:	Citizensadvice.org.uk

Chapter 3
Putting	the	customer	first
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As with the implementation of any business strategy, it is critical to establish 
clear metrics which will quantify the success of adopting a debt resolution 
strategy. 

Some	areas	for	measurement	we	have	identified	are	as	follows:
  

Outcomes and Metrics: Measuring the success of a debt 
resolution versus debt collection strategy

Chapter 4

Internal process improvements

• Reduction in cost to serve
• Speed of dispute resolution
• Decrease in average days to pay

Sales growth

• Reduction in churn
• Growth in customer acquisition

Improvement in working 
capital cycle

• Improved	cash	flow
• Reduced DSO
• Increased sales revenue
• Reduction in unresolved cases

Improved customer experience

• Increase in amicable debt payment 
resolutions

• Reduction in cases moving to legal
• Reduction in churn
• Reduction in customer complaints
• Positive customer feedback

Chapter4
Outcomes and Metrics
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It is clear that as we move forward post COVID-19, the credit and collections 
industry	is	going	to	have	to	adjust	to	reflect	a	changing	world.	With	customer	
experience now of equal importance as product and price, and with the 
explosion in social media providing consumers with both the voice to highlight 
issues and forums to research experiences, a positive outcome in every place a 
business’ touches its customers is becoming ever more critical.

By rebranding the industry as debt resolution rather than debt collection or 
debt recovery, we can highlight a fundamental change in the business priorities 
for credit and collections teams from delivering a positive outcome to the 
business to delivering a positive outcome for both the customer and the 
business.

This will hopefully mark a change in the narrative around an industry which 
has	in	fact	already	undergone	significant	evolution,	both	through	digital	
transformation and the data insight and analysis it provides, and the impact of 
the FCA’s ‘Treating Customers Fairly’ (TCF) guidelines which set a new standard 
that businesses in all industries could now measure themselves against. 

It is an industry which is looking forward and is ready and willing to evolve in 
response	to	market	and	consumer	demands	–	to	finish	on	a	quote	from	Steve	
Coppard.

Conclusion

Conclusion

“We need to get the message out that we want to get 
people out of debt, not get debt out of people; that we 
prioritise debt resolution over debt collection and that we 
recognise the need to work with people and not against 
them.

As the debt collection industry has shown, by seeking 
the right outcomes and treating people according to 
their circumstances, collection comes naturally and the 
money flows in without the need to impose unaffordable 
repayment plans. The case for fairness stacks up time and 
time again.”Steven Coppard

www.creditstrategy.co.uk/the-cs-interview/premium-cabinet-offices-steven-coppard-
talks-changing-the-public-sectors-approach-to-collections
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Author & About Barratt Smith- Brown

In under 4 years, Ashley has built Barratt Smith Brown 
from 2 full-time employees and one contract into 
a	significant	player	in	the	UK	outsourced	credit	and	
collections scene. Utilising the business expertise 
gained	during	15	years	at	Centrica,	where	Ashley	was	
instrumental in establishing the collections systems, 
risk analysis and collections processes for One-Tel, The 
AA,	Goldfish	and	British	Gas	Services,	as	well	as	his	
experience at British Gas Energy and British Gas Business, 
he has developed a unique outsourced receivables 
management	service	offering.

By understanding his clients’ unique commercial 
needs and objectives, Ashley and the BSB team 
specialise in providing each customer with a 
bespoke service, focusing on delivering results 
but whilst respecting their individual brand and 
customer relationships.

Ashley Barratt

Barratt Smith Brown is a receivables management 
company with over 25 years of experience in helping 
blue-chip businesses optimise their credit and 
collections function. We focus on building collaborative 
working relationships with our clients in order to provide 
them with a bespoke service-offering which meets their 
individual business needs.

Providing a full-suite of services from credit-control, to 
third-party collections, through to legal services, Barratt 
Smith Brown operate globally in 120 countries and pride 
ourselves on our native-language capabilities, applied 
data analytics, and proprietary systems – which facilitate 
complete transparency and accountability to our 
clients. Our client’s come to us for bespoke, high-touch 
collections activity which delivers the results they need 
whilst maintaining the utmost respect for their 
business and brand.
 

Some of the accounts we’ve 
supported

Author

About Barratt Smith Brown
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 00 44 (0) 116 296 1438

Best House, Enderby Road, 
Leicester, LE8 6EP, U.K

thebsbco.com

info@bsbco.com

Barratt Smith Brown

https://www.google.com/maps/search/Best+house+Enderby+Rd+Leicester+LE8+6EP+UK/@52.57667,-1.177443,15z?hl=en&shorturl=1
https://www.google.com/maps/search/Best+house+Enderby+Rd+Leicester+LE8+6EP+UK/@52.57667,-1.177443,15z?hl=en&shorturl=1
http://thebsbco.com
mailto:info%40bsbco.com?subject=

