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The cultural considerations of collections

Introduction

More than money 
“Money is a lot more than just a means of 

exchange or a store of value. It carries cultural 
weight, and as you move across cultures, 
attitudes shift quickly”

In China, personal finances are more openly discussed than in the West, and as 
one Chinese lecturer notes, the Western practice of removing the price tag 
from gifts is seen as strange. In Pakistan, meanwhile, the country’s dominant 
faith informs their attitude to money. A form of tithing known as Zakat is 
legally mandated, meaning that Pakistanis must donate 2.5% of their earnings 
to the less fortunate.

Just as money comes with its cultural nuances, the same is true of debt 
and debt collections. After all, where there’s credit, there’s debt. Its roots 
are ancient: The Code of Hammurabi, the best-preserved ancient law code 
created in 1760 BC, for example, defined rules on debt and the accumulation 
of interest.

For financial institutions who supply credit and need to collect on delinquent 
customers, debt can be a cultural minefield. Not just in terms of nationality 
or religion, but with other factors like age and gender that impact on people’s 
attitudes toward debt as well.

Successful Collections depends on understanding and working around these 
challenges. It’s not easy - but there’s a way technology can help bridge these 
differences.

https://www.nzherald.co.nz/personal-finance/news/article.cfm?c_id=12&objectid=11583653
https://www.nzherald.co.nz/personal-finance/news/article.cfm?c_id=12&objectid=11583653
https://en.wikipedia.org/wiki/Zakat_Council
https://en.wikipedia.org/wiki/Zakat_Council
https://web.archive.org/web/20070908205713/http://www.yale.edu/lawweb/avalon/medieval/hammint.htm
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The term “generation gap” was coined in the 1960s. The term explained the many 
cultural upheavals of the era, where Western society in particular experienced 
a pronounced fracture between old and young.

The Sixties was the time when the ‘Baby Boomers’ came of age. Fast forward 
to today, this generation is one of the main generational cohorts that banks 
and collections teams deal with. 

But what do all these names - Baby Boomer, Millennial, Gen X, Gen Z - actually 
mean? Are they actually just over-simplified categories which feed into 
generational stereotypes. Well, yes - but also no.

Of course, the media indulges in all sorts of stereotypes when it covers 
generational differences ( just consider the ever-growing list of things 
Millennials are accused of ‘killing’). But there are, in fact, acute differences 
between generations in how they handle their finances, their debt and the 
services they expect as consumers.

Most obvious is the variance in familiarity with tech. The adoption curve for 
technology follows precisely the pattern you might expect: The older a customer 
is, the less likely they are to adapt to innovations like self-service portals and 
mobile banking. 

In the UK, around a quarter (26%) of people aged 65 to 74 and around three-
fifths (61%) of people aged 75+ do not regularly use the Internet. The picture is 
starker in a developing market like India where 74% of internet users are under 
35 and only 3% of internet users are 55-and-over.

“Ultimately, no matter what the 

generation, customers respond to 

excellent service” 

https://historynewsnetwork.org/article/162626
https://mashable.com/2017/07/31/things-millennials-have-killed/?europe=true#8OT.X52A9Zq4
https://www.statista.com/statistics/751005/india-share-of-internet-users-by-age-group/
https://www.statista.com/statistics/272394/age-distribution-of-internet-users-in-india/
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Clearly, for collections teams, this alters the dynamic for how to collect on 
older delinquent customers. Call centres remain an essential tool for these 
less technologically inclined debtors and the personal touch of a human advisor 
is still highly prized by older customers. 

These preferences also illustrate why human field agents remain relevant. Face-
to-face communication and personal service bridges the digital divide. And if 
these agents are armed with a smartphone or a specialist field agent app, it’s 
possible to maintain a high tech collections operation without excluding older 
customers. 

The tide is slowly turning, however. According to the 2018 Mobile Banking Study 
from Citi, 46% of U.S. consumers have increased their use of mobile banking in 
the past year. 

“Eight out of 10 people (81%) now use their 

phone to manage their money on nine days 

in every month, on average.”

On the whole, there is a far greater propensity towards DIY customer service. 
Sixty-five percent of all consumers and 69% of Millennials say that they feel 
good about themselves and the company they are doing business with when 
they resolve a problem themselves.

The high penetration of Internet usage and smart technology among younger 
consumers makes facilitating this tendency simple. Eighty-nine percent of Gen 
Xers are monthly Internet users and more than nine-in-ten Millennials (92%) 
own smartphones.

For Millennials, in particular, the flexibility and control of self-service is 
important. This generation faces uniquely difficult financial circumstances: the 
growth in income of the average young couple and families in their 20s has 
lagged dramatically behind national averages over the past three decades.

Specialised collections systems that offer self-service can help cash-strapped 
young people self-cure by giving them control, flexibility and mobility. This direct, 
cooperative method of collections suits Millennial tendencies, too. 

https://collections.exus.co.uk/blog/chatbots-v-live-chat-v-call-centres-which-is-better-for-debt-collections-in-retail-banks
https://www.multivu.com/players/English/8313051-citi-mobile-banking-study-2018/
https://www.multivu.com/players/English/8313051-citi-mobile-banking-study-2018/
https://www.aspect.com/company/news/press-releases/customer-serve-thy-self-new-study-reveals-millennials-desire-for-self-service-digital-interaction-to-change-customer-service-forever
https://www.emarketer.com/Article/How-Digital-Behavior-Differs-Among-Millennials-Gen-Xers-Boomers/1009748
http://www.pewresearch.org/fact-tank/2018/05/02/millennials-stand-out-for-their-technology-use-but-older-generations-also-embrace-digital-life/
https://www.theguardian.com/world/2016/mar/07/revealed-30-year-economic-betrayal-dragging-down-generation-y-income
https://www.theguardian.com/world/2016/mar/07/revealed-30-year-economic-betrayal-dragging-down-generation-y-income
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Millennials consider their finances to be less of a taboo subject than older 
generations. Three-quarters of Millennial couples talk about money at least 
once a week, compared to 66 percent of Gen Xers and 44 percent of Baby 
Boomers. About 97 percent do it at least once a month.

It’s an opportunity for banks and collections teams to be more direct and 
pragmatic in their messaging since the stigma of money is less pronounced. 
Your digital channels can be adapted to a more direct approach, while your call 
centres can offer more discreet help.

For the generation following Millennials, the so-called Gen Z, the inclination 
towards digital customer service channels is even more pronounced. Born 
between 1995 and 2010, Gen Z are ‘digital natives’.

They have never known a world without Internet and nearly half would consider 
banking services from digital companies like Google, Amazon, Apple or Facebook. 
They’re less likely to prefer speaking with customer service representatives 
on the phone and more likely to adopt innovations like device-specific mobile 
payment options.

These age-specific differences should have an effect on your customer service 
mix. And yes, as EXUS has written countless times before, debt collections is a 
customer service challenge. In the immediate term, a collections team requires 
robust digital capability - while still maintaining a strong call centre presence 
for older customers.

In the long term, this mix will transition to a digital first approach. But even 
then, self-service and innovations like AI won’t make call centres irrelevant. It 
will free up call centre employees from routine support requests, so they can 
focus on more complex tasks.

“Ultimately, no matter what the generation, 
customers respond to excellent service. 
There are generational differences in wealth, 
Internet use, attitudes - but ultimately 
everyone needs help when it comes to their 

debts.”

https://www.washingtonexaminer.com/red-alert-politics/millennial-couples-discuss-money-more-than-previous-generations
https://www.adweek.com/brand-marketing/new-study-reveals-how-the-expectations-of-gen-z-are-reshaping-brand-experiences/
https://collections.exus.co.uk/digital-customer-focused-debt-collections-channel
https://collections.exus.co.uk/blog/chatbots-v-live-chat-v-call-centres-which-is-better-for-debt-collections-in-retail-banks
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For banks, gender may initially seem like a minefield they’d rather avoid. After all, 
haven’t countless non-financial brands discovered this fact at their peril? Take 
the example of Bic, where the brand was widely lampooned for its ‘comfortable’ 
pink pens for women.

But completely swerving gender, particularly in debt collections, isn’t the right 
approach. While banks should be careful, ignoring gender as a relevant factor 
in debt collections also ignores certain material realities.

Consider the stats: Women are more likely to encounter debt trouble. Men 
have more debt, they also have higher credit scores and earn more, on average. 
Women have lower credit scores, despite having less debt, and so they are 
more vulnerable to debt issues.
 
In South Africa, it’s been reported that single women have more unsecured 
debts than their male counterparts. And in the world’s poorest countries more 
generally, women are disproportionately affected by debt, specifically school 
and medical fees.
 
The situation is mirrored in wealthier countries, too: 64% of of the 8.8 million 
people struggling with debt in the UK are women. And in the US, more than 
one-in-four female credit card holders say they are “not at all” confident in 
being able to pay their monthly bills, nearly double the percentage of men at 
14%.
 
What it comes down to is income: women earn less than men. Your collections 
teams aren’t politicians and don’t have the power to change this unfair reality. 
But it’s a fact that can and should be considered in your collections strategy.
 
The question, then, is what’s the better approach? Collections teams can 

“Collections process is a critical part 

of the customer life cycle. When your 

customers are struggling, that’s when 

they need your help the most.”  

https://www.telegraph.co.uk/news/newstopics/howaboutthat/9503359/BIC-ridiculed-over-comfortable-pink-pens-for-women.html
https://collections.exus.co.uk/blog/gender-is-it-sexist-to-customise-your-debt-collection-approach-based-on-sex
https://www.creditsesame.com/blog/credit/credit-score-men-vs-women/
https://www.fin24.com/Money/Debt/debt-hitting-sas-single-women-harder-20180813-2
https://jubileedebt.org.uk/blog/debt-injustice-hurts-women-most
https://www.foxbusiness.com/features/credit-card-debt-is-a-bigger-problem-for-women-vs-men
https://data.oecd.org/earnwage/gender-wage-gap.htm
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learn quite a bit from the insurance industry here. Car insurance, of course, is 
noteworthy for often charging female drivers lower premiums. 
 
Not explicitly because of their gender - that would be illegal - but because they 
operate with a rich data set which rewards safer lifestyle choices. Lifestyle 
choices which, as it happens, women are statistically more likely to take.
 
For debt collections purposes, the answer begins with using software that 
empowers customers and enables self-service. A rich data set means little if 
the framework you use to help delinquent debtors is inflexible. It’s extremely 
difficult to create a core offering that caters to everyone.
 
Combine this with deeper, more meaningful segmentation that accounts for 
individuals’ values and interests. Doing this, you create a more complete profile, 
tailored to individual needs - and a collections system that will naturally veer 
towards fairness because the user has a greater degree of control. 
 
At your end, collections software can identify the accounts that need to be 
worked more intensively and prioritise action rather than punishment, offering 
suitable restructuring plans, customising the interaction and the timelines and 
skipping entire steps. 

“Debt Collections stops being a reactive 

enterprise.” 
 
You can offer a service that’s less hostile to people’s unique circumstances. 
The customer’s gender becomes secondary to the fact that they are receiving 
service that’s tailored to their specific requirements.
 
Of course, technology by itself doesn’t miraculously solve the gender problem. 
As has been noted many times, technology often reflects the biases of its 
creators. And in the tech sector, the creators are overwhelmingly male. In 
terms of leadership positions, the status of women in the technology sector is 
roughly on par with the 25% figure present in the rest of the economy.
 
But by using technology and data the right way, you can create tailored debt 
collections processes, personalised to specific people, whatever their gender. 
 

https://www.insurancebusinessmag.com/uk/opinion/is-it-time-that-insurers-change-the-way-they-segment-their-customers-84528.aspx
https://collections.exus.co.uk/blog/crms-are-not-the-answer-to-better-debt-recovery.-heres-why
https://www.businessinsider.com/women-leadership-positions-big-tech-companies-2018-3
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We’ve made the case before that the collections process isn’t just a loss 
mitigation activity. It’s a critical part of the customer life cycle. When your 
customers are struggling, that’s when they need your help the most.
 
Knowing what we know about how debt disproportionately affects women, it’s 
perhaps time that collections departments consider how gender plays a role. 
Women are more likely to struggle financially, they earn less, and, as such, they 
are more likely to become delinquent.
 
These issues have their source in deeply embedded societal problems, far 
beyond your collections process. 

You can’t fix those issues or eradicate them, but you can create a process that 
reflects the financial reality women face.

https://collections.exus.co.uk/digital-customer-focused-debt-collections-channel
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A modern bank has a debt portfolio that stretches over vast swathes of 
territory, incorporating different cultures, faiths and attitudes. Intuitively, you 
may be aware of these differences and amend your approach accordingly (like 
how the accumulation of interest is forbidden in Islamic law). 

One important note is that borders don’t define cultures anymore. Even when 
focused on a narrower geographic area, multicultural societies still encompass 
a diverse array of people. Consider the fact that 22% of Austrians have an 
immigrant background and England alone has over seven million foreign-born 
residents, corresponding to 13.8 percent of the population.

So culture is a more mixed, fluid picture than commonly conceived in some 
territories. But that said, it’s still the case that societies have their own 
hallmarks when it comes to finances and debt. 

Viewed with a cultural lens, debt takes on fascinating historical and cultural 
dimensions. In many indo-European languages, the word for “debt” also 
means “sin” or “guilt. In German, for example, debt, blame and guilt are both 
denominated by the word ‘schuld’. It’s unsurprising, then, that Germans are 
generally extremely averse to debt and view it as morally bad.

The attitude towards debt in the United States is more ambiguous. Debt 
isn’t ‘good’ per se, but seen as a necessity. Some 69% of Americans indicated 

“ “It is no longer enough to simply offer 

a product translated in ten to twenty 

different languages. Users also want 

a product that acknowledges their 

unique cultural characteristics and 

business practices.”   
Elisa M. del Galdo - Jakob Nielsen

https://www.wien.gv.at/english/social/integration/facts-figures/population-migration.html
https://migrationobservatory.ox.ac.uk/resources/briefings/england-census-profile/
https://institute.eib.org/wp-content/uploads/2016/10/debt-behavior.pdf
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that they preferred not to have debt, but 68% said loans and credit cards 
had enabled them to make purchases or investments that expanded their 
opportunities.

And, in fact, Pew Research found that higher-income people with more assets 
tended to have more debt, but even so, they had healthier balance sheets 
than low-income, low-debt respondents.

While Germans and Americans hold different views on accumulating debt, they 
share a similar cultural outlook on time. Time (and by extension deadlines) are 
a critical part of any collections system. The difference between delinquent 
and non-delinquent, after all, is time.

If you live in the United States, Canada, or Northern Europe, you live in what’s 
called a monochronic culture. In monochronic cultures, time is a commodity 
and there is a limited amount of it. It can be ‘spent’, ‘saved’, ‘wasted’ and ‘lost’. 
Schedules and deadlines are fixed. And if you strongly perceive the need for 
something, you buy it or plan to buy it, whether in cash or debt. 

If you live in Latin America, the Arab part of the Middle East, or sub-Saharan 
Africa, you live in a polychronic culture. These cultures value the fluidity of 
time and circumstance. In this polychronic approach to time, being 30 minutes 
late is perfectly normal.

So Western people structure their lives, especially business operations, by 
milestones and deadlines. But polychronic cultures, as in India, view deadlines 
as targets among other competing priorities. These differences have a 
tremendous effect on how different cultures understand each other and, 
ultimately, on how we get the job done.
 
In the case of collections teams, these sorts of cultural misunderstandings 
can impede debt recovery. And it’s here where a ‘promise to pay’ mechanism 
offers a more powerful incentive than just a deadline.
 
In debt Collections, a helpful behavioural metric is a kept promise ratio. Simply 
put, it’s the rate at which debtors make payments when they say they will. 
Trusting and empowering a debtor to make a promise to pay changes the 
power balance. And the idea of a guarantee is a more universal one than our 
cultural attitudes to time and deadlines.
 
Studies back this up: keeping a promise isn’t emphasised simply because 
people fear the repercussions, but rather because they prefer keeping their 

https://www.cnbc.com/2015/07/29/eight-in-10-americans-are-in-debt.html
https://www.pewtrusts.org/en/research-and-analysis/reports/2015/07/the-complex-story-of-american-debt
https://thearticulateceo.typepad.com/my-blog/2011/08/cultural-differences-monochronic-versus-polychronic.html
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.1006.7416&rep=rep1&type=pdf
https://www.referenceforbusiness.com/encyclopedia/A-Ar/Arab-World-Doing-Business-in-the.html
https://www.referenceforbusiness.com/encyclopedia/A-Ar/Arab-World-Doing-Business-in-the.html
https://hbr.org/2016/05/different-cultures-see-deadlines-differently
https://hbr.org/2016/05/different-cultures-see-deadlines-differently
http://www.econ.mpg.de/files/2008/staff/vanberg/promises.pdf
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word. It makes people feel good. And this doesn’t seem to change among 
cultures: keeping your word is a universal value. Each of the world’s three 
largest faiths forbid breaking an oath, for example.
 
The cross-cultural power of the promise makes it crucial to collections 
departments who deal with diverse customers. Modern financial institutions 
will have debtors from all over the world. It’s a concept that’s easy to transport 
across boundaries and borders.
 
But, while a concept like a promise might be fairly universal, the cultural lens 
through which it’s viewed might alter how and when promises are made.
   
In her book, The Culture Map, the academic Erin Meyer talks at length about 
the challenges posed by cultural differences. A French manager, for instance, 
once confident in their leadership ability, might discover leading a team of 
Americans is an altogether different challenge.
 
Other factors like praise, criticism, even when it’s appropriate to speak are 
affected, too; culture adds a layer of complexity to universal qualities like a 
promise.
 
The invisible barriers presented by culture will change how you communicate, 
decide, or schedule a promise. In the UK or Scandinavia, a firm ‘yes’ may be 
enough to indicate a guarantee, but in Japanese culture it’s normal to nod 
and say ‘yes’ as sign of polite attention.
 
Considering these cultural differences helps collections teams cultivate 
empathy. They need to understand the reasons why someone is falling behind 
in payments and work with the debtor to overcome those reasons. Delinquency 
isn’t a moral failing or the sign of a bad person.
 
As a general principle, debt Collections should not work on a premise of 
suspicion or distrust, but rather be built on an assumption of good faith by 
both parties. These assumptions are that debtors want to repay and that 
collectors are there to make that happen – not merely to hit their targets. 
Especially when, as we’ve illustrated, cultural nuances can often create 
innocent misunderstandings. 
 
For the debtor, a collections process that is considerate of their culture 
helps create an ethos of trust, in which debtors know the collector is not 
just after their money, but wants to help them make the next payment in a 
way that aligns with the debtor’s situation.
 

https://www.youtube.com/watch?v=7lzpYQFdk-c
https://www.forbes.com/sites/rawnshah/2014/10/06/the-culture-map-shows-us-how-we-work-worldwide/#6c44b2325bcb
https://www.forbes.com/sites/rawnshah/2014/10/06/the-culture-map-shows-us-how-we-work-worldwide/#6c44b2325bcb
http://www.japanese-language.aiyori.org/article6.html
https://collections.exus.co.uk/blog/honesty-and-trust-two-key-pillars-of-debt-recovery-and-how-to-make-the-most-of-them
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A functional debt recovery system needs to create, develop and protect trust. 
This means clear instructions, clear rules and regulations, and fair play across 
the financial sector as a whole.
 
Trust is a psychological state, predicated on a sense of personal vulnerability 
which is bound to exist in a situation where one party owes debts to another, 
and where the legal framework operates in favour of the indebted.
 
A strict by-the-book approach to debt recovery will not foster the emotional 
security that’s needed to manage that vulnerability and allow trust to develop. 
In any situation where one party controls or limits the options available to 
another, trust suffers.

But given the cultural challenges of working across the world, how can your 
technology cater to your customers’ needs? Whatever software you use, it’s 
important that you can customise the interaction.
 
As Elisa M. del Galdo and Jakob Nielsen put it in their book International User 
Interfaces, “It is no longer enough to simply offer a product translated in ten 
to twenty different languages. Users also want a product that acknowledges 
their unique cultural characteristics and business practices.”
 
A kept promise ratio is a universal metric, but you can tailor how and when 
the promise is made. It’s not just a catch-all feature. It’s bespoke and can 
be applied anywhere. But improving it isn’t a standard operation. Getting 
customers to keep promises means catering to their cultural norms.

http://files.clps.brown.edu/jkrueger/journal_articles/krueger-2009-thepsychologytrust.pdf
http://ftp.iza.org/dp1203.pdf
https://www.amazon.com/International-User-Interfaces-Elisa-Galdo/dp/0471149659/ref=sr_1_1?s=books&ie=UTF8&qid=1478580140&sr=1-1&keywords=International+User+Interfaces
https://www.amazon.com/International-User-Interfaces-Elisa-Galdo/dp/0471149659/ref=sr_1_1?s=books&ie=UTF8&qid=1478580140&sr=1-1&keywords=International+User+Interfaces
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We’re still in the dark ages when it comes to proof of address. Birth certificates 
and utility bills still rule, but this needs to change - and fast. These documents 
are an inadequate guarantee of identity in the digital age.
 
They are also out of sync with modern realities. The concept of a fixed abode 
is increasingly anachronistic. Research by the Institute for Fiscal Studies 
illustrates how home ownership among the young has “collapsed”. For 25- to 
34-year-olds in the UK earning between £22,200 and £30,600 per year, home 
ownership fell to just 27% in 2016 from 65% two decades ago. 
 
In other countries, like Switzerland and Hong Kong, home ownership is simply 
less common. So even when a customer has access to some relevant document, 
it’s not a guarantee of accuracy. Added to this, there are currently around 1.1 
billion people globally with no official proof of identity – and this number is set 
to rise exponentially with the younger generation.
 
It’s clear that current identification processes aren’t fit for the predominantly 
digital world we live in – being costly, inefficient and ineffective. Technology will 
play a key part in solving this challenge. 

With 16.7 million consumers losing $16.8bn to identity fraud in the US alone in 
2017, creating a robust and regulated global identification solution will provide 
a safer landscape for consumers. It will also make collections processes more 
efficient and save collections teams hundreds of man hours chasing the 
wrong people. 
 
The changes on the horizon can provide great opportunities for collections 
teams to create better, more accurate processes – as long as they are on the 
front foot when it comes to understanding the new technology and how to 
harness it to their benefit.
 
The World Bank has published a report, ‘Technology Landscape for Digital 
Identification’, which analyses what’s happening globally to enhance the 
identification process for users and highlights key benefits and challenges of 
the technology being tabled.  

“The best strategies work by having 

a deep understanding of the people 

you’re trying to connect with.” 

https://www.theguardian.com/money/2018/feb/16/homeownership-among-young-adults-collapsed-institute-fiscal-studies
http://pubdocs.worldbank.org/en/199411519691370495/ID4DTechnologyLandscape.pdf
http://pubdocs.worldbank.org/en/199411519691370495/ID4DTechnologyLandscape.pdf
https://www.businesswire.com/news/home/20180206005363/en/Identity-Fraud-Hits-Time-High-16.7-Million
https://www.businesswire.com/news/home/20180206005363/en/Identity-Fraud-Hits-Time-High-16.7-Million
http://pubdocs.worldbank.org/en/199411519691370495/ID4DTechnologyLandscape.pdf
http://pubdocs.worldbank.org/en/199411519691370495/ID4DTechnologyLandscape.pdf
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There’s no shortage of companies who have the capability to create change. 
What’s more difficult, however, is understanding what technologies can scale up 
on a global level whilst being robust enough to minimise the risk of fraud. 

Switzerland are leading the way in making digital onboarding processes more 
efficient, with The Swiss Financial Market Supervisory Authority (FINMA) making 
changes that improve the authentication process online. As one example, the 
requirement for online identification to be conducted by “trained employees of 
the Financial Intermediary” has been dropped.

Having technology evolve away from the physical into the digital creates 
opportunities for new methods of tracing. 

Field agents will benefit as there will be more data 

available to them to understand behaviours and analyse 

patterns.

Having a clearer picture of someone’s full financial footprint will allow them to 
track inconsistencies and predict outcomes. And it also eliminates onerous, old-
school tactics like Skip Tracing, which is the process of finding someone who may 
have left their original address.

In the race to innovate - biometric technology (using aspects of the body 
as authentication) is emerging as the clear winner. Fingerprint, face and iris 
capture are the most mature branches of biometric authentication, powered 
predominantly by the ubiquity of smartphones and other mobile devices. It’s 
estimated 600 million devices globally will use one or all of these authentication 
techniques by 2021.
 
But that doesn’t necessarily mean biometrics are the solution to better 
identification processes. Iris and fingerprint scanning technology is expensive, 
which could hamper scalability, and facial recognition software is currently not 
optimised to identify minority groups. Biometric ID cards and more future-facing 
solutions like blockchain technology are other possibilities. But, again, they are far 
from perfect.

The changes on the horizon can provide great opportunities for collections teams 
to create better, more accurate processes – as long as they are on the front 
foot when it comes to understanding the new technology and how to harness it 
to their benefit.

https://www.finma.ch/en/news/2018/07/20180717-mm-video-online-id/
https://www.juniperresearch.com/press/press-releases/voice-and-facial-recognition-to-be-used-in-over-60
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Age, sex, culture, identity - all these things are becoming crucial for banks 
to understand exactly how and when to communicate with their customers, 
particularly in debt collections. The more you know about customers, and the 
more personalised the messages you send to them, the more likely you are to 
recover the outstanding debt. 

But this isn’t just about results and performance, this is about understanding 
your customers, and providing the best possible service you can. In short, he 
most relevant messages in the right place at the right time. No individuals 
are the same, and no debt stems from the same issues. The one-size-fits-all 
approach no longer fits all. 

By using data, banks can highlight similar individuals in similar arrears, and by 
using creativity (the right tone of voice, the right style of communication and 
the right calls to action) banks can encourage more people to pay more debt. 
Debt Collections isn’t a tactic, it’s a strategy. And the best strategies work 
by having a deep understanding of the people you’re trying to connect with. 
Getting that right is one giant leap towards improving the performance of 
debt portfolios.

Conclusion



About EXUS

EXUS is an international enterprise software company specializing in credit life 
cycle management. EXUS was founded in 1989 with the vision to transform the 
complex software industry, making it simple, accessible and exciting. Our products 
have been designed through a deep understanding of our customers’ needs and in 
line with our purpose to simplify complexity and enable intelligent action.
Through our corporate headquarters in London, our offices in Athens and our 
partners, we support financial organizations and telecom operators around the 
world to improve their credit risk management efficiency, increase confidence in 
their strategic decision-making, and achieve success in demanding and competitive 
markets.

EXUS Financial Suite

“EXUS Financial Suite” (EFS) is our comprehensive suite of software applications 
that manages credit risk along the whole lifecycle of accounts, from the moment of 
disbursement until write-off or debt sale. EFS helps organisations in 19 countries 
around the world to identify and treat credit risk early, perform efficient collections, 
manage legal proceedings and recoveries and gain detailed insight into portfolio 
evolution, collections strategies and resource efficiency.

EFS was rated “best-in-class” solution for collections in the first ever global 
technology analysis of loan collections systems by leading industry analyst issued 
by CEB – GARTNER. 

To find out how EFS can help you manage your collections teams effectively and 
turn your collections operations into a profit centre, join one of our free product 
webinars by sending us a mail at info@exus.co.uk 

Gain collections insights every week by subscribing to the EXUS Collections Blog.

For up-to-date collections news, follow us on: LinkedIn

Tower 42, 25 Old Broad street, 
EC2N 1PB London, 
Tel.: +44 2 081237407
info@exus.co.uk 

www.exus.co.uk

http://www.freepik.com/dooder/2
http://collections.exus.co.uk/blog
https://www.linkedin.com/company/exus
http://hubs.ly/y0nXNp0
http://www.exus.co.uk

