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Competitor Strategy Case Study:

Case study: Process analysis and benchmarking of competitor credit
control methods in telecoms...

Client

Approach

UK Telecoms Company (>£1bn turnover)

How to reduce exposure to customer debt during the recession

The client wished to conduct a competitor process analysis and messaging project
to understand how competitors were approaching credit control within the context
of the recession, in order to drive internal process improvement

We analysed the credit control operations of 8 competitors and 4 out of industry
comparators to benchmark our client and identify market best practice:

Credit Control Credit Control
Processes Communications
Strategy & Out-of-Industry Best
Operations Practice

We laid out a series of recommendations based on the intelligence gathered,
including changes to team structures, processes and segmented messaging

Client is currently implementing a pilot roll out of the new approach — we are
assisting by monitoring the customer response to this
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Competitor Strategy Case Study:

This is what we found

out...

Credit Control Processes

We mapped out the end-
to-end credit control
processes of 6 of the 8
competitors, including
what tactics and
structures are engaged
when:

Company X: Credit Control Process

Company X follow a 4 month process using letters, text messages,
outbound phone calls and an in-house ‘branded’ agency...

COMPANY X

“We used to send out letters to everyone who missed
payments but this was really expensive and unnecessary for
most people who either forgot to pay or have changed bank -

we therefore switched to an initial text message”
Credit Control Manager, Company X

“Opce a customer misses two payments, we
start calling you - the bigger the debt the more
calls you'll get”

Credit Control Manager, Company X

| WEEK 0 WEEKS1-2 WEEK 4 WEEK 5 WEEK 10 WEEK 12 WEEK 1ﬂ>
Motification Account Escalation
C;T::am:r SMS Sent, Suspension Lo G:Lb:::d Lo Account to In-House P;:::rd“;l;u
P = follawed by SMS and R Cancellation Branded Age
aym Letter Sent Agency’ ney

Full Settlement
Sought

N

Payment Plan Offered

“Until a second payment is missed, we seek fo
recover the full amount up front. After the second
payment is missed the debt becomes less easy to

pay off and payment plans begin to be offered”

Credit Control Manager, Company X

“After 12 weeks a debtor would be contacted by Credit
Recovery, who are actually part of us but operate under a
different name™
Credit Control Manager, Company X
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Competitor Strategy Case Study:

This is what we found out...

Credit Control Communications

We obtained over 50 examples of credit control letters, text messages and emails, allowing us to
map out the entire end-to-end comms. pathways of 5 of the competitors:

Initial Letter: Account Suspension Follow-Up Letter: Account Cancellation Agency Letter: Threat of Legal Action
capQuest
0 vodafone S _ Debt Recovery
L vodafone - *
- el s U =

e Criel Vodetons
Bl griie Tht

v oo [
CUTSTANDONG DEBT [C 1 %]

WOl OF DEFRAT

2
2% | Months

‘% ; 3 ‘@ WHITE SPACE

AR il



Competitor Strategy Case Study:

This is what we found out...

Strategy & Operations

We revealed the
strategies, drivers and
future plans of 4 of the
competitors in depth and
the other 4 at a summary
level, and also mapped
the credit control
organisational structures
of all 8:

Company Y Strategy Summary:

Company Y: Strategy Summary

Company Y has recently increased use of on-shore credit control | companyY
teams and is currently tendering for a new external agency...

Credit Control Strategy Key Initiatives

: Key focus = opening a dialogue with = Have recently launched SMS credit
the customer control comms., through £10m deal with
Supplier X
: Believe a ‘soft’ approach is the best * Tendering for a new ‘less invasive’
way to achieve this, and to protect external agency
their brand * Have recently increased use of UK-based
staff in credit control

“Ourapproachis basedon process
making it easy and
unthreatening for debtors to talk
to us and settle”

Credit Control Manager, Company Y

* Appear to be strongly
committed to current
strategy but are likely to re-evaluate it if

recession bites harder

- Three primary in-house
credit control teams:

Inbound Qutbound || Priority

ICumbernauld, | |[Cumbernauld, London, 50

100 seats 150 seats seats * Trialing predicative system which will
highlight *at-risk’ customers who are in
- Bangalore call centre recently closed danger of entering arrears
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Competitor Strategy Case Study:

This is what we found out...

Out of Industry Best Practice

We analysed the credit
control processes,
strategies, success levels
and future plans of 4
leading companies in
comparable sectors:

énmpaniii Recovery Rﬁu

Company Z have improved their recovery rate to 72%, and are COMPANY Z
aiming to increase this to 75% despite the recession...

Year Average Recovery Rate Change

2006

68%

N/A

2007

65%

2008

67%

2009

712%

L

Company Z Recovery Rate (2006 - 2009)

4%

T0% -
68% -

66%

64% -

62%

60% -

72% |

=

2006 2007 2008 2009

Reasons For Improvement

New Call Centre Q

Increased Early Stage Q
Intensity

Segmented Approach Q

You may wish to consider increasing staff numbers and using this extra resource to

All quotes from Director of Credit Control, Company 2

“We opened a new credit control call centre in 2007
increasing our overall operatives number by 100”

“Increasing staff numbers allowed us to begin phoning high
priority customers in the first two weeks”

“We used to segment purely on the basis of value of debt -
in 2008 we extended this to include ease of collection”

target high value customers who are likely to pay
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Competitor Strategy Case Study:

This is what we delivered to the client’s Board, summarising a 20
slide strategy development debrief...

Short Term: 1-6 months Medium Term: 6-18 months Longer Term: 18 months+

INITIATIVE 1 INITIATIVE 3 INITIATIVE 5
_— N\ _— N\

A Either XXX or YYY Continuous XXX is

should be considered, critical in the long-

depending on internal term to optimize the

appetite for process
Address XXX, and investment
YYY in the short term

INITIATIVE 2 INITIATIVE 4 INITIATIVE 6

A\

Messaging should
focus on XXX in the
short-term to drive
initial YYY

A

In the medium term, focus should be
placed on XXX and YYY

N

XXX implementation in this area will take
time and resource but will yield benefits of
YYY in the medium-long term

—
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Competitor Strategy Case Study:

This is how we did it, using entirely ‘above board’ methods...
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Case study 1: This is what we found out...
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Case stiady 1: This is what we found out..

Crodit Conirol Communications
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- Over 400 extremely pushy
‘mystery shop’ phone calls to
sales, customer services,
billing and credit control

Angle: “I’'m really worried
about what happens if | fall
into debt. | would like to
know how you collect money
and whether this will change
in the future. Can | speak to
a manager about this...?”

Recruitment of 50
competitor customers who
were in possession of credit
control letters, with
incentive paid to provide
them to White Space
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Case study 1: This is what we found out...
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Case study 1: This is what we found out...

Qut of Industry Best Practhcs
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- Over 400 extremely pushy
‘mystery shop’ phone calls to
sales, customer services,
billing and credit control

Angle: “I'm really worried
about what happens if | fall
into debt. | would like to
know how you collect money
and whether this will change
in the future. Can | speak to
a manager about this...?”

10 telephone interviews
with Credit Control
Directors and Senior
Managers at out of industry
companies

Angle: “We’re working for a
major telecoms company
and are prepared to share
information on approaches
to credit control...”

All methods were entirely ‘above board’ and in principle very easy — The hard

part was working this out and having the right mindset to do it
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