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About Bridgeforce

Bridgeforce, a specialized multi-national consulting firm, has been
solving complex problems for companies involved in consumer and
small business lending and payments for over 16 years.

Over 75 percent of Bridgeforce consultants come directly from
client-side leadership positions across multiple parts of the credit
lifecycle. Combined with subject matter expertise in operations,
technology, strategy and regulatory issues, Bridgeforce brings a
deep and practiced understanding of the lending and payment
environment to each new client.

With market, regulatory and technological changes continually
altering the risk landscape faced by sophisticated lenders,
corresponding business changes require hard choices and the
courage to make them. Bridgeforce has a strong record of helping
clients make these choices by providing best-fit solutions that are
achievable and provide meaningful change for each client.
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While banks have invested billions of dollars into their
digital servicing capabilities in recent years, we have seen
less investment and change occurring within collections —
outbound phone-based dialing and written
communications are still the dominant strategies when
customers become delinquent.

That is not to say that collections tactics haven’t changed
in recent years — because they have, mostly becoming
less aggressive in light of regulatory pressures. However,
strategies and tactics have been fundamentally the same
for quite some time, requiring significant overhead in
terms of both people and physical infrastructure.

We feel this will, and must, change. Driving this change
are three core factors which will shape the future of
collections, as outlined below.
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Likely the most obvious of the three — customer
expectations have changed. Customers expect
convenience and customization, driving factors behind the
increasing number of transactions completed via digital
and mobile channels, so why would collections be any
different? If you work at a financial institution, you are
likely to see this trend in your own data by looking at your
customer service function. For example, how many
inbound calls are you receiving to check balances? For
collections, the same concept applies. Think about it from
your own perspective, what would be more likely to catch
your attention — a phone call from an unknown number or
a text message with a specific question or offer?

Another driving factor to changing customer expectations
is that borrowers have greater power and information
relative to their lenders than they did in the past. Not only
do they have easier and more complete access to account
information, but many are also more “experienced” with
the collections process following the Great Recession.
This adds to their relative power as knowing what
happens upon falling delinquent reduces the fear of the
unknown, which may have helped drive payments in the
past. This means finding ways to add value at each
customer interaction is much more important than ever
before.

Bridgeforce has always viewed collections as a marketing
or sales function — that is, what can be done to sell a
customer on continuing the relationship and maintaining
payments during tough times? With today’s customer
expectations, collections organizations who can reach out
to customers in the way they want to be contacted, with
offers that are tailored to their unique situation, are those
who succeed.



