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cash collection
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The impact of digital technology on our personal buying 
behaviors has reset our expectations for purchasing goods 
and services. However, this shouldn’t be limited to our 
experience as individual consumers. In the workplace, we 
shouldn’t have lower expectations for our experience in 
interacting with suppliers nor should we allow clumsy legacy 
technology or inefficient processes to impact our own 
customers’ experience.

Take, for example, cash collections. Every commercial 
organization needs to sell its product or service and collect 
payment for the sale. This is one of the most basic parts of 
any business. But that doesn’t mean the relevant procedures 
should be regarded as purely functional. It’s not just about 
completing the transaction; it’s also about the manner in 
which it’s done. It’s about how customers are billed and 
the way payments are pursued and concluded. It’s about 
relationships as much as results.

In short, the journey is as important as the destination. This 
paper looks at the benefits of an efficient new approach to 
order-to-cash (O2C) – not just for short-term cash flow, but 
also with respect to longer-term effects.

The challenge to meet
The product has been developed, or the service rolled out. 
The sale has been made. The order has been fulfilled. Which 
just leaves the final stage, and the point of the whole thing for 
any business: getting paid. 

Even when there’s no dispute, even when the customer is 
dependable, payment can be a time-consuming process – 
and when it’s scaled up to hundreds of individual transactions 
per account among possibly thousands of customers it can 
become still more cumbersome.

The challenge is not simply to complete every payment 
process but to do it efficiently and well. Do it poorly and 
you’ll tie up resources in needlessly iterative processes 
and disrupt cash flow. You’ll also risk alienating customers 

– customers who live in a digital environment and who are 
perfectly prepared to take their business elsewhere and voice 
their dissatisfaction publicly if the product is not delivered 
on time, is not as described and is not supplied at the right 
price. What’s more, you’ll be inconveniencing them at the very 
point when dealings between you should be as pain-free as 
possible.

The opportunity 
to consider
Many business challenges also provide opportunities 
and this is one such case. Handled well, O2C practice 
can be streamlined and cost-efficient and hence achieve 
improvements to the bottom line. It can also deliver happier 
customers and business growth.

How so? Internal improvements to O2C form and function 
surely benefit the company, and the company alone. How 
can such improvements make customers more content – 
particularly when the key task at hand is collecting payment? 
After all, we’re all customers in one capacity or another and 
most of the time we’re not used to thinking of parting with 
funds as a positive thing. 

In fact what’s good for the organization can indeed also be 
good for the customers it serves – even when it involves 
payment. The logic is as follows: O2C processes can only 
be properly streamlined when the entire ordering to payment 
cycle is handled holistically, and when that is achieved the 
supplier organization by definition has a comprehensive view 
of every customer, every relationship and every transaction. 
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In these circumstances anything that might normally represent 
an obstacle to smooth payment – for instance, conflicting 
views of pre-agreed pricing arrangements, of credit limits or 
of payment terms – can be seen, known, accommodated and 
resolved before it becomes an issue. 

The result? Your organization is happy and so too is your 
customer.

The approach to take
The first step is to change mindsets. Payment collection 
has often been regarded as a discrete process, as a 
distinct function within the business as a whole and even as 
something separate from other elements of the O2C cycle. If 
instead we think of the enterprise as a single living organism 
and of collection as part of it, both relying on and contributing 
to the roles of other functions, we can improve outcomes 
in terms of collections success – and also in terms of the 
organization’s strategic goals.

As we’ll see later in this document, to do this we need to 
integrate the O2C function with customer service, the supply 
chain and other parts of the cash conversion cycle. 

But we don’t just need to change our thinking as far as the 
process is concerned. We can also change the way we think 
about the people who implement it. 

Payment collection is seen by some as a task that has to be 
kept in-house. Getting paid is crucial, the argument goes. It’s 
our lifeblood. Why delegate it to anyone else?

It is indeed vital – and that’s why it’s worth considering 
entrusting it to organizations that can deliver the change that 
will help to achieve better results. When evaluating potential 
partner organizations, look to those who can demonstrate:

• Absolute dependability: ideally evidenced by past and 
current experience of delivering a similar service for other 
major enterprises

• The ability to deliver a comprehensive overview of the entire 
O2C function: only when every stage of the order-to-sales 

process can be seen and coordinated can real efficiencies 
be achieved

• An understanding of the nature of difference: in payment 
collection one size doesn’t fit all. A service provider needs to 
demonstrate it has the experience to ensure the strategy it 
will bring to bear will be relevant to the market, to the peaks 
and troughs specific to that market and to the individual 
company case, and that its actions will be informed by full 
and current insight

• Consideration of alternative perspectives: payment 
collection is not a mere task, and clients are not mere 
account numbers. Service providers and the people they 
employ and assign to O2C need to bring a great deal of 
the real world into the role. They need to demonstrate that 
they too know what it is to be a customer, and to treat 
your clients in the manner they themselves would like to be 
treated

In short, a comprehensive managed-service approach to O2C 
can deliver effective short-term business outcomes while also 
maintaining and even enhancing the customer relationships 
that are so important in the longer term.

A comprehensive managed service approach to 
O2C can deliver effective short-term business 
outcomes while also maintaining and even 
enhancing the customer relationships that are so 
important in the longer term
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How it works
In general terms constituent parts of an ideal O2C process 
should encompass:

• A holistic approach that extends across all relevant major 
business functions – from planning through to supply chain, 
and from credit, cash application to payment collection, 
dispute resolution and trade promotion management

• High levels of customer insight – O2C analytics should 
enable organizations to boost growth, retention and 
satisfaction

• Accurate robotic processing – automated transactional 
processes should help reduce operating costs and improve 
working capital, enabling organizations to release funds for 
reinvestment

• Robust and sophisticated front-office services – a 
comprehensive suite comprising a cloud contact center 
solution and carrier, telephony and integration services 
should provide real-time, transparent interactions with 
customers, delivering outstanding business value

Putting customers at the heart of the process

For your approach to O2C to be most effective both for your 
enterprise and the customers you serve, cash collections 
should be integrated into a comprehensive operation.

This means bringing together coordinated sales, order 
fulfilment, invoicing, cash collection and application, and 
dispute management activities. Recognizing the increasing 
importance of online sales and the growing expectations of 
online customers, the process should also combine with a 
robust, cloud-based contact center platform to provide an 
outstanding digital customer experience.  
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Global Collections Training

A consistent approach – carried out by all service personnel

Processes are only as effective as the people who implement 
them, so it is important to consolidate best practices into a 
collection training program to help collectors:

• Realize the importance of their role and the extent to which 
they can influence client business

• Unlock potential bottlenecks

• Improve or extend their areas of competence

• Feel empowered not just in terms of their familiarity with 
processes but in terms of the softer skills needed when 
engaging with customers

O2C will deliver not just dependable payment 
success, increased efficiencies and reduced costs 
– it will also create a climate in which customers 
will buy more, be happier and pay faster
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The benefits to achieve
There are significant benefits to a comprehensive managed 
service approach to O2C including Collections.

Internal benefits

Internally, the short-term benefits have been shown to include 
up to:

• 30% cuts in delinquent receivables

• 30% savings through operational efficiency improvements

• 20% savings from infrastructure investments

In the longer term, the resulting improved financial position 
yields:

• enhanced investment growth

• flexibility and scalability to support business cycles and 
growth

• significantly better analytics

• enhanced risk management

What’s more, a holistic approach to O2C and to collection 
in particular means organizations can find out a great deal 
about their customers – the processes they themselves adopt 
internally, the character of their business and so forth – and 
this understanding can be of great benefit in consolidating 
and enhancing future relationships.

External benefits

The insight and management control afforded by an all-round 
approach to O2C also brings significant benefits to customers, 
delivering:

A better buying experience

• A robust supply chain platform and predictive fulfillment 
enables organizations to meet customers’ needs before 
they actually place an order

• A powerful front-office platform that gives customers 
a choice of channels, making it easy for them to make 
purchases and increasing sales by up to 20-50%

An easier payment experience

• Multichannel payment options

• Predefined strategies for different customer segments 
can allow collectors to optimize payment collection from 
customers in each segment

• Assisted Buying options from front-office platforms and 
from supply chain platforms can reduce disputes and errors

• Accelerated validation of deductions increases customer 
satisfaction and value from promotions
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More satisfying customer engagement

• Video and expert connect support channels from platforms 
provide built-in help to enable customers to take full 
advantage of available product options

• An integrated approach bringing together a front-office 
platform with Customer Relationship Management 
(CRM) and a robust case management function can help 
enterprises resolves customers queries swiftly

• Customer satisfaction can be monitored after each and 
every interaction through a range of channels including 
SMS, live chat and direct agent interaction at the point of 
service

• Adaptable customer strategies and reporting enabling one 
customer view for  collectors and dispute resolution team

In Conclusion
The Order-to-Cash process is vital to the wellbeing of any 
organization so it’s understandable that there is sometimes a 
reluctance to stray from the status quo.

But many enterprises have already come to see the benefits, 
for instance, of introducing a holistic and managed services 
approach to supply chain management or human resources 

– and these too can be of vital importance to the short- and 
long-term prospects of the business.

A comprehensive and managed O2C service can and 
should consist of a powerful and integrated portfolio of tools, 
processes and channels. It can and should be implemented 
by collectors with an absolute commitment to the satisfaction 
of their customers’ customers. 

And it can and absolutely will deliver not just dependable 
payment success, increased efficiencies and reduced costs – 
it will also create a climate in which customers will buy more, 
pay faster and be happier.
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About Capgemini
With 180,000 people in over 40 countries, Capgemini is one of the world’s 
foremost providers of consulting, technology and outsourcing services. 
The Group reported 2015 global revenues of EUR 11.9 billion. 

Together with its clients, Capgemini creates and delivers business, 
technology and digital solutions that fit their needs, enabling them to 
achieve innovation and competitiveness. 

A deeply multicultural organization, Capgemini has developed its own 
way of working, the Collaborative Business ExperienceTM, and draws on 
Rightshore®, its worldwide delivery model. 

For more information visit:  

www.capgemini.com/business-services

The information contained in this document is proprietary. ©2016 Capgemini. All rights reserved. 
Rightshore® is a trademark belonging to Capgemini.

For more details contact:
Capgemini Business Services
businessservices.global@capgemini.com
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