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Definition: credit

Credit between companies = trust 

The right delivery = the right payment
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Issue:

� 1/3 to 1/6 of the customers show “symptoms”

Impossible to lose so many clients?



Principles of a preventive debtor management
…

Management where business is done as long as possible

and

where business is done as safely as possible



Preventive actions

• Only approve an order when it is clear that the client can 
and will pay.

• Seek for greater safety in case of doubt.

• Determine general payment conditions per market 
segment.

• Is the prospecting based on healthy prospects?



Good debtor management

=
Reducing the damage to 0

Profit has to be maximized!

Consequently:

Thorough evaluation and 
estimation of the risks



How to identify a customer at risk?

How to react? 



Sources

� References

� Banks

� Other suppliers

� Employers’ organizations

� Annual accounts

� Press

� Market value of shares

� Land register

� Belgian Official Journal

� Journal of Protested bills

� Commercial courts

� Crossroads Bank

� Sectorial data

� National data

� Business information

� External credit scores

� Website

� Aging listings of third 
companies

� …
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“Everything that can be counted, 

does not necessarily count.

Everything that counts,

cannot necessarily be counted”



Reality? 

It is funny,

The more I practice

The luckier I get
(Gary Player)



Why scoring?

� Consistency in evaluation.

� Efficient processing of customer data.

� Database allows risk evaluation in the 
portfolio and potency analysis.

� Leaves a “sales friendly” document that 
allows you to say NO.

� Helps with the proactive management of 
customers.



Integrated Credit Marketing 
Global Case:  analysis of the client file
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Integrated Credit Marketing 
Global Case:  analysis of the client file
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Integrated Credit Marketing
Global Case:  analysis of the client file
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Pareto’s Law:

20% of the customers account for 80% of the sales volume. 



40% of your 
customers only 
account for 4%
of your turnover

80% of all your 
problems are 
situated within 
this group
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Integrated Credit Marketing

Development of a lead portfolio

Secondary effects: 

• Salespersons can concentrate more on selling

• By visiting healthy companies only, only healthy
customers will be generated

• Less non-payments
• Less complaints
• More time for the development of existing 
customers

Increased profitability



Today in 
Belgium more 
than 70% of 
the potential 
clients are 
healthy. 

Why keep on 
prospecting 
unhealthy 
businesses?
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