
 

When debt troubles hit, consumers still turn to humans first 

 

• 81% still want to speak to a human when facing debt problems 

• Email and other digital channels valued for day-to-day contact 

• Only 8% see letters as effective for building trust, underlining need for 

modernised communication rules 

 

Digital tools are transforming customer service across every sector but they don’t replace the value 

of human empathy when people face financial difficulties, according to new research from Lowell, 

one of Europe’s largest credit management companies. 

 

Conducted to mark National Customer Service Week, the research found that 81% of respondents 

believe it is important to speak to a human when they have a debt-related problem, while 61% say 

they would choose a real person over a chatbot – even if the chatbot could answer their questions 

more quickly. 

 

Responding to the data, Kathryn Morgan, Managing Director of Lowell Financial, said:  

 

“Debt is deeply personal and often difficult to talk about. Our research shows that while customers 

appreciate the flexibility and convenience digital tools offer, for more serious problems they want a 

real person at the end of the phone who listens and understands. 

 

“Digital works brilliantly for the everyday, but when people are struggling, human empathy still 

matters. At Lowell, we believe technology should support, not replace, that human connection. As 

financial services continue to digitise, it’s important not to throw the baby out with the bathwater.” 

 

The findings also show that email and other digital channels are the preferred option for day-to-day 

communication: 85% of respondents said they are likely to respond to emails from debt companies 

and 72% to app notifications, compared to 68% to letters. When asked about their preferred method 

of contact, half (50%) said email while only 6% selected letters. 

 

When it comes to building trust, traditional letters ranked lowest. Just 8% of respondents said post 

was the most effective way to build trust, compared with 16% for in-person conversations, 29% for 

phone calls and 25% for digital interactions. 

 

Morgan added: 

 

“Trust is the foundation of any customer relationship – particularly in an industry like ours, which is 

often misunderstood. Outdated rules under the Consumer Credit Act only erode that trust which is 

why we’ve been calling for modernisation of the legislation so it reflects how people actually engage 

today. 

 

“Through our Fairer Debt, Fairer Society campaign, we’ve been advocating for change to drive the 

best customer outcomes. After extensive engagement with MPs and policymakers, we’re pleased 

that the Government is now consulting on CCA reform and we look forward to continuing the 

conversation.” 

 

Jo Causon, CEO of ICS, said:  

 

“Customer needs are fast evolving and growing in complexity – particularly for those in vulnerable 

situations. Organisations who are getting service right understand this and are utilising new 

technology to streamline their service offering while still making human agents available to handle 



 

more challenging queries. It’s this fusion of technology and human, alongside considering the end to 

end customer journey, that will elevate your service offering and ultimately build trust and loyalty.” 

 

Testament to its high standards of customer service, Lowell has been awarded the ServiceMark 

accreditation from the Institute of Customer Service. ServiceMark is an independent national 

standard awarded based on customer feedback through business benchmarking and an internal 

survey of colleagues’ understanding of Lowell’s customer service strategy. Lowell is currently the 

only credit management company in the UK to hold this nationally recognised standard. 
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Notes to editors: 

 

Lowell conducted an anonymous survey of 252 customers aged 18 and over in September 2025. 

 

Key findings:  

• 84.9% of respondents said they were likely to respond to email communications from debt 

companies compared to 68.3% to letters and 71.8% to app notifications. 

• 81.3% of respondents said it was important to be able to speak to a real person when 

dealing with debt-related issues. 

• 61.1% of respondents said they would prefer a human over a chatbot (compared to 21.4% of 

those who wouldn’t). 

• When asked which method of communication was most effective in establishing trust, 

respondents said ‘post’ (i.e., letters) was the least effective. Only 8.3% of respondents chose 

post above other methods such as in-person (15.5%), on the phone (29%) and digitally 

(25.4%). 

• 50.4% of respondents said they want companies they have debts with to communicate to 

them via email while only 6% said they would prefer letters. 

 

About Lowell 

Lowell is one of Europe’s largest credit management companies with a mission to make credit work 

better for all: clients, customers and communities and a commitment to fair and ethical customer 

practices. It operates in the UK, DACH and the Nordic regions and employs over 3,600 people. 

 

For more information on Lowell, please visit our investor website: www.lowell.com 
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