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Foreword 
Direct Debit has been a central part of the UK payments landscape for more than 50 years and continues 

to play a vital role in enabling regular, reliable and protected payments. Despite the growth of newer 

payment methods, Direct Debit remains deeply embedded in everyday economic activity, supporting 

everything from household bills and subscriptions to business payments and essential services.  

In 2025 there were 5 billion Direct Debits, a 1.9% increase from the 4.9 billion in 2024, representing a new 

annual high for the payment method, which celebrated its half century in 2020.1 Today, the popular 

payment method is used for a wide range of recurring payments, such as mobile phone bills, broadband 

bundles, dual fuel, water, council bills, subscriptions, half a dozen different types of insurance, and even 

holidays. 

This report, developed with research support from Juniper Research, explores how those different groups 

perceive and use Direct Debit today. The findings show that Direct Debit continues to hold a distinctive 

and valuable role in the UK payments landscape. It is widely adopted, strongly trusted, and closely 

associated with reliability, choice and consumer protection. The research further identifies areas where 

improvement could support the experience of users and providers, while highlighting an opportunity to 

better understand how recurring payment experiences and expectations may differ across end user 

groups. These findings will help inform future work to preserve the core strengths of Direct Debit while 

considering targeted improvements that reduce friction, strengthen familiarity, and support its continued 

relevance. They provide a useful foundation for future engagement and discussion on inclusion, 

accessibility and user control within the evolving payments landscape. 

For Pay.UK, these insights matter because they help demonstrate not only what makes Direct Debit 

successful today, but also which product attributes should be replicated and carried forward as the UK 

develops its next-generation payments infrastructure. As the operator of the UK’s interbank retail payment 

systems, and as an organisation committed to insight-led engagement, we uphold our responsibility to 

understand stakeholder needs and to help ensure that the future of payments builds on preserving choice 

and control over how the ecosystem makes payments. While Direct Debit continues to play an important 

and trusted role, it is one part of the payment mix and will not meet every user need or circumstance. 

Supporting the development of complementary payment options, including commercial variable 

recurring payments (cVRPs)2, will therefore be important in ensuring that recurring payment solutions 

remain inclusive, accessible and responsive to the changing needs of consumers and businesses. 

At a system level, these findings help reinforce the role that trusted recurring payment mechanisms play 

in supporting resilience and choice across the wider payments ecosystem, particularly where households, 

businesses, and public services depend on continuity and certainty. 

 

 

 

 

David Crawford 

Chief Strategy and Transformation Officer, Pay.UK 

 

1 Bacs transaction volumes by payment purpose - (Annual statistics for 2025), Pay.UK. 
2 cVRPs enable businesses to take variable-amount payments from customer bank accounts after just one-time 
Strong Customer Authentication (SCA), allowing for dynamic payment amounts and frequent, frictionless 
transactions, thereby making Pay by Bank truly competitive for merchants.    
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1 Key insights 
Against a backdrop of changing consumer expectations, increasing competition in payments, and 

ongoing work to shape future payments infrastructure in the UK, it is important to understand how 

Direct Debit is experienced and perceived by those who depend on it to ensure that existing 

recurring payment journeys are carried forward. This report addresses that need by examining the 

views of three key stakeholder groups: consumers, merchants, and banks and fintechs. 

This report brings together evidence from nationally representative consumer research and 

targeted surveys of merchants and financial services organisations to provide a detailed view of 

Direct Debit’s current role, strengths and challenges. In doing so, it aims to inform future thinking 

about how this type of recurring payments should evolve within the UK’s next-generation payments 

environment. 

The research highlights several key insights: 

• Consumer satisfaction with Direct Debit is high at 92%. Among satisfied users, the 

predictability of payments, consumers finding Direct Debit reliable (65%) and which helps 

them plan their finances (60%), followed by the Direct Debit Guarantee (51%) were among 

the main drivers 

• Similar to consumers, merchants, banks and fintechs also report strong satisfaction with 

Direct Debit, with 96% in both segments 

• Direct Debit is seen to offer greater value than other payment methods, with 83% of banks 

and fintechs indicating it delivers better value 

• In the merchant segment, 80% said the Direct Debit Guarantee makes them more likely to 

offer Direct Debit. Overall, the Guarantee is highly valued across all three segments. 

 

2 Methodology 
As part of this study, we conducted surveys with three market segments:  

1. A nationally representative sample of 2,002 consumers 

2. 307 senior-level or above managers from merchants selling at least online  

3. 217 director-level or above respondents from the banking and fintech organisations across 

the financial services sector.  

The survey highlights significant use of Direct Debit in business-to-business (B2B) transactions. This 

is due to the merchant sample consisting of 24% of respondents selling exclusively to businesses and 

a further 54% selling to both businesses and individuals (compared to 21% selling only to individuals). 
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3 Direct Debit – The UK market deep dive 

3.1 Direct Debit presence 

Within the UK, Direct Debit is a well-established payments product, having been in operation for more 

than 50 years. While its technology and processes have changed over the years, the fundamental 

appeal of Direct Debit remains the same: it provides a mechanism for users to set up and make hassle-

free, recurring payments. 

Direct Debit combines regular, reliable payments with strong consumer protections and the flexibility 

for users to cancel payments. This is a unique mix, which is not reflected elsewhere in the payments 

market. While card payments have historically been a challenger to Direct Debit services, they do not 

offer the same capabilities, such as managing agreements in banking apps. Digital wallets face similar 

challenges: although payments can be scheduled (depending on the wallet), they lack the same level 

of flexibility as Direct Debit.  

In the consumer survey, Direct Debit emerged as the leading payment method used for paying for 

recurring services, such as mortgage, utilities, memberships, and gaming passes. It was selected by 

37.5% of respondents ahead of manual card payments and automatic card payments. 

 

Figure 1: Services and Payment Methods. Which of the following services do you use, and how do you pay 
for these - Aggregated Across Activities, with “I do not use this service” removed. n=2002. Source: Juniper 

Research & Pay.UK Survey 

This is reflected in the merchant survey, where Direct Debit is the second most common acceptance 

channel, used by 62% of respondents. This compares to 71% for bank transfers, and slightly higher 

acceptance than both credit and debit cards, as well as payment apps and cash. This popularity is 

partly explained by the sample’s skew towards B2B merchants: 24% sell exclusively to businesses, 

21% to individuals, and 54% to both. Card payments typically account for a smaller share of 

B2B/business-to-consumer (B2C) transactions. 
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This high adoption of Direct Debit was again reflected in the banks and fintechs survey, which found 

that 94% of respondents offer Direct Debit to their customers, with only 12 responses (out of a total 

of 217) indicating they did not offer Direct Debit. Among banks and fintechs that did not offer Direct 

Debit, the primary reason cited is that other payment methods are more relevant to their business, 

followed by a perception that Direct Debit is not suited to their business model.  

The findings here are clear: Direct Debit has a strong position in the market with high levels of usage 

across all three sets of respondents, underscoring its central role within the UK payments ecosystem. 

To assess its future potential, it is important to look beyond adoption and examine broader 

perceptions in the next section. 

3.2 Direct Debit perception 

Perceptions and attitudes towards Direct Debit are positive, with all respondent groups expressing 

favourable views of both Direct Debit and the Direct Debit Guarantee. The Guarantee has been 

discussed in greater detail in the final section of this report.   

Awareness of Direct Debit is very high among consumers, at 98% although slightly lower among 18–

24-year-olds at 94%. Overall satisfaction with Direct Debit is high, with 92% either reporting a positive 

or strongly positive overall experience. While this falls to 79% among 18–24-year-olds, it remains 

substantial.  

The two primary drivers of positive sentiment are the predictability of payments, consumers finding 

Direct Debit reliable (65%) and which helps them plan their finances (60%), followed by the Direct 

Debit Guarantee (51%). These drivers are broadly consistent across demographic groups. For the 

respondents who responded negatively, the most commonly cited issue is a perceived lack of control 

over cancelling or changing the Direct Debit. While this represents a small proportion of respondents, 

it highlights the importance of ensuring recurring payment services continue to provide customers 

with appropriate visibility, flexibility and control over how payments are managed. 

Among merchants, 99% of respondents were aware of Direct Debit with perceptions also highly 

positive, albeit with some nuance. 

When asked why they offer Direct Debit to their customers, merchants gave largely consistent 

responses. The primary driver is the ability to set up easy recurring payments (68%), followed by the 

security provided by the Direct Debit Guarantee (49%). Customer preference is also a key factor (46%), 

while broader reach compared to other payment methods is less influential (23%). 
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Figure 2: Direct Debit – Usage Drivers. What drives your usage of Direct Debit? n=190 respondents who 

accept DD. Source: Juniper Research/Pay.UK Survey   

We also asked merchants their opinions on how satisfied they are offering Direct Debit as a payment 

option. This was overwhelmingly positive, with 96% responding either strongly positive or positive. 

This reflects Direct Debit’s strong positioning within the market, particularly within B2B.  

For merchants, it is also important to consider Direct Debit in the context of other payment methods 

and how these are perceived. When asked to rank different payment methods, merchants produced 

some notable results. Bank transfers emerged as the most preferred method, followed by Direct 

Debit, while Buy Now Pay Later (BNPL) and cryptocurrency ranked lowest. The reasons behind these 

rankings are more nuanced (detailed below). 

1. “Appeals to a broad range of customers” was a leading factor for all payment methods except 

BNPL, with Direct Debit scoring highest at 56.1%. This suggests that while broad customer 

appeal is a key consideration across payment types, Direct Debit is perceived to perform most 

strongly in this area, potentially reflecting the higher proportion of B2B merchants in the 

sample. 

2. However, Direct Debit scores relatively lower on “my customers prefer this payment method”. 

This suggests that while Direct Debit may not always be the first choice, it remains a widely 

accepted and accessible option for customers. In contrast, cryptocurrency has the highest score 

for this measure, indicating a smaller but more actively engaged group of customers with a 

strong preference for this method. 

3. Direct Debit has the second-best score for “low fraud rate,” behind cash, which benefits from its 

inherent defence against certain types of fraud. This indicates a high level of trust in Direct Debit 

among merchants.  

4. Direct Debit ranks within the top three for reliability. This is not unusual, with only wallets, cash 

and cryptocurrency not featuring in the top tier. This suggests that while reliability is a strength 

of Direct Debit, the UK payments ecosystem as a whole is broadly perceived as reliable. 
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It is also important to understand why some merchants (38% of respondents) do not accept Direct 

Debit. The most commonly cited reasons are that it is not the preferred payment method among their 

customers, and concerns around failed payments due to insufficient funds. However, future intent is 

positive: 53% of these merchants said they would consider offering Direct Debit, with a further 32% 

open to the possibility. This suggests that even among non-adopters, Direct Debit is generally well 

regarded and presents clear potential for growth. 

Among banks and fintechs, overall attitudes towards offering Direct Debit are highly positive, 

regardless of whether they currently provide it. No respondents reported a negative view towards 

Direct Debit, with responses evenly split between positive (48%) and strongly positive (48%). Only 3% 

(7 respondents) answered neither positive nor negative. 

 

Figure 3: Direct Debit Attitudes. What is your overall attitude towards offering Direct Debit payments. 

n=217. Source: Juniper Research/Pay.UK Survey 

These attitudes are consistent across different demographic groups, with no clear variation by age or 

turnover of a business.  

These responses reflect Direct Debit’s place as a trusted and reliable payment method across the 

banking and fintech ecosystem. 

We then asked banks and fintechs who offer Direct Debit to indicate their level of agreement with a 

series of statements about the service. This showed several key insights into how Direct Debit is 

perceived: 

1. Direct Debit is seen to offer greater value than other payment methods, with a strong majority 

(83%) recognising this. This demonstrates the strength of its value proposition in the market.  

2. Direct Debit is viewed as a highly reliable payment method with reliability receiving the highest 

level of agreement across all statements (93%). This highlights reliability as one of its key 

strengths. 

3. Direct Debit is seen as critical to service delivery with 91% agreeing that it is essential to what 

they offer customers. This highlights its strong competitive position in the market. 

4. While a majority (58%) disagree that Direct Debit causes issues for their customers, a notable 

proportion (28%) agree or strongly agree. This suggests that there are areas for improvement, 

which if addressed, could support further uptake. 

5. A notable proportion of respondents (37%) indicated that Direct Debit can cause administrative 

challenges, suggesting another area for potential improvement. 
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3.3 Direct Debit pain points 

To consider the future of Direct Debit and potential future forms of recurring payments, it is important 

to understand its key pain points and how these can be addressed. This section therefore examines 

the key issues identified in the surveys and what they mean for the future of this type of recurring 

payments.   

Overall, the consumer results are encouraging in terms of pain points. The majority of consumer 

respondents reported no issues with their making a Direct Debit payment in the last 12 months (75%). 

Among those who did experience issues, 9% cited failed payments due to insufficient funds, while 7% 

reported difficulty in changing payment dates. Although reported by a minority of respondents, these 

challenges indicate areas where improved flexibility, better payment management options and 

choice could further enhance the experience of recurring payments for a broader range of users. 

We asked merchants about any challenges in offering Direct Debit to their customers. The most 

common response was that they experience no issue (34%), indicating that Direct Debit works 

effectively for billers. Other potential pain points, such as difficulties making changes (17%), 

mitigating claims under the Direct Debit Guarantee (16%) and delays in receiving payments (16%), 

were reported at broadly similar levels. This suggests that, while there is no single dominant issue, 

there is scope for incremental technical improvements, such as clearer tools, faster notification when 

a Direct Debit fails, and simpler set-up processes. 

Banks and fintechs were also asked about key pain points in offering Direct Debit payments. Delays 

in receiving payments were the most frequently cited issue (27%), although this was closely followed 

by time consuming set-up processes (26%). High levels of payment failures were also a notable 

concern, reported by 21% of respondents.  

 

Figure 4: Direct Debit Pain Points. What pain points, if any, have you seen in offering Direct Debit to your 

customers? n=205. Source: Juniper Research/Pay.UK Survey 

While Direct Debit continues to work well for most users, understanding these pain points is 

important for identifying where targeted improvements or complementary solutions may better 

support users with different needs and circumstances. 
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3.4 Direct Debit Guarantee 

The Direct Debit Guarantee, a defining feature of the service, was also explored as part of this study. 

Among the consumers who had made a claim (408 respondents), the process was overwhelmingly 

positive with 90% reporting a positive or strongly positive outcome. 

 

Figure 5: Claiming Process Experience. Was the process of claiming positive or negative? n=408 who had 

claimed using the DDG. Source: Juniper Research/Pay.UK Survey   

In the survey, 58% of consumers stated that they are aware of the term Direct Debit Guarantee. 

Awareness is highest among 35–44-year-olds and lowest among 18–24-year-olds. When provided with 

a definition of the Guarantee, perceptions of its usefulness are very positive: over 91% agree that it 

gives them confidence in using Direct Debit, while only 19% agree that it would not be useful if they 

experienced an issue.  

While consumer awareness of Direct Debit and the Direct Debit Guarantee is high, there is some 

confusion between Direct Debit and debit cards. This is evidenced by responses to statements testing 

consumer understanding, particularly among younger demographics.  

The consumer familiarity test for Direct Debit found that the three correct statements were most 

commonly selected: regular bank account payments at (93%), the ability to change the date or 

amount with a business (77%) and cancelling an agreement within a banking app (70%). However, a 

high proportion of respondents (61%) also selected payment cards, indicating some confusion 

around what a Direct Debit is and how it works. This confusion is particularly evident among younger 

consumers, with 75% of 18–24-year-olds believing Direct Debit involves cards.  

Similarly, when their familiarity of the Direct Debit Guarantee was tested, confusion was again evident 

among younger consumers. Among 18–29-year-olds, claiming a refund for an issue with a product or 

service was the second most commonly selected response, indicating a misunderstanding of how the 

Direct Debit Guarantee works. This is likely linked to broader confusion around Direct Debit itself. If 

users are associating Direct Debit with card payments, they may instead be thinking of chargeback 

processes. This suggests that the distinction between a Direct Debit and card-on-file is not as well 

understood, highlighting the need to improve consumer familiarity with the payment method.  
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We also asked merchants about their attitudes to the Direct Debit Guarantee, starting with their level 

of awareness. Overall, 83% of respondents reported that they were aware of the Guarantee. 

Awareness was higher among more established businesses and was also more common among 

merchants that already offer Direct Debit compared to those that do not.  

We then gave a definition of the Direct Debit Guarantee and asked whether it would make merchants 

more likely to offer Direct Debit. Overall, the response was positive, with 80% of respondents 

indicating that the Guarantee would increase their likelihood of offering Direct Debit.  

 

Figure 6: DDG Perceptions. Would the DDG make you more or less likely to accept DD? All responses. 

Source: Juniper Research/Pay.UK Survey 

Awareness among banks and fintechs is even higher, with 91% aware of the Direct Debit Guarantee. 

When asked about its impact, the findings are clear: the Guarantee significantly increases the 

attractiveness of Direct Debit, making it a more desirable payment option to for organisations. 
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4 Conclusions 
The findings in this report make clear that Direct Debit continues to be a highly valued and resilient 

part of the UK payments ecosystem. Across consumers, merchants, banks and fintechs, the service is 

associated with reliability, choice and strong overall utility. Its scale, familiarity and continued growth 

demonstrate that it remains far more than a legacy payment method: it is an essential mechanism for 

recurring payments that continues to meet important needs across the market. 

The research also shows that Direct Debit’s strength lies not only in its widespread adoption, but in 

the combination of features it offers. Regular automated payments, customer control, and the 

reassurance provided by the Direct Debit Guarantee together create a proposition that remains 

distinctive in an increasingly crowded and evolving payments landscape. For many users, these 

features are central to the confidence they place in the service. 

At the same time, the report identifies practical areas for improvement. Payment failures, delays, 

administrative burdens and challenges in amending arrangements point to opportunities to further 

enhance the user experience. Familiarity of Direct Debit and the Guarantee could also be 

strengthened among younger demographics. Addressing these issues will be key to maintaining 

confidence and ensuring Direct Debit remains competitive and relevant as infrastructure evolves and 

customer expectations continue to change. 

The findings also highlight the importance of continuing to understand how different groups 

experience recurring payments. While overall satisfaction with Direct Debit is high, some respondents 

identified challenges relating to payment management, control and flexibility. As end user 

expectations continue to evolve, and as greater attention is placed across the industry on inclusion 

and accessibility, there is value in further exploring how recurring payment services can support the 

needs of a broader range of users, including those whose circumstances may make payment 

management more complex. The insights from this research provide a useful foundation for future 

engagement and discussion in this area. 

The research also reinforces the importance of continuous improvement. Some of the themes 

identified throughout the paper may inform future discussions regarding next-generation recurring 

payment capabilities, while others may be relevant to ongoing enhancement activity to make Direct 

Debit more relevant and useable for online and immediately consumed services. Maintaining this 

focus on improvement, while supporting the development of complementary payment options such 

as cVRPs, will help ensure that recurring payment solutions continue to offer choice and meet the 

changing needs of consumers, businesses and financial institutions. 

Overall, the evidence suggests that the future of Direct Debit and potential future recurring payment 

types that may be brought in as the ecosystem develops should be built on preservation with 

progress: maintaining the core features that stakeholders clearly value, while addressing areas that 

create friction. For Pay.UK, this reinforces the importance of an insight-led approach to product 

development and infrastructure planning. As the UK shapes its next-generation payments landscape, 

the case for sustaining and enhancing Direct Debit is both compelling and well supported by the views 

of the ecosystem it serves. 

Looking ahead, strengthening areas of friction and facilitating choice, while preserving Direct Debit’s 

core protections and reliability will help support a payments ecosystem that is both resilient today 

and better prepared for future change. 
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