
CONSUMERS DRIVING DIGITAL 

DISRUPTION IN PAYMENTS

Consumers are driving a wave of new 
digital and mobile payment solutions 
that are promising more convenience, 
ease and immediacy than ever 
before. And savvy businesses are 
leveraging these new technologies to 
optimise their customer experience.



www.ezidebit.com

“Consumers’ reliance on mobile devices for a whole host of interactions, from 
shopping to socialising, is a good example of how consumers are driving change.”

 
Dr Leila Fourie, CEO of the Australian Payments Clearing Association (APCA)

The Australian payments landscape is rapidly changing as more and 
more consumers abandon cash and cheques in favour of mobile and 
digital payment solutions.

Figures recently released by the Reserve Bank of Australia (RBA) show 
the use of cheques declined by more than 20 per cent in 2016, and 
ATM withdrawals fell by more than seven per cent. At the same time, 
the number of card transactions grew by more than eight per cent. 

Experts say it’s no surprise consumers are demanding payment 
solutions that offer the same convenience, personalisation and 
immediacy they’ve come to expect from their other mobile and digital 
experiences. 

“We’ve seen a shift to a more digital and mobile device centred 
world,” says Dr Leila Fourie, CEO of the Australian Payments Clearing 
Association (APCA). 

“Consumers’ reliance on mobile devices for a whole host of 
interactions, from shopping to socialising, is a good example of how 
consumers are driving change.”

An industry ripe for disruption 
Banks and non-traditional players, including a proliferation of 
agile tech start-ups, are responding to these changing consumer 
expectations with disruptive new mobile and digital payment 
solutions. 

“We have PayPal, Apple Pay, even Apple’s iMessage, which are 
incorporating new types of payment transactional mechanisms 
within the social apps being used by consumers and being driven by 
consumer behaviour and demand,” says Robert Allen, Co-founder of 
PwC’s Vulcan Digital Asset Services. 

Allen says Bitcoin – the global digital currency that is based entirely 
on computers – is probably the most disruptive new payment 
technology we’ve seen.

“Although Bitcoin has been around since 2008, it is still quite a niche 
thing,” he says. “One of the things we’re working on is finding ways 
for mass adoption of that as a legitimate transfer of value, and that’s 
entirely done through digital wallets.”



One payment technology that has already garnered mass adoption 
in Australia is ‘tap and go’ contactless payments. In 2016, these 
accounted for 75 per cent of Australia’s in-person payments, the 
highest rate globally according to international banking research firm 
RFi Consulting.

The ‘Uberisation’ of payments
Global online transportation network, Uber, is widely regarded as the 
poster child for seamless customer service.   

“With Uber, the actual payment exchange of value is no longer 
part of the customer experience; it’s become invisible and in the 
background,” explains Allen. 

“This ‘Uberisation’ of payments is part of a new model of consumer 
behaviour, and it’s part of a new model of merchant behaviour that 
is becoming established everywhere.”

Amazon Go in the US is a prime example. Set to open in Seattle 
early this year, Amazon Go will enable shoppers with a smartphone 
and Amazon Go app to walk into the store, select their groceries, 
and walk out, without waiting in line at the checkout. The store will 
use state-of-the-art technology to detect when customers take 
products from the shelves, keeping track of them in a virtual cart. 
Once a customer leaves the store, payment will be deducted from 
their Amazon account. 

Dr Fourie says Uber has inspired a number of local start-ups, too. For 
example, Hey You – formally called Beat the Q – a popular app that 
enables users to pre-order and pay for food or drinks from selected 
cafes and restaurants, then collect it without waiting in a queue or 
relying on cash.

“The payment happens seamlessly and automatically behind the 
scenes,” says Dr Fourie. “So it’s no longer a distinct step for the 
customer or the coffee shop owner.”

Australia’s National Payments Platform
Despite the growing number of new payment technologies entering 
the Australian marketplace, Allen says we’re still lagging behind other 
parts of the world. 

“We only need to look to China where something like WeChat, which 
has half a billion users, is providing social messaging payments,” he 
says. “Or in Europe and America where TransferWise is addressing 
the cross-border remittance challenge. 

“The only limiting factor in Australia is a regulatory framework that is 
very protective and very risk-averse.”

Allen believes the introduction of Australia’s National Payments 
Platform (NPP) later this year will open up opportunities for more 
innovation locally. The NPP is an industry-led, government-backed 
payments infrastructure that will offer Australian businesses and 
consumers versatile, data-rich and real-time payments. 

“It’s being built in such a way that overlay services can be created 
that are very much more business and customer-centric,” says Allen. 
“Once the basic infrastructure is in place, then that should be hugely 
beneficial to the nation.”

Embracing mobile and digital payments
Experts agree, to succeed in our increasingly competitive 
marketplace, businesses should be looking at going online, becoming 
digital, and offering mobile and web-based services.

“Consumers are choosing to use fast and convenient payment 
options, and if businesses don’t support the payment options 
their customers want and are becoming increasingly used to, then 
they risk negatively impacting on their shopping experience and 
potentially losing customers,” says Dr Fourie. 

“The best place to start is with financial institutions. They offer a 
myriad of options for businesses of all sizes and a range of needs.”

Allen says it’s important to select a bank with an innovative mindset 
and open APIs, so you’re not inhibited should you choose to become 
a far more digital business. 

“I say that because small and medium-sized businesses will 
increasingly need to compete with global businesses,” he says. 
“And global businesses are looking to change the whole customer 
interaction model.”

Before investing in new digital and mobile payment systems, Dr 
Fourie says merchants should become au fait with how to protect 
their business and customers from fraud.  

“APCA have developed Get Smart About Card Fraud online training, 
and this is available on our website,” she says. “In addition, the 
payment gateway provider and website developers are also a good 
source of advice.” 

Although there is a lot to consider before implementing new 
payment solutions, Allen says businesses shouldn’t be deterred. 

“To remain competitive, you have to be aware at least of the 
opportunities and the benefits, pros and cons, to your business,” he 
says. “If you as a business carefully select your technology partner 
and remain focused on your customers and not get caught up in the 
technological aspect of the delivery, then that’s a partnership.”
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