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Ensure your business 
is future-proofed  
and friction-free

As you walk up to the bus stop, the digital billboard 

refreshes. There are tickets on sale to a show you want to 

see next month. You whip out your smartphone, gently  

tap it against the billboard, and your friend’s birthday treat 

is sorted.

Because you’re taking the bus to a theme park, you hand 

over wristbands to the family which hold their ticket details, 

and can also be used by the kids to buy snacks.

While you’re on the bus you check into the local Thai 

restaurant’s Facebook page and pay for takeaway to be 

delivered at 7 tonight.

Welcome to the future - it’s not that far away. These sorts 

of intuitive, contextual, artificially intelligent and hyper 

mobile retail systems are already being developed.

Right now the chances are you already have notes, coins, 

and bits of plastic with magnetic stripes and chips in your 

wallet or purse. You might use your smartphone as a  

digital wallet and have a PayPal account to streamline 

online purchases. 

Walk down the street and you buy a bottle of wine by 

waving your plastic over a terminal, then hand over cash 

and coins at the dumpling café that doesn’t accept cards. 

After finishing your dinner you use your smartphone and 

order an Uber - getting right out without a second’s pause 

when you reach your home.

 
It’s the past and the 
present of payments - and 
a glimpse of the future.
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Today, businesses need to be ready to handle payments 

in cash, by card, online, from mobiles, in multiple 

currencies, and through a slew of payment types. You 

need to work out how digital wallets will impact you and 

which ones to embrace.

While you’re navigating that, the next episode of the 

future is already on its way - what’s known as contextual 

commerce, where you can buy goods and services in a 

friction-free fashion whenever and wherever it  

makes sense.

We typically spend 12.5 hours a week on Facebook 

alone1. Contextual commerce takes that engagement 

a step further allowing consumers to buy products and 

services from inside Facebook’s platform and other social 

networks like Pinterest.

The whole objective for smart businesses that want 

to keep customers happy and eager to return is to 

strip friction from the checkout experience without 

compromising service quality, security, or the brand. As 

ecommerce and social networks collide, as new payments 

alternatives emerge internationally, and as regulators keep 

a watchful eye on payments trends, it’s time to ask: are you 

future proofed and payments smart?

Surveys of Australian consumers and businesses carried out 

in early 2017 show that for companies prepared to pause 

and rethink the payments experience, there are significant 

rewards and the opportunity to carve out a sustainable and 

future-proofed competitive advantage.

This research was commissioned by Braintree, a PayPal 

service that processes the payments for some of the 

world’s largest next-gen businesses including Uber, Airbnb, 

and Github. 

It reveals that the future 
is just around the corner.

It’s time to ask:  
are you future-proofed 
and payments smart?
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The amount of time we typically 

spend on Facebook is

12.5hrs/wk



Braintree thought leadership

03

There are as many as 700 billion paper notes in 

circulation globally; cash is used for about 85 per cent 

of all transactions2.

Yet in Australia seven out of ten card payments are 

contactless and a growing proportion of commerce is 

moving online. Cash is under threat from  

smarter payments.

There’s no doubt that we are making huge strides toward 

a cashless society, and that consumers have genuine 

appetite and enthusiasm for new, streamlined services and 

payments alternatives that make their lives simpler. But is 

business ready?

When we asked businesses about technology and the role 

it played, improving the online experience was ranked as 

the number one priority. Product development, investing 

in infrastructure, and achieving operational efficiency were 

close behind. 
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Thinking about technology and its role  

in the business, which are most important 

This charts displays the proportion of respondents who rate the 

importance of the option at seven (maximum) or six

51.2% 54.2% 61.1%

49.8%
55.2%

39.4%

A sustainable 
solution
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However respondents’ degree of confidence in the 

technological sustainability of the platform that they  

had in place right now was mixed.

 

 

 

 

 

 

 

 

 

Look a little further into the future and that  

confidence wanes.

Will it be the right sales channel two years from now? 

Only 38 per cent thought so, and beyond that only a third 

of respondents felt that their online approach was really 

future-proofed. 

If they don’t, they’re as good as handing over their 

customers, and any competitive advantage they once  

had, to faster moving rivals. 

Confidence in 
competitiveness 
of online sales 
channels in the 
future33%

49%

38%

53%

More than two 
years from now 

One year 
from now

Two years 
from now

Six months 
from now

53%
Are confident their 

online sales channel 

would be as competitive 

in six months’ time

Confidence in 

competitiveness of 

online sales channels 

in the future

It’s critical that 
businesses future proof 
their online sales 
channels and approach 
to payments.



The range of payments alternatives available to consumers 

continues to rise. For businesses operating internationally 

this is magnified by the sheer diversity of global  

payments systems.

Household brands - and start ups born global - want to be 

able to sell goods and services all over the world, using 

a payments system that can handle multiple currencies, 

different payments systems, and regulatory nuance is 

critical to their international success.

Unsurprisingly, survey participants reported that the 

three fastest growing online payment methods are credit 

card, PayPal, and debit cards. There are other payments 

methods in the wings, however.

Digital wallets such as 
Android Pay and Apple Pay 
are on the march. And, 
while Bitcoin remains a 
slow burn and not accepted 
by almost a third of 
respondents, there is 
evidence of growth. 

The challenge for any company is to remember that if you 

don’t accept one sort of payment and your rival does, 

aren’t you simply encouraging customers to walk?

NOT ACCEPTED 

UNSURE 

NO 

YES

Geared  
for change

Are you seeing 

increase in the 

following types of 

payments?

This charts displays the proportion of 

respondents who selected each option05
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Bitcoin

31%

4.4%

1%

21.2%

23.2%

9.4%

46.8%

32%

20.2%

38.9%

39.4%

21.7%

17.2%

18.7%

13.8%

19.2%

16.7%

18.2%

4.9%

44.8%

65%

20.7%

20.7%

50.7%

Debit Card

Credit Card

Android Pay

Apple Pay

PayPal
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Sometimes developing a technology plan can feel a little 

like sculpting in jelly - you get one part sorted and another 

wobbles and falls off, or melts under the fierce pace of 

technological innovation.

But every business has to 
have some sort of plan.

When we surveyed businesses 16 per cent said the 

horizon of their technology plan was less than a year 

hence; 18 per cent looked out a year; 22 per cent took a 

one to two year view; 29 per cent planned for more than 

two years; and 14 per cent weren’t sure how long their 

technology plan was for.

The key issue is to work with technology partners that are 

flexible, that won’t lock the enterprise in, and which are 

committed to continuous improvement and integration of 

important still emerging technologies.

Limits on 
the horizon

Current wisdom suggests 
that a technology planning 
horizon of about two years 
works best - there’s some 
certainty so that things 
can get done, but the 
opportunity to pivot in 
the medium term.
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Had a technology 

plan for more than 

two years.

Weren’t sure how long 

their technology plan 

was for.

29%

14%
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Successful online businesses are focused on delivering 

an excellent customer experience no matter how the 

consumer engages - in store, online, mobile. And one day 

soon - at the bus stop.

The quest for an excellent omnichannel customer 

experience and payments now needs to also consider 

the rise of contextual commerce and the collision of 

ecommerce and social networks.

The ultimate goal of 
online payments is to 
get out of the shopper’s 
way. To make the checkout 
experience friction free, 
safe, and even easier on 
return visits - the same 
holds true for contextual 
commerce.

For more than half of all survey respondents, however, 

contextual commerce is still not on the agenda - 23 per 

cent said it was either not relevant for their consumers or 

not in the pipeline, and 31 per cent were unsure about the 

whole prospect.

Already programmatic advertising drives products to 

traffic on social networks. Analysis suggests we spend half 

a day a week on social networks. Surely it just makes sense 

then to allow consumers to purchase from within social  

networks - and even co-create products and services 

there. Only a small percentage of companies are yet 

reaping the rewards.

Buyable Pins on Pinterest. Ordering your Uber in 

Messenger. Wristband purchasing with Eventbrite. As 

the big players are paving the way, they’re creating a 

new norm, setting a new expectation for consumers, and 

enabling new opportunities for business partnerships for 

everyone. If you’re not thinking about this, you know your 

competition is.

Contextual Commerce 
- coming soon
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Said it was either not 

relevant for their consumers 

or not in the pipeline.

23%
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Kids on lemonade stalls know the basics of commerce. 

They have a decent product someone wants, charge a 

price that is reasonable, and take your money with a smile.

Smart businesses understand that they need to be able to 

take that model and ensure it works in bricks and mortar 

retail outlets, online, on mobiles, eventually even on 

wearables and within social networks. It won’t be too long, 

surely, before the Saturday morning cyclists swipe their 

microchipped-lycra shorts to pay for their lattes -- now 

there’s an image you won’t be able to get out of  

your head.

At the same time consumers of all ages are getting more 

comfortable with social media. They will want to buy there.

Digital wallets secured with biometrics are gaining a 

foothold. People will want to use them.

Real time payments are on their way courtesy of the NPP; 

blockchain-enabled commerce is on the horizon both 

through Bitcoin and payments-enabled Internet of Things 

(IoT) networks where you can use a simple wristband or car 

chip to transact. 

The possibilities  
are endless - the 
opportunities immense.

Payments can and should 
deliver a competitive edge. 
Working with an innovative 
payments partner can 
make that a sustainable 
advantage by future 
proofing the business.

By taking friction out of 
every checkout experience 
and keeping pace with 
technology advances, savvy 
businesses are staking 
their claim on a successful 
and sustainable future.

Face the future 
and the payments 
revolution
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What business 
struggles with

• Continuing changes in bank encryption standards at 

payments points requires regular expensive retrofitting. 

 

• Integration with back-end systems - which can be legacy 

- is important. Middleware can cover some of this but 

integration is important at some stage. The work effort 

and cost in this is significant. 

 

• We struggle mostly with systems integration and lack of 

internal resources to manage. 

 

• How ready will we be for the NPP? 

 

• Auditing and reconciliation of thousands  

of transactions per months is labour intensive and an 

exception reporting mechanism would assist.
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