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Paytech trends that are shaping the way we buy and sell 

Paytech is a lesser known sub-set of fintech – where financial services and technology come together to 

change, and usually improve, how we bank, transact and pay – and it is creating fairly profound changes 

for us as consumers as well as professionals.  

Just think of your average trip to the supermarket and how this has changed over the last few years: from 

handing your cash and receiving your change at a check-out counter; to scanning a contactless card; to 

paying at self-service counters using your mobile; to picking up the groceries and just walking out - your 

items automatically scanned and billed to your Amazon account…and perhaps soon: smart fridges 

reordering and paying for your milk and butter.  

In the B2B world, the digitisation of trading relationship has enabled innovation for example in working 

capital financing, where the credit risk is calculated by the likelihood of an invoice being settled rather than 

a party’s financial history, and companies are increasingly using online catalogues with pre-negotiated prices 

to fulfil their orders. Global ecommerce retail sales have already grown by over 200% since last year – 

and few expect it to drop back to pre-Covid levels again. 

The changes are just starting. Below are some of the trends we observe which we think are worth 

understanding to prepare for the impact on your personal and professional lives: 

A cashless economy 

This was always a question of time, and we have taken a large step forward during first half of 2020. For 

the consumer, we have mobile wallets and contactless cards to pay on-the-go, avoiding the need to use 

ATMs or withdraw cash from a bank branch. And for merchants, even the smallest businesses are realising 

they need to accept card payments, which is now made easy with solutions from companies like Square, 

iZettle and SumUp.  
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More complicated are situations that rely on voluntary – and often spontaneous - donations, such as church 

collections, and charity initiatives like the upcoming Poppy appeal. There are tech-based solutions here as 

well, but they are still unfamiliar to most organisations and their patrons. There are also a number of people 

who are less comfortable with using new technologies and still rely on cash – typically the older members of 

our society – who risk being left behind and exposed as a result.  

Banks vs big tech 

With so much of trading taking place online, for both consumers and increasingly for business purchases, the 

dominant online trading platforms are well placed to expand their offering to also cover the settlement of 

a purchase, traditionally the domain of banks and card networks. Amazon, Alipay, Facebook/WhatsApp, 

Apple, WeChat are all offering financing or payment options, and we think we will see more of this as the 

battle for the wallet heats up.  

A big question is whether the reliance on existing card payment rails will be challenged. The card networks 

have built an efficient and dominant utility making it easy for buyers and sellers to trade across borders 

and use well established protocols for settling a transaction. Will trading platforms such as Amazon be able 

to bypass this and handle the payment between the buyer and seller directly, or is it not worth it when 

something is so established?  

Strategic payment options 

A lot of innovation is taking place around e-wallets for consumers and invoice payments for businesses. In 

Europe for example, we have the network of interoperable wallets built by phyre which is in use by telecoms 

companies A1 and Vivacom, bringing together Apple Pay, NFC, QR codes and IBAN transfer payments into 

one app. Flexibility and incorporating as wide a number of payment options as possible could be a key to 

future success for businesses, and a key selling point for consumers in terms of adoption.  
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Companies are also realising there is a strategic as well as cash flow advantage in better understanding 

their supply chain. The traditional approach has been to segment suppliers by spend. This is not particularly 

useful as it hides the transaction realities behind the spend.  A supplier invoicing $1m per year via two 

invoices of $500k is very different from a supplier who sends 1000 invoices of $1,000 each. Their willingness 

to accept payment by card, or interest in joining an early payment programme like supply chain finance or 

dynamic discount, will be completely different. It is important to be able to intelligently segment and 

analyse your supply chain to maximise these opportunities for the buyers. 

The digital divide 

Fintech is really a reaction to long-term market inefficiencies. Companies like Revolut, Transferwise, Modulr 

and crypto currency exchanges are taking advantage of inertia and stagnation in the banking sector, which 

is further fuelled by regulatory initiatives such as the EU’s Second payments services directive (PDS2). 

But while the digitisation of trade and payments is creating efficiencies, not everyone are in a position to 

ride the wave. For the non-digital native, online shopping, e-wallets, voice-activated orders, etc. can be 

barriers rather than enablers, and it is typically the elderly, poor, immigrants, etc. who are not able to make 

the switch, and who continue to buy in person and pay in cash. With the decline in the bank branch network 

and ATMs, bricks and mortar retailers would be well advised to cater for this not insignificant group of 

customers by ensuring the experience is not intimidating, or even impossible. After all, not everyone is set up 

to call on Siri to buy more toothpaste. 

Digital loyalty 

Convenience is a great driver of repeat business and for creating loyalty to a brand and experience. 

Amazon’s success is tied to their incredible skill and innovation in making the experience friction free, rather 

than the cost of what you buy (although by winning on both, it is hard to compete!). The growth in digital 

wallets – expected to have 4 billion users by 2024 – creates a big opportunity to combine payment with 
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loyalty. Analyses of buying behaviour through transaction data, combined with sophisticated machine-

learning capabilities to predict behaviour, will give marketeers (and risk managers) amazing abilities to 

create micro-targeted promotions, rewards and stickiness – delivered straight to your mobile, right when 

you “need” it. And using your detailed transaction history as the basis, retailers and funders can offer 

payment options tailored to individuals like we have never seen before. As loyalty can be rewarded with 

better financing terms, the fixed APR on your credit card will certainly go the way of a trip to the bank.  

To wrap 

We in the paytech sector are at the front line of a small revolution. We watch the stream of smart 

entrepreneurs spot complacency and inefficiency in the market, and come up with clever and innovative 

ways using technology to fill the gaps and create new markets. We also watch incumbents being caught out 

or too slow to respond – a natural resistance to change that can prove fatal. But we don’t subscribe to a 

view of total disruption – adapting to the trends described above will be challenging for business and many 

people, but everyone can ultimately benefit from change with an open mind and a bit of preparation. 

 

Henning Holter 

Managing Director 
PayTech Consulting 
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