
                   

 

RELEASE 

 

 
New study Reveals Electronic Payments Extremely Critical  

For Two-Thirds of Australian Businesses  
 

Retail, Accommodation and Food service industries leading the way 
 

 

Noida, India, Australia, Sydney, 29 April 2015 - Australia's hunger for mobile and digital services 
is gradually revolutionising the way businesses are paid for their goods and services, with almost 
half (45 per cent) of Australian businesses accepting customer electronic payments using methods 
such as PayPal or digital wallets.  Two-thirds (64 per cent) of these organisations say the practice is 
“extremely” or “very” critical to their business, according to the March 2015 update of Business 
Attitudes to Electronic Payments Systems, a research study commissioned by HCL Technologies 
and conducted by Roy Morgan Research.   
 
Among the most frequent recipients of electronic payments are businesses in the retail trade (84 per 
cent), accommodation and food service industries (87 per cent), organisations with an annual 
turnover in excess of $1 million (64 per cent) or with more than 20 employees (72 per cent).  
 
In general, the relationship between businesses and their electronic payments providers is robust. 
Almost two-thirds (62 per cent) say they are satisfied or more than satisfied with their provider.  
However, the need to select a payments provider for new payment methods has led some 
organisations to look beyond the traditional primary business banking account.  Three in ten (30 per 
cent) businesses report using a different bank or work with a non-bank provider for electronic 
payments. 
 
Michael Horton, Country Manager, Australia and New Zealand, HCL Technologies Ltd, said, “As 
organisations put in place the processes and procedures to manage new payment methods such as 
PayPal, they are also faced with an opportunity to consider what they want out of a payments 
provider relationship. One of the very clear findings of the study is that more than half of businesses 
will consider changing that relationship for better pricing of services.  One in four can be swayed by 
more reliable technology or by faster funds availability.” 
 
Jason Hulme, GM of Financial Services at Roy Morgan, added, “Financial institutions and their 
customers will experience unprecedented levels of change over the next few years as new payments 
methods continue to emerge. This will open up opportunities for banks to get closer to their Main 
Financial Institution customers in a very tangible way. On the flip side, unless Australia’s major 
banks are proactive and support this change, the threat of losing this vital touch point to third parties 
is very real. Customers will continue to raise their expectations in terms of speed, convenience, and 
security. As a result, it would be short-sighted to assume that the likes of PayPal, crypto-currencies, 
and digital wallets will be the end of innovation in this space. Banks must support both their 
merchants and customers to ensure that, where appropriate, preferred methods of payments are 
supported.” 
 
The research found that only the largest of businesses – those with an annual turnover of $50 million 
or more – tend to consider using their bank's working capital solutions, such as cash management 
functions, automatic notification of receipt funds or withdrawals, trade payment capabilities. 

 
PayPal is by far the most requested of new payment methods, used by more than three in ten 
organisations operating in the following sectors: wholesale trade; professional, technical and 
scientific services; retail trade; and manufacturing.  

 



                   

 

The opportunity for the New Payments Platform 
 
Despite the importance of payments provider technologies, relatively few organisations have any 
knowledge of Australia's New Payment Platform (NPP), a SWIFT initiative due to roll out in 2017 that 
will facilitate real-time electronic payments between businesses and consumers. The platform is 
expected to open up opportunities for new services, streamline the payments process, and will allow 
payments to be directed to a specific account using either a mobile phone number or an email 
address.  

 
The research found that just five per cent of organisations are aware of NPP while 22 per cent say 
they have heard something about NPP but they aren't aware of all the details. This lack of 
awareness is not surprising given the NPP's early stage of development. Among those that have 
some knowledge of the project, however, the overall reaction is positive. 

 
The issue of the minimum spend  
 
Whether to impose a minimum level of expenditure on electronic payment transactions appears to 
be a vexed issue for some organisations.  The research found that while the majority cite cost and 
efficiency as good reasons to avoid minimum spend restrictions, 17 per cent of businesses currently 
impose minimum limits ranging from $5 to more than $20 for electronic payment transactions. Their 
reasons for doing so include the desire to reduce fees and an attempt to reduce the processing 
workload.  

 
What businesses want from payments providers 
 
As electronic payments become commonplace and as payments providers roll out new and 
additional services in the next few years, businesses will be carefully examining the value they 
receive.  As previously noted, price is enough to make an organisation consider changing its 
payments provider. To add to this, 50 per cent of businesses today feel providers need to offer more 
value to their customers.  

 
There is an opportunity for payment providers to use the power of electronic payment technologies 
to offer value-add services such as loyalty programs for their business clients. While the study shows 
such systems are not considered critical, one-quarter (23 per cent) of organisations say a loyalty 
program could impact their selection of a payment provider. The major opportunities offered by such 
a program include access to customer intelligence and data, loyalty as a marketing channel, and the 
opportunity for POS redemption to drive repeat purchases.  

 
 
About the research 
The March 2015 update of Business Attitudes to Electronic Payments Systems, was commissioned 
by HCL Technologies and conducted by Roy Morgan Research. It is part of a B2B Online Omnibus 
Study involving 20,000 Australian executives representing the spectrum of Australian businesses 
and industry.   
 
About HCL Technologies  
 
HCL Technologies is a leading global IT services company working with clients in the areas that 
impact and redefine the core of their businesses. Since its emergence on global landscape after its 
IPO in 1999, HCL has focused on 'transformational outsourcing', underlined by innovation and value 
creation, offering an integrated portfolio of services including software-led IT solutions, remote 
infrastructure management, engineering and R&D services and Business services. HCL leverages 
its extensive global offshore infrastructure and network of offices in 31 countries to provide holistic, 
multi-service delivery in key industry verticals including Financial Services, Manufacturing, 



                   

 

Consumer Services, Public Services and Healthcare & Life sciences. HCL takes pride in its 
philosophy of 'Employees First, Customers Second' which empowers its 104,184 transformers to 
create real value for the customers. 
 
HCL Technologies, along with its subsidiaries, had consolidated revenues of US$ 5.8 billion, as on 
31st March 2015 (on LTM basis). For more information, please visit www.hcltech.com 
 
HCL Forward-looking Statements   
Certain statements in this release are forward-looking statements, which involve a number of risks, 
uncertainties, assumptions and other factors that could cause actual results to differ materially from 
those in such forward-looking statements. All statements, other than statements of historical fact are 
statements that could be deemed forward looking statements, including but not limited to the 
statements containing the words 'planned', 'expects', 'believes’,’ strategy', 'opportunity', 'anticipates', 
'hopes' or other similar words. The risks and uncertainties relating to these statements include, but 
are not limited to, risks and uncertainties regarding impact of pending regulatory proceedings, 
fluctuations in earnings, our ability to manage growth, intense competition in IT services, Business 
Process Outsourcing and consulting services including those factors which may affect our cost 
advantage, wage increases in India, customer acceptances of our services, products and fee 
structures, our ability to attract and retain highly skilled professionals, our ability to integrate acquired 
assets in a cost effective and timely manner, time and cost overruns on fixed-price, fixed-time frame 
contracts, client concentration, restrictions on immigration, our ability to manage our international 
operations, reduced demand for technology in our key focus areas, disruptions in telecommunication 
networks, our ability to successfully complete and integrate potential acquisitions, the success of our 
brand development efforts, liability for damages on our service contracts, the success of the 
companies /entities in which we have made strategic investments, withdrawal of governmental fiscal 
incentives, political instability, legal restrictions on raising capital or acquiring companies outside 
India, and unauthorized use of our intellectual property, other risks, uncertainties and general 
economic conditions affecting our industry. There can be no assurance that the forward looking 
statements made herein will prove to be accurate, and issuance of such forward looking statements 
should not be regarded as a representation by the Company, or any other person, that the objective 
and plans of the Company will be achieved. All forward looking statements made herein are based 
on information presently available to the management of the Company and the Company does not 
undertake to update any forward-looking statement that may be made from time to time by or on 
behalf of the Company.  
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