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While the second quarter may not have been the 

post-pandemic party we’d hoped for, even a mix of 

rampant inflation, rising interest rates, supply chain 

constraints and a war in Ukraine weren’t enough to 

derail the progress of sweeping digital lifestyle changes. We spoke 

with 32 payments industry experts to hear how they handled the 

macro challenges and still kept business moving.

Just as the clouds were supposed to part and the pandemic declared 

over, the second quarter of 2022 exploded like a thunderclap, making 

“uncertainty” the most used word in business.

To make sense of what just happened and what’s coming next, 

PYMNTS assembled the insights of 32 industry leaders about the 

possibility of a recession in the second half. While many agree it’s 

more than likely, getting through the COVID-19 crisis has instilled a 

new confidence.

Yes, “inflation” replaced “infection” as the watchword in Q2 as an 8.5% 

increase in March’s Consumer Price Index — the biggest 12-month 

rise since December 1981 — sent shockwaves through an already 

traumatized base of consumers and businesses.

Robbed of the outright recovery everyone was hoping for, we watched 

as super-hot cryptocurrency collapsed, talk of “the great unsubscribe” 

came to the kinetic subscription economy — including streaming 

entertainment — and gas prices more than doubled.

EMBATTLED, BUT 
BETTER OFF:  
Q2 BUMPS  
CAN’T STOP THE 
DIGITAL SHIFT
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Despite this, and perhaps accelerated because 

of it, businesses across the payments spectrum 

stuck to the modernization and digital transfor-

mation plans most had underway already.

Data is staying in its starring role in the connected 

economy as financial institutions, corporations 

and small and medium-sized businesses (SMBs) 

take lessons from pandemic lockdowns and apply 

them to financially strapped consumers whose 

credit cards are no longer paid down, and absent 

stimulus money.

Rather than retreat, more merchants and their 

tech partners doubled down on embedded pay-

ments, particularly in social media, to reach con-

sumers where they like to hang out with ever 

more personalized offers — and new ways of 

paying for them.

Buy now, pay later (BNPL) cooled off as consum-

ers, regulators and companies feared a wave of 

BNPL defaults and the novelty wearing off. Even 

so, more brands piled into the space, especially 

on the B2B side which some see as a better use 

of installment credit.

Having a moment to breathe after two years of 

a global pandemic, healthcare saw many inno-

vators and disruptors finding new ways to lower 

prescription drug costs and finance tools for 

expensive procedures only partially (if at all) 

covered by insurance.

Telehealth is a big part of that, and the emerging 

field of digital therapeutics enables physicians 

and other practitioners to deliver digital treat-

ments, even inside popular gaming platforms.

Smaller companies continue to occupy the minds 

of business lenders who are exceedingly cautious 

yet see major opportunities in the base of newly 

digitized SMBs.

Meanwhile, real-time payments (RTP) got even 

more real in the second quarter as FinTechs 

pushed out their real-time solutions ahead of 

the 2023 launch of FedNow in the U.S. and the 

Real-Time Payments Rail (RTR) in Canada.

We saw more banks and FinTechs move from 

foes to friends as the two groups realize they’re 

effectively on the same side — and as neobanks 

and nonbanks encroach and gain ground.

Market watchers are waiting for the end of sum-

mer for the haze to clear on everything from 

crypto valuations to subscriptions and remaining 

vigilant in the face of what may well be a real 

recession descending.

From the rise of super-apps to SMBs moving into 

cross-border commerce to controlling the fraud — 

friendly or fearsome — that continues to shadow 

online selling, to new adventures in loyalty from 

the restaurant sector and payments orchestration 

getting more transactions completed, Q2 showed 

rays of hope even amid the gathering gloom — as 

these 32 individual outlooks show.
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EXPANDED USE OF  
AI CREATES  
SMALL BUSINESS 
LIFELINES AND 
FUTURE-PROOFS FIs

Adam Hughes 
CEO
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F inancial institutions are seeing loan 

delinquencies return to pre-pandemic 

levels, and risk signals increasing. As 

the top profit driver for most financial 

institutions, building the demand pipeline for lend-

ing will be one of the biggest concerns, and the 

thing most at risk for small business customers, 

as we head into a possible recession. 

But differently — and perhaps more critical — 

than the last recession, banks now need to con-

tend with the ever-growing competition from 

digital-first neo-challengers, which have forever 

changed customer expectations and the financial 

services landscape. 

Which means financial institutions need to de-

velop a strategy that is both recession-proof and 

future-proof.

Those most prepared for the future share two 

inextricable characteristics: the degree to which 

they have some level of digital transformation, 

and the clarity of a customer-centric strategy. 

No longer can banks afford to think of digital 

transformation as a buzzword — it’s prudent 

cost management. Over the past few years, and 

particularly during the pandemic, the industry 

recognized that investments had to be made to 

improve digital capabilities to more effectively 

deliver services, grow more touchpoints and, 

ultimately, reduce costs. 

Yet it’s the financial institutions that leverage 

technology to truly understand who it is they 

serve, and what they need to focus on, that are 

best positioned. This is where the FinTechs have 

the advantage, and where a tremendous oppor-

tunity lies for banks, especially for those who 

serve small businesses. 

We’re already seeing tons of disruption for small 

businesses, as consumer demand wanes, along 

with bottom lines. Add to this the growing impact 

of the gig economy and the substantial number 

of self-employed who are still highly underserved, 

and you have structural flaws on top of a pan-

demic and inflation. 

Industry research reveals most banking and 

credit union leaders have invested in artificial 

intelligence (AI) technologies and believe it pro-

vides a competitive advantage. Yet its use be-

yond security and risk is less than 25%. This is 

where banks and credit unions can go the extra 

mile to employ AI to add new value propositions 

and drive superior customer experiences. And 

according to McKinsey, this “extra mile” has the 

potential to unlock $1 trillion in value for banks.

Which brings us to today. By leveraging AI’s pre-

dictive power and machine learning to drive more 

accurate and relevant insights and streamline 

the complex decisioning process for small busi-

ness loans, financial institutions can increase 

approvals and lower borrowing costs for small 

business owners. This will bring in more “under-

banked” customers and, potentially, transform 

small business lending amid historic inflation 

and economic uncertainty. Perhaps even forever.

An economic downturn presents the perfect 

conditions to exceed customer expectations 

and improve trust. Afterall, loyalty isn’t about the 

interest rate offered, it’s about what the customer 

remembers about the experience.

Now, more than ever, it’s critical that financial 

institutions invest in their customers. A modern 

technology core, an expanded use of AI and a 

clear data strategy is no longer a choice, it’s a 

competitive necessity. 

AdamHughes

https://www.digitalbankingreport.com/trends/building-value-with-exceptional-customer-experiences/
https://www.mckinsey.com/industries/financial-services/our-insights/ai-bank-of-the-future-can-banks-meet-the-ai-challenge
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Guy Harris 
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It shouldn’t be surprising, but we expect the 

continued growth of eCommerce. Many 

consumers have returned to in-person pur-

chases, but they’ve grown used to shopping 

in various new ways, and their current spending 

reflects a mix of old and new behaviors. In fact, 

PYMNTS recently shared an excellent analysis of 

revised census data that illustrated a post-crisis 

reduction in online sales, but that “return to nor-

mal” is still above the pre-pandemic trajectory. 

Whether this year’s data represents a new base-

line or an acceleration of the pre-2020 trajectory 

for e-commerce payments remains to be seen, 

but we’re certainly watching that.

There’s been a massive shift in how consumers 

shop and a pivot to hybrid models of buy online 

pick up in store, locker systems, curbsides pick-

ups, home deliveries and more. The pandemic 

pushed consumers to adopt new behaviors more 

rapidly, and it’s clear that they like the added 

convenience of choice. Businesses that haven’t 

kept up with this technology, or that choose not 

to maintain these new channels of commerce, 

are going to miss out.

But while the shift to a more digital economy and 

expanded choices for customers has the power 

to boost revenue, it also has the potential to harm 

the customer experience. The increase in card not 

present transactions has a concurrent increase 

in card declines. Card not present (CNP) trans-

actions have a three times higher decline rate:

• 7% of CNP credit card transactions are declined

• 68% of CNP credit card declines are because 

of invalid card information

A large portion of that incorrect data is tied to 

cards that have been reissued per the payment 

network — 30% of card accounts are reissued 

every year. There are multiple solutions that mer-

chants can implement to help improve these 

authorization rates. As an example, Bank of 

America works with business clients to optimize 

their transaction data submission and provides 

insights into their decline reasons. We feel that 

improving authorization rates is one place that 

businesses can focus and improve their custom-

ers’ experience in the near term.

Overall, what we’re seeing is not a temporary 

“work-around,” but true embedded behavior 

changes. eCommerce has aligned to the broad-

er transition to a more digital economy. As of 

January 2022, Bank of America had 16 million 

active Zelle® users, including small businesses, 

and clients sent more Zelle® transactions than 

physical checks in 2021. Today, 86% of deposits 

are made through digital or ATM channels. Small 

business digital sales are nearly 300% above pre-

2020 levels, and digital sales account for nearly 

50% of total sales. Customers have seen the 

speed and convenience with which they can do 

business without going to a financial center or 

waiting for physical payments. We don’t expect 

them to walk away from that.

Disclosure: Zelle, and the Zelle related marks are 

wholly owned by Early Warning Services, LLC and 

are used herein under license.

GuyHarris
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With inflation surging and gas prices soaring to 

record highs, consumers are looking for mean-

ingful ways to save money. Many are embracing 

rewards programs more closely than ever. In a 

recent survey by Treasure Data, 82% of respon-

dents said loyalty and rewards programs now 

influence their buying choices. 

But consumers don’t want the rewards programs 

of yesteryear. Shoppers today expect the con-

venience and efficiency of digital at all times. 

They are accustomed to personalized, seamless 

experiences integrated into their preferred mo-

bile app of choice, and they demand the same 

from every merchant. This is a challenge. But it 

is also a tremendous opportunity for banks and 

merchants to collaborate and drive higher spend 

and greater loyalty for both if they work together 

and leverage the new tools now available to them. 

One of the most powerful tools is item-level re-

ceipt data, which can unlock and facilitate this 

collaboration. Item-level receipt data from Banyan 

gives banks and merchants the ability to lever-

age merchant receipt data at the item level, not 

just the category level. This opens up exciting 

value propositions for consumers, better use of 

a frequently visited channel for merchants and 

fresh budgets for both banks and merchants. 

In short, there are many powerful new ways for 

banks and merchants to win together.

In particular, we see three ways banks and mer-

chants can use item-level receipt data to create 

innovative and beneficial programs.

1. ITEM-LEVEL AND CATEGORY-LEVEL 

CARD SPEND PROGRAMS FOR PRODUCTS 

CONSUMERS WANT TO BUY

Item-level and category-level data enable banks 

to tap into strategic merchant budgets while 

allowing merchants to leverage the bank chan-

nel — one that is visited often — for targeted 

marketing. Campaigns can be created around 

high-margin categories, like beauty products and 

electronics, and to achieve key merchant objec-

tives, like moving overstocked inventory. 

2. LOYALTY PROGRAMS THAT REWARD 

EVERYDAY SPEND THROUGH SUPERIOR 

TRANSACTION CATEGORIZATION 

Item-level categorization gives financial institu-

tions the power to drive everyday spend to their 

cards by more accurately categorizing purchases. 

This enables the targeted offering of incentives 

to exactly the items they want to reward (for 

instance, groceries but not a TV at a big-box re-

tailer). This also opens new opportunities for loy-

alty programs focused on areas that consumers 

are passionate about, like health and wellness. 

Enhanced issuer-merchant collaboration creates 

greater agility around rewards offerings — a deter-

mining factor in card choice — and drives repeat 

usage and higher spend.

3. RECOMMENDATIONS FOR FINANCIAL 

HEALTH AND WELLNESS THAT HELP CON-

SUMERS MANAGE THEIR MONEY AND SPEND 

WISELY 

With item-level categorization, consumers gain 

a much better understanding of their spending 

behavior (e.g., electronics rather than general 

merchandise). This allows merchants and banks 

— always with consumer permission — to more 

accurately recommend products and services 

that consumers want and need. Not only does 

this help consumers save money in the categories 

they frequent, it also provides important informa-

tion regarding the financial services they need. 

This supports creating offers that are relevant 

and timely — like a buy now, pay later (BNPL) 

offer for a big purchase or a line of credit when 

a consumer looks ready to upgrade their home, 

further driving consumer satisfaction and loyalty.  

FINAL TAKEAWAY

As inflation crimps spending, banks and mer-

chants are collaborating as never before to offer 

meaningful loyalty programs and deliver real 

savings to consumers — at a time they need 

them most.

JehanLuth
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As we headed into 2022 there was 

one thing that we were sure of: The 

time had come for automation and 

digitization of B2B payments. While 

business payment innovation has historically 

lagged behind consumer solutions, it appeared 

that buyers and suppliers around the world were 

ready to invest in fully digital and passive solu-

tions. A PYMNTS study from January showed 

that 93% of business expected to try at least 

one new payment method within the year. This 

expectation has held true, but what has changed 

over the last six months is HOW the evolution is 

occurring. We have had the opportunity to discuss 

this topic with CFOs and treasurers from around 

the world and have seen three themes emerge:

PARTNERING FOR SUCCESS

While the need for digital solutions has not de-

creased, the changes in the economic landscape 

have limited companies’ ability to prioritize fund-

ing for these projects. As a result, we are seeing 

businesses looking to strategic partnerships to 

meet this need. Solutions that can easily integrate 

into existing systems with limited or no develop-

ment requirements on the part of the customer 

are winning the day. By partnering with FinTechs, 

companies are quickly leapfrogging to automa-

tion with limited investment, providing the oper-

ational efficiency, risk mitigation and extension 

of working capital that executives are looking for 

in an increasingly unstable environment.

SHIFT IN LEVERAGE 

Perhaps the biggest impact we are seeing is a 

fundamental rebalancing of leverage between 

buyers and suppliers. Historically, buyers have 

held the majority of the influence, but supply 

chain issues and price fluctuations have shifted 

some of that power to the supplier. Additionally, 

suppliers are more savvy than ever and are active-

ly seeking flexible pricing models that optimize 

their costs and reduce DSO. Our Dynamic Boost 

platform gives buyers and suppliers payment 

flexibility based on business rules and, by exten-

sion, payment rules that fit their mutual needs. 

This agile engine offers real-time decisioning and 

interchange flexibility, empowering suppliers to 

accept commercial card payments on their terms.

VERTICAL-SPECIFIC PAIN POINTS

While the recent economic instability will affect 

all companies, the impacts vary greatly across 

industries. These idiosyncrasies have highlighted 

the importance of providing flexible solutions that 

meet the unique needs of different verticals. At 

Boost we are developing expertise in these areas, 

so we can provide solutions that create balance 

between the needs of buyers and suppliers.

The onset of omicron, supply chain issues and 

geopolitical unrest quickly put a damper on the 

optimism that many companies felt heading into 

2022. B2B spending is inherently connected to 

consumer spending and inflation and the po-

tential for a recession will have a direct impact 

on B2B spend in the second half of the year. We 

are seeing companies keep a closer eye on the 

bottom line and limiting any unnecessary ex-

penses or investments in preparation. Because 

of this, Boost has positioned itself as a bridge for 

commercial trading partners around the globe, 

helping them navigate the uncertainty related 

to the delivery and receipt of payments that lies 

ahead.

DeanMLeavitt
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PAYMENTS SPACE 
SUPPORTS GROWTH 
WITH INNOVATION

Arun Tikoo 
SVP, Business and Strategy
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If the year 2021 was the year of transition 

for the payments industry, the year 2022 

has been the year of volatility. The current 

year has seen the clash in Ukraine causing 

flight disruptions, which has inversely impact-

ed the eCommerce industry where issues have 

ranged from supply chain to logistics to financial 

dynamics. If anything, the last few months have 

proven that the payments industry (the backbone 

of eCommerce) must always be at the cutting 

edge. As digital payments grow phenomenally in 

volume and popularity, let us explore the payment 

trends that are expected to fuel innovation in the 

eCommerce and payments space in 2022.

Buy now, pay later (BNPL): BNPL has already 

taken the eCommerce industry by storm, as it is a 

kind of short-term financing that allows consum-

ers to pay for purchases in interest-free install-

ments. This leads to increased affordability. As 

an increasing number of debt-averse consumers 

become aware of the advantages of BNPL, its 

adoption is only expected to rise.

Banking-as-a-Service (BaaS): BaaS allows de-

mocratization of financial services by rethink-

ing banking from scratch. Non-banks or virtual 

banks can link themselves with a bank’s system 

via application programming interfaces (APIs), 

enabling these non-banks to become providers 

of the whole range of banking products. The 

collaboration between banks and FinTechs al-

lows reconsideration of banking basics such 

as physical bank branches, wet signatures on 

application forms, plastic cards and passbooks, 

among other things.

Cross-border payments: Cross-border payments, 

where the payer and the payee are in separate 

countries, are expected to grow exponentially 

in the next 10 years. Currently, the landscape of 

global payments is built on a complex system rid-

dled with various checkpoints and verifications at 

multiple levels, making it burdensome and costly 

for both individuals and financial institutions. As 

India becomes increasingly important to global 

commerce, innovations in cross-border payments 

will become an important part of the system. 

UPI: Unified Payments Interface (UPI) is a pay-

ment system that allows users to link their bank 

account to a single smartphone app and make 

real-time financial transfers through this app, 

without having to share an IFSC code or account 

number. An innovation that started in India, UPI 

is close to becoming a global phenomenon with 

multi-country partnerships.

Embedded payments: The integration of financial 

products into non-financial platforms’ transac-

tional flow will continue to trend as embedded 

payment options add convenience and speed 

to the payments process. Modern consumers 

insist on frictionless payments that utilize var-

ious devices, from wallets to wearables, and 

embedded payments can help financial players 

meet this demand.

Digital wallets: With the massive shift from card-

based to account and QR code-based transac-

tions, digital wallets will account for more than 

half of all eCommerce payments worldwide. It 

does not require a physical bank account and 

can store all payment information safely. This is 

made possible with Near Field Communication 

(NFC), a technology that allows devices in close 

proximity to converse and share data. There is no 

denying that the digital wallet space is expected 

to grow at a rapid rate.

The shift to a cashless society and the evolution 

of the payments ecosystem has created an op-

portunity for the payments industry to take the 

lead. While the top 2022 trends, such as industry 

players seeking economies of scale, consolida-

tions, and non-banks exploring new territories 

emerge, it will be interesting to see the new trends 

emerge globally that might open a new chapter 

in the current payments landscape.

ArunTikoo
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We’re in a bear market across 

financial assets. But why have 

cryptocurrencies, which are now 

more correlated to tech stocks 

than ever before, experienced a more extreme 

price crash than equity markets? 

One major factor is that decentralized finance 

(DeFi) has gotten more competitive, driving some 

entities to execute on riskier investment strat-

egies that can have ripple effects across the 

ecosystem. 

Right now, the industry has an opportunity to 

leverage blockchains’ transparency to analyze 

systemic risk, build better systems, and design 

better rules for the next bull market.

First, how did we get here? The number of DeFi 

services exploded over the past 2+ years, even 

as investor dollars waned. Lending platforms — 

which act as centralized entities — had to prom-

ise higher and higher yields to continue their 

growth. This led them to actively put user funds 

into riskier investments. In fact, lending protocols’ 

biggest source of funds became other lending 

and yield-generating protocols in Q1 this year. 

So, when asset prices began to drop, the effects 

cascaded throughout the DeFi ecosystem. Com-

pounded by the broader bear market, DeFi and 

exchange services suddenly saw huge inflows of 

cryptocurrency as people cashed out their funds 

or needed to pay back loans or avoid liquidations. 

The good news is that crypto’s inherent transpar-

ency is quickly bringing some of the inherent risks 

of DeFi into the spotlight. This makes it possible 

for regulators, lawmakers, and the industry overall 

to more efficiently and effectively understand 

what happened and take action to ensure the 

ecosystem grows more safely and responsibly. 

In the near term, I expect some projects that 

were hastily built or services that didn’t properly 

manage risk will fail. After all, that’s a natural 

process for any new technology or industry. But 

I predict that crypto will be remarkably resilient, 

thanks to the fast feedback loops afforded by 

its transparency, and will come back stronger 

than before. 

KimGrauer



32 | © 2021 PYMNTS.com All Rights Reserved © 2021 PYMNTS.com All Rights Reserved | 33

COMPETITIVE 
ADVANTAGES AWAIT 
MARKETPLACES  
THAT ACT NOW

Yael Barak 
Product Lead, Integrated Solutions



34 | © 2021 PYMNTS.com All Rights Reserved © 2021 PYMNTS.com All Rights Reserved | 35

W ith the ongoing war in Ukraine, 

supply chain issues, inflationary 

forces and the continued fall-

out of the COVID-19 pandemic, 

business resilience is being tested. What will 

the full impact of these trends be? That’s the 

million-dollar question. I don’t believe the answer 

will become clear until we reach Black Friday and 

the festive period. That’ll likely be the moment 

of truth.

In the meantime, businesses cannot stand still. 

That’s especially true for the marketplace plat-

forms that have become ubiquitous in the digital 

economy. In recent years, we’ve seen massive 

adoption of these platforms, illustrated by our 

research last year that found 64% of consumers 

use marketplaces as their primary destination for 

ecommerce shopping. A further 50% said they 

use marketplaces that provide services such as 

food delivery. 

To maintain this growth trajectory, marketplaces 

need to ensure they have the necessary flexibil-

ity and resilience to meet the demands of the 

changing economy.   

How they price for consumers with less to spend 

is one consideration. They must also look at their 

costs and margins and analyze how different 

payment methods fare. As the trading climate 

becomes more challenging, we’ll see more mar-

ketplaces looking for these operational efficien-

cies. Many will decide to reduce the number of 

payment methods to the handful that deliver the 

best financials.

But getting from the point where you know the 

payment methods you want and to the point of 

implementing amounts to a significant opera-

tional load. This is where we’ll see platforms 

offload a lot of this work to a payment partner 

with the data know-how, market experience and 

established connections with payment networks, 

all accessed through a single integration. 

Marketplaces also need to optimize the seller/

worker experience, especially those “service” 

marketplaces, like Deliveroo, Uber and Gorillas. 

To maximize their earning potential, gig work-

ers will head to the marketplaces with an easy 

onboarding process, low fees and fast payouts. 

Onboarding benefits from automated identity 

verification, which makes life easier for the sell-

er and ensures the marketplace is compliant 

with local regulations and can navigate future 

obligations. Gig workers will also be attracted to 

platforms where form-filling is kept to a minimum 

and doesn’t have them reaching for a translation 

service.

The test for service platforms will come after 

the summer when people return from holidays 

and start using them again. So the work to at-

tract enough sellers and workers has to happen 

now. The challenges faced right now by the avi-

ation industry serve as a cautionary tale of only 

concentrating on-demand and deprioritizing the 

resources you need to fulfill that. 

Larger platforms also have an opportunity in how 

they deal with different currencies. Those that 

can settle faster and cheaper with their retailers 

have a competitive differentiation and will benefit 

by being smarter about the currencies they hold.  

Some marketplaces will shortcut their way to suc-

cess by concentrating on their core markets at the 

cost of expansion or through consolidation with 

other platforms. A challenging funding climate 

will exacerbate this. That’ll leave opportunities 

for small, local marketplaces to fill the gap. 

YaelBarak
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Every day we read about challenges in 

the world, like the war in Ukraine, in-

flation, and the stock market reaching 

record lows. Recently the Federal Re-

serve raised interest rates by .75% — the highest 

increase in 28 years — to help control inflation 

and stabilize the economy.

With this volatility, it’s important that businesses 

are flexible and able to quickly adapt. 

One way that CFOs are adapting is by continu-

ously reviewing their working capital strategy. 

With the increasing cost of capital, cash on the 

balance sheet is important. To improve cash, 

companies are looking for ways to increase days 

payable outstanding (DPO) and decrease days 

sales outstanding (DSO).

TO INCREASE DPO, COMPANIES SHOULD 

ASK THESE QUESTIONS:

Do we have standard terms for our suppliers?

Often companies find that their terms with 

suppliers are sporadic and inconsistent. This 

is not uncommon and generally comes from 

changes in personnel, previous acquisitions, 

changes in their ERP, etc. 

Do we pay according to the agreed terms of 

our suppliers?

Some companies try to increase their DPO 

by paying their bills late. This is not a good 

long-term strategy because it impacts the 

relationship with the supplier. Given supply 

chain shortages, suppliers are finding new 

buyers that pay on time. and new buyers often 

pay more for the same product. 

Are we paying earlier than our industry 

peers?

Benchmarking against your peers helps deter-

mine if you are paying your suppliers too early. 

If you know one of your peers in the same 

line of business is paying the same supplier 

at Net 60 and you’re paying them at Net 30, 

there is an opportunity for a discussion with 

your supplier. 

Is there in an opportunity to secure a credit 

facility with a third party to provide a way for 

our suppliers to get paid earlier? 

With cash a strain and the need to decrease 

their DSO, suppliers more than ever are willing 

to offer discounts in exchange for accelerated 

terms. In previous years, companies would 

fund this early payment and benefit from the 

discount. Today, with the importance of cash, 

many companies are leveraging a credit fa-

cility to fund early payments and giving up 

the discount for DPO benefit. 

TO DECREASE DSO COMPANIES, SHOULD 

ASK THESE QUESTIONS:

What percent of invoices are sent electron-

ically to our buyers?

To improve DSO, it is important for suppliers 

to work with buyers by sending them invoices 

in their preferred format. This ensures buyers 

pay according to the terms on the invoice 

without delays.

What incentives do we provide buyers for 

early payment?

Providing incentives is a good way to improve 

DSO. More and more buyers work with third 

parties willing to buy supplies early while still 

allowing buyers to pay on the standard term.

Are buyers sending us sufficient remittance 

for cash application?

Looking at the percentage of cash that can 

be applied automatically is another great way 

to improve DSO. If the percent is low, there 

are third parties for outsourcing parts of or 

the entire order to cash cycle.

RobertJohnson

https://www.cnbc.com/2022/06/15/what-the-feds-highest-rate-hike-in-28-years-means-for-you.html
https://www.cnbc.com/2022/06/15/what-the-feds-highest-rate-hike-in-28-years-means-for-you.html
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It’s no surprise that after more than two years 

of a wild ride in the world of online com-

merce, consumer preferences and buying 

habits are changing yet again as shoppers try 

to regain some equilibrium. The first 18 months of 

the pandemic saw shopper demand pull forward 

in many categories which are now experiencing 

a lull as shopper needs change yet again. For 

instance, if you were buying athleisure wear in 

2020, you might now be pivoting to office attire. 

This compounded with economic and geopolitical 

concerns as well as the return of in-person shop-

ping, has created uncertainty for some brands 

that experienced explosive growth selling direct 

over the past two years.

WHY I’M OPTIMISTIC ABOUT THE NEXT 

SIX MONTHS:

• The investments providers across the com-

merce stack have made over the past two 

years are continuing to deliver the valuable 

and optimized experience customers are 

seeking. New, flexible APIs are giving brands 

the ability to adapt their commerce stack 

more rapidly. They are better able to match 

evolving customer preferences, as well as 

onboard new technology without major dis-

ruption.

• Cross-border purchases will become more a 

positive experience for shoppers as brands 

gain expertise and/or partners who can help 

them navigate the complexity of taxes and 

compliance. Brands, beyond just fashion and 

apparel, that want to sell into every corner of 

the world will have an increasing ability to 

localize and customize their shopper expe-

riences, region by region.  

• Buy now, pay later (BNPL) payment op-

tions that drove excitement over the past 

six months will continue to be an important 

tool for shoppers who are looking for ways to 

stretch their budgets and build credit in the 

midst of economic headwinds. While more 

regulation and consolidation in the space is 

likely, BNPL will continue to offer value to 

the end-consumer, underpinning the current 

demand, while ideally not financially stretch-

ing them.

• Commerce experiences will have adapted to 

compliance and regulatory changes enact-

ed throughout the world (i.e., sanctioned re-

gions/individuals, PSD2, EU New Deal, CCPA). 

They will also be better prepared for all of the 

changes guaranteed yet to come.

• The opportunity for B2B, leveraging the ad-

vancements in the B2C purchase experience, 

augmented with best-in-class B2B payment 

options, is finally here, presenting new growth 

opportunities for brands with a B2B offering. 

Customers are expecting a more seamless 

experience and relevant payment options 

when purchasing B2B, and brands can now 

deliver, reducing the time to market and over-

all profitability.

• Customized experiences take eCommerce 

and the products sold online to the next lev-

el, allowing for customers to buy and even 

design products specific to their needs. Cus-

tomization, whether it’s a gaming device or a 

pair of jeans, will drive brand loyalty and add 

value. Who wouldn’t want something that they 

designed themselves and is truly unique if it 

can be done easily and at a competitive price?

The strategy of anyone selling direct online 

should not necessarily be how to navigate the 

next six months. The next six months are about 

continuing the investments and evolving the strat-

egy required for 2023 and beyond. It might be 

tempting to focus solely on the current economic 

climate, but brands looking to survive long-term 

need to be positioned in order to allow growth 

into the next decade and beyond. 

JasonHofmann
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For more than two years we’ve witnessed 

how federal and state stimulus, a strong 

job market, and restricted discretionary 

spending have buoyed the consumer’s 

ability to keep up on debt. Today, the narrative 

has flipped. Stimulus is over, inflation is here and 

experts expect people will spend whatever is 

necessary to take vacations this summer. Addi-

tionally, continued staffing shortages and sweep-

ing regulation are putting even more pressure 

on providers to maintain a strong revenue cycle.

Among these challenges, inflation has been the 

gut punch. Even higher salaries and continued 

low unemployment are no match for skyrocket-

ing costs tied to gas, grocery and rent. In these 

times of financial stress, consumers prioritize 

their expenses. Rent/mortgage, transportation 

and utilities get first consideration while medical 

bills typically move to “the bottom of the pile.”

While consumers pushed off elective procedures 

and some preventive care during the pandemic, 

the thought was that providers could rely on this 

revenue coming back in 2021 and 2022. That may 

have to wait a little longer. It’s important to re-

member that, before COVID-19 took the top spot 

of reasons why people didn’t go to the doctor, 

“concern for the cost” held that title. With infla-

tion’s help, the cost reason will likely reclaim the 

number one position before the end of summer. 

A continued reduction in patient traffic is not 

going to help hospital finances, and inflation will 

hamper collecting from those who do show up.

Ironically, the pandemic required sudden, system-

atic changes to the patient journey that — while 

painful to scope and implement at first — may 

now help mitigate the impact to collections. Pay-

ment options are increasingly digital and more 

convenient, payment plans are more common, 

and price estimates have become less of a rarity. 

There is also greater use of non-clinical data to 

get a broader view of patients and their unique 

financial solutions. Data, coupled with the right 

technology, can help providers make sense of it 

all and enhance the patient journey.

Regulation is also driving change. The Hospital 

Price Transparency Final Rule and the No Surpris-

es Act have put accurate data at the forefront of 

efforts to transform the patient’s financial expe-

rience. Together, these regulations could create 

the same pricing experience that consumers 

enjoy in other verticals, namely knowing the cost 

before making a purchase.

I learned long ago never to ask, “What else could 

possibly happen?” Healthcare finds itself out of 

the kettle and into the fire, but this heat is driving 

the industry to build a better, modern financial 

experience that will ultimately benefit the provider 

and patient. That could change the question to: 

“Could this possibly happen?” I hope so.

TomCox
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Americans are increasingly anxious 

over socio-economic uncertainties, 

the war in Ukraine and the ongoing 

COVID-19 pandemic — all factors 

that drive a growing desire for greater control 

over their finances. In this environment, reliable, 

safe and timely payments are more important 

than ever. 

These same global uncertainties are also spark-

ing difficulties for financial institutions and pay-

ment providers who may face tough choices 

when considering investment in payments inno-

vation while looking to tighten the budget belt. 

Nevertheless, even in the face of these headwinds 

we must remain committed to safe, modern pay-

ment capabilities that Americans need to feel 

confident in their finances. 

Indeed, in this environment, an instant payments 

infrastructure that reaches all financial institu-

tions, and thus all Americans, is even more com-

pelling. The Federal Reserve expects to launch its 

FedNow Service for instant payments nationwide 

in 2023, joining other faster and instant payments 

networks in pursing this outcome.

We anticipate that the Fed’s nationwide connec-

tions and customer service relationships with 

more than 10,000 financial institutions across the 

country will encourage both wider availability of, 

and increased confidence in and use of instant 

payments, a type of faster payment that credits 

the payee’s deposit account with final irrevocable 

funds within seconds of payment initiation.

Research tells us that in the face of continued 

unpredictability, businesses as well as individuals 

are expressing the need for more control over 

their money. They want to move money faster 

and get immediate access to their funds, 24/7. 

Recent Federal Reserve surveys of business-

es and consumers underscore the strong and 

growing end-user appetite for faster and instant 

payments. Among other trends, 9 out of 10 busi-

nesses expect to be able to make and receive 

faster payments in the next three years.

Corporations are calling for business-to-busi-

ness and consumer-to-business payments that 

facilitate quicker access to funds, the ability to 

post payments immediately and automatically, 

and immediate notification of payment and re-

mittance details with the payment. In addition, 

they are looking to streamline billing processes 

and improve efficiencies with straight-through 

processing.

Consumer demand for faster payments spans 

age groups and has intensified, especially for per-

son-to-business payments but also person-to-per-

son and account-to-account payments. Faster 

payment options for recurring, last-minute and 

other types of bill payments give consumers 

greater control over the timing of their transac-

tions with businesses. Demand no longer lies only 

with younger consumers, with research show-

ing that a majority of older Americans now use 

mobile and digital payments options, at least 

occasionally.

Looking ahead, current economic conditions 

have the potential to influence business lead-

ers’ priorities in the payments space, including 

investing in technology for instant payments. 

Yet organizations that plan to take advantage 

of the current trends — in the financial industry 

and beyond — will need to prioritize technology 

and operational investments, if they have not 

done so already, to meet increased business 

and consumer demand for instant payments in 

the future.

It’s critical that — even amid the financial pres-

sures that hold the potential to constrain invest-

ment and innovation — the payments industry 

energetically moves forward with transforma-

tional innovations that meet the rapidly evolving 

needs of the country.

Any views expressed in this article by the au-

thor Ken Montgomery are his own and do not 

necessarily represent the views of the Federal 

Reserve System.

KennethMontgomery

https://www.frbservices.org/news/press-releases/083121-federal-reserve-survey-businesses-increasingly-demand-faster-payments
https://www.frbservices.org/news/press-releases/083121-federal-reserve-survey-businesses-increasingly-demand-faster-payments
https://www.frbservices.org/news/press-releases/051622-survey-consumers-faster-payment
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What we’ve seen, what has con-

sistently held true and what we 

have come to understand is that 

all our efforts need to be tar-

geted to the customer. Our decisions need to be 

based on improving the customer journey and 

our products and solutions need to remove any 

friction that exists in that journey. 

So the baseline for the remainder of 2022 and 

into the future should really be “How does this 

support the client?” with a payments focus put-

ting the customer experience first. The nucleus 

being payment types that are fast, easy to use, 

seamless and ultimately invisible. 

This includes payment types like real-time pay-

ments (RTP) and bank-selected payments. Re-

al-time payments is not new but has certainly 

gained momentum as customers request faster 

payment processing. Bank-selected payments, 

where the customer sends the payment and the 

bank determines the best, most cost-effective, 

yet timely payment type to send it through are 

also showing an increase in demand. 

These invisible systems work behind the scenes 

to the great benefit of the customer, either al-

lowing for increased cash flow management or 

optimizing payment costs and types. Different 

payment types, but both benefit the customer 

while also providing them with a smooth, friction 

free customer experience.

FINANCIAL INSTITUTIONS ARE STILL 

MISSING OUT ON THE SMB MARKET

For a long time, banks have focused on their 

large and mid-market customers as they have 

traditionally been a smaller group and the largest 

revenue generators. However, small and medi-

um-sized businesses (SMBs) are a critical driver 

of the U.S. economy and SMB customers make 

up a significant portion of the customer base for 

a lot of banks. There needs to be a greater shift 

to service this group.

Neobanks are an example of non-banks focusing 

on servicing this market, and are gaining trac-

tion with their low barriers and highly targeted 

approach. SMBs are demanding faster, more 

transparent B2B experiences as cash manage-

ment is critical to their survival. Traditional banks 

have the means to compete and should use their 

digital first offerings to retain existing customers 

and attract new SMB customers.  

Banks that pay attention to and service this mar-

ket will become the preferred banks for the large 

and growing SMB base and will win in the long 

run. 

BANK-FINTECH PARTNERSHIPS WILL BE 

KEY TO BANKS’ SUCCESS

We’ve seen a shift in the partnership landscape 

as new bank-FinTech partnerships are rapidly 

emerging as banks realize the many benefits 

that can come from it.

APIs have had the most significant impact on 

innovation of late and financial technology can 

develop the tech needed to support new API 

powered capabilities like embedded banking. 

Banks can certainly create API solutions in house, 

but tend to struggle with development timelines, 

speed to market and the general upkeep required. 

FinTechs, however, have consistently shown they 

can securely design, deliver and effectively sup-

port these digital solutions in a much faster go-

to-market timeline.  

The digitization gap in the financial industry will 

continue to grow and will be more pronounced 

between the early digital adopters and those 

who wait. The time to act was really yesterday.  

ClaytonWeir
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In recent years, payments and financial ser-

vice providers have invested heavily in the 

digitization and enhancement of the user 

experience: everything was focused on how 

products look, feel and operate on the front end. 

While those efforts have led to impressive apps 

and beautiful user interfaces, we’re now seeing 

an expansion of innovation at a much deeper 

level. Brands that are driving the greatest im-

pact in the digital economy in the second half 

of 2022 (and beyond) are pursuing technology 

and infrastructure that puts data to work. And 

in doing so, these brands are enabling intelligent 

interactions that put people — not products — at 

the center of the experience.

But it’s not just any person, it’s really the end 

user who must be at the center of the experi-

ence — and ultimately to the exclusion of all 

others. In other words, the more intelligent the 

interaction we build, the fewer people will need 

to be involved in delivering better experiences 

and more adaptive solutions to customers.

This paradigm shift is requiring a fundamental 

change in approach, a reimagining of how prod-

ucts are designed and built on the back end, and 

a major technology investment from financial 

service providers, who are accepting that older 

tech stacks will not compete with digital-native 

core platforms going forward. 

And it will be worth it.

Consider this: today, most financial institutions 

are able to make about 15% of their customer 

interactions “intelligent,” meaning they’re actu-

ally connecting the data they have back to the 

customer at the point of interaction to enhance 

the customer experience and remove other un-

necessary people from the process.

To achieve a greater level of automation and 

personalization on any level, let alone at scale, 

financial service providers will put new emphasis 

on the data they already have: finding the most 

productive and efficient ways possible to use that 

data to inform customer-centric decisions that 

can be replicated on a large scale. 

Remember — while most traditional financial 

institutions have been quite good at collecting 

data, they’ve consistently struggled to use it ef-

fectively to improve user experiences. And when 

you consider that the average turnaround for 

new technology at a major financial institution is 

just over two years (26 months), it’s no surprise 

that major players are now looking for new ways 

to make major progress as quickly as possible.

By contrast, teams working on a modern tech-

nology platform can turn out the same or better 

results in a matter of hours or weeks, delivering 

useful data from across a provider’s ecosystem. 

With this data in hand, more providers can shift 

away from the one-size-fits all financial products. 

Instead, they can build customizable solutions 

that meet the needs of niche communities, but 

do so in a way that is scalable. 

As trendlines unfold in the balance of 2022, we’re 

watching how companies are making better use 

of technology to put data to work and maximize 

the use of human resources to better connect 

consumers and businesses in the digital economy.

The new baseline is all about building user-centric 

solutions that connect people and their money 

in ways that improve everyone’s financial lives. 

That baseline, of course, is no longer about the 

product itself, it’s about the customer experience.

SethMcGuire
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If Jamie Dimon’s “economic hurricane” does 

make landfall in 2022, then consumers are 

going to be scrambling to gain better control 

over their finances. 

That control obviously necessitates a deeper, 

more nuanced understanding of income and 

expenses, but for consumers buffeted by rising 

prices, supply chain disruptions and fears of a 

looming recession it also means greater liquidity. 

And in a digital-first world with multiple accounts 

and wallets, consumer liquidity is defined by 

having immediate access to your money no mat-

ter where it lives — PayPal, Robinhood, Bank of 

America or even as an IOU from your roommate.  

In the best of times, modern users already expect 

to safely send or receive money to and from any 

account in real time and at a competitive cost. 

Consumers are becoming accustomed to these 

money mobility features — the ability to move 

money instantly and safely into and out of any 

account — as a default option from their preferred 

financial partners. Companies that want to com-

pete for mind and market share know they must 

lead with money mobility in order to effectively 

acquire, then retain customers.

But in a time of economic crisis, when consum-

ers must maximize every dollar, money mobility 

becomes paramount, even a lifeline for some 

households. If the rent is due or the car needs 

a flat repaired to make it to work on time, then 

waiting three days for funds to transfer between 

accounts or for a check to clear, is simply not 

an option. 

To meet this consumer demand, any company 

that offers a card, digital wallet, mobile or other 

type of financial account will have to prioritize 

money mobility as a core element of its business 

over the next six months. For inbound funds, that 

could mean instant access options for funds 

received on checks or the ability to instantly trans-

fer money in from another account. For outbound, 

it covers the movement of funds to another app 

or to pay off a bill.  

Unfortunately, offering true money mobility ser-

vices also means a larger exposure to risk. In-

stant account funding via checks, for example, 

is already targeted by fraudsters, but these bad 

actors are increasingly focusing their crosshairs 

on other forms of inbound account funding such 

as digital transfers from third-party accounts 

and providers.

For money mobility solutions in which instantly 

deposited funds can immediately be spent or 

sent to another account, fraud often means a 

loss because funds cannot be clawed back later. 

The risk of fraud and lost funds becomes even 

greater for those non-bank account providers with 

limited visibility into customer financial accounts 

or transactions.

To prevent this, many companies and providers 

simply clamp down on approvals or limit digital 

account funding options to a small group of only 

the most well-known customers. If there is any 

doubt about the validity of an account or cus-

tomer, such as with brand new customers, they 

decline instant funding options or decline the 

transaction altogether in order to avoid fraud. 

But in an economic downturn in which money 

mobility is seen as a crucial service by custom-

ers, companies may no longer have the luxury to 

decline funding transactions, especially for the 

new customers they are trying so hard to attract. 

Instead, many companies will spend the next six 

months first augmenting money mobility solu-

tions, then reducing their risk profile. For most, 

both needs will lead them to outsource their 

offerings to industry solutions that can ease and 

shorten the deployment cycle plus manage risk 

through a network and a market-wide vantage 

point. 

Companies that do this effectively stand to 

emerge from any potential economic downturn 

in a stronger position with a greater number of 

more loyal customers that rely upon them for 

money mobility capabilities. 

DrewEdwards
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G iven the current environment — rising 

inflation and interest rates, supply 

chain issues, and volatile equity mar-

kets — companies are preparing for 

economic uncertainty. People are talking about 

a “recession,” and everyone’s looking at what the 

Fed is doing to combat inflation. 

Companies are wrestling with how best to main-

tain margins in the face of inflation, which will ulti-

mately result in price increases for the consumer. 

However, companies need to be conscious of how 

these increases will affect consumer demand and 

proactively take steps to become more strategic 

with marketing investments.

Adding to the complexity are ongoing supply 

chain disruptions. More than two years after the 

start of the pandemic, consumers’ frustration 

continues as they’re still unable to find products 

on the shelf. Now, more than ever, companies 

need to manage brand equity and consumer 

loyalty in a world where sometimes the issue 

is product availability, and other times the prod-

uct is on the shelf, but the price has increased. 

So how do you maintain loyalty and consumer 

engagement?

Brands need to consider how to use incentives 

more effectively and efficiently. This requires 

understanding consumer behavior to target those 

more price-sensitive customers rather than taking 

the margin hit across the board. It also means re-

thinking the world of incentives and coupons. For 

example, traditional paper coupons are proving 

less impactful at appeasing customers — com-

panies need to think bigger and go digital. Not 

only are digital incentives more cost-effective, 

but customers simply prefer them. Leveraging 

incentives wisely can be a life-saving strategy 

amidst ongoing inflation and supply chain issues 

when attracting and retaining consumers. 

What new shifts will have to be made? 

BACK-OFFICE INVESTMENTS WILL HELP 

PROTECT MARGINS 

In this state of potential economic recession, 

companies expect aggregate declines in consum-

er demand, which will further highlight the need 

for operational efficiencies to protect margins. 

Companies should pivot emphasis toward cost 

reduction strategies. Investments in back-office 

improvements are often not prioritized. However, 

companies that take the time to automate today 

will be better poised to weather a recession, 

and further thrive once growth and demand re-

bound. Digital transformation and automation 

have the additional benefit of creating structured 

data that can be easily analyzed and utilized to 

develop actionable insights. Therefore, stream-

lined operations will not only make teams more 

efficient — ultimately cutting costs — but also 

enable companies to better serve customers and 

collaborate with business partners.

The state of the economy is an opportunity for 

technologies that can help automate day-to-day 

challenges businesses face, such as time-con-

suming manual payments or accounts receiv-

ables. It’s no surprise the technologies that will 

see the most adoption in the near term are those 

that can be implemented quickly and seamlessly 

— resulting in immediate savings and rapid return 

on investment. Companies are already starting to 

invest in these technologies, but the real test will 

be whether they continue building their automa-

tion foundation or revert to old ways of slashing 

budgets and cutting costs. Those companies 

that choose the former will surely not regret it.

SylvainMansier
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Canadians will continue to navigate 

increased living expenses over the 

next six months. We’re already wit-

nessing consumers contend with 

competing needs: embracing the simple joys of 

shared experiences with family and friends, while 

staying in control of their own money. 

Seamless digital payments based on real-time 

funds availability offers a way to get the best of 

both worlds, and I believe these types of transac-

tions will continue to grow in importance across 

consumer and business segments over the next 

six months. The payments industry has been 

going through a modernization journey, globally, 

and this is no different in Canada. 

From a consumer standpoint, many are using 

debit and peer to peer payments to stay in con-

trol of their finances. Throughout the pandemic, 

Interac Corp. saw massive growth with Interac 

e-Transfer® usage, across both individual and 

business users.

In April 2022, Interac reached a money movement 

milestone with Interac e-Transfer use surpass-

ing more than one billion transactions over a 

12-month period — a first in the 20-year exis-

tence of the service. This growth represents a 

transaction increase of 16% over the previous 

12-month period. 

It’s not a surprise, given the circumstances. Ca-

nadians want to get back to pre-pandemic life 

and make the most of their time, while also re-

sponsibly navigating new financial challenges. 

As a real-time money movement service, Interac 

e-Transfer is a valuable tool for Canadians. It en-

ables consumers to split costs with friends and 

family, helping them engage in more experiences 

and get more out of their budget using their own 

money. It also allows Canadians to digitally ask 

their peers for money using a request money 

feature. Young Canadians prefer to pay their 

share as soon as possible to avoid an awkward 

conversation later (73% of millennials) and be-

lieve that using the service is the simplest way to 

split the cost of experiences with others (69%).  

Meanwhile, from a business perspective, it is 

quickly becoming standard practice to transact 

using digital payments, whether it be to receive 

customer payments or to pay contract employees 

or vendors quickly and seamlessly. In April 2022, 

19% of all Interac e-Transfer transactions involved 

a business. This represents 33% of all dollars sent 

using the service that month. Businesses had to 

continue their digital transformation during the 

pandemic and have continued using the service 

as a tool to reduce and eliminate paper payments 

for clients who have traditionally been paid only 

by check.

Entrepreneurs also turned to Interac e-Transfer to 

accept payments from customers as part of the 

digital pivot that characterized the early stages of 

the pandemic. A recent Interac survey shows that 

almost half (47%) of Interac e-Transfer users have 

leveraged the service to pay a small business. 

Seeing how businesses were making use of the 

platform for their business payment needs, we 

have been enhancing Interac e-Transfer to directly 

address challenges businesses face around data, 

speed, operational efficiencies, higher limits and 

the ability to process bulk transactions. 

Looking forward to the remainder of 2022, we 

anticipate that digital, real-time payments will 

continue to increase in usage and uptake as 

organizations find ways to incorporate them into 

the payment mix. 

After the intensity of the pandemic, Canadians 

of all generations, particularly younger ones, are 

creating meaningful experiences and embracing 

simplicities that help them get more out of life. 

And businesses are continuing to turn inward 

to embrace tools and services that help them 

maximize their cash flow and internal resources. 

The recent 1 billion Interac e-Transfer transac-

tion milestone shows the growing relevance of 

seamless online, real-time payments in the digital 

economy and the growing trust of Canadians 

using Interac products to manage their financial 

needs. 

AnuragKar
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What often goes unnoticed in 

an economic downturn is the 

shift in spending and where 

consumers spend most of their 

resources. Obviously, the merchants who target 

consumers’ disposable income will have to be 

even more aware of fraud, as every dollar earned 

is more and more valuable to keep the business 

afloat. However, now that online payments have 

expanded to more verticals — a shift largely due 

to COVID-19 — even businesses at lower risk 

have things to watch out for. As consumers shift 

from discretionary spending to more necessary 

expenses to adapt to higher gas prices and in-

flation, so do fraudsters. 

Fewer discretionary funds mean consumers will 

be dining out and going to events less and staying 

in more, which shifts their spending away from 

travel, gas and in-person cash and debit card 

use. This shift will continue to make it harder for 

merchants to know their customers and make 

informed decisions. As a result, bad actors will 

continue to penetrate each market, so merchants 

must make sure they aren’t over-indexing them-

selves on consumers who could be bad actors.  

That’s where we come in. We can leverage our 

physical data to help merchants understand their 

customers and help them live their financial best. 

Our combination of physical and digital identifier 

data can help give consumers access to more 

flexible payment options, like buy now, pay later 

(BNPL), that can help stimulate the economy and 

protect the business.

Today, consumers are looking for more flexi-

ble options for their money, which opens mer-

chants up to more fraud. Instead of merchants 

just dealing with traditional cash and debit card 

payments, they’re putting themselves at risk by 

offering high-demand digital CNP, BNPL and other 

payment options.

Outstanding liability for the merchant will in-

crease as they introduce more flexible payment 

options. Merchants who use these flexible pay-

ment options need to be confident in their cus-

tomer’s digital identity.

Overall, the digital shift is the most prominent new 

baseline and trend to continue watching. Only a 

portion of payments have evolved to digital, but 

more will continue to emerge. Good consumer 

spending is just going to shift between markets 

as economic trends change.  

Merchants who rely on discretionary spending 

can expect to see their good customers reduce 

spending along with an economic downturn. But 

their fraud risks will stay the same or increase. 

If they aren’t protecting themselves, their fraud 

and chargeback rates can increase significantly, 

despite reduced consumer spending.   

Our combination of digital and physical data can 

help merchants in the evolving digital landscape 

by helping them understand and know their con-

sumers better. With fewer customers coming 

through the digital doors, identifying good cus-

tomers and assessing fraud risks will be more 

important than ever.

JaredKernodle
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 AS WE SET OUR SIGHTS ON THE BALANCE 

OF 2022, WHAT IS THE NEW BASELINE FOR 

PAYMENTS, COMMERCE AND THE DIGITAL 

ECONOMY?

In the last decade of rapid growth and innovation 

fueled by an economy flush with private equity 

and venture capital dollars, entrepreneurs were 

focused on building point-solution technologies 

to solve for specific and nuanced consumer 

needs. In reality, this didn’t necessarily benefit 

consumers, who are looking for streamlined ex-

periences across payments, commerce, banking 

and beyond. Additionally, many of these discon-

nected point-solution platforms are based on 

unsustainable business models and acquisition 

marketing tactics that won’t survive the global 

shifts and issues that have transpired over the 

last few years, and more specifically in 2022. In-

vestors are now reeling in the aggressive capital 

spend and looking thoroughly at the sustainability 

of a business’s economics to ensure a pragmatic 

cash flow when investing. Looking ahead, the 

days of becoming a billion-dollar business based 

on strong acquisition marketing, but with poor 

unit economics are over. The new baseline, as we 

see it, is that only the most viable point-solutions 

will survive and the platforms with the largest 

consumer populations will have a massive oppor-

tunity to become a one-stop-shop for consumers.

WHAT ASSUMPTIONS STILL HOLD, AND 

WHAT NEW SHIFTS WILL HAVE TO BE MADE? 

In our business, as healthcare expenses continue 

to grow with rising deductibles, making it increas-

ingly difficult for Americans to save and pay for 

healthcare, companies will attempt to relieve 

these burdens by adopting and building solutions 

that serve end-to-end needs for consumers. This 

further solidifies the need for companies to con-

solidate point-solutions; whether it’s a health plan 

including pharmacy and care services in their 

offering, or a benefit administrator incorporating 

all of your benefits and rewards in their platform, 

there is more to streamlining experiences than 

simply offering a “better experience.” If compa-

nies can help consumers stretch their dollars, 

large platforms that serve many of the required 

constituents will have the opportunity to create 

“super apps” specific to the healthcare vertical.

WHAT TRENDLINES ARE YOU WATCHING TO 

HELP YOU NAVIGATE WHAT HAS BECOME AN 

“INTERESTING” 2022? 

As we move into the second half of 2022, we’re 

keenly interested in how well-funded disruptors 

and point-solutions will shift their business mod-

els to address the economic changes and issues 

that have surfaced in the last year. Additionally, 

now more than ever, we’ll be watching what bets 

the large and well-capitalized business make to 

advance themselves across different sectors. 

With a focus on healthcare, we’ll keep an eye 

on which businesses attempt to double-down 

and become the one-stop-shop “super app” for 

all things primary care, payments, virtual care, 

benefits and more, to understand how Lynx can 

play a role in making those solutions possible. 

MattRenfro
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W ith markets seizing and fears 

of recession rising, it becomes 

ever more important for busi-

nesses to be efficient. Payment 

operations are core to every company’s efficiency, 

and many companies have work to do. 

Harris Poll research shows that more than 4 in 

5 companies (84%) face payment operations 

problems. Slow payments, a high rate of payment 

failures, returns and refunds, and data quality 

errors result in wasted time for finance teams. 

One-third of payments are still manual. Less than 

half of the companies making B2B payments 

— the lion’s share of money movement in the 

U.S. — say their current payment operations are 

efficient.

The impact of inefficient payment operations is 

felt both on the front line with employee frustra-

tion and loss of productivity, and the bottom line 

with increased risk and even lost revenue. 

When an economy is booming, companies have 

more room to absorb those inefficiencies. In 

tougher times, doing things the smart way be-

comes ever more important. Companies that 

automate payments using modern software and 

APIs will see big gains — not just with finance 

team productivity, but also with faster payments, 

reduced risk, fewer errors and greater insight 

into finances. 

These gains will enable them to more quickly ad-

just to changing market conditions, and give them 

more time to focus on strategy versus chasing 

down and reconciling payments. 

At the same time, we’re about to embark on a 

major sea change in payments in the U.S. 

The growth of Real Time Payments (RTP), the 

first new payment rail in the U.S. in 40 years, and 

the pending launch of FedNow, sets the stage for 

the U.S. to join the rest of the global economy in 

adopting faster payments. 

An intriguing possibility that faster payments al-

low is disbursing payroll payments on an ongoing 

basis instead of on a monthly or semimonthly ba-

sis. This would delight workers and help with cash 

flow, and help businesses improve efficiencies.

On-demand pay means that workers can access 

earned wages before their traditional pay day, 

which we expect more workers to do in a down-

turn to meet their obligations. Companies will 

need to adopt software to calculate, in real time, 

what wages have been earned, what taxes need 

to be paid, and what workers can access. 

Whether B2B or B2C, real time payments will re-

quire replacement of older databases and tools. 

The good news is that tough times help hasten 

innovations. Uber, Airbnb, Slack and Venmo all 

launched in or around the Great Recession. As 

we see payments only getting faster and, and 

ultimately, instant, we’ll also see software innova-

tion continue to meet the demand for efficiency.

DimitriDadiomov

https://www.moderntreasury.com/state-of-payment-operations-2021
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It’s certainly been an interesting 2022 so far, 

but as we learned with the global pandemic, 

there’s always room for the agile and inno-

vative among us to deal with the inevitable 

surprises, not only to get through the headwinds, 

but to find growth opportunities.

For example, despite the terrible war in Ukraine, 

we’ve seen that thanks to their incredible re-

sourcefulness and resilience, many Ukrainian 

small and medium-sized businesses (SMBs) have 

been able to keep going because of the portability 

of the value they bring to the world and the digital 

nature of global commerce. If you write code for 

customers in the U.S., you can do that from any-

where with a connection to the internet. If you’re 

translating marketing materials for companies 

in France, you can continue to get paid because 

your accounts are in the cloud, in the currency 

you prefer, not trapped in a physical branch.

For the millions of entrepreneurs and SMBs that 

we support around the world, one baseline that 

has changed is the need to prepare for a poten-

tial economic downturn. Given increases in the 

cost of capital and the drying up of easy cash, 

businesses across all verticals and of all sizes 

should be saving the capital they need to carry 

them through the next year or so. 

We recognize that many of the world’s entrepre-

neurs, perhaps especially in the United States, 

have never experienced this particular set of 

economic challenges. But today, they have the 

help they need from FinTechs like many of us 

to ensure that they have world-class financial 

operating systems that will keep them growing.

One baseline we’d like to see change for U.S.-

based SMBs is their willingness to look to over-

seas markets to grow. If you’re an Italian or Ma-

laysian B2B business, it’s natural and prudent to 

look beyond borders for customers and suppliers. 

Yes, the U.S. is a huge market where growth op-

portunities still exist, but about three-quarters 

of world purchasing power and 95% of world 

consumers are located outside the United States. 

SMBs in the U.S. account for nearly 26% of all U.S. 

exports, but that’s with only 3% of these small 

businesses partaking in international trade.1  We 

recently found that 76% of our SMB customers 

were considering expansion into new foreign 

markets. We’d like to see more U.S. entrepreneurs 

in this category.

1  https://sgp.fas.org/crs/misc/R43155.pdf

And with the digitalization of global commerce 

and innovations in moving money internationally, 

whether it’s over marketplaces or direct to con-

sumers, American entrepreneurs have significant 

resources at their disposal. They have access to 

digital tools and platforms that give them access 

to new customers, partners, and suppliers. And 

they can partner with FinTechs that are uniquely 

positioned to help SMBs access capital and fi-

nancial services that expand their businesses, 

including across borders.

The rest of 2022 is not going to be boring, that’s 

for sure. But entrepreneurs and SMBs are opti-

mists by nature — as are those of us who help 

them grow. We need to continue to plan for the 

inevitable black swan events and for many, these 

are unprecedented times. We remain confident, 

however, that thanks to opportunities from the 

global digital economy, our industry and our cus-

tomers will find ways to thrive together.

RobertClarkson

https://sgp.fas.org/crs/misc/R43155.pdf
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While the past few years have 

been demanding for a variety of 

reasons, 2022 has contributed 

its own list of challenges. Mac-

roeconomic headwinds have affected businesses 

and consumers alike. Strained supply chains 

are continuing to deal with pandemic-related 

outbreaks and issues. War in Europe has driven 

prices higher for a great deal of necessary goods 

like fuel and food, and inflation is the highest 

it has been in four decades. All of these have 

caused constraints in consumer spending power 

and driving families to seek new ways to stretch 

their finances as far as they’ll possibly go.

Consumers are experiencing items are costing 

more due to these various factors, and this won’t 

stop them from shopping, but they will naturally 

start looking for ways to stretch every dollar while 

also earning rewards. No longer are consumers 

looking for shopping apps but rather they are 

seeking commerce platforms. Shopping apps 

often have a one-way relationship with consum-

ers – out of their wallets. Commerce platforms 

provide a two-way relationship, allowing consum-

ers to not just make purchases but also reap the 

benefits when using the platform.

The strongest commerce platforms enable com-

pelling experiences across all aspects of the 

shopping journey, providing value across the pre-, 

during, and post-purchase aspects. Consumers 

might receive an alert for a coupon or cash back 

reward for an item they want — this helps accel-

erate the point of intent, allowing a consumer to 

understand the value in purchasing the item at 

that moment. When making a purchase, offering 

choice at payment can be the most critical thing a 

shopper is looking for. They’ve secured their dis-

count or reward and want to pay how they wish. 

Perhaps that is with a traditional payment method 

or perhaps a buy now, pay later (BNPL) plan that 

allows them to stretch their payment over weeks 

or even months. And not every purchase works 

out so enabling order tracking or returns directly 

from the platform helps solve one of the most 

frustrating parts of the commerce journey.

The shopping journey is just one part of being a 

valuable platform to a consumer’s life and helping 

them stretch their finances during this challeng-

ing time. The strongest commerce platforms also 

enable the ability to send money to friends and 

family locally as well as across borders to those 

who need it, store loyalty card information, man-

age pay later plans, and offer high yield savings 

accounts among others. It provides incredible 

value to consumers both when shopping and 

when simply trying to manage their financial lives.

The first half of 2022 has made it clear that con-

sumers are looking for help when it comes to 

managing their daily financial lives. Whether that 

is providing rewards, new ways to pay that spread 

out the purchase amount or simply allowing con-

sumers to see all of their spending in one place, 

it has never been more critical to provide these 

services now — and in the future.

DougBland
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In May of this year, Wow Bao, the Asian-in-

spired street-food purveyor, launched a loy-

alty program for guests of its hundreds of 

locations across the U.S. and Canada. But 

none of them will ever enter a Wow Bao to redeem 

their Bao Bucks because the program is only for 

customers of the virtual brand and all orders are 

prepared in kitchens of partner restaurants. As 

the first loyalty program for a virtual brand, Bao 

Bucks shattered the wall between “digital” and 

“in-person,” signaling a new era in the customer 

experience.

With interactions limited by the pandemic, ex-

pectations have shifted. Customers now visit 

websites expecting one-click ordering, well-brand-

ed touchpoints and clean user interfaces from 

the brands they encounter. They expect a trip to 

a retailer’s website to match the selection and 

feeling of going into the store, complete with the 

personalization that caters to their tastes.

While in-person visits have fallen 42% since Jan-

uary of 2022, digital orders have nearly doubled 

in the same timeframe. Many of those digital 

customers were first-timers who have remained 

loyal, which indicates that the shift is likely to 

endure. Digital orders now constitute a third of 

all orders, making that option essential for any 

brand. 

Restaurants must consider the full customer jour-

ney across both the digital and physical spaces 

to ensure alignment and avoid the friction that 

may cause customers to abandon their orders 

in frustration. They are also placing a greater 

importance on catering to the needs of their 

most loyal customers.

During the worst of the pandemic, the loyalty 

spend from the top 10% of customers often ac-

counted for more than half of all revenue. Loyal 

customers provide an incredibly valuable source 

of consumer data that can be used to inform 

business and marketing decisions. And of course, 

these loyalty programs offer an additional chan-

nel of communication, enabling brands to alert 

customers about promotions and take the guest 

relationship to the next level.

Most guests would welcome closer relationships 

with their preferred brands, as evidenced by the 

80% of adults who would join a loyalty program 

for their favorite dining location if it were offered. 

And since millennials and Generation Z consum-

ers are demanding loyalty at an even higher rate, 

that trend is expected to continue.

With Amazon’s first physical storefront opening in 

Los Angeles, the line between physical and digital 

is blurring. Customers no longer distinguish an 

online store from its in-person counterpart — they 

are seen as one and the same.

As the virtual and the in-person come together, 

the “digital economy” is fading into less of a dis-

tinct entity. Customers will soon inhabit a single 

economy with touchpoints in spaces all around 

them. And as long as loyal guests exist, they will 

look to connect with the brands providing the 

food and drinks they enjoy.

AndrewRobbins
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2022 has turned out to be so different 

from what we expected at the start of 

the year — war, inflation, wild curren-

cy fluctuations, seismic geopolitical 

shifts, bursting bubbles, new COVID variants … 

and we are only halfway through.

In the FinTech world, such challenges can push 

the imagination, catalyze technological adoption, 

drive innovation, ultimately shaping the present 

and redefining the future in unexpected ways.

Case in point: COVID-19 was a shock to pub-

lic health but its impact has resulted in a big  

increase in the usage of eCommerce and mass 

adoption of digital payments.

Fast forward to the present, concerns about 

inflation continue to dominate the headlines. 

However, in the first half of 2022, the volume of 

transactions on PayU’s global online payment 

platform increased significantly from a year ago 

and continue growing.

According to the economist consensus, among 

developing economies, growth is projected to fall 

from 6.6% in 2021 to 3.4% in 2022. But in some 

emerging markets, the overall decline has been 

relatively modest. Latin American markets like 

Brazil have benefited from higher commodity 

prices, while South Africa has recorded strong 

performance. These markets currently offer vast 

opportunities for growth.

RISING TO THE OCCASION

In this global environment, large merchants and 

small and medium-sized businesses (SMBs) are 

expanding their digital initiatives to meet chang-

ing customer demands. But profitability is back 

on the agenda in force and growth must be prof-

itable. Therefore, working with the partners that 

can help drive profitability for merchants is key. 

Financial inclusion, meanwhile, must continue 

to be a key priority to ensure that everyone can 

participate in the digital economy.

Against this backdrop, we at PayU continue to 

innovate and evolve with the market, to help 

drive value to our merchant partners and their 

customers. We are integrating more and more 

alternative payment methods in the PayU Hub and 

expanding our buy now, pay later (BNPL) offering 

to boost convenience and financial inclusion. We 

are building a dedicated technical team that will 

further help innovate on crypto rails for faster and 

cheaper cross-border settlements and payouts.

What’s more, we continue to invest in our an-

ti-fraud tools and teams. Amid ever-increasing 

digitization, security must continue to be a key 

responsibility.

THE PAYU APPROACH

At PayU, our vision is to create a world without 

financial borders where everyone can prosper. As 

we work to actualize this in terms of our offering 

to businesses, consumers and other stakehold-

ers, draw on the support of the brightest payment 

professionals across the markets we serve. One 

of the ways we continue to serve our communi-

ties of local merchants and consumers, as well 

as global merchants reaching into new markets, 

is by investing in our people and ensuring we have 

a culture and environment where everyone can 

bring their A game.

Beyond growth and profitability, we are on a jour-

ney as a company to create a positive impact on 

the environment, our communities and on society 

overall. Optimists by nature, we will continue 

to push ourselves to be an economy driver in 

emerging markets, with more investment, more 

jobs, and more support for SMBs.

In the current global environment, PayU is more 

committed than ever to bringing our vision to 

life. During uncertain times, our work to boost 

financial inclusion and shape the future of Fin-

Tech continues.

MarioShiliashki

https://www.jbs.cam.ac.uk/faculty-research/centres/alternative-finance/publications/2020-global-covid-19-fintech-regulatory-rapid-assessment-study/
https://www.jbs.cam.ac.uk/faculty-research/centres/alternative-finance/publications/2020-global-covid-19-fintech-regulatory-rapid-assessment-study/
https://www.worldbank.org/en/news/press-release/2022/06/07/stagflation-risk-rises-amid-sharp-slowdown-in-growth-energy-markets
https://www.worldbank.org/en/news/press-release/2022/06/07/stagflation-risk-rises-amid-sharp-slowdown-in-growth-energy-markets
https://www.lazardassetmanagement.com/research-insights/outlooks/emerging-markets#:~:text=Emerging%20markets%20experienced%20a%20challenging,World%20Index%20by%20approximately%201.8%25
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The economic landscape continues 

to be shaped by global and national 

events, and the consequences are 

felt on every level, from the biggest 

bank to the individual consumer. The unexpect-

ed turmoil that shook the first half of 2022 will 

likely reverberate through the rest of the year, 

and potentially into early 2023. 

Inflation is at a 40-year high, and despite the 

Federal Reserve’s most aggressive interest rate 

hike yet in June, inflation is expected to remain 

elevated throughout the remainder of the year, 

until — hopefully — returning to much lower lev-

els in 2023. Unsurprisingly, the sectors with the 

highest growth include shelter, gasoline and food, 

and those prices are expected to hold steady at 

a higher level until well into 2023. This will have 

far-reaching effects on not only consumers, but 

their trusted financial partners. Here are three 

trends that PSCU, the nation’s premier payments 

credit union service organization (CUSO), will be 

monitoring throughout the rest of the year:

STEADY CONSUMER SPENDING  

THROUGH 2022

Many Americans are already feeling the effects 

of inflation in their day-to-day lives, experienc-

ing higher prices at grocery stores, convenience 

stores and at fuel pumps. That being said, unem-

ployment remains low — 3.6% in May — and job 

growth is steady, with more than 400,000 new 

jobs added for each of the past 12 months. While 

these trends should continue to drive consumer 

spending for the time being, steep inflation levels 

are expected to adversely affect both. It won’t 

be surprising to see a dip in consumer spending 

before the inflation rate eventually lowers in 2023. 

INCREASED RELIANCE ON CREDIT

Consumers have been shifting their attention 

away from goods and toward experiences and 

services for some time now, making bigger-ticket 

purchases — particularly in the travel and enter-

tainment sectors — and relying more on credit 

to do so. In the last year, PSCU has reported 

greater growth in credit purchases over debit, 

with credit card purchases up 15% and debit card 

purchases up just 6% in May 2022. As consumer 

liquidity wanes, this trend will likely continue, and 

perhaps even widen. Following the recent period 

of tangible credit card balance paydowns, we are 

already seeing a growth in balances, especially 

as a result of those more recent bigger-ticket pur-

chases. The next several months will undoubtedly 

put extra financial strain on many consumers, 

and financial institutions should be prepared to 

support their members.

DIGITAL CONTINUES TO GROW

Digital adoption, including usage of contactless 

cards and mobile wallets, continues to accelerate 

— and financial institutions must keep up. Accord-

ing to recent PSCU data, contactless tap-and-go 

credit transactions now make up 22% of total card 

present volume (up 8% from the year prior) and 

contactless tap-and-go debit transactions make 

up 24% (up 6% from the year before). Meanwhile, 

mobile wallet credit transaction volume finished 

up 75% in May compared to the year before, while 

mobile wallet debit transaction volume grew by 

80% in the same period. Financial institutions can 

succeed by meeting their members where they 

are and making these digital offerings available, 

while staying competitive in a market that is 

anything but predictable.

BrianCaldarelli
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Looking at the rest of 2022, it’s time to 

hunker down and prepare to withstand 

turbulent market conditions. Payments 

companies will need to be vigilant to 

weather a tricky economy. But there are some 

key ways for companies to prepare.

The biggest shift for companies will be to be-

come more efficient. They’ll need to do more with 

less. In uncertain times, investors and markets 

reward tangible profits, rather than lofty growth 

numbers that might not be sustainable. A good 

example of this is neobanks that showed growth 

— sometimes at a cost that doesn’t make sense 

(see news about Varo bank and its $45 cost of 

acquisition for making $24 per year, i.e. almost 

two-year ROI). The easiest way to increase finan-

cial efficiency is to reduce costs, which unfortu-

nately may mean more layoffs. It might not be 

possible to achieve a good ROI model for some of 

these businesses, which could lead them to fold.

Another key to success in a turbulent economy 

is to build something people want. This is the 

YC motto that I have adopted. If you’re building 

something people want and need, there will be 

opportunities to gain market share, regardless 

of economic conditions. Payment technology is 

still needed. We all rely on it every day and just 

because the valuation bubble has burst, it doesn’t 

mean that what we’re building isn’t needed. Ven-

mo and PayPal haven’t seen a significant drop 

in usage because their services are needed. The 

key to ensuring longevity is to provide technology 

that delivers tangible benefits to consumers and 

businesses.

Businesses will need to keep a close eye on 

the inflation rate for the remainder of the year. 

As long as inflation is perceived to be high, the 

Federal Reserve will press on the brakes. The 

higher inflation numbers are, the harsher the 

slowdown will be. While the job market seems 

healthy, data for it lags behind other, more fluid 

market indicators, and a lot of jobs were created 

when cash and financing were cheap. Many of 

these jobs may not remain under the new normal 

of high-cost capital.

Finally, it’s important to remember that asset 

pricing reset is good for the economy. We’ve been 

running an inflated (no pun intended) market in 

which asset valuations were far from the estab-

lished norm. Startups valuations in particular 

were at an all-time high, creating odd incentives 

that rewarded growth at all costs, rather than 

healthier revenue and profit focus. Now is the 

time to run the marathon rather than the sprint. 

Vigilance, efficiency, and an increased focus on 

ROI can help to push toward a more stable eco-

nomic environment for the digital and payment 

economy going forward.

TomHarel
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Despite shifts in the macro-econom-

ic environment, digital commerce 

companies remain as dependent on 

global markets as ever. Operating 

in multiple markets globally means that these 

businesses can distribute risk across geogra-

phies and maximize revenue. But it also means 

exposure to the geopolitical crises and economic 

trends that impact these markets.

This makes excessive reliance on a single pro-

vider across markets a challenge. Not simply be-

cause of risk of disruption due to a failed provider 

— as providers get shaken out in uncertain market 

conditions. But also because of a disruption to a 

provider’s ability to offer service in a given market 

due to changes in regulation or business climate. 

The most effective response to an increasingly 

complex and uncertain environment can be re-

trenchment, or it can be adding flexibility. This 

flexibility can be found by leveraging a diverse 

mix of payment services that can be leveraged 

as needed to support shifts in different markets.

Adoption of payments orchestration has accel-

erated in the past five years, as merchants and 

aggregators recognize the need to be able to 

model their payments stacks to be able to pivot 

quickly. But as a market develops, conflicting 

definitions inevitably start to emerge. As we reach 

the mid-way point of 2022, we are starting to see 

a shift in the way the industry defines payments 

orchestration and a strong preference for agnos-

tic payments orchestration. 

Merchants and merchant aggregators that value 

independence and the flexibility to use whichever 

payment service is best for their needs will typi-

cally lean into an agnostic orchestration solution. 

It’s independent because the platform supports 

numerous PSPs, fraud tools, and other services, 

while remaining agnostic about which services 

the user leverages.

Why does independence matter? It’s important 

because it allows a user to select the right mix of 

services from across the entire ecosystem. They 

aren’t forced into a walled garden of solutions 

that are approved by the orchestrator. Instead, a 

company can experiment with new vendors, or 

change up their mix if they are unhappy with the 

service provided by a particular vendor. 

Independence is also helpful because it pro-

vides a significant source of data and insight 

for companies. Agnostic orchestrators can, by 

their nature, gather authorization rates, latency 

times and other intelligence across payment 

services globally. That insight helps companies 

better choose which payment services they want 

to work with. 

Spreedly has conducted analysis across hun-

dreds of millions of transactions. We see that 

the most popular gateway for a given currency 

seldom is the best performing gateway. And the 

best performing gateway for a given currency is 

often not even in the top five for other major cur-

rencies. That’s why agnosticism matters — choice 

leads to better results for digital businesses.

True democratization of payments provides an 

invaluable tool for organizations unable to predict 

the next macroeconomic trend, market shift, or 

disruption. Strategically building in payments 

flexibility by leveraging a diverse mix of payment 

services and orchestration will no longer be an 

option — but the de facto standard for payments 

teams. 

JustinBenson
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For many years, tangential and incre-

mental developments were considered 

“innovation” and the hallmark of many 

fast-moving companies — particularly 

in payments and FinTech. And in times where 

capital is easy to raise and venture and PE funds 

flush, this was the underpinnings of startup and 

innovation initiatives. Soaring valuations with 

limited and minimal impactful innovation nor tan-

gible IP seemed to be considered normal — while 

deep down inside we all knew what was coming. 

And now it has arrived. And in many ways, it’s a 

good thing for the future and long-term success 

of banking and payments around the world.

For years, most in the banking, payments and 

FinTech markets have known the core challenges 

that exist in our industry. They have continuously 

been:

• Legacy systems and processes needed to be 

modernized  

• Global commerce requiring more global 

streamlined capabilities

• Safe, cheaper, and more transparent compli-

ance/regulatory frameworks

• Real-time, secure and digital (i.e., faster, better, 

cheaper and stronger)

But in boom times, rolling up your sleeves and 

getting to work seemed less necessary. Thus in-

cremental and peripheral innovation (a better UI/

UX in your banking app, putting a card text vertical 

vs. horizonal, etc.) passed as innovation — not 

enhancing a fundamental transactional system, 

or re-defining/rebuilding core banking systems 

for the next generation. That will no longer fly, 

and companies (startups and large established 

players alike) will need to focus on substantial 

and meaningful innovation.

In this markets and economic conditions, real 

business models and tangible, impactful innova-

tion are table stakes. Thus companies to ensure 

they are always meeting that standard, and asking 

themselves and their teams the following:

• Is your product and platform solving a critical 

industry issue?  

• Is your business model relevant and actually 

profitable?  

• Do you have or in process of getting strong 

and defensible IP?

• Does your product, service, or offering have 

true value to your clients and users?

• Real innovation takes time — and can be 

brutally difficult. It is never the easy road, 

and frankly not for every company/team. 

But its rewards are all the more significant, 

and its impacts profound and lasting.  And 

that makes the journey one worth taking.

So for the rest of 2022, companies that can 

address those issues and have substantial 

innovation will thrive — and come into the 

forefront and spotlight. Sometimes these 

companies may not be as flashy, but they are 

all the more substantive. And those are the 

companies that can and will truly change the 

banking, payments and commerce industries 

across the globe.   

If you are a company or part of an organiza-

tion that fits in those areas, be excited for the 

rest of the year and opportunity presented. If 

you are not, do everything you can to be just 

that. Otherwise, as the saying goes, see you 

on the other side.

ShauntMSarkissian
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It seems clear as economic turmoil and mac-

ro effects happen that the volume of pay-

ments will likely decrease in the near term. 

However, payment innovation is still a real 

thing, and nothing is going to stop the momentum 

that is already underway. 

Most of our FinTech clients use electronic pay-

ments as a revenue center — when I say FinTech 

I’m talking about any company that moves money 

on their business platform, including embedded 

finance companies — so if anything, they’re dou-

bling down on this channel because they realize 

that as times get hard, they want to invest in their 

most efficient and profitable products. 

Banks are also shifting their focus to electronic 

payments. The number of physical branches will 

continue to decrease, while the volume of what 

they do electronically will increase.

If you look at the bigger picture, venture firms 

predict that FinTechs will be generating an addi-

tional trillion dollars of deposits in the next few 

years — that’s an astounding number. That’s 5% 

of total deposits in the U.S., and this is just the 

beginning. This is becoming a big enough channel 

now that if banks ignore it, there would be big 

trouble for them.

What I think will happen over the next couple of 

years is that the number of bank branches will 

continue to decrease, while the volume of trans-

actions that they do electronically will increase. 

The channel is going to change substantially, 

because it’s so much more efficient to handle 

payments electronically than standing up a new 

building, and it leads to more profits.

As for other trendlines we’re watching: The “aha” 

moment for me and my Co-founder Jim Brusstar 

was when we foresaw that open banking and 

FinTechs would start to take over more and more 

of the daily banking transactions in the U.S. We 

created a common protocol at Treasury Prime 

that connected a network of banks to FinTechs. 

It took us three and a half years of hard work to 

set up the network, helping FinTechs to work with 

banks to open bank accounts and issue debit 

cards, make payments, and accrue deposits. 

Now, our network effect is thriving, and what 

we’re looking at is the credit side of the business, 

which is just as interesting as the deposit side.

We’ve helped banks acquire great deposits very 

cheaply, reducing the cost down to just a few 

dollars as opposed to thousands. But the credit 

side can be exactly the same because they have 

these deposits now that they can lend out. That’s 

how banking works; people still need loans, and 

we foresee high growth on the lending side too. 

And because we have an existing network, mak-

ing these loan products is much easier than it 

would have been five or 10 years ago. I foresee 

a lot of innovation in this sector in the next year. 

ChrisDean
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It’s accurate to say that 2022 has been just 

as unpredictable as the years prior and it 

continues to be difficult to forecast what the 

next six months will hold. A recession seems 

quite probable. We’re seeing a negative impact 

on consumer stocks and spending has dropped. 

Families are making harder choices about how 

they spend their disposable income. All this com-

ing on the heels of two years of historic spending 

makes it more difficult than ever for retailers and 

other businesses to properly plan.  

While it’s impossible to prepare for every un-

known, there are steps that businesses can take 

to protect themselves and their bottom lines. 

Fraud has always been an issue that compa-

nies have had to think about, but the pandemic 

diverted fraudsters’ attention. With the amount 

of money that was flowing into the economy 

from stimulus, loan and bail out packages, these 

bad actors strayed from their normal hunting 

grounds. In fact, U.S. News & World Report recently 

reported that tens of billions of dollars may have 

been awarded to fraudsters as part of a COVID 

loan program overseen by the U.S. Small Busi-

ness Administration and aimed at helping small 

businesses.

During this same period, businesses and mer-

chants, especially those in the B2B space, scram-

bled to get their eCommerce offerings up and run-

ning. For many B2B companies, this was the first 

time they had made their products and services 

available online. Generally, more online customer 

acquisition is a good thing, but it can be difficult 

to manually onboard customers that you’ve never 

interacted with before. These are customers who 

you know nothing about, including their previous 

payment histories. It means that companies need 

to be thoughtful about who they onboard and 

what credit lines they feel comfortable offering 

while also ensuring their onboarding process is 

scalable as they grow. 

Now that Paycheck Protection Program (PPP) 

loans have dried up and we’re not experienc-

ing that steady flow of government funds, we’re 

seeing an overwhelming surge of intent of fraud, 

especially business identity theft and application 

fraud. It serves as a reminder for businesses that 

have been in the eCommerce space for a while, 

but it’s also a wakeup call for B2B businesses 

that took their offerings online quickly at the 

onset of the pandemic.

Research that TreviPay recently conducted with 

PYMNTS showed fraud is holding many busi-

nesses back from reaching their full potential. In 

fact, nearly half (47%) of B2B businesses have 

chosen not to onboard new clients because of 

fraud concerns. This same research found that 

organizations that use manual fraud solutions 

or wait until evidence of fraud emerges may 

naturally experience greater revenue loss due 

to human error or inefficient identity verification 

or vetting procedures. This, plus rising work-

ing capital costs puts tremendous pressure on 

smaller and mid-size businesses. We all need to 

be aware of these issues and plan accordingly 

by enacting a proactive anti-fraud strategy that 

provides transparency across all transactions. 

BrandonSpear

https://www.usnews.com/news/business/articles/2022-06-14/congress-examines-fraud-in-pandemic-aid-for-small-businesses
https://www.pymnts.com/fraud-prevention/2022/new-report-fraud-and-why-50-percent-of-us-small-middle-market-businesses-say-they-cant-grow/
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As the world barrels into the first 

normal summer since the start 

of the pandemic, digital spending 

continues to hold strong through 

Q1 20221. Online purchasing is more seamless 

than ever, and interestingly with that, an opportu-

nistic form of fraud is on the rise: friendly fraud 

(sometimes referred to as first-party fraud or 

first-party misuse).

When most people think of fraud, they think of 

stolen account numbers or identity theft, but 

friendly fraud, which can account for up to 75% 

of all transaction disputes2, occurs when a con-

sumer intentionally makes a purchase then dis-

putes the legitimate charge. From what we’ve 

heard from merchants, with online and mobile

1 Visa Internal Reporting

2 Mercator Advisory Group. November 2021. Chargebacks: Increases in Credit Card Disputes Threaten Merchant Profitability.

3 NRF: $428 Billion in Merchandise Returned in 2020

 purchases more seamless than ever before, this 

new opportunistic form of fraud is on the rise. 

This includes customers refuting valid purchases 

such as long-forgotten recurring subscriptions, or 

children given access to use their parent’s card 

to make purchases with parental approval. When 

consumers review their credit card statements, 

they see the forgotten transactions and contact 

their bank to dispute the charges — resulting in a 

false fraud claim against purchases authorized by 

the cardholder. According to the National Retail 

Federation and Appriss Retail, the losses from 

friendly fraud in 2020 totaled over $25 billion a 

year3. 

At Verifi, we see it as essential for the health 

of the entire post-purchase ecosystem to re-

duce the losses incurred from friendly fraud, 

which has a very real and negative impact on 

merchants. We’ve seen first-hand how friendly 

fraud especially impacts merchants with sub-

scription-based or recurring purchase models 

and those who take card-not-present (CNP), on-

line or mobile payments, online markets, digital 

gaming, digital goods and streaming services. 

For merchants dealing with high volumes of low 

value transactions, the expense to fight a friendly 

fraud dispute is far greater than the value of the 

initial transaction and result in losses that can 

be up to double the original transaction amount. 

To make matters worse, the false fraud dispute 

increases the merchant’s dispute-to-sales and 

fraud-to-sales ratios. 

With friendly fraud firmly cemented as a new 

baseline for digital transactions, Verifi is com-

mitted to reducing first-party fraud through data 

exchange within the post-purchase ecosystem. 

We have found that the primary driver of friendly 

fraud is transaction confusion which happens as 

a result of the limited transaction information 

available to the issuer and within the consumer’s 

mobile banking app. Verifi’s solutions aim to 

close the gap by working with merchants and 

issuers alike to help improve transaction visibil-

ity. It will be interesting to see how merchants’ 

post-purchase practices rebalance to create a 

more equitable ecosystem.

SaraCraven

https://nrf.com/media-center/press-releases/428-billion-merchandise-returned-2020
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The past six months have been diffi-

cult for the consumer psyche. Rising 

inflation, record high gas prices, gun 

violence and the War in Ukraine have 

all taken their toll on consumer confidence. What 

does this mean for eCommerce and subscrip-

tion-based businesses, especially when it comes 

to the health of streaming media services?

When Netflix released its Q1 earnings for 2022, 

the industry was shocked. The streaming giant 

lost 200,000 subscribers, its first loss in a de-

cade. Consumers are increasing experiencing 

subscription fatigue. Overwhelmed and over-

subscribed, many are watching their wallets and 

dropping subscriptions that they bought during 

the pandemic boom.

As we look toward the second half of 2022, are 

we now seeing the start of a consumer-fatigued, 

post-streaming era? Not necessarily.

GROWTH DOESN’T LAST FOREVER

No matter how successful a business may be, 

growth is never continuous. At some point, 

growth will begin to slow down. Subscription 

providers like Netflix are no different. They follow 

this known trajectory — a period of hyper-growth 

followed by slower growth. This is natural and 

to be expected.

Bad news makes good headlines, but the truth 

is often more complex. Sure, Netflix might have 

missed on the top line, but the company is still 

ahead on the bottom line, and that’s a critical 

piece of the puzzle. The subscription model is 

flexible, far more than other models, and slowing 

growth doesn’t necessarily translate to lower 

margins.

TACKLING CHURN AND DECLINED PAYMENTS

Nonetheless, churn is a tricky problem not only 

for Netflix, but for the entire subscription indus-

try. There are a million reasons for churn. If a 

customer decides they’ve had enough, that’s a 

challenge that most subscription providers are 

already attacking. But if a customer drops off 

accidentally, not because they wanted to, but 

because a payment transaction failed, then that’s 

passive churn and it can gobble up potential 

revenue.

Shockingly, up to 70% of involuntary churn hap-

pens because of failed transactions. For some 

subscription executives, they may not yet be 

aware of how important it is to tackle this per-

vasive problem and how much money can be 

captured by solving it.

IS THIS THE BEGINNING OF THE END FOR 

STREAMING?

No, but it is the start of something new: consum-

ers who are more aware, and businesses that 

are more agile. Consumers who are tightening 

their wallets balk at friction and demand better 

experiences. Agile businesses leverage tools to 

help solve subscription pain points in a creative 

and revenue-generating way. 

As we embark on the next six months, instead 

of cutting back on content or services, look at 

how to cut back on payment failures that lead to 

passive churn. Consider how to offer personal-

ized subscription bundles to improve customer 

lifetime value and increase recurring revenue 

streams. 

Before changing the product — and clipping the 

wings of your business — dig into your subscrip-

tion data and analyze your ecosystem. Is the 

payment process optimized? Is the user journey 

personalized? Does your service give real value?  

It’s not the end of streaming subscriptions. It’s 

the beginning of a new way of doing business. 

That’s the big message going forward from the 

recent Netflix news.

RoyBarak
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This year has been immensely unique 

in many ways. The world, still recov-

ering from the pandemic, is facing 

another major challenge in the form 

of war in Ukraine, adding to supply chain short-

ages and disturbances to financial markets. 

However, we are witnessing impressive growth 

in the eCommerce sector during 2022, building 

on the exceptional past years, as consumers 

purchased more products online, ordered more 

deliveries and played an increasing number of 

video games — all from the comfort of home. 

This surge in demand for digital commerce-relat-

ed services, including online payments, has coin-

cided with and accelerated already established 

trends, increased competition, and promoted 

consolidation in this space. Further investment 

and innovation will create interesting opportuni-

ties for both incumbents and new players.

Crypto services are also trending as they gain 

more acceptance, evidenced through an increas-

ing number of countries trying out their own 

central bank digital currencies (CBDCs). We are 

seeing both the fragmentation and growth of 

crypto exchanges.

Omnichannel solutions also remain important 

for merchants trying to reach more consumers. 

As the pandemic showed us, businesses need 

to remain flexible. And despite the reopening of 

brick-and-mortar stores, there has been no no-

table reduction in online shopping — rather, this 

may increase even more as businesses better 

execute their digital strategies and consumers’ 

adoption of this trend is there to last as people 

enjoy the convenience of online shopping.

In the U.S., EU and some markets in APAC, such 

as South Korea, regulations have been proposed 

to open more app stores considering the Big Tech 

companies’ dominating hold over how developers 

build, distribute and offer transactions in their 

apps. We already saw the “Telecommunication 

Business Act” in August 2021 come into effect 

in South Korea. Choosing a third-party payments 

system is prohibited if you are selling digital 

goods and services in apps. These new regula-

tions (the EU Digital Market Acts are expected 

to come into effect this year) will provide more 

freedom of choice for developers and consumers 

and bring some interesting transformations in 

the digital space. 

Increased investment in technology and solutions 

are also important to help companies drive further 

growth. Companies tend to focus on fundamen-

tals and evaluate investment decisions carefully, 

particularly during challenging and unpredictable 

times. In this sense, businesses should and will 

increase their investments in technology — a 

move that will help them improve the fundamen-

tals of their e-commerce performance such as 

fraud prevention measures. We might also see 

more innovative solutions that are responding 

to the needs of this ever-changing environment 

— for example, solutions that help consumers 

better manage their spending, payments, and 

harnessing open banking technology. 

The acceleration of digital commerce across 

industries hit new highs last year and this trend 

will stay, although in the short term, we expect to 

see market adjustments for pandemic induced 

growth. These effects, combined with the over-

all lower economic growth predictions of major 

economies, will complicate the outlook of the 

digital economy. But if we look at it in the longer 

term, the growth of eCommerce will inevitably 

continue. 

SimoneLavicka
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