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I N T R O D U C T I O N  T O  R F i  G R O U P

Global intelligence + local Insight = Informed decisions

http://www.rfigroup.com/
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I N T R O D U C T I O N  T O  R F i  G R O U P

What we do and why you should partner with us – our USP

http://www.rfigroup.com/
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Our blue-chip client base…
I N T R O D U C T I O N  T O  R F i  G R O U P

http://www.rfigroup.com/
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Methodology

• Fieldwork for the Australian Merchant Acquiring Program is conducted online bi-annually in:

• April

• October

• AMAP April 2021 was in field from 9th April to 12th May

• Respondents are card accepting merchants including owner operators, directors, CEOs, CFOs, partners, 

finance managers, managing partners and not-for-profit office bearers, with annual revenue greater than 

$100,000

• Additionally, this survey was completed by 200 merchants including owner operators, directors, CEOs, 

CFOs, partners, finance managers, managing partners and not for profit office bearers, with annual 

revenue less than $100,000 which can include non-card accepting merchants

• Where appropriate significance testing at the 95% confidence level has been conducted. Significant 

differences have been marked throughout the report 

• Slides marked with an institution’s logo in the title indicate slides that are proprietary to that institution
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Monthly fees is a major pain point for merchants that accept 
payments in-store. Merchant service fees is similarly less 
satisfactory but play a smaller role in driving overall satisfaction

Base: Merchants that operate in-store (Apr-21: n=795)

Key:

1 The reliability of its network

2 The ease of doing business with them

3 Speed of payment settlement

4 Its terminal maintenance

5 Merchant service fees

6 Monthly fees

7 Explanation/ clarity of pricing structure

8 Reporting capabilities

9 Customer service/ support

10 Assistance with fraud prevention

11
The ability to integrate your EFTPOS/ payment 
terminal with your point of sale system

12 Flexibility of contracts/ plans offered

13
Features that are available on the EFTPOS/ 
payment terminals

14 Ease of the application experience

15 Access to self-service help resources

16
Speed at which EFTPOS/ payment terminal 
issues are resolved
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How much do you agree ‘the transaction fees the business pays are fair and competitive’?

By main payments acceptance provider

Do not agree (0-5/10) Somewhat agree (6-7/10) Agree (8-10)

37

Positive fee perception has dipped over the last 6 months. 
Non-bank customers are most likely to agree their 
transaction fees are fair and competitive

Base: Card accepting merchants (Oct-20: n=977; Apr-21: ANZ: n=156, CBA: n=220, NAB: n=130, Westpac: n=155, Regionals: n=148, Tyro^: n=55, PayPal: n=76, Square^: n=48, 
Other Non-banks: n=40, Total: n=1,010). Note: ^data aggregated over Oct-20 and Apr-21
Tests of significance were carried out for this question, no differences found
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How much do you agree ‘the transaction fees the business pays are fair and competitive’?

By turnover

Do not agree (0-5/10) Somewhat agree (6-7/10) Agree (8-10)
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Positive perception of fees increases significantly with 
turnover

Base: Card accepting merchants (Apr-21: $100k-$500k: n=260, $500,001 - $1m: n=159, $1m-$3m: n=204, $3m-$10m: n=256, More than $10m: n=131, Total: n=1,010)
Tests for significance were carried out for this question, ▲ Significantly higher than Total, ▼ Significantly lower than Total
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Merchants who have changed the way their business 
processes transactions as a result of MCR are equally divided 
in their cost perception of card payment acceptance

Base: Card accepting merchants (Apr-21: Aware of MCR and have changed the way their business processes transaction: n=359, Aware of MCR but did not change the way their 
business processes transaction: n=249, Unaware of MCR: n=402, Total: n=1,010)
Tests for significance were carried out for this question, ▲ Significantly higher than Total, ▼ Significantly lower than Total
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Which of the following statements about the costs associated with accepting card payments is true?

By awareness of merchant choice routing

I'm not sure

It is cheaper to accept Visa or Mastercard debit

card payments than eftpos payments

It costs the same to accept Visa, Mastercard and

eftpos payments

It is cheaper to accept eftpos payments than

Visa or Mastercard debit card payments
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Total

How likely are you to approach your provider in the next 12 months regarding better pricing?

Merchants who believe certain card payments are cheaper to accept

By payment believed to be cheaper 

I intend to approach my provider about the cost of accepting different payments

I’m considering approaching my provider

I do not intend to approach my provider about the cost of accepting different payments
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Intention to approach their provider regarding payment 
acceptance cost has increased significantly, primarily driven 
by merchants who think it is cheaper to accept eftpos

Base: Card accepting merchants who believe certain card payments are cheaper to accept (Oct-19: n=510, Apr-21: It is cheaper to accept eftpos payments than Visa or 
Mastercard debit card payments: n=283, It is cheaper to accept Visa or Mastercard debit card payments than eftpos payments: n=225, Total: n=508) 
Tests for significance were carried out for this question, ▲ Significantly higher than Oct-19, ▼ Significantly lower than Oct-19
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How likely are you to approach your provider in the next 12 months regarding better pricing?

Merchants who believe certain card payments are cheaper to accept

By main payments acceptance provider

I intend to approach my provider about the cost of accepting different payments

I’m considering approaching my provider

I do not intend to approach my provider about the cost of accepting different payments
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CBA customers are most likely to approach their provider in 
the next 12 months regarding better pricing

Base: Card accepting merchants who believe certain card payments are cheaper to accept (Apr-21: ANZ: n=75, CBA: n=114, NAB: n=66, Westpac: n=66, Regionals: n=81, PayPal: 
n=46, Other Non-banks: n=42, Total: n=508)
Tests for significance were carried out for this question, no differences found
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Intelligence to bank on
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Legal notice and disclaimer

- This presentation has been prepared by Retail Finance Intelligence Pty Limited ACN 121 015 192 and its associated entities worldwide (“RFi Group”) and is provided to 
you for the purposes set out in the agreement signed by you relating to this presentation.

- All information contained in this presentation (including this notice) (“Information”) is confidential. By receiving the Information you are deemed to agree that you will hold 
the Information in strict confidence and keep it secret, and not reproduce, disclose or distribute the Information to any third party or publish the Information for any 
purpose. The obligations imposed upon you by this document are in addition to the obligations imposed upon you under any non-disclosure agreement or other agreement 
signed by you relating to the Information. You agree not to modify or alter the Information in any way. If you are not the intended recipient you must not use or disclose the 
information in this research in any way. If you received it in error, please tell us immediately by return e-mail and delete the document. We do not guarantee the integrity of 
any e-mails or attached files and are not responsible for any changes made to them by any other person.

- This Information shall not form the basis of any contract or commitment. No action should be taken on the basis of, or in reliance on, this presentation.
- Except as required by law, no representation or warranty, express or implied, is made as to the fairness, accuracy, completeness or correctness of the Information, opinions 

and conclusions, or as to the reasonableness of any assumption contained in this presentation. By receiving this presentation and to the extent permitted by law, you 
release RFi Group and its officers, employees, agents and associates from any liability (including, without limitation, in respect of direct, indirect or consequential loss or 

damage or loss or damage arising by negligence) arising as a result of the reliance by you or any other person on anything contained in or omitted from this presentation.
- Any forward looking statements included in this presentation involve subjective judgment and analysis and are subject to significant uncertainties, risks and 

contingencies, many of which are outside the control of, and are unknown to, RFi Group or its officers, employees, agents or associates. Actual future events may vary 
materially from any forward looking statements and the assumptions on which those statements are based. Given these uncertainties, you are cautioned to not place 
undue reliance on any such forward looking statements.

- Unless otherwise specified in any agreement to which this presentation relates, no responsibility is accepted by RFi Group or any of its officers, employees, agents or 
associates, nor any other person, for any of the Information or for any action taken by you on the basis of the Information.

- RFi Group is not licenced to, has not and does not provide any financial advice or deal with any financial products or securities in the process of assisting in the compilation 
of this Information. This Information does not constitute investment, legal, taxation, financial product or other advice and the presentation does not take into account your 
investment objectives, financial situation or particular needs. You are responsible for forming your own opinions and conclusions on such matters and should make your 
own independent assessment of the information and seek independent professional  advice in relation to the Information and any action taken on the basis of the 
Information. RFi Group does not make, adopt or endorse any recommendation in this document.

- Unless otherwise specified in any agreement to which this presentation relates, The “Intellectual Property Rights” (meaning any and all patents, rights in inventions, trade 
marks, service marks, copyrights and related rights, database rights, moral rights, rights in designs, know-how and all or any other intellectual or industrial property rights 
whether or not registered or capable of registration in any part of the world together with all or any goodwill relating to them) in this presentation and those created by the 
creation of this presentation and any services to which this presentation relates, shall belong to RFi Group.
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Contact us
Global intelligence, local insight

RFI AUSTRALIA & NZ RFI ASIA RFI CANADA RFI EMEA

Level 14,

175 Pitt Street

Sydney NSW 2000

Australia

109 North Bridge Road 

#05-21

Singapore

179097

145 King Street West

Suite 1710

Toronto, ON

M5H 1J8

Minister Building,

21 Mincing Lane,

7th Floor,

London, EC3R 7AG

P + 61 2 9126 2600 P + 65 6597 7028 P + 1 416 350 3504 P + 44 203 862 2166


