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the businesses nimble enough to take advantage of 

them. Doing this can improve companies in many ways. 

They are better able to reduce costs, accelerate their 

speed to market and are able to build business in 

entirely new areas and countries.

For companies in especially competitive or disrupted 

industries, these advantages could be what ensures 

their long-term survival. 
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Introduction

Whether it’s getting a car ride, buying something at 

auction, or finding a therapist or coach, so many

everyday tasks and transactions have been

revolutionised by online platforms. Platforms have also 

helped businesses thrive in ways that would never

have been possible before.

What is it about digital platforms that make them so 

irresistible to consumers and businesses alike? They 

bring lots of advantages:

They put end users and their needs front and 

centre. An optimized marketplace lets potential 

buyers see all their options quickly, without having to 

contact one seller after another. Everything is right 

there in front of them, optimised for their needs.

They break down geographical and technological 

hurdles. Most are optimised for mobile devices. And 

they can be set up to work as well in a remote area 

as they do in a city centre. And most work inside a 

dedicated app or a mobile-optimized browser page 

that loads quickly and is easy to use.

They help sellers deliver products and services at 

greater speed and convenience to end users, often 

disrupting entire industries in the process.

They are easier to use than anything that came 

before. This helps sellers deliver products and 

services speedily and conveniently, making it harder 

for slower competitors to stay in the game.



 

 

 

How digital platforms
drive innovation

It can be a little hard to remember now, but there was 

once a time when buyers spent much of their time and 

money finding each other. By breaking down such 

boundaries, digital platforms have helped companies 

become much bigger and stronger than they ever 

could have. They have also greatly expanded 

consumer choice.

Using slick, fun, and immersive platforms, financial 

apps like Coinbase, Interactive Brokers, and Marcus 

Invest (United States) have introduced younger and 

more diverse groups to investing. For starters, they’ve 

expanded the market for currencies (foreign exchange), 

equities, cryptocurrencies, and commodities. 

Platforms like BetterHealth help you see a doctor or 

therapist from the comfort of your own home. The 

Walgreens pharmacy chain has a Find Care platform 

that matches consumers with healthcare providers 

who can help them with pain management and other 

issues, both in-person and online. ClassPass and other 

apps let you book fitness and beauty activities (yoga, 

boxing, salon days, etc.) from a provider network.

Platforms like Lunchclub (United States), Meetup, and 

LinkedIn help people meet and connect with each 

other.

Here are a few examples of how digital platforms 

have made connections easier than ever before, with 

strategies that challenge incumbents in the process.

Etsy and eBay are the most well-known marketplaces 

for selling goods, but there are many other business 

examples, such as selling subscription boxes, wines, 

luxury clothing, farm equipment, art prints, and lots of 

other products.  

Marketplaces

Investing

Getting fit and healthy

Networking



Substack (email newsletters) and Patreon (podcasters 

and others) are just a few of the platforms powering 

creators who want to reach their audiences directly.

Platforms like GrabFood (Asia), Uber Eats, DoorDash, 

and Postmates (United States) match up food delivery 

services with hungry eaters, while Resy shines at 

getting scarce reservations for would-be restaurant-

goers.

One important point: In this first wave of platforms, 

most of the big winners were newcomers. But that’s 

likely to change as companies realise they need to 

be in such a high-growth area. “By 2025, driven by 

volatile global conditions 75% of business leaders will 

leverage digital platforms and ecosystem capabilities 

to adapt their value chains to new markets, industries, 

and ecosystems,” wrote the market intelligence 

company IDC in late 20201. 

1. IDC Reveals 2021 Worldwide Digital Transformation Predictions; 65% of Global GDP Digitalized by 2022, 
Driving Over $6.8 Trillion of Direct DX Investments from 2020 to 2023’, IDC, 2020

Ola, Lyft (United States), Didi (China), and many other 

services connect drivers with passengers looking for 

a ride. 

It projects that 60% of the largest public companies 

in the world, the Forbes Global 2000, will have built 

“their own business innovation platform to support 

innovation and growth” by 2023.

Staying informed and
entertained

Getting food delivered
and dining out

Getting around

.

75

60

of business leaders will

leverage digital platforms

and ecosystem capabilities

of largest public companies

will have built their own

business innovation platform

to support innovation and

growth by 2023



 

 

 

The continued rise
of platforms

Pandemic lockdowns and other disruptions 

encouraged the building and use of digital platforms, 

of course, but there are other powerful reasons they 

are here to stay. An Accenture white paper2 laid out 

three reasons.

First, there’s the network effect of bringing together 

lots of buyers and sellers, which both improves overall 

outcomes and also shifts cost and risk from the 

platform provider to the network as a whole. 

Second, there’s the open and shared data that’s 

produced, allowing for insights that were not possible 

when pricing and other information only flowed from a 

single buyer to a single seller. 

Finally, there’s the simple fact that new technology 

continues to help these platforms prosper. Here are 

a few examples of these advances:

—

—

Running a platform from the cloud, allowing 

large amounts of data to be stored in a universally 

accessible place. 

Artificial intelligence algorithms that match buyers 

and sellers, produce “items that might interest you,” 

and power image recognition to search for similar 

images.

—

—

Breaking down geographic and country boundaries, 

drastically increasing the numbers of buyers who can 

participate. Also helping push this forward has been 

increased payment security. That in turn has raised 

trust in cross-border transactions by making them 

faster, more verifiable, and secure. Businesses can 

now accept and track payments more easily. 

Mobility: platforms that run smoothly on mobile 

devices are more convenient, and they also allow the 

participation of buyers and sellers in locations where 

the use of desktop computers is the exception. 

2. Five Ways to Win with Digital Platforms’, Accenture, 2016



Why smart companies obsess
about speed to market

Of course, every platform must first confront the issue 

of getting customers for its products quickly, before its 

money runs out or other competitors emerge. That’s 

the simplest reason that speed to market, the time 

it takes to turn an idea into reality and then get it into 

consumers’ hands, is an essential metric. This is true 

whether you’re talking about creating an entirely new 

product or introducing an existing one to somewhere 

it’s never been before.

But why else is it so important to be speedy? A few 

good reasons:

 

The faster you are, the more likely you’ll be able to 

capture the customer segments most important to you. 

And products that take the most effort to understand 

and commit create especially defensible “moats” once 

customers do sign up for them. Think of a bank and 

checking accounts: Although it’s not that hard to close 

an account, dealing with the red tape of setting one a 

new one (paperwork, waiting for approval, updating 

one’s bank information with businesses) means that 

most people will stay with the one they have, unless

they become very dissatisfied.

Capturing market share

Companies that reach the market quickly have more 

time to concentrate on growing revenue. Once a market 

has entrenched competitors, any new companies will 

have to spend more on marketing to get attention. 

They may also have to fight harder on price, lowering 

potential profits for everyone. 

Revenue growth and profit

New frontiers always have their own quirks. The 

sooner you enter a new market, the longer you have 

to grow, learn from mistakes, and change with your 

surroundings. 

More time to learn the
lay of the land



 

 

 

As companies craft their business plans and think 

about platform features, it’s important to prioritise. 

What’s most compelling about what you have to offer? 

In most cases, such features centre around making 

financial transactions on your platform as easy and 

transparent as they can be.

Think about who will need to get paid, how that will 

happen, and the methods you need in place to make 

sure payments will be reliable and traceable. Also 

think about whether payments may need to trigger 

multi-party payments, as with coupons, commissions, 

and referral fees. What workflows are essential to 

the platform you have in mind, and what backup 

procedures will you need?

$

How financial
technology accelerates
speed to market



What payment features
do you need?

The payment features your business needs depends 

on your customers, business model, and industry. 

Here are a few business examples:

For almost all platforms, automatic reconciliation will 

become more important as a company continues 

to scale up and deal with transactions from multiple 

vendors and buyers.

It’s also important to plan ahead so that you’ll have an 

experienced integration team watching your back. 

You’ll be looking for experience merging with the local 

payment rails. A new or otherwise inexperienced 

provider could easily lead to you spending more 

time on this than you need to and cause additional 

problems along the way. You risk a much slower 

time to market, and that may be enough to tank your 

bottom line.

For ride-hailing platforms, many drivers live on day-

to-day earnings, and platforms that can disburse cash 

quickly and without hassle have a real advantage in 

attracting them to the platform. Lyft’s Express Pay 

feature, introduced in 2017, was the first to let drivers 

receive their earnings anytime, minus a small fee.

If you’re targeting investors, such as those buying 

and selling cryptocurrency or trading stocks and 

other equities, near-real-time access to funds is key. 

It helps keep them from missing once-in-a-lifetime 

opportunities. 

For ordering platforms and subscription platforms, a 

payment system can add lots of value by making it easy 

to place recurring orders, whether it’s a predictable 

order, such as coffee beans or other ingredients, or 

an actual subscription plan that re-ups regularly. One 

common feature is referral codes to trigger credits to 

a third party or a discount on a purchase. Options like 

that need to work easily, with little to no oversight. 

 



 

 

 

Few companies achieve completely reliable business 

plans that will last them for the foreseeable future.

Most need to keep looking for new sources of revenue 

growth. One time-tested method of doing this is 

moving into new markets to find new customers.

Businesses must closely study local payment 

ecosystems before heading into a new market. For 

instance, markets with more established financial 

systems tend to use mainly credit and debit cards, 

while others, such as China and India, are more 

comfortable with various kinds of mobile payments 

that might bypass banks entirely.

Working with a payments provider that has payment 

capabilities in multiple countries means that at least 

this part of localisation is taken care of, accelerating 

your speed to market. After a single integration with 

that payments provider, you’ll be able to accept 

and disburse payments across different countries 

and different payment methods. In addition, having 

a payment partner with experience with local 

regulations will also help smooth your path.

Imagine a highly promising online retailer that began 

in Brunei, where the population is under 430,000. 

It would be natural for such a company to seek to 

expand into its much-larger neighbour, Indonesia. 

With a population of about 275 million, Indonesia has 

roughly 640 times more potential customers than 

Brunei! Expanding there might also help the company 

hedge against economic downturns or risks of 

saturation in its home country. 

By building thoughtfully, a company can greatly 

increase its chance of surviving for more than a few 

years. But that ‘thoughtfully’ is important. Companies 

need to do the work of understanding the markets 

they want to move into. That includes learning about 

unique customer needs, as well as nuances in their 

language and culture.

Another major part of that effort will be making it easy 

for your new customers to pay in the ways they are 

most familiar with.

What companies need
to know before opening
in new markets 

VS

430,000 275million

Brunei Indonesia



How strong, resilient payment
technology can help platforms pivot

It happens. New companies sometimes hit a wall 

with their existing offerings. Maybe they’ve run out 

of customers for what they had to sell. Or the market 

changed so completely that it left them behind. Their 

strategy isn’t working anymore. In addition to opening 

in new markets, they may also start thinking about 

changing what they sell, or how they sell it. 

Pivoting to delivery paid off big time. Zomato was 

able to fend off competitors that entered its market, 

including UberEats, which arrived in 2017 but ended 

up selling its India business to Zomato just three years 

later. 

Companies with a resilient infrastructure that lets them 

tweak their offerings quickly have a real advantage in 

such cases.

Of course, pivots have become more common due to 

the pandemic. When it was founded in 2014, Encore 

Music was an online marketplace for matching up 

musicians and other performers with those who 

wanted to book them for events. It was so successful 

that it became the largest platform of its kind in the UK.

Then came lockdowns. To survive, Encore pivoted to 

delivering recorded good wishes and songs from its 

stable of artists. This way, musicians and company 

were both getting at least some money, and Encore 

wouldn’t fade in people’s minds. Encore has since 

started its in-person booking business again, but it’s 

also kept its recorded messages sideline.

To take one business example, the Indian startup 

Zomato began in 2008 as a publisher, providing 

scanned restaurant menus online. But that wasn’t a 

strong enough business model, it turned out. It later 

added reviews and reservations, and then, finally, its 

most popular feature—a platform for food delivery, 

which by 2018 included frequent-buyer incentives to 

increase loyalty from users. 

 



A penny saved:
keeping costs down

With a one-and-done provider, you’ll be ready for all 

major payment types, including direct debit, credit 

cards, and real-time payments.

Having to manually reconcile eats up lots of time 

and effort. With automated reconciliation, missing 

or rejected payments are quickly routed back to the 

payer, helping everyone be more efficient. 

A dashboard showing all transaction data across 

different payment types and geographies. This 

feature makes it easy to track growing revenue and 

other KPIs.

Some other important qualities to look for:

A single integration

Automated reconciliation

A dashboard showing all
transaction data

 

 

 

Increasing your market share, whether through new 

products and services or new markets, leads to 

increased overhead as well as to growing revenue. It’s 

essential to examine those costs closely before you 

commit. It’s also important to revisit them as you grow. 

Financial technology can be a powerful tool to rein in 

costs. Here are a few ways:

Look for an API-driven payment solution that can 

easily connect multiple buyers with multiple payees. 

Assembly’s workflows are built so that they can 

string together a series of transactions, with triggers 

for each step that can lead to other flows and 

processes. Automation saves on time and costs 

during transactions.

Automated business
processes

 



Summary

Although some businesses (like eBay) have had 

platform models from the start, many others embraced 

it only later, once they began to expand and started the 

hunt for additional revenue sources in earnest. 

As you continue weighing payments and platforms, here 

are a few of the most important questions to ask:

Whether you are still exploring how a digital platform 

can help you, or are working to expand on your existing 

infrastructure, make sure that whatever you choose 

brings major competitive advantages.

Many companies have found themselves adrift when 

their existing market dried up: it’s essential to avoid 

technology that pins you down to only legacy markets 

and old ways of doing things.

—

—

—

—

Is the setup easy and intuitive?

Can the solution grow with my company as it expands 

into new customers and geographies?

Is it also multifaceted enough to handle a variety of 

payment methods, as well as potentially complicated 

workflows?

Can it save me money by lowering labour and other 

fixed costs?



At Assembly, we manage payments so that our 

customers can focus on running their business. Our 

APIs simplify complex payment flows, helping your 

business operate more effectively by saving you time 

and money.

We’d love to set up a call to discuss how we can help 

you solve your payment needs.

Visit assemblypayments.com

About Assembly
Payments

We also help you move and clear money instantly, 24/7, 

365 days a year, so you can always service customers 

and never miss a sale. Whether it’s accepting debit or 

credit cards, managing bill payments, or transacting 

over fast payment rails, we can do it all for you.

Contact Us

https://assemblypayments.com/

https://assemblypayments.com/contact-us

https://assemblypayments.com/contact-us

https://assemblypayments.com/contact-us

https://assemblypayments.com/contact-us


