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1. Introduction

> Itis possible to release value to your Airline by using a proactive approach to the
methods of payment offered and simplifying the global payments
infrastructure in place;

» Using two Airline examples and independent research Airlines in different
regions are understanding this new approach to payments;
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2. Case Insights ~ AA Website Objectives

AA.com reveals e-check optionTuesday, April 012008 @
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Af.com reveals e-check option
lr;nalllélow F'.lh'.d.i:“b;r;,- o
Arnencan Alfnes 13 now offering customerns the option 10 pay by

electronic check when buying tickets on the ailine’s Web site,
Al com

This nerw aplion allows customerns who purchase tickets & A8 com
to pay direcily from any personal bank accownt - such as a
checking atcound or savings accound = that is funded in United
States dollars,

When buying tckiets o AA com, customirs Simply enter thi bank
routing and sccound numbers inprinded on the bottom of thear paper
check, as well as their address and dmer’s license or state-issued
1D number (for secwity purposes).

The inforrmation is corserted by First Data Corp's TeleCheck secure
electronic check senices ino an electronic fnds: transfer entry,
then processed throwsgh the bank-cortrolled automated elearing
housa. First Data is & leading peovider of electronic commence and
payment solidions for businesses worldwmde

Electrorc checks can be used 1o pay for ickels for flights on
Amencan, Amencan Eagle or AmencanConnection camiers, as well
as for any AAdvantage award travel taxes and fees. For rules and
cornplete details visit wees 38 comfecheck

'i"'lwl:'ﬂllll:ll-"iil:l www.globallravellourism.com

VLM dubai.com

[

Pay directly from any personal bank
account

More choice and greater control over the
purchase process.

“Whether customers prefer to
purchase tickets with a credit
card, deferred payment
method, gift cards, cash — or
now, electronic check —
American Airlines and AA.com
can meet their needs,”

DeCross said. .
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http://www.breakingtravelnews.com/article/20080401150441955

2. Case Insights ~ Alitalia

» Only one Italian out of four has an active credit card
» Maestro cards are not yet enabled for online payments
» With no card you need an alternate ways to pay on-line

» Alitalia now offers a service similar to the AA “e-check” with the collaboration of one of
the largest Italian banks;

Pagamento:
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") Verisign
Sacured

Tipo di pagamenta: vl VERIFE .

| MasterCard.

Codice di sicurezza: I:I Informazioni sul Codice di sicurezza

Murmero Carta:

Castmalinin
Data di scadenza: |Apri|e v|| 2008 v| .
Alitalia =
¥ ¥ )
L'operazione potrebbe durare qualche secondo
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3. Learning’s from AA & Alitalia cases

» A deep knowledge of the local payment landscape is fundamental to unlocking
value

» A strategic approach to payments, knowing your customer, your markets and
their movements is vital

» Alternate payments strategy should give broader choice, revenue uplift,
improved yield and load factors ~ but it must be localized!
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4. Research Insights ~ European Landscape

Freferred Fayment ethods

Credit Card 44% &% 33% 25% 32% Fa% 3% 17% 20%
Bank transfer 1% 0% 7T 11% 12% 2% 25% 32T 2570
Zash on deliveny (SOD) 1% 4% 207 21% 337 &7 &% 4% 2%
PayPal 26% T 4% o% T 4% 4% 4% Lol
Debit Card 27% 10% 11% 1% T 4% &% 4% 0
Other method 2% 3% 15% Z3% 0% % 15% 37% &%
Zards 1% ala 44% 37 3% IT% 28% 23% 207

ihost Often Used Top 3 Cards

Wls A 25% &4% Fa% &4% o 3% 4% 375 52%
masterCard 26% 30T 11% 19% a% 31%% 12% 0% 3470
AMER 2% 1% 0T T 4% 2% 2% &% &7
Other 7% 5% 4% 0% 0% 4% 12% £ &%

Source ; Chase Paymentech Internal.
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4. Research Insights ~ European Landscape

Freferred Foyment Methods il telgts! Austia Sweaddar MHorarcry Al D=nimicirk Turkey

Cradit Sard 42% 22T 23% 54% 22T 44%, &1% 42% 41%
Bank transfer 12'%, 4%, 15% 12%, 26% 12'%, &% 2% 21%
Cash on delivery [SOD] 109, 5% 13% 4% 13% 13% 4%, 26T 109,
PaorPal 1% 1% 1 4%, &% 1 1% 153% 2% ] 7%
Debit Card &% &% o% &% 2% 0% 7% a% 3%
Other method 22% &% 6% 19% 4% & 20% 6% 1 3%
Cards 4i3% 37% 31% a%% 24% 44% &% 47% 47%
fhost Often Used Top 3 Cards xS ket ALastric Swredden Morar oy Fridoind Dok

WisA 4% 44% &a1% 1% £5% 7 4% E3% 73% 0%
MicsterZard 43% 4&5% 23% 23% 9% 7% 2% 15% 2a6%
AMEXR 1% 2% Ll 2% 2% 0% 1% 2% 3%
Other % &% % 4% 13% 9% 4% 0% %

Source ; Chase Paymentech Internal.
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4. Research Insights.

A 4

Offering 3+ Payment Methods Increases Sales Conversion

» A US study in 2004
showed that adding

Payment Methods

* General Purpose / Bank Cards
(Visa, MC, Amex, Discover etc.)

75%

m O re th an O n e B3 20+% Lift : Z:If:a;:r::::t::;:sﬁ Cards
.- Shopping In Conversion * Electronic Checks
ca)'ggg:’(])sn Z'lt El‘a{grcr]ke()nl:ltt Cnnvta:::: 65% L B‘é . ;:;%::;ti;hslﬁlngf Instaliment
To Sales S * Instant Credit ("Bill Me Later”)
improves the overall R T
buyer conversion at e
C h e C ko u t ; Pa:n}:ent Payment Payment Payr:ent

Method Methods Methods Methods

eCommerce payment practices released by CyberSource Corporation, June 14, 2004

» However, Airlines need to understand how consumers prefer to pay in
their specific countries;

> In this way Airlines will be able to offer only the most appropriate
payment systems to maximize revenue; e
0
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5. Cost Implications ~ Alternate Payments.

B Interchange

B Processor

O Access / Assessments
B Chargebacks

® PCI
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B Interchange
B Processor
O Access / Assessments

@ Chargebacks L
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5. Cost Implications ~ Opportunity Cost

Let’'s Remember Consumer Preferences!

» Credit Cards and Debit Cards (where available online) are still
the preferred methods of payment in most countries;

» Offering credit transfer solution in the UK may not meet
consumer expectations today ........

> Better to seek to maximize the profitability of card acceptance,
rather than push methods of payment that consumers will not
use.
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6. Strategic Alliances

» Simplify your global operations by reducing the number of acquiring
partners and payment partners will also unlock additional payments
value:

» Easier reconciliation;

» Similar processes;

» Increased economies of scale;

» Same chargeback management system,;
» Cohesive approach to fraud mitigation
» Easier to manage
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7. Conclusion

Know Your

Consumer Invest in

- Knowledge
capital
—
Develop fraud
mitigation
systems | Offer alternative
g ways for a
customer to pay |
—
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Simplify your

global payment partners
infrastructure

Try to offer only the

preferred methods

of payment by local
consumers

Choose the right

— —
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Thank Youl!

Shane Fitzpatrick, Managing Director

Chase Paymentech, Europe.
Block K, Eastpoint Business Park,
Fairview,

Dublin 3,

Ireland.

+ 353 1 889 3155
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