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Tightening 
Credit Market

The Online Payments Landscape is Shifting

Growing 
Debit Usage

Alternative 
Payment 
Traction

Future of 
Online 

Payments
V Fewer Issued Cards
V Higher APRs

V Shrinking Rewards

V Burned by Credit
V Responsible Spending
V Generation Y

V New Ways to Pay
V Greater Consumer Choice
V Incentives / Promotions
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Alternatives are expected to capture over 30% of online dollar volume 
by 2013
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66 %of consumers prefer online stores that offer 
multiple payment mechanisms

61%choose sites that offer both credit and debit card 
payment options

48%of all online adult shoppers prefer the 
convenience of alternative payment methods

Online Retailers Need to Consider Consumer Preference

Consumers want a variety of ways to pay:

Á Debit Cards
Á Credit Cards
Á Alternative Payments

Consumer Choice Drives Sales

Source: Jupiter Research / PayPal Survey, January 2008
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ÁOnline retailers are seeking to cut costs and reduce fraud on 
Internet payments

ïTraditional card-based payment types can carry high transactional 
fees, fraud and charge-back risk

ÁOnline retailers are seeking new payment methods that:

ïLower costs/fraud

ïProvide greater choice, security and convenience for customers

ïBring incremental volume and new sales

ïDecrease abandoned transactions

ïOffer scalability

ÁThe challenge for any payment method is meeting the needs of 
online retailers and capturing consumer mind-share

Online Payment Considerations
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ÁAirTran Airways mission: provide 
ŎǳǎǘƻƳŜǊǎ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘΧand what they 
want is to pay for their reservation how 
they see fit

ÁAirTran has consistently been one of the 
first airlines to add new payment options

Á¢Ƙƛǎ ŎƻƴŎŜǇǘ ŀƭƛƎƴǎ ǿƛǘƘ !ƛǊ¢ǊŀƴΩǎ ƻǾŜǊŀƭƭ 
corporate strategy

ïCustomers can purchase AirTran content 
through their preferred channels

Payments on AirTran.com

AirTran is the First 
Adopter

Alternative Payment 
Methods on AirTran

http://images.google.com/imgres?imgurl=http://www.datatrans.ch/userobjects/1186_350_s_uatp.gif&imgrefurl=http://www.datatrans.ch/home/cms.html%3Fcmd%3D%26lan%3De%26navid%3D101%26contentid%3D1186&h=61&w=96&sz=3&hl=en&start=1&um=1&usg=__DcIHMuNCc-c5rHanMmShOcHVk-Q=&tbnid=IBc6YNIskylacM:&tbnh=51&tbnw=81&prev=/images%3Fq%3Duatp%26um%3D1%26hl%3Den%26rlz%3D1T4GGLL_en%26sa%3DN


10

Átŀȅ{ŜŎǳǊŜϰis a software-only service for PIN debit paymentson the 
Internet

ï20-40% savings in interchange

ïFraud reduction and charge-back liability shifted to issuers

ï Incremental volume

ïHighly scalable, addressing the 300M+ U.S. debit cards

ïConvert current signature debit card transactions to PIN debit

Átŀȅ{ŜŎǳǊŜϰbrings AirTran cost savings and satisfied customers

PaySecureTM is Our Newest Payment Addition

ïCheckoutexperience that replicates POS PIN debit: no behavior change

ïLeverages existing debit card and PIN: no enrollment or new passwords

ïPIN-pad floats over the merchant checkout: no redirection

ï/ƻƴǎǳƳŜǊ ŜƴǘŜǊǎ ǘƘŜƛǊ tLb ƻǊ Ƙƛǘǎ ά/ŀƴŎŜƭέ ǘƻ ǇǊƻŎŜǎǎ ŀǎ ǎƛƎƴŀǘǳǊŜ ŘŜōƛǘΥ 
no risk of abandoned transactions
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PaySecureTM Product Demonstration
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Consumers Like PaySecureTM

Simple 93% of consumers agreed that 
tŀȅ{ŜŎǳǊŜϰ ǿŀǎ Ŝŀǎȅ ǘƻ ǳǎŜ

Convenient 86% like that PaySecureTM does not 
require additional passwords, log-
ins or one-time use numbers. 

Familiar 78% agreed that entering their PIN 
ǿƛǘƘ tŀȅ{ŜŎǳǊŜϰ  ǿŀǎ ǎƛƳƛƭŀǊ ǘƻ 
and as simple as entering their PIN 
at the ATM or grocery store.

Secure 65% would feel safer purchasing on 
the Internet if they could use 
tŀȅ{ŜŎǳǊŜϰ

Volume 48% would purchase more often on 
the Internet if they could use 
tŀȅ{ŜŎǳǊŜϰ

Research: Consumers see many

benefits to PaySecureTM

Total PaySecureTM

presentments on 
merchant websites

Consumers 
choosing to enter 

their PIN

Consumers choosing 
to process the 

transaction as credit

45%

55%

Usage: When offered, 1 out of 2

consumers are using PaySecureTM
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Alternatives: Gaining Consumer Adoption

Consumers are willing to try new payment methods when their awareness of 
the option is raised 

Marketing, incentives and promotions help to spur usage of alternatives 

Website Email


