
Payment Choice = Incremental business
(The case for cash acceptance)
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Some of the comments I hear
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eCommerce Payment Myths
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People who own a credit card, by country
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Card Penetration is low in Europe



Use of credit cards this year compared to last
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Credit card use is falling rapidly

Source – PSC Omnibus research March 09 – 500 people ( UK representative by region, age and demographic)



Payment Methods across Europe



Card payments are the low-hanging fruit, yet 
most UK sites offer no real alternatives
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So is a preference for card payments now stifling your growth potential?



Growth, conversions & spend per visitor are all fal ling
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Typical Conversion Funnel

Convert offline researchers, cash shoppers, 

nervous card users, card declines and the 

330m non card-holders in UK/Europe 

Opportunities from payments strategies



Customers want alternatives
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Voice of the customer



Merchants typically Increase sales 30% 
(through added convenience and choice) Source – Global Collect Merchant Survey 2008

Effect on conversions



Cash-Ticket – how it works
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Similar to buying a mobile top-up



Available at over 246,000 sales outlets
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More branches than any Bank or Retailer

����������0
���
����$���
��$����
��������������
��� �
������ ������� ���!���9 �� ��
.�������>��������+!���0�
�����������



Our geographical reach extends to 22 countries
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Reach millions of new potential customers



Gift & Promo cards can be created using cash-ticket for 

simple online redemption
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Instant web gift card/voucher solution
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Maximizing incremental revenues at online checkout
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Customer Acquisition
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Maximizing incremental revenues at online checkout



Why is Cash-Ticket different?
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Award winning payment solution



300 flights daily
51 aircraft
Now part of Lufthansa

#1 in baby-care online
Leaders in innovation
Nursery retailer of the year

Multi-channel fashion retailer
50 stores north of the border
Targeting woman 15-35

“We wouldn’t dream of 
refusing cash in our retail 

store, and it’s the same for us 
online, hence we chose Cash-

Ticket”

Universal

Can be used by everyone

(Reduce cart drop-out)

“We noticed a significant number of 
customers who cancel online ticket 
bookings when they are faced with 

having to enter bank account 
information or credit card numbers”

International

Available in 15 countries

(Expand into Europe)

“We know our demographic 
would like to use cash, but we 

didn’t want to change our 
online workflows, so Cash-

Ticket is ideal”

Merchant Friendly

Real-time – just like cards

(Never tie-up stock)

Clients in Travel, eRetail and Fashion, know the benefits of Cash-Ticket



Existing shop system & PSP Partners

Ask you shop system or PSP to integrate Cash-Ticket
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In summary – to reduce your abandonment rates

Let everyone pay



David Hunter
CEO UK paysafecard group
phone: +44 (0) 20 3326 7088
mail: d.hunter@paysafecard.com
web: www.paysafecard.com & www.cash-ticket.com


