
Tr
us

tly
©

2
0

2
1

T R AV E L’ S  G R E AT E S T  S T R E S S  T E S T  ( Y E T )

Payments in  
a Pandemic



Welcome to 
#trustlytravelinsights  
– chapter two

“  While COVID-19 has 
stretched many payment 
operations to the limit, it has 
also created the conditions 
necessary to drive through 
much-needed change, that 
will serve merchants well as 
a recovery takes hold.” 

 
P E T E  W I C K E S
General Manager, Enterprise EMEA, Worldpay from FIS

Happy reading, and safe travels.

Mike Parkinson
Director of Travel
Trustly

p.s. If you missed the first report in the series, visit 
trustly.net/merchants/travel to download your copy.

It’s my pleasure to introduce ‘Payments in a  
Pandemic’, the second report in our three-part 
series for leaders in the travel sector.

In our first report, ‘Rebound or Rehabilitation?’,  
we took stock of the events of the last 12 months 
and tried to make sense of a year without prece-
dent. We assessed the depth, scale and severity  
of the pandemic’s impact… but also considered  
new opportunities presenting themselves as  
talk of recovery and growth became more than 
just whispers.

Today, in our second report, we look at the 
pandemic through the lens of payments  
leaders, who grappled with a stress test few  
had prepared for.

We begin with Matt Jackson of local payments 
experts, and Trustly partner, PPRO, who opines 
on the need to recast payments as a commercial 
driver, rather than a cost.

We welcome Bernd Argesheimer, Head of 
Payments from online travel agency Travix 
International, who recounts his experiences of 
2020 as the pandemic unfolded and its impacts 
on the travel sector (and payments functions in 
particular) became evident.

And we share a wealth of data from our own  
research study, as well as pertinent findings from 
partners and industry leaders such as Worldpay, 
Adyen and Amadeus, to identify the potential risks  
to the sector’s nascent recovery.

We were thrilled with the feedback on the first  
chapter in this series, and hope that we continue  
to spark ideas and conversations within your pay- 
ments networks. Do let us know your thoughts across  
social media using the hashtag #trustlytravelinsights 
– and keep an eye out for the final report in the series 
– ‘A Future to Bank On’ – launching in a few weeks.
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The true value of payments
Payments can no longer be pigeonholed as a cost – it’s 
time to drive home the commercial argument, says Matt 
Jackson, Head of Partner Development EMEA, at leading 
local payments infrastructure provider PPRO.

The pandemic accelerated what 
experts expected to take place in 
payments over the next five years,  
to a matter of five months – or even 
five weeks.

Around the world, we’ve witnessed 
dramatic growth in online purchasing 
across categories – and not just in 
grocery essentials, as would have 
been expected given restrictions on 
movement. We studied data from 
PPRO’s own cross-border transaction 
engine during the first six months of 
2020 to understand the top items 
purchased online, and the results are 
quite significant.

Women’s clothing up 311%. Food and 
beverage up 285%. Healthcare and 
cosmetics increasing 160%. Furniture 
and home furnishings registering  
a 143% increase 1.

New merchants have come online. 
New demographics have come online. 
Old purchase behaviour has migrated 
online. And many of these changes  
are set to stay.

As this report is published, we’re 
approaching the spring of 2021 and 
our way of life remains profoundly 
altered. This hasn’t just been a short-
term blip, followed by a bounce-back 
to business (or life) as usual.

What, then, does this mean  
for merchants?
Simply put, customer experience has 
become even more critical in the battle 
for a customer’s attention and their 
wallet. That’s not to say that it lacked 
commercial imperative in 2019, but 
with the events of this last year and the 
flight to online and e-commerce, a far 
greater spotlight now shines on the 
strength (or lack thereof) of your 
experience.

Technology may offer great potential, 
but it will also reveal the cracks in how 
well (or otherwise) we serve our 
customers and consumers. How 
seamless, relevant, trustworthy and 
intentional it feels. How well it ‘just 
works’. What happens when there’s  
a problem or something goes wrong.  
The extent to which an experience is 
oriented around the needs and 
preferences of the customer, versus  
an internal process or policy.

With the even greater pervasiveness 
of technology in our lives – and the 
fabric of society in general – every 
aspect of your experience will be 
compared to all others. Minor glitches, 
frustrations or trade-offs that a 
customer might have overlooked will 
be no longer. What might once have 
been considered a ‘nice to have’ is  
now a ‘must have’.

“  This is especially pronounced for travel merchants. 
Whereas grocery retailing or fast fashion purchases 
might be considered particularly transactional in nature, 
it’s not the case for airlines and OTAs – it’s far more 
experiential. The importance of every aspect of the 
customer journey is acute for travel merchants, whose 
customers might only purchase from them once or twice 
a year. Brand, quality and personalisation have to come 
to life at every opportunity... every moment matters. ” 
M I K E  PA R K I N S O N
Director of Travel, Trustly
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70%
of airline payments leaders say their 
requirements for a payment method 
have changed as a result of COVID-19.

Source: T R U ST LY  T R AV E L  S U R V E Y

And that brings us to payments.
For too long, payments has been 
pigeonholed as a cost line. The final  
step in an otherwise value-creating 
digital experience that’s little more than 
the transaction itself. A necessary 
function of commerce that belongs in 
the back office, and an overhead that 
needs to be kept as tightly controlled  
as possible.

In reality, such a viewpoint not only 
overlooks the crucial role of payments  
in the customer journey – it can place 
revenue at risk and leave a merchant 
failing to win customer choice and 
loyalty. 

Among payments leaders, this 
sentiment has long been understood. 
It’s not our professional community that 
needs convincing, but our colleagues in 
other functions and professional 
disciplines who are perhaps yet to make 
the connection between payments  
strategy and commercial impact.

Well, we’re at a moment both of 
opportunity and necessity. It’s time  
to step up our efforts to educate  
wider decision-making powers in  
the organisation.

Argument one: payments drive 
incremental revenue growth.
Consider the perennial battle to reduce 
cart abandonment and improve 
conversion. Studies by the Baymard 
Institute2 show that abandonment rates 
stand at an average of almost 70% for 
e-commerce companies. Granted, the 
figure is probably much lower for flights 
and hotels than other fleeting or  
low-consideration purchases such  

as clothing or beauty, but it’s still likely 
to be in the double-digits, and therefore 
still of both top- and bottom-line 
significance.

Underlying this abandonment is where 
payments becomes a clear commercial 
lever. Research shows that almost a 
quarter of transactions lost in the final 
stages of the purchase journey are 
either as a result of the shopper not 
trusting the site with their credit card 
information, or a lack of choice in 
payment methods2.

Whether it’s a bank payment such as 
Trustly, an e-wallet such as Apple Pay, 
or deferred short-term credit such as 
Klarna, what’s key is to get both the right 
mix and the right channels. Offering 
local payment methods, especially 
those with mobile-first user experiences 
rather than clunky desktop-legacy ones, 
stands to deliver incremental revenue 
that would otherwise have walked out of 
your digital door.

Argument two: payments reduce 
risk and its associated cost.
Consider chargebacks, reportedly equal 
to 1.6% of a travel merchant's revenue. 
Then consider that the accompanying 
administration and support costs more 
than double this figure3. To the perennial 
frustration of CFOs, understanding the 
true, total cost of doing business can  
be difficult to fully quantify (they’re 
dispersed across multiple lines within 
the business and often opaque); even 
more challenging to forecast (due  
to their unpredictability); and, 
consequently, insufficiently reliable to 
act upon (they’re imprecise at best).

The lost revenue, the drain on 
resources, and the processing costs 
incurred along the way run into the  
tens and hundreds of millions of dollars 
a year – all coming straight off a travel 
merchant’s bottom-line. And in such 
volatile conditions, this is hardly 
something your CFO would consider  
an acceptable loss, an industry norm  
or simply the cost of doing business.
Rethinking the payment mix gives 

merchants a chance to both reduce these 
costs, and to reduce unpredictability, with 
almost immediate impact. Consider that of  
the hundreds of local payment methods in the 
PPRO engine, approximately 60% of them come 
without the risk of chargebacks – something 
which Trustly’s latest research shows has been 
a particular pain point for travel merchants over 
2020, as customers have flocked to charge-
backs in their masses in order to circumvent 
complex or time-consuming vouchering and 
refund policies during the pandemic.

And consider that the growing portfolio of 
payment methods around the world offers  
both the merchant and the consumer greater 
security, greater data protections, and new 
protections from fraud. The use of biometrics, 
for example, has become increasingly familiar 
(and indeed of increasing comfort) to consum-
ers – and it gives both merchants and travellers 
the opportunity to no longer be beholden to  
the card.

Argument three: alternative payments 
can be more cost-efficient.
It’s long been acknowledged that card pro-
cessing fees, settlement times, administration 
charges and penalties are of material financial 
concern to a merchant, directly impacting  
both profitability and cash flow – as the last  
12 months has brought into sharp focus. 

While alternatives to the traditional debit  
or credit card have far more to offer than a  
cost saving alone, in reality they do tend to  
be a cheaper alternative to the legacy card  
networks. For some merchants, a cost saving 
alone isn’t – or shouldn’t be – the sole consid-
eration when developing a payments strategy… 
but it cannot be ignored.

For medium and large-enterprise 
merchants, single-digit percentage point 
improvements in fees or a day’s faster 
settlement time can make a material 
difference to the bottom-line, and to free 
cash flow – especially when scaled across 
hundreds of thousands or millions of 
transactions.

Argument four: bring it back to  
the customer.
Lastly, consider the customer, who too often 
gets overlooked when executives scrutinise 
their payments approach.

How we pay is changing. How we think about 
privacy, personal data, trustworthiness and 
loyalty is changing. And our customer today 
is even more immersed in ever-improving 
digital experiences. Put simply, today’s 
customer knows the art of the possible, and 
if one merchant can’t or won’t offer what 
they want on their terms… they’ll vote with 
their digital feet.

Payments can be value-driving, but also 
value-eroding if not taken seriously. It 
directly influences the bottom-line, not 
merely as a cost, but in its ability to drive 
incremental revenue, offer reduced risk of 
fraud and chargebacks, and build customer 
preference and loyalty.

Given the unprecedented challenges that 
travel merchants have weathered these last 
12 months, these three levers – revenue, risk 
and loyalty – are surely to be pulled. It’s time 
to start taking payments seriously – 
because your competition already is.

“ Seeing payments as a cost 
line can place revenue at 
risk and leave a merchant 
failing to win customer 
choice and loyalty. ”

59%
of airline and travel payments executives 
reported that fraud and chargebacks 
have increased as a result of COVID-19.

Source: T R U ST LY  T R AV E L  S U R V E Y

PAY M E N TS  I N  A  PA N D E M I C  © T R U ST LY  2021 9



The evidence
We take a look at recent research from leading 
payments organisations, which reinforces the  
critical importance of intentional, superior  
customer experience design within the travel  
sector – and payments’ central role within that.

Expectations are rising
The pervasiveness of technology in our lives took on a new pace during 
2020, driving our expectations higher as a consequence. The challenge 
for travel merchants? To ensure that the reality of a traveller experience 
remains in step with these increasing expectations... otherwise the gap 
between the two will become more pronounced, and the merchant 
competitively vulnerable.

2
 
 
 
 
 
 

 

Of European consumers say they 
intend to shop online more than 
they did before the pandemic.

Source: A DY E N

Of consumers say when  
shopping online, ease is  
as important as product.

Source: A DY E N

72 
%

31 
%

Of consumers say their expectations 
have increased as retailers have 
proven they can adapt.

Source: A DY E N

Of travel merchants believe direct-
to-consumer distribution channels 
will become more important as a 
result of COVID-19.

Source: T R U ST LY 

62 
%

75 
%
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Of consumers say that the option to pay 
with non-card methods such as bank 
transfer or digital/mobile wallet, was the 
most important factor when booking a 
service related to travel.

Source: A M A D E U S

Of shoppers would spend more with a 
merchant if they increased the speed 
of refunds.

Source: T R U ST LY

Of travellers consider the payment 
experience to be important to the 
overall travel experience.

Source: A M A D E U S

Of last-minute bookers agree that a good 
payment experience would make them 
select one travel provider over another.

Source: A M A D E U S

Of consumers want more payment 
choices when shopping online.

Source: T R U ST LY

Of travel merchants say it is very 
important that they offer local payment 
methods in their growth markets.

Source: T R U ST LY

How we pay is changing
A number of factors are shaping how we, as consumers, choose to pay.  
First, we’re being given more choices at the checkout, many of which 
leverage technology and/or our devices to make the payments process 
smarter, more intuitive and friction-free (and we like this). Second, 
attitudes towards the use of credit are continuing to evolve, and not just 
along generational lines. Third, our sensitivity to privacy and data security 
continues to be a present factor in the information we’re prepared to 
share with, or have held by, a merchant.

Consumers are no longer limited to the traditional 16-digit physical card in  
the back of their wallets or purses – and this is no longer a fringe or niche 
consumer behaviour. It’s become mainstream.

Payments shape traveller choice
Payments aren’t just the last step  
in a transaction – they’re increasingly  
a deciding factor in whether a consumer 
will shop with you at all. And this forms a 
credible link between the customer 
proposition, a merchant’s payments mix, 
and revenue.

Of all Europeans are predicted to 
prefer online bank transfers by 2027.

Source: O M D I A  ( F O R M E R LY  OV U M )29 
%

Source: W O R L D PAY  F R O M  F I S

Forecast changes in e-commerce payment methods in EMEA

 Traditional payment methods 2019 2023 

 Credit cards  19.7% 14.9%

 Debit cards 18.2%  16.1%

 New payment methods   

 Digital/mobile wallet 24.6% 29.0%

 Bank transfer 16.3% 20.4%

 Buy now, Pay later 5.8% 8.9%

37 
%

58 
%

90 
%

70 
%

61 
%

87 
%

“  The power of expectations is inescapable. 
With every best, better, distinctive or more 
personalised experience a consumer has 
– in whatever category and moment in 
their lives – their expectation increases. ” 
P E T E  W I C K E S
General Manager, Enterprise EMEA, Worldpay from FIS
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Pandemic priorities:  
An insider’s account
Bernd Argesheimer, Head of Payments at online travel 
agency Travix International, reflects on the formative 
weeks and months of the pandemic from the perspective 
of a payments leader.

If I reflect back on the events of last 
year, it strikes me that COVID-19 was  
a macro-event of two very different 
speeds.

In the early weeks of 2020, it felt as 
though the pandemic was moving at  
a very slow rate. Even though concerns 
were being raised in late January, it  
felt like the initial impact was more of  
a trickle than a steady stream. News 
reporting was highly varied. Reliable 
facts and data were scarce. And 
government narratives about the  
potential of a global health emergency 
were in many cases downplayed for 
fear of stoking panic.

For a travel agency such as ours,  
we got off to a great start. We were 
really pleased with Q1, with business 
performance surpassing our expecta-
tions and our teams focussed on 
common plans and priorities. Then,  
a different speed emerged, and I’m  
not referring to infection or transmis-
sion rates. Seemingly overnight, things 
took on an almost breath-taking pace.

Travel’s Lehman moment
It felt similar to the financial crisis of 
2008-09, where global markets experi-
enced a slow build-up of warning signs 
and cracks emerging – until 15 Septem-
ber 2008 hit. Lehman Brothers filed for 
bankruptcy and, almost overnight, the 
world changed.

For our sector, 11 March 2020 was our 
Lehman moment. The day that the 
World Health Organization (WHO) first 
publicly characterised the developing 
health crisis as a global pandemic, 
criticising “alarming levels of inaction” 
and calling even more stridently for 
“urgent and aggressive action” 1.

Within days, restrictions on travel and 
movement began to come into force 
around the world. Within weeks, we 
would be looking at nationwide lock-
downs.

For us, as for undoubtedly every other 
merchant in the travel sector, we had to 
shift to a form of crisis mode and 
determine how to respond to a scenario 
few (if any) had truly planned for. One 
which was riddled with unpredictability 
and unknowns.

Cost realities
As the potential commercial impact of 
the pandemic started to come into 
focus, leaders and managers in every 
department were immediately charged 
with rapidly assessing five areas: 
workforce, projects, plans, priorities 
and costs.

What is the impact of travel restrictions 
on our operations and our employees? 
What furlough or redeployment 
schemes can be considered to protect 
our workforce while addressing our 
overheads? What are teams working 
on, and are these projects still rele-
vant, business critical or even possi-
ble? What investments or programs are 
on our departmental plans for the year 
– and of these which need mothballing, 
which need postponing, which should 
be protected, and which should be 
accelerated?

What currently receives the most 
people and financial resource,  
management attention and leadership 
airtime – and does this need to change 
in light of new business pressures?  
Do we have any ‘low-hanging fruit’  
– areas of flexible or discretionary 
costs or overheads – which we can 
quickly remove or delay to conserve 
cash flow?

3
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shock. Inefficiencies in manual 
processing and human contact. 
Conflicting or opaque policies not 
designed with this worst-case scenario 
in mind.

Some of these we stumbled across for 
the first time. But some of them were 
known weaknesses, and development 
projects were in the pipeline to address 
them – self-service functionality and 
customer service automation, for 
example. It’s just that the pipeline of 
planned development projects was 
rather full and, as is often the case, 
competition for time as well as budget 
is intense.

However, rather than kick these into the 
long grass in order to save costs in the 
here-and-now, we reprioritised them. 
Brought them forward in recognition of 
the immediate positive effect they 
could have both on the customer 
experience and on our constrained 
internal resources. This has taken 
development resource away from other 
areas, but it’s been a collective 
decision for the collective good.

Looking ahead
The challenge for 2021 and beyond, as 
we focus more on growth than survival, 
are three-fold.

First, to carry forward some of the 
lessons learned during 2020, especially 
around risk assessment and our choice 
of payment platforms and partners. 
Second, to maintain the focus, agility 
and optimisation of process that has 
defined the last year. Third and lastly, to 
ensure we bring back an external and 
customer mindset, given for the majority 
of the sector, an internal focus has  
dominated.

Some of our initial steps taken were 
inevitable, and most likely common 
across the sector. In almost every 
department, contractors and 
consultants were released. All cash-  
or resource-intensive projects were 
quickly and ruthlessly re-evaluated. 
Long-planned (and important) 
initiatives with well-fought investment 
cases were put on hold, irrespective  
of the power or influence of the 
stakeholder or sponsoring executive.

This was, quite simply, a matter of 
survival. At the time, we weren’t trying 
to predict the scale or prolonged 
nature of the pandemic (as has 
subsequently unfolded). Rather, we 
predicted the scale and prolonged 
nature of uncertainty and volatility it 
would cause. Our leaders knew that 
decisive action had to be taken 
straight away – there’d be no second 
chance further down the line if we  
were proven overly optimistic or even 
cavalier with our predictions.

Silver linings
Our focus on cost reduction was,  
I’m certain, universal across the travel 
sector. Perhaps less widespread, 
however, was our concurrent focus  
on investment.

Continuing the banking crisis 
comparison, the shock to the travel 
sector of the COVID-19 pandemic is 
akin to the stress tests which central 
banks perform on their domestic-
licensed banks… albeit in a real setting 
for airlines and OTAs.

And this stress test revealed some 
cracks in the system. Processes which 
weren’t fit for purpose or able to cope 
with the load brought on by a systemic 
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Rethinking risk
Card payments have always involved risk and liabilities, 
but COVID-19 is forcing a reappraisal of just how much 
exposure travel payments present – and the true cost. 
Jonas Palmquist, Trustly’s EMEA Chief Financial Officer, 

The timing was terrible
The complexities and costs involved  
in trade between the UK and EU 
post-Brexit were becoming painfully 
evident. A near year-long global  
pandemic had shuttered businesses, 
stifled commerce, and forced a flight  
to e-commerce for those wanting to 
survive. Simply, the cost of doing 
business was increasing.
 
And then came the announcement  
from Mastercard – an increase in 
scheme fees across 40 European 
markets, effective 01 January 2021, 
estimated to cost European merchants 
up to €100 million annually 1. And one 
which, as a percentage fee, will hit 
those with higher average transaction 
values hardest – such as airlines,  
hotels and online travel agents.
 
This is just one (particularly widely- 
covered) example of the power wielded 
by card schemes, which ultimately is 
what drives the behaviour, policies  
and actions of acquirers.
 
Looking ahead, merchants’ next chal-
lenge lies in risk. Card schemes such as 
Visa and Mastercard place the liability 
for transactions on the acquirer, and 
how they manage this risk is changing.

A unique proposition
Travel has always presented a some-
what unique risk proposition for acquir-
ers, given the often extensive time lag 
between purchase and fulfilment. Much 
can go wrong in the weeks and months 
between a traveller booking a flight or 
hotel, and actually stepping onto a 
plane or into a lobby. Economic crises, 
geopolitical tensions, terrorism, natural 
disasters, and… pandemics.
 
During 2020, risk became reality. 
Widespread cancellations, unfulfilled 
schedules, government-mandated 
travel bans, declining consumer  
travel appetite.
 
Acquirers – many of whom viewed 
travel as a higher-risk proposition 
before the pandemic – found 
themselves exposed to an 
economically-weakened sector  
facing an existential challenge.  
And, understandably, this experience 
will cast a shadow into the recovery.
 
Acquirers will be asking some searching 
questions – or most likely already are. 
What sort of risk weighting should we be 
allocating to travel businesses? What 
does that mean for key business metrics 
such as risk-adjusted return on equity? 

4
 
 
 
 
 
 

 

How, with this new weighting, does travel 
compare to more stable/lower risk/more 
lucrative sectors in our portfolio? Do we 
want this sort of risk on our books at all? Do 
we want to reduce our exposure, or get out 
altogether? Will extending settlement times 
help mitigate risk – if so, on what basis? 
What level of holdbacks should we demand 
to give us greater reassurance?
 
The outcome of this re-evaluation is already 
becoming clear. Additional risk has forced 
some acquirers to delay settlement until 
travel has taken place (consider the implica-
tions for an airline that relies on today’s 
bookings to provide working capital). Some 
are upping reserve requirements with 
double-digit increases. Some are looking 
beyond the most usual focal point (airlines) 
to other parts of the travel ecosystem, 
notably hotels and car hire firms, historically 
considered lower risk in contrast.

All roads lead back to the merchant
Ultimately, risk isn’t a static concept. 
Neither, therefore, is an acquirer’s position 
regarding settlement and holdbacks. This 
creates significant uncertainty for travel 
merchants – and uncertainty, in the world of 
planes and hotels, is a problem.
 
It’s one of the reasons Trustly was con-
ceived in the first place. Unlike card 
schemes, bank-to-bank payments create no 
liability for acquirers… therefore no need for 
holdbacks or delayed settlement for mer-
chants. They give merchants more control 
over their fund flows, offering greater stabili-
ty and predictability. And they help payment 
service providers to reduce risk and keep 
travel businesses on their books… by driving 
traffic to new payment methods.
 
Card schemes are rethinking revenues, 
having already introduced 11 cost increases 
since 2017 alone – more are sure to follow 2. 
Acquirers are, understandably, rethinking 
risk. Travel merchants, on the receiving end 
of all this, need to be rethinking payments.
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In numbers
At the height of the pandemic, our research among 450 
travel payments leaders became a finger on the pulse of 
the community – not just in the immediacy of the crisis, 
but looking ahead to 2021 and hopes for a recovery. 
Here’s some of what we learned.
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Cost and cash flow the dominant issues
When we quizzed merchants on the biggest issues with their payments mix in  
2020, the top of the chart was dominated by cash settlement speed; handling 
chargebacks; and understanding the true, total cost of payment solutions – with 
some notable variations between low-cost carriers (LCCs), full-service carriers 
(FSCs), and online travel agents (OTAs).

What are your biggest issues with your current payment mix? 
Please select your top three options.

Merchants’ payment needs have  
changed for the long-term
The ripple effects of the pandemic are evident 
throughout the payments ecosystem, with 
merchants, acquirers, PSPs and banks all having felt 
a risk and economic squeeze. And these effects are 
expected to be long-lasting, if not permanent. Card 
payments in particular have long been a bugbear for 
CFOs, with the uncertainty of settlement speed and 
reserve requirements putting constraints on cash 
flow and working capital. Now, as acquirers extend 
settlement times and demand greater reserves are 
held, this uncertainty is building, leading travel 
merchants to look to new payment methods for the 
control and certainty they lack with traditional cards.

  69% 

  65% 

  45% 

LCC:s

Cash settlement speed 

Handling chargebacks 

Understanding total cost of a payment method (including associated support and admin costs)

73% LCC:s

 67% FSC:s

 60% OTA:s

Would you agree that your requirements for 
a payment method have changed as a result 
of COVID-19?

83% Airlines

 67% OTA:s

Would you agree that cash settlement  
speed and rolling reserve requirements from 
acquirers is one of the biggest payments’ 
challenges you face today?  70% 

  53% 

  50% 

FSC:s

Cash settlement speed 

Handling chargebacks  

Handling fraud 

Source: T R U ST LY  T R AV E L  S U RV E Y

Handling chargebacks 

  55% 

  53% 

  50% 

OTA:s

Cash settlement speed 

Understanding total cost of a payment method (including associated support and admin costs)  

 73% LCC:s

 53% FSC:s

 68% OTA:s

Would you agree that post-COVID-19, it’s 
important that a payment method gives 
merchants more control of their fund flow?

Source: T R U ST LY  T R AV E L  S U RV E Y

Digging a little deeper, we looked for  
differences between the two surveys we 
conducted during 2020 – the first prior to 
COVID-19 being declared a Public Health 
Emergency of International Concern, and the 
second at the height of the pandemic. For 
airlines (LCCs and FSCs combined), the results 
are illustrative of the strain put on carriers.

Source: T R U ST LY  T R AV E L  S U R V E Y

Source: T R U ST LY  T R AV E L  S U R V E Y

58%

65%

44%

27%

69%

45%

59%

39%

Post-COVID

Post-COVID

Pre-COVID

Pre-COVID

Cash settlement speed

Handling fraud

Handling chargebacks

Handling AML and  
CFT obligations

Likewise among OTAs, the prioritisation of 
issues pre- and mid-pandemic show some 
marked change in priority, with a particularly 
sharp drop in attention towards providing 
local payment methods.

37%

40%

43%

27%

53%

18%

50%

49%

Understanding total cost  
of a payment method 
(including associated 
support and admin costs)

Lack of localisation

Handling chargebacks

Handling fraud
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Cost-focused  
– but at what cost?

Throughout both the first, and this second, chapter of the  
#trustlytravelinsights series, we’ve seen cost reduction and  
cost management dominate executives’ attention.

It’s of little surprise, given the economic shock suffered by  
merchants in the spring of 2020, and the very real threat to  
many entities’ status as a going concern. And to be clear,  
we’ve no desire to stigmatise the prevalence of a cost-mentality…  
we recognise its necessity.

Our aim is not to critique the necessary steps taken in the face of  
an unprecedented global crisis… more to ask, what happens next? 
How will the cost-reduction and cost-management mindset of  
2020 need to adapt as merchants prepare to win the attention  
and preference of travellers, once restrictions are loosened and 
demand begins to climb back?

Will merchants emerge leaner and better prepared for the road  
to recovery ahead, or will cost-focus risk starving the merchant  
of the necessary investment to undertake a turnaround?

Inevitably, this issue is both too complex and nuanced for a  
one-or-the-other answer. Rather, as with many things in life,  
the answer should be one of balance.

“  In our reflection and analysis we 
must remember that for many 
merchants, cost-cutting and the 
adoption of a survival mentality 
wasn’t a choice or a whim – it was 
simply reality. ” 

6
 
 
 
 
 
 

 

Payments leaders must put customer experience 
on an equal footing with cost, or risk making the 
wrong decisions for the wrong reasons, argues 
Mike Parkinson, Trustly’s Director of Travel.
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Our research findings, however, 
do raise one cause for concern.
The data paints a relatively straight- 
forward picture, to a point. Travel 
merchants recognise the need to offer  
a portfolio of local and new payment 
methods that meet customers’ evolving 
expectations. Concurrently, the mer-
chants themselves are looking to evolve 
their payments mix to reduce costs, 
manage risk and exposure, and gain 
greater control over their fund flows.

Merchants recognise that COVID-19 
brought some of these pressures into 
sharp focus, and accelerated what 
might have taken years to come about 
into a matter of months. They acknowl-
edge that their requirements from 
payment methods have changed  
– and our findings provide an insight 
into their new priorities.

As the above chart shows, the top three 
priorities for new payment methods for  
both airlines and OTAs are focused on 
cost and cash flow. In isolation, and 
given the events of 2020, this may not 
be of concern. 

But what does raise the red flag for us, 
is the diminished importance placed 
upon optimising customer experience 
– especially by airlines. Indeed, when we 
contrast our pre-COVID and post-COVID 
survey responses, we can see the 
drastic rate of this change in 
importance.

 
We hope that, with the support of both 
proprietary and third-party research 
data and perspectives from our 
contributors, this report has illustrated 
the potential risk of deprioritising the 
customer experience implications of 
payment strategies and payment 
method mixes.

If nothing else, the message that this 
sends to other executives within 
merchant organisation is short-sighted. 
The message that above all else, the 
cheaper/cheapest solutions will prove 
the best choice, regardless of their 
ability to support a distinctive, superior 
and intuitive customer experience.

This is especially concerning as the true 
costs of payments can often be opaque 
or misleading. Transaction cost, where 
many payments providers will focus 

their pitch, is only a part of the picture; 
operational costs (such as integration, 
processing, reporting, reconciliation and 
refunding), servicing costs (such as call 
centre staffing) and conversion costs 
(such as lost sales and eroded customer 
loyalty/customer churn) must also be 
taken into account. And while these are 
often difficult to calculate, they are 
crucial for calculating the true cost – 
and therefore value – of different 
payment methods.

We’re not arguing for travel merchants to 
pursue world-class payment solutions 
regardless of their cost of operation, 
processing or servicing. We’ve lived these 
last 12 difficult months alongside you, and 
feel your pressures.

We’re merely arguing for parity. The cheaper/
cheapest solutions must not be right if they 
don’t deliver an optimised customer 
experience without compromise. And the 
best payments experience in the world must 
not be selected if it doesn’t yield compelling 
commercial improvements to the cost, cash 
flow, transparency and de-risking that the 
merchant needs for a sustainable future.

Put simply, we believe that the two aren’t 
mutually exclusive. We’re just advocating 
that be the starting point, and any tensions 
or trade-offs further down the line be 
mitigated.

Comparing data from airline 
respondents (LCCs and FSCs 
combined) pre- and post-COVID.

37%

45%

58%

17%

Direct cost of payment method i.e. fee 
charged by the payment provider

Optimising customer experience

Direct cost of payment method i.e. fee charged by the payment provider 

Speed of settlement to your corporate bank account 

Indirect cost of payment method e.g. reduced support costs, reconciliation, etc

Optimising customer experience 

Improving conversion 

Which of the following requirements are the most important when developing  
a business case for a new payment method? Please select up to two options.

 Airlines OTAs

 58% 51% 

 52% 51% 

 40% 38% 

 17% 33%

 32% 27%

Source: T R U ST LY  T R AV E L  S U RV E Y

Source: T R U ST LY  T R AV E L  S U R V E Y

Post-COVIDPre-COVID
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Methodology 
To help inform the #trustlytravelinsights series, Trustly commissioned iResearch, an independent market  
research firm, to conduct primary quantitative research on its behalf among payments leaders in travel  
merchants across six European markets. 

Fieldwork involved two online surveys; the first was conducted from 24 March - 21 April 2020 with a total of  
300 respondents, and the second conducted from 09 - 23 October 2020 with a total of 150 respondents.  
Our total 450 respondents were distributed across Denmark (15%), Germany (18%), the Netherlands (16%),  
Norway (15%), Sweden (16%) and the UK (20%), and split 38% airlines to 62% online travel agencies.
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1 PPRO, Report, ‘Payments in a Time of Social Distancing’, 29 July 2020 
https://www.ppro.com/e-book/payments-in-a-time-of-social-distancing/ 
ACCESSED 18 JANUARY 2021

2 Baymard Institute, Article, ‘44 Cart Abandonment Rate Statistics’, 10 September 2019 
https://baymard.com/lists/cart-abandonment-rate 
ACCESSED 18 JANUARY 2021

3 LexisNexis, Report, ‘2019 True Cost of FraudSM Study: E-commerce/Retail Edition’, 2019 
https://risk.lexisnexis.com/insights-resources/research/2019-true-cost-of-fraud-study-e-commerce-retail-edition 
ACCESSED 18 JANUARY 2021
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4 Trustly Travel Survey, 2020

5 Omdia (formerly Ovum), Report, ‘Instant Payments and the Post PSD2 Landscape’, 14 June 2017 
https://iconsolutions.com/wp-content/uploads/2017/05/Instant-Payments-and-the-post-PSD2-landscape-Final-1406-1.pdf 
ACCESSED 25 JANUARY 2021

6 Worldpay from FIS, Report, ‘Global Payments Report 2020’, January 2020 
https://worldpay.globalpaymentsreport.com/ 
ACCESSED 25 JANUARY 2021

7 Amadeus, Report, ‘Travel Payments Guide 2020’, 18 December 2020 
https://amadeus.com/en/insights/research-report/travel-payments-guide-2020 
ACCESSED 25 JANUARY 2021

8 Trustly, Blog, ‘Rethink Your Refunds’, April 2020 
https://www.trustly.net/blog/2020/04/rethink-your-refunds-perfect-your-payments 
ACCESSED 25 JANUARY 2021

9 Amadeus, Report, ‘Frictionless Travel Payments’, 22 January 2021 
https://amadeus.com/en/insights/research-report/frictionless-travel-payments#modal1470265707 
ACCESSED 25 JANUARY 2021

10 Amadeus, Report, ‘Frictionless Travel Payments’, 22 January 2021 
https://amadeus.com/en/insights/research-report/frictionless-travel-payments#modal1470265707 
ACCESSED 25 JANUARY 2021

11 Trustly, Blog, ‘Rethink Your Refunds’, April 2020 
https://www.trustly.net/blog/2020/04/rethink-your-refunds-perfect-your-payments 
ACCESSED 25 JANUARY 2021

12 Trustly Travel Survey, 2020

Article 3

1 World Health Organization, Speech, ‘WHO Director-General's opening remarks at the media briefing on COVID-19’, 11 March 2019 
https://www.who.int/director-general/speeches/detail/who-director-general-s-opening-remarks-at-the-media-briefing-on-covid-19---11-march-2020 
ACCESSED 25 JANUARY 2021

Article 4

1 CMSPI, Blog, ‘New Year, New Fees: What Mastercard’s January 2021 Fee Increases Mean for Merchants’, 18 December 2020 
https://cmspi.com/eur/blogs/jan2021-fee-increases/ 
ACCESSED 16 FEBRUARY 2021

2 CMSPI, Blog, ‘New Year, New Fees: What Mastercard’s January 2021 Fee Increases Mean for Merchants’, 18 December 2020 
https://cmspi.com/eur/blogs/jan2021-fee-increases/ 
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Article 5

All datapoints are from the Trustly travel survey and so attributed.

Article 6

All datapoints are from the Trustly travel survey and so attributed.
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Contact us today
To hear more about how Trustly can help your business.

Get in touch

Rådmansgatan 40   113 57 Stockholm   Sweden   +46 8 39 17 75   trustly.com

About Trustly
Founded in 2008, Trustly is the global leader in Online Banking Payments. Our  
account-to-account network bypasses the card networks, letting consumers make  
fast, simple and secure payments to merchants directly from their online banking  
accounts. With support for more than 6,000 banks, roughly 600 million consumers  
across Europe and North America can pay with Trustly. We serve many of the  
world’s most prominent merchants within e-commerce, financial services, gaming,  
media, telecom and travel, which all benefit from increased consumer conversion  
and reduced operations, fraud and chargeback costs.

Trustly has 400 employees across Europe, the US and Latin America. We are a  
licensed Payment Institution under the second payment services directive (PSD2)  
and operate under the supervision of the Swedish Financial Supervisory Authority  
in Europe. In the US, we are state regulated as required to serve our target markets. 
Read more at trustly.com 


