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You may have already heard this notion before: a better 
customer experience (CX) creates more potential for 
spending. In fact, research shows that 83% of travel and 
hospitality consumers in the UK and US identify CX as 
one of their top three most important factors influencing 
their decision-making process.1

CX encompasses every touchpoint your customers have with your 
brand – every second spent by the customer online, in-store, or on 
the phone counts. Naturally, this includes the payment experience; 
as the world continues to transition towards digital, payments are 
becoming more integrated (and integral) with online user journeys. 
This may seem like common sense, but businesses could risk 
overlooking their payment strategy and, as a result, potentially miss 
out on converting significant amounts of revenue. 

Intermediaries, such as booking platforms and online travel 
agencies, have already identified payments as a key opportunity for 
differentiation and are investing heavily in solutions to enhance the 
customer experience and build loyalty. Airlines, too, should focus on 
creating a seamless payment experience across the booking journey 
to maintain and grow their direct distribution share. 
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Payments 2025 highlights the key trends shaping the 
future of payments across key industries. Using our 
years of experience and leveraging our vast network 
of specialists from across the industry and beyond, 
we share expert opinions and recommendations. 
We explore the social, economic, technological and 
environmental factors that will shape the next few 
years, so we can help you prepare for tomorrow.

Click to watch 

We invited a group of leaders  across airline and travel 
payments to discuss key trends and opportunities 
shaping the industry.

Here’s what some of them had to say about the future of 
Customer Experience: 

Key Takeaways
In the airline industry, the customer experience is what sparks  
long-term, and in some cases lifetime, brand loyalty. Airlines often  
view payments separately from this experience; however, it is a 
critical link between them and their customers. From booking to the 
airport, in-flight, and everything in between, payment is involved 
across several touchpoints of the customer journey and therefore 
forms an integral part of the puzzle. The more seamless the payment 
experience, the lower the drop-out rate and the more chance of 
increasing sales.

Ever-evolving customer expectations and innovations in payment 
technology are key considerations, and travel businesses need to 
keep their finger on the pulse if they want to make the most of the 
opportunities available to them. The increasing adoption of digital, 
more convenient payment solutions has not only created the need 
for speed and convenience but an expectation from the customer to 
be able to apply this across multiple areas of their daily lives. Airlines 
need to keep up with other industries that are leading the charge. 

In order to transform a good payment experience into a great one,  
it is fundamental for businesses to put themselves in the shoes of  
their customers. Facilitating their payment preferences, ensuring 
payments are frictionless, and providing greater personalization are  
all opportunities for more businesses. At every step, whether online, 
at the airport or onboard, Worldpay offers payment solutions that 
help merchants provide millions of travel experiences to their 
customers. From providing the ability to pay in their preferred 
currency to enabling biometric payment capabilities, we are on  
hand to help travel providers transform their payment goals.

Co-authored by Sam Lindfield,  Senior Strategy Manager & 
Tiffany Hecker, Senior GTM Manager

“ To improve the customers’ payment experience, 
it’s best to start with what you don’t want. You 
don’t want to go to the checkout and be faced 
with a million different options from lots of 
different companies all jumping in to offer their 
services. More businesses need to focus on the 
user experience. It would be very easy to create a 
system that acts as a one-stop-shop – you go to 
the checkout and can just tick the boxes to include 
all of these value-add services. Companies need 
to look at their positioning: are they a part of an 
ecosystem that is going to feed into somebody 
else’s payments platform, or are they going for  
the big prize?”

Chris Gledhill, Independent Fintech Advisor & Consultant

Creating a future-proofed 
payment experience in  
3 steps
Optimizing the payment experience should not be limited to just  
the payment page of a flight booking. There are many touchpoints 
along the customer journey where payments are involved, such  
as pre-trip engagement, adding ancillaries at the airport, and 
purchasing in-flight meals and entertainment. It has been found  
that 10% of those that abandon a travel purchase refer to payment 
issues as the cause2. The easier airlines make the payment process  
at these touchpoints, the lower the drop-out rate and the more likely 
to increase revenue. 

Worldpay has over three decades of experience in the travel industry, 
helping airlines, travel agents and travel service providers optimize 
their CX through payments. Using our industry knowledge, we have 
identified that customer-centricity can be achieved by considering a 
three-pronged approach:

1. Ensure customers
can pay their way
We have all felt the frustration of trying to finalize a purchase only  
to discover that our preferred payment method isn’t available.  
As a travel provider, the challenge of supporting preferred payment 
methods is amplified by a global audience; the way your customers 
in one country prefer to pay could differ considerably from the way 
your customers in other countries want to pay. 

To further complicate matters, payment preferences are fluid, led 
by digital trends and emerging technology. For example, the way 
people pay in Asia-Pacific is diverging at pace from the rest of the 
world. Driven by the relentless growth of WeChat Pay and Alipay, 
Worldpay forecasts that by 2025, eCommerce transactions made on 
digital wallets will make up over 72% of all transactions. In Europe, 
Worldpay forecasts digital wallet usage to grow much slower (yet still 
significantly) from 8% in 2021 to an estimated 15% of eCommerce 
transactions by 20253. If travel brands are not responsive to trends  
like the rise of digital wallets, they risk losing revenue to companies 
that prioritize improving payment method diversification.   

Payment experience spans much further than delivering a customer’s 
preferred payment method. Another key factor that airlines and travel 

agents must contend with is currency. Dynamic currency conversion 
(DCC) and multi-currency pricing (MCP) can enhance the customer’s
payment experience by showcasing the final price in the travelers’
preferred currencies – in real-time. DCC and MCP offer customers
the comfort of paying in a familiar currency, therefore lessening
the risks relating to the cost of additional charges and adverse rates
of foreign exchange, normally owned by the bank, and charged
post-transaction.

We are also seeing a rise of digital currency payments in the airline 
and travel space. Approximately 300 million consumers globally are 
now crypto-currency users4 and Worldpay’s 2022 Global Payments 
Report highlights that the number one pick for crypto expenditure 
is travel. In September 2021, the global payment network, UATP, 
partnered with Bitpay to offer more than 300 airline members and 
travel merchants the ability to accept payments in ten popular 
cryptocurrencies for travel5. Giving customers the option to pay using 
these digital currencies or CBDCs not only provides the flexibility of 
choice but can also open the door to a potential new customer base. 

2. Make it seamless & smooth
The rise of the digitally-savvy traveler means high expectations for 
a truly connected and seamless travel experience. Particularly post-
pandemic, travelers want a unified digital experience that keeps 
them informed and reassured from booking to boarding, with the 
flexibility to make changes to their plans along the way. And, of 
course, with this comes the need for speed to keep up with their 
digital expectations. In a recent survey, when asked how airlines 
could improve the travel experience with digital technology, many 
respondents simply put “to have an Amazon-style digital experience”.6 

Amazon pioneered one-click ordering, which some might argue is 
one of the greatest innovations in the history of eCommerce. It is 
among the most seamless payment experiences for online customers 
and highlights one of the many things the travel industry can learn 
from other businesses to provide a more customer-friendly payment 
experience. Any additional steps or delays in the payment process 
reduce the shopping power of impulse decisions and may ultimately 
result in checkout abandonment.

One-click ordering might be considered by some as difficult to 
implement in travel because of the greater number of details required 
to make a booking. However, holding passenger information on 
file for future use can help provide a more frictionless ordering 
and payment experience. Using card-on-file functionality to store 

customer payment details in frequent flyer profiles not only 
speeds up transactions online but could also alleviate wait  
times at the airport.  

Combining stored passenger payment information with biometrics 
could also significantly improve passenger flows and in turn, create 
a smoother customer experience. Consider how face recognition 
technology could not only identify the passenger for immigration 
purposes, but also tie in with their payment details to enable the 
seamless purchase of excess baggage, lounge access, and other 
ancillaries. The less time passengers spend in queues, the more they 
can enjoy the airport experience and spend more money in doing 
so. And why stop there? Biometric payments could be applied within 
the journey to the airport, in-flight, and upon arrival too, creating 
a seamless end-to-end experience for the customer without ever 
requiring them to show a physical document, ID or form of payment. 
Tokenization, a process of replacing sensitive data with non-sensitive 
data, is a cornerstone of the Worldpay product portfolio for travel and 
can make this type of payment experience possible.

“ There’s a phenomenon called choice overload. 
When you give people ten choices versus three, 
they’re less satisfied. The reason is it’s just 
too confusing and too difficult. There is more 
opportunity for regret, and there is more mental 
energy required to decide.”

Dr. David Lewis, President, BEworks Research Institute 

“ Things like machine learning and artificial 
intelligence are coming much more into play 
in terms of rapid development. We’re in a 
world where more of our behavioral data can 
be leveraged in targeting different services. 
Companies can look in a lot of different directions 
now to get a better holistic understanding of who 
the consumer is. Whether that’s looking at simple 
biometric data, to location and movement, being 
able to correlate that to where people are and who 
they’ve been with, what their social network or 
social graphs look like - lots of different means of 
collecting information that can build a rich model 
of an individual.”

Scott Smith, Managing Director at Changeist 
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3. Make it personal
It is likely that at some point, you have received offers, incentives, 
and advertisements for destinations and experiences that aren’t 
relevant to your budget or preferences. The idea of a perfect holiday 
is subjective, and today’s travelers want experiences that reflect 
their individual needs. As travel becomes more commoditized, 
personalization is a useful way to differentiate between airlines, 
whether that be with meal options, extra legroom, or lounge access  
to start a journey off in style. It has been found that brands that excel 
at personalization can generate 40% more revenue than businesses 
that don’t.7 

Again, travel businesses can look outside the industry for inspiration. 
Netflix has become a leader in personalization by continually 
optimizing the way they measure and use their user data to inform 
every decision. Not only can they accurately recommend what their 
individual viewers will want to watch next, but also use this data 
to inform their own content creation (with a success rate of 93%)8. 
Customers have come to expect this level of personalization in their 
daily lives, and by tapping into their wealth of historic customer 
and payment data, airlines can intelligently pre-empt what their 
customers will want, as well as create offers that are of value to 
the individual. Machine learning and artificial intelligence can be 
leveraged to predict at which point the customer will value specific 
add-ons, and only offer suggestions that are relevant, for example, 
lounge access on business travel routes based on previous interest  
or transactions. 

It is important, however, to note that a balance must be stuck; 
travel brands should be careful to ensure that customers are not 
overwhelmed with additional options, and customers should be 
empowered to customize their experience throughout their booking 
journey. Payment should not divert from this journey and instead be 
integrated harmoniously, enabling the customer to easily purchase 
additional services all the way up to the final click. 

Looking slightly further ahead into the future, mood-detection  
software could also be the key to not only improving personalization 
but also emotional engagement with customers. TUI’s Destination U 
prototype measures a person’s unconscious reactions to images of 
travel destinations and experiences to curate the perfect holiday for 
the individual, with the option to purchase on the spot9. By applying 
this technology and ensuring the payment experience is quick and 
seamless for the customer, businesses can make the most of impulse 
decisions and drive more revenue.
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