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Travel Like a Tourist. Pay Like You’re Home.
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Let’s say a family of five visits
Disneyland. They’ve traveled
thousands of miles from
Mumbai to southern California
to play with Mickey, Goofy,
and Elsa. Tomorrow, it’ll be
Hollywood, a Lakers game,
and—if they get lucky—a
selfie with a star. But today,
it’s Main Street USA, sunshine,
and plenty of thrill rides.
There’s just one problem.
Before they left home, they
forgot to add one more day—
today—to their Disney Pass.
Only a couple of years ago, that
problem would have been costly. Back then, making changes
to reservations meant getting
out of line, going to guest relations, comparing emails and
itineraries, and then trying to
contact a Mumbai travel agent
(whose office could already
be closed.) And, if the family
had no access to Mastercard
or Visa, they were out of luck.
Most of their vacation day
would be wasted before they
had the chance to enjoy it.
But this family wants to see
Tomorrowland today. As they
walk toward the entrance, the
mother pulls up her Disney app,
taps the existing reservation,
adds five passes, and pays with
her preferred method, RuPay,
all before reaching the gate.
The process is familiar and safe,
like any of the hundreds of
other transactions she’d make
back home. And it’s exactly the
type of transaction consumers
today demand—the ability to
“take your country with you.”



Brad Rhoads



This is made possible by First
Data’s partnerships with millions of vendors, all connected
through their latest acquisition, Debit Solutions, which
enables payment types like
AliPay, RuPay, and China Union
Pay, and through First Data’s
Local Payments solution, which
will soon provide online clients
access to 195 different payment options.
In countries like Brazil, India, and
China, hundreds of millions of
people have joined the middle
class, and they are seeking the
same rewarding experiences as
consumers in more developed
nations, including travel, a rise
in personal status, and access
to brand name goods. As a
country’s population moves into
greater affluence, it triggers an
adjustment in Maslow’s classic
hierarchy of needs, where esteem and the ability to showcase that new wealth become
paramount concerns.

IN countries like
Brazil, India, and
China, hundreds of
millions of people
have joined the
middle class.
In Brazil, the 100 million members of the middle class make
up over half the population. 1
China’s middle class will soon
reach half a billion people, with
consumption rising at 9% per
ye a r. 2 An d I n dia ’s popu la tion will surpass China’s in the
next five years, creating the
world’s largest middle class,
currently at more than 600 million people. 3 They’ll want to
see the world, take cruises,
visit theme parks, and dine at
fancy restaurants. And importantly, they’ll want to make
transactions like they do in their
home countries, using the same
pay m e n t m e th ods a n d th e
same currency.

First Data already has a wide
footprint among those global entertainment and travel
providers, and the company is
working on ways to integrate
the “take your country with
you” concept into even more
companies’ websites and apps.
The goal is to ensure that the
profile of an international consumer booking travel on cruise
or hotel websites won’t change
as the traveler crosses borders.
In the Age of the Consumer, it
is the traveler who chooses all
the options and pays however
he or she wants.
The process also works in the
other direction—for the vendor. “The way an AliPay wallet
is transacted is materially different from how a China Union
Pay credit card is authenticated,” says Ashish Bahl, Executive Vice President and Head
of Debit Solutions at First Data.
“But for the merchant, all those
differences are hidden, and
what shows up is one standard transaction, which comes
through First Data. Down the
road, businesses can add 10 or
20 new payment type options
with no hassle.”

They'll want to
be able to make
transactions like
they do in their
home countries.

Travelers want
unique, seamless
experiences.But
when it comes time
to pay, consumers
are saying there’s
no place like home.
Of course, should consumers
decide they want to be in another country after all, that can
also be arranged. “If you book
a ticket on Delta in the U.S.,
it’s 25% cheaper than booking
it as a cross-border transaction,” Bahl says. “Now, with
all that information loaded in
their wallets, they have access
to cheaper card-not-present
transactions. If they decide
they want to zip off to Las Vegas—they can.”
When customers trust a transaction, they’re more at ease
and more able to enjoy their
va c a t i o ns , s o , t hey ’ l l s ho p
more. The merchants who tap
into that understanding of the
global middle class will differentiate themselves from
their competitors. They understand that travelers want
unique, seamless experiences.
But, when it comes time to pay,
consumers are saying, there’s
no place like home. 

In This Article:
#DebitSolutions
#CrossBorderPayments
#LocalPayments
#ICanShowYouTheWorld
#FinishEachOthersSandwiches
#ThatsWhatIWasGunnaSay
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