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To help your business keep your customers on the road to purchase,
we've identified the prime reasons customers abandon their purchases
and recommended ways to address these issues.

1 g b 4 f — y Our top practical tips can help you
. e | 4 build trust across checkout and
general operations.

Each tip is designed to help you:

Decrease cart abandonment and
drive conversion and sales

Deepen customer connections
and enhance customer loyalty

Drive a positive brand experience
and checkout journey




Get paid now,
while they
pay later.

Empower your customers with
more flexibility.

increase conversions, as consumers paying with
buy now, pay later are up to 3x more likely to
complete a purchase after browsing.®

1’ Actively promoting BNPL choices can also help

Global BNPL transactions are predicted to increase by more than
between 2021 and 2026, with 8 of the 10 top global BNPL markets
worldwide located in north-western Europe.”

-} Enable BNPL for your

business.

It's an attractive way to help
customers manage day-to-day
spending, especially for more-
costly purchases.

2} Message BNPL options

on your product and cart
pages.

Reminding shoppers that BNPL is
available at your shop can

help you increase the likelihood
of conversion. Placement of
messaging below a price point
and above a primary call-to-
action button (e.g., Add to Cart,
Checkout) can help increase
AQV as well.

¢) Showcase payment

instalment options.

This helps shoppers understand
the full duration of their payment
period and exactly what they’ll
owe each period.

© 2023 PayPal Inc. Confidential and proprietary.
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A smart

approach to
smartphones.

7| Master the art of friction-free

flows.

Smartphones generate

71% of traffic visits and
61% of orders for online
retail websites worldwide.®

- =

We accept [P PayPal

Your Basket

Q: .. Cordless Combi Drill
“’ £44.98 £54.9

@ ~ - ¢

(@) click & Collect at: Twickenham Grange iocstion

() pelivery Free weekday delivery on orders £50 + @

Order Summary

Subtotal £44.98

Delivery © NA

» Promo Code

Total £44.98

' PayPal Pay in 3 payments of £14.99.
Learn more

P Pay Later

You May Require

Provide a single ‘Full Name’ field.

When there are separate ‘First Name’ and ‘Surname’
fields, customers often type their full name in the
‘First Name’ field then have to go back and correct
the entry. Eliminate this friction with a single name
field.

Minimise the ‘Address line’, ‘Company’,
and ‘Coupon Code’ fields.

Let customers add or open these optional fields as
necessary. An open ‘Coupon Code’ field can cause
customers to stop the checkout process and goin
search of coupon codes.

Use post code autodetection.

Put the post code field first, and rely on it to supply
the customer’s city, county, and country — but

let customers override the selection in case of
incorrect autodetection.

Hide billing address.

Shipping address and billing address are usually the
same, so make this the default. If customers need to
enter a different billing address, let them uncheck
the ‘Billing address same as shipping address’ box.



Engage authentically
on social platforms.

Show customers the real people
behind the brand.

of global respondents say that social factors often/always
affect their purchasing decisions.’?

@ socialise in the same spaces. @ Create abrand stance © walk the walk. @ oOffer customer service

Find out which social platforms
your target customers like to use
and ensure you have an established

presence. Aim specifically for the
spaces where more than 80% of
your target customers spend time.

and stick with it.

Explore the types of relationships
you value and use that as a starting
point. Customers are turned off

by wavering brand voice and
presence, so consistently showing
up and representing the values you
hold important is paramount.

Spotlight how your business
supports key initiatives - like
sustainability or social justice - to
differentiate your company. Mindful,
well-researched action can help
you attract a loyal customer base
that will choose your brand over
competitors.

via social platforms.

Be where your customers are no
matter the interaction. Usually
customers don’t want to wait for
email responses or spend time on
hold. Let them use text or chat apps
and social platforms to send queries,
look up status, and resolve issues.




Sellers should prioritize social media in their marketing strategies to remain
relevant and seen — even by older demographics.

THETREND

Social media consumption continues to
rise exponentially, while more traditional
mediums, like broadcast TV, see declines
year-on-year.

THEDATA

Onaverage, 74% of consumers spend at
least 30 minutes on social media per
day. Although slightly lower than the 78%
for broadcast TV, social media
consumption has increased by 9% in the
last 4 years, while broadcast TV has seen
a 4% decline.

This shiftis primarily led by Gen Z, with
53% of this demographic spending at
least 2 hours a day on social media. That
said, baby boomers are also becoming
increasingly social-sawy. There has
been a 6% uptick in this generation
spending at least 30 minutes on social
each day, accompanied by a 3%
decrease in time spent watching
broadcastTV.

THE TAKEAWAY

Brands should prioritize social media in
their marketing strategies by increasing
activity and ad spend on the platforms
where their target audiences are most
active.

Media consumption

% who spend at least 30 minutes on the following per day..

Social media

Music streaming

Broadcast TV

TV streaming

Games consoles

Podcasts

Online press

Radio

53%of GenZ spend at least 2

@
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85%

72%

64%

49%
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hours on social media each day

Millennials

43%

37%

3

7%

45%

9%

7%
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Gen

X

40%

23%

24%

32

47%

%

48%

Source: GW|Core Q2 2023 — QI 2024. Base: 429,782 internet users (including 86,365 Gen Z,129599 millennials, 176,345 Gen X and 37,473 baby boomers). Markets: Europe, UK & USA.
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Baby boomers
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AY % change since 2019
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Instagram is the main social platform consumers use to find information about
products. Instagram, TikTok, and Pinterest are key for fashion brands.

THETREND

Social media has rapidly evolved into a
key channel for discovering products and
brands. However, its effectiveness varies
across different platforms, and user
engagement differs by category.

THEDATA

Within PayPal's primary verticals,
Instagram ranks as the top platform for
product and brand discovery, particularly
among online fashion shoppers. TikTok
has also risen as a significant platform for
discovering products, demonstrating
substantial growth across all user groups.
In contrast, gamers are 2x more likely to
use X for product discovery compared to
other segments.

THE TAKEAWAY
Fashion brands should focus on

enhancing their visibility onInstagram,
TikTok, and Pinterest to effectively
connect with their target markets.

Meanwhile, gaming retailers can
capitalize on X to reach their audience.

Understanding these platform
preferences allows brands to optimize
their social media spending and drive
sales more efficiently.

Social platforms used to find information about products

% of each audience who say they use the following platforms to follow/find information about products and brands

B Gaming purchasers m Home tech shoppers m Online fashion shoppers

The % of online fashion
shoppers who use TikTok
to follow/find information

about products and
brands has increased by
20%pts since 2020

57%

35%
35%
29%
18% & I

Instagram Facebook TikTok

Gaming purchasers are
2x morelikely than the
average internet user to
use X to follow/find
information about
products and brands

Pinterest

14%
14%

%
%

-]
3?4:;2 ' ) e
i WEEH NEE

Reddit Linkedin

Snapchat

Source: GW|Core Q2 2023 - Q1 2024. Base: 384,728 internet users aged16-64 (including 98,256 who game on any device and have purchased or are planning to purchase a game s console or computer/video game, 64,561 who have
an interestin fashion and have purchased clothing online in the last month, and 221,911 who are interested in technology and have purchased or are planning to purchase a home appliance/ electronic). Markets: Europe, UK & USA.

16



Clothing and gaming products are some of the most frequently bought items
by consumers influenced by endorsements from influencers.

THETREND

Influencers can significantly influence
consumer purchases, especially in the
clothing and gaming sectors.
Consumers often make purchasesin
these categories after viewing
endorsements on social media.

THEDATA

Among consumers who have boughta
product based on an influencer's
endorsement, clothing was the most
common recent purchase, followed by
gaming products. Price and value for
money are the primary motivators for
50% of these consumers when deciding
to buy a product promoted by an
influencer. Trustin the influencer and
discount codes can also help to inspire
purchases.

THETAKEAWAY

Retailers, particularly in the fashion
and gaming sectors, should leverage
influencers to enhance product
visibility and drive sales.

Emphasizing value for money,
partnering with influencers who
resonate with their target audience,
and offering discount codes can help
build consumer trust and influence
consumer purchasing decisions.

Influencer purchase types

When thinking about the most recent product purchased after
seeing aninfluencer's endorsement, the % who said it was...

Clothing
Skincare
Gaming
Smartphone
Makeup
Fitness/health
Hair care
Sports
Headphones
Laptop /tablet
Shoes/trainers

Television

Ih
O b
S
£
S

Factors influencing influencer purchases

% who say the following factors influenced their decision to
buy a product or service promoted by an influencer

Price/value for money

Brand reputation

Trustworthiness of the
influencer

Discount code/exclusive
deal

Seeing the influencer
use the product

Comparison with similar
products

The influencer's
expertise/knowledge

Availability/ accessibility
of the product

50%

30%

28%

28%

24%

0%

21%

9%

Source: GW | Zeitgeist Survey March 2024. Base: 6,136 internet users who say they have purchased a product or service because of a social media influencer's endorsement in the last week, month, year or more than a year ago.

Markets: Europe, UK & USA.
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° Let customers save their details.
Remember clothing and shoe sizes, colour and style
favourites, and payment preferences, and recommend
categories and/or products based on previous
search history.

Streamline checkout with tokenisation.
Tokenisation protects vulnerable payments data by
replacing it with a temporary series of numbers called a
‘token’, which it safely associates with the customer. This
can help to eliminate required steps for return customers
- like entering payment and shipping data — which
smooths and speeds checkout.

e

Present relevant offers and vouchers.

Ro I I o ut t h e red Based on previous purchases, invite customers back

with discounts to ensure your brand stays top of mind.

Ca r pet fO r I Oya Ity- Consider creating a point system.

A point system creates a brand-specific currency.
Customers can redeem this currency (based on the
accumulation of points) for purchases they may have
otherwise skipped. They can also use points to access
free shipping or other known webpage converters.

N
x] Reward repeat buyers with points and perks.
Enable notifications when a desired item is
back in stock.
Notifications help customers get what they want, and give
you valuable customer contact info — and useful insights
about their preferences such as size, colour, and category.

© 2023 PayPal Inc. Confidential and proprietary. 9



PayPal for Business

PayPal Complete
Payments

Global payments solutions designed to enable growth, profitability,
and simplicity for innovative businesses

10 ©2025 PayPal Inc. | Confidential and Proprietary. Approved for use in HK, SG: MRF-103656




n

Connecting consumers and businesses globally

Our strength is our two-sided ecosystem.

Consumers Businesses

Reach, convert, retain P

Frictionless checkout

Optimize & protect

Access to Global payments in 200+ markets

Multiple payment options 434M+ Al-powered checkout experiences

Optimized conversion and auth rates

Omnichannel experiences*

Active Accounts!

Personalized shopper discovery* All-in-one risk solutions

1. PayPal Q4 2024 Earnings.

* Availability may vary depending on merchant's integration method and geographic location.

© 2025 PayPal Inc. | Confidential and Proprietary.
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A Complete Payment Ecosystem
PayPal’s Diverse Solutions Power Every Business Need

P

Cross-Border N Cross-Border - Cross-Border Risk as a
Remitt - Cl Recuri =7 t
E Purchases zoy emirrances e o Checkout . ecurnng e o Checkout ‘ Service
Cross-Border Funds In &
. 1 .. 1
&‘ PP E Funds Out Invoicing 0 Pay Later Invoicing G Pay Later
—+] Multi-currency F Freelancer work —+] Multi-currency F
|EE (_I =z <_I Payouts

Presentment payments —) Presentment

Buyer Protection Seller Protection
Faster, safer, seamless payments Higher Auth Rates and reduced Chargebacks

1. Pay Later available in US, UK, DE, FR, IT, ES, AU. Product availability subject to local requirements. Merchant and consumer eligibility varies depending on status. Credit checks, fees and other requirements apply and vary depending on product and jurisdiction. See product-specific terms for details.

12 © 2025 PayPal Inc. | Confidential and Proprietary. Paypal



Cross-borderis
our business

Reach more
international customers
with PayPal, one of the
most popular payment
method globally.

Source: Merchant Machine, Merchant Machine used data from BuiltWith, a website that
tracks the payment methods used by the top one million most visited websites

worldwide, to calculate the market share of upfront and BNPL payment options
globally, across continents and in 133 countries. August 2023. [US4260]

13 © 2025 PayPal Inc. | Confidential and Proprietary.

It's one of the most popular ways to pay in:

Asia
23.75%
A

Africa

25.06%

Europe

23.14%

North America

10.70%

i

4

Oceania

19.96%
}‘\J A

~

-
-

l)

South America

12.79%

PayPal


https://merchantmachine.co.uk/most-popular-payment-methods/

Visit Checkout Seismic page for additional slides and assets.

PayPal
Checkout

14 © 2025 PayPal Inc. | Confidential and Proprietary. POYPO'


https://pp.seismic.com/Link/Content/DC8cBmGVfCQMV8mWB74mWB4p44BV

Pay with PayPal

Payment methods

@A--E s

PayPal

P Pay Later

15 © 2025 PayPal Inc. | Confidential and Proprietary.

MRF-86851

Start accepting online payments fast

PayPal acts as the merchant-of-record (MOR), handles risk management and
security of your customer data; and works with regulators, banks and financial
networks - in over 200+ markets

No monthly fees

Pay only when you get paid. There's no monthly fee or set-up charge to open a
PayPal business account.

Financial flexibility

Offer options for customers to buy now and pay later - at no extra cost to you.
Globally, Pay Later average order values are 35% higher than standard PayPal
AOVs for small and mid-sized businesses.!

Benefit from Seller Protection

We help your business avoid chargebacks, reversals and fees on eligible sales—
even when you're facing a customer dispute.*

Easy integration

Integrate through one of PayPal’'s ecommerce partners or direct using our APlIs.
This makes receiving payments a breeze.

1. Source: Internal Data Analysis of 68,374 SMBs across integrated partners and non-integrated partners, November 2022. Data inclusive of
PayPal Pay Later product use across 7 markets.

*Limits apply

PayPal



Drive Profitallity

flow lets customers
easily shop on their device Cart
Mobile checkout enables frictionless PayPal payments and eliminates & vt ton
v Metal Earrings
the need to manually enter your customers' name and shipping address. o N

Scarf

$2320 Instock

Make it easier for your repeat
customers to complete purchases

with

Securely stores payment credentials for a fast checkout with
PayPal, cards, Apple Pay and Google Pay.

Total to pay

Illustrative purposes only

P pPayPal

© 2024 PayPal Inc. Confidential and proprietary.
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Our risk tools use machine-learning to
process tens of thousands of signals
across our network and apply the
learnings to our risk decisioning

« PayPal’'s two-sided network powers our fraud
tools, with proprietary data that evolves with the
billions of transactions processed each year

* Fraud tools include real-time testing and
decisions

« PayPal evaluates the risk level of each payment in
real-time using hundreds of signals in
combination of historic events, device ID, IP
information and more

1. US 3470 Based on all PayPal data historically available and Braintree data of one year, 97% of transactions from 1/1/2023 to

1/31/2023 were recognized.

2. US 3471 Based on all PayPal data historically available and Braintree data of one year, when email, phone number and UUID were

the same, 93% of transactions from 1/1/2023 to 1/31/2023 were recognized.

3. US 3472 Based on all PayPal data historically available and Braintree data of one year, 95% of emails used in a transaction from

1/1/2023 to 1/31/2023 were recognized.

© 2024 PayPal Inc. Confidential and proprietary.

Drive Profitability

97%

of buyers are recognized
by PayPal'

93%

PayPal has already seen
a card in use?

95%

PayPal has already seen
an email in use during a
transaction?®

',5 PayPal
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Help accelerate growth with PayPal’s Pay Later solutions

High Value Shoppers

~65%
Pre-Approved

US PayPal customers
pre-approved for Pay in 4!

1. Internal PayPal data as of January 17, 2023.

Larger Baskets

35%
Higher Pay Later

AOV

Pay Later average order
value (AQOV) is 35% higher
than the standard PayPal
AOQYV for LE merchants with
upstream messaging?

Grow Revenue

11%
Liftin Sales

Large Enterprise merchants
saw an additional 11% lift in
sales after 3 months when
adding Pay Later

upstream messaging?®

2. Based on an internal data analysis of Pay Later LE retailers, October 2020 through August 2023. Pay Later data inclusive of transactions using Pay in 4 or Pay Monthly.

3. Based on an internal data analysis of LE retailers with PayPal Pay Later messaging from October 2020 through August 2023.
4. Based on PayPal Internal data from January 2021 - December 2021.

© 2025 PayPal Inc. | Confidential and Proprietary.

Increased Loyalty

35%

Repeat

Purchasing

A Pay in 4 user will make
35% of their Pay in 4
purchases at the same
merchant*

MRF-94767

PayPal
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PayPal Pay Later Global Product Availability

* Pay Lateris live in 7 Markets* with 80 M+ global

preapproved users! A
i~
+ Join 300k merchants with Global Pay Later . UK
3 g
o] “an Payin 3 (Initial payment with 2 %
UpSfrecm messaging % : monthly installments) Min/Max £30 to >

‘1 £2000 Interest-free, no late fees
PayPal Credit®

+ Installments are available on PayPal
Credit from 6 - 48 months,
from £99 to £20,000, APR from 0%-
19.9%

+ 0% for 4 months offers on all purchases

£99+

Pay in 4 (4 bi-weekly) up to

51,500 Interest-free, ‘

no late fees® "6

Pay Monthly ES

(3, 6,12, or 24 months) Payin 3 Pay in 4X

549 To Sl0,0(iO, (Initial payment with (Initial payment with

varying APRs 2 monthly installments)Min 3 monthly installments)
/Max 30€ t02,000€ Min/Max 30€ to 2,000€
Interest-free, Interest-free,

no late fees no late fees

1. PayPal internal data based on launch of PayPal Buyer Credit, 2004. Not approved for external use. ™
2. Based on PayPal internal data from Jan 2022- Dec 2022.

3. About Pay in 4: Loans to CA residents are made or arranged pursuant to a CA Financing Law License. PayPal, Inc. is a GA Installment Lender Licensee, NMLS #910457. Rl Small Loan Lender Licensee.

4. Pay Monthly is subject to consumer credit approval. 9.99-29.99% APR based on the customer’s creditworthiness. The lender for Pay Monthly is WebBank. PayPal, Inc. (NMLS #910457): CT Small Loan Licensee.
Rl Loan Broker Licensee. VT Loan Solicitation Licensee. Merchant-funded 0% APR for consumers is in addition to your applicable PayPal transaction rate

5. Rep APR 23.9% (variable) FCA permission may be required to offer PayPal Credit.

PayPal Ratenzahlung
(3, 6,12 or 24 monthly
installments) Min/Max
99€ to0 5,000€, 9.99% APR

Pay in 30 (single payment due
after 30 days). Min/Max €1-
€1000.

Pay in 3 (Initial payment

with 2 monthly installments)

Min/Max 30€ to 2,000€

Interest-free, no late fees

* Product availability is subject to local requirements. Merchant and consumer eligibility varies depending on status. Credit checks, fees and other requirements apply and vary depending on product and jurisdiction. See product-specific terms for details.

© 2025 PayPal Inc. | Confidential and Proprietary.

Payin 4
‘ ¢ (4 bi-weekly) Min/Max
F - AUD $30t0 $2,000
?\ Interest-free, no late
fees

MRF - 91553

PayPal



MRF - 97048
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WooCommerce PayPal Payments 342 MM AR LB H

1 RE

#HIN—: a. WooCommercedf{4miziE - diE€Z& WooCommerce PayPal Payments
b. #E#FEZEZWooCommerce PayPal Payments

WO HiEmidEE T HEE hitps://wordpress.org/plugins/woocommerce-paypal-payments/

Add Plugins | uslsad Flugin

Search Results  Featured ‘opula Recommended avorites Woo 2 Keyward v [ WGOCOMInerce-paypal-payments ®
®_ 546 items 1 of 16 | *

comMmT WooCommerce PayPal Payments WooCommerce Payment Plugins for PayPal
Woo) ¥ ¥ ¥ 9 ¥

elatis Mo it Mo natall Mes
Payfal's labest payment processing salution Accept PayPal Pay B vetal 0 Everyt youl need ta launch an anline store in days and Mare Dat WooCommerce Mo Deti
' ater, eraclitrce ards, alterrative digtal wallets and bank L= years. Froen your Bred sale o miliong in enlopid sl hvely betwesn Faymen Pluging and PayPa
PayPal s oot = == L fiyal PayPal for WoaCommeroe imteqrates with PayPal's newest
Oy e NTHAC By Artarrria A
TS, Sk P TR ML . v

By Payrnent FL

O
]

M Appearance

M PFlugins Woclammare Mos Detai

Additicnal plugins ane required

Addd Mew Plugin ) Last Upelatack 1 onith age

K+ Active Installations v Compatible with yaur versian of WardPress 7+ Millian Active Installations ¥ Compatible with your w B0, 000 Actree Imstallations + Compatible with your version of WaordPress

WeoCommerce Square vitall Mo Contact Form by WPForms — Drag & Drop nstall Mow Payment Gateway for PayPal on
R o Form Builder for WordPress WaooCommerce
s, wynich ze sales, and seamlesshy M ore Detail More Details

KT ath betwesn WooCommene Thee be

Additianal pluging ane nequired Additiaral plugins are reguined

More Deta \WessCaminer

@ 2024 PayPal Inc. Confidential and proprietary. ’ PUYPG"



WooCommerce PayPal Payments iE 420 mFHF AR EZ B H

2. {2 H

# GEO Expansion € ° 13T, Vivalamigata .

{5 2= T s i
S ) | DR (1) | A (1) | BEEET (1) | THENQ) | SSERTE (2) BROIE . |
ERE v || e | o
T i fmi EalE
WooCtommerce WooCommerce An ecommerce toolkit that helps you sell anything. Beautifully. EECTER
Products Sefings] === 8.8.3 Bk | fEB: Automattic | ZEE1E1E | Docs | API docs | Community support
Analytics Required by: WooCommerce PayPal Payments

) - A GEERREEE T2, TR,
! Marketing

O WooCommerce 53fiRATIE, SEhE4A 8.0 FHER/EIES,

e PayPal Payments  PayPal's latest complete payments processing solution. Accept PayPal, Pay Later, cradit/debit cards, alternative digital BHEE=E
@ wallets local payment types and bank accounts. Turn on only PayPal options or process a full suite of payment
methods. Enable global transaction with extensive currency and country coverage.

26.1 B | B WooCommerce | BEIHS

EE: Woolommerce

Bt 2.7

23} Woolommerce PayPal Payments f;?"r”j\ﬂ'-lf—l

| Tl ik SHIEET

=i | e | -
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By FrE PayPaltic U A =R
EFEREA BN fHzA:
a. PayPal, Pay Later, Alternative Payment Types

b. ACDC, Apple Pay, Google Pay
c. BCDC Standalone

PayPal:
Advanced Card Processing:
Standard Card Button:

N @& sandbc

# You're dong great! 3 steps left to get your store up and running. Continue setup

# Dashboard

# Posts Settings

l}; Media

Fayment Methods

B Pages Installed payment methods are ksted below and can be sorted 1o control their display order on the frontend
¥ Comments
Method Enabled Description
l' WooCommerce «
v WooPayments viIsa @ w Gl dbay Payments made simple — including a new express checkout feature
tome
By usin WOPayments you agree 1o the Terms of Service (including W ¢ merchant terms) andd Priva
=AYV Direct bank transfer m Take payments in person via BA re Comi ank/wi e Fir D
Settings
=AYV Check payments ( E Take payments in person via che This offline an also be useful to test purchases Finis up
8 Products = AV Cash on delivery E Have your custome ) r u Fir n
il Analytics
AV PayPal @ () Accept PayPal, P ater and alternative payment types e
€ Marketing
A Appearance AV Advanced Card Processing - Debut & Credit Cards @ O Accept debit and credit cards, and Jocal payment methods with PayPal’s latest solution
[
AV Standard Card Button ~ AMEX T ate payment - o ard button. If disabled, the button 1s included in the PayPal gateway

& 2024 PayPal Inc. Confidential and proprietary.
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KB PayPalllk A TT =

W®IM—: mdrActive PayPal, ZxPayPallk A3t 175Ex

5iE

I —: =SiiToggle to manual credential input, ZEREHERAORNBRLEDFEAPayPallik A5 B 176E

(InFT MK, T aiESandbox)

% Dashboard

Settings

can test payments on your WoaCemmerce platform in a safe PayPal sandbox

Sandbaox

Live Email address
Live Merchant Id

Live Client 1d

Appearance

i Plugins
Live Secret Key

1=

‘T(I test your Weaammerce installation, you can use the sandbox mode

2024 PayPal Inc. Confidential and proprietary.
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# You're doing great! 4 steps left to get your store up and running. Conti

environmeant

P payPal



X EfPayPalllk A~ j5, I5iFPayPallls #2745 E & PPCP-ACDCI4E

. EREEMEERNEMETH, SREMEEMNETRHV (AT | EREEHARRIELE TH
EFR) o FnkEPayPalE A& FrHPPCP-ACDCIIHE
2. EVREEMETAX, SdiLThEE T/ EnablefzAd \PayPal i E#H TR A

3. e BiEmRE. =dCheck available features, B AERFFESRINEEE I H.

4] 4 New

# You're doing great! 4 steps left to get your

Settings & Dashboard
Sandbox Merchant Id ®  Na3LoPWEIHDE Posts Settings
71 Media

Sandbox Client Id ®  ATIT7IVOOVSPXNILERAIEAWKuWFI INDMShaCISSHWORVET!

Pages Sandbox Secret Key BBl co000000000000000000000000005000008000800000500083080500000008000
Sandbox Secret Key 9 csnes Comments

B8 wooCommerce Advanced feature availability & sign-up

Advanced feature availability & sign-up

< Displays whether available advanced features are enabled for the connected PayPal account. More information about advanced features is available in the Feature sian-ups
Displays whether availabée advanced features are enabled for the connected PayPal account. More information about advanced features is avallable in the Feature s Home —_—
Refresh feature availability Refresh feature availability PR TR S @
status status i

ol Analvtics Advanced Credit and Debit Status: Avallable v

Card Payments Advanced Credit and Debit Status: Not yet enabled X 0

Card Payments

€' Marketing

Advanced PayPall Wallet Status: Available v
B Products Advanced PayPal Wallet Status: Available v

Google Pay Payments lable v Analytics Setting

“ Marketing

Google Pay Payments Status: Not yet enabled X
Apple Pay Payments Status: Available ¥ ~ Appearance Jle P
gle Pay
i Plugins
FraudNet e Manage ordine risk with FraudNet Users Apple Pay Payments Status: Not yet enabled X
Tools
General integration configuration
S\"“"\"IU%
Configure ntegration specific settngs such as a unique invoice prefix, or kogging for potental traubleshoating FraudNet e M i I i
Vianage onhine risk with fraudiNet
Soft Descripter o

© 2024 PayPal Inc. Confidential and proprietary. ' POYPO’



B RERFA

1. gt \WooCommerce > Settings > Payments > Advanced Card Processingmi &

2. AJitEnable Advanced Card Processing

% Dashboard

# You're doing great! 4 steps left to get your store up and running.

Comments

m WoocCommerce

||| Analytics

¥ Marketing

¥ Appearance
K P ugir-_'.
o= Lsers

# Toals

B settir 195

2 2024 PayPal Inc. Confidential and proprietary.

Settings

General Products Shipping Payments Accounts & Privacy Emzils Intagration Advanced

' PaYPul' - The all-in-one checkout solution f“ﬁo(ommerce Cocumentation Get Help Request a feature  Submit a bug

Connection Standard Payments Pay Laterl Advanced Card Processing

Advanced Card Processing = ?E%ﬂ;ﬁ[% :E.ii 7_|_—\

Accept debit and credit cands, and local payment methods,

Enable/Disable 9 (| Enable Advanced Card Processing I@ ‘
(NN NN NN NN N N NN NN NN NN NN NN NN NN NN NN NN BN BN BN NN AN
Title I 2 Debitacredi cards d— —
N N N B BN NN BN BN BN N BN BN BN BN BN BN B BN BN BN BN . P =z
RIELEEtesibat —

Disable specific eredit cards a

Show logo of the following o

credit cards . s
3D Secure
3D Secure benefits cardholders and merchants by providing an additional layer of verification using Verified by Visa, MasterCard SecureCode and American Express Safekey, Learn more about 30 Sec

P PayPal
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3. Wik F/E3DS (Tik)

# You're doing great! 4 steps left to get your store up and running. Continue setup
Dashboard

Posts Settings
Media

Pages

Show logo of the following (2]

Comments credit cards

WooCommerce 9

3D Secure No 3D Secure (transaction will be denied if 3D Secure is required)

3D Secure when required

3D Secure benefits cardholders and @ed by Visa, MasterCard SecureCode and American Express SafeKey. Learn more about 3D S

Always trigg?l 3D Secure

Contingency for 3D Secure e

No 3D Secure (transaction will be denied if 3D Secure isr... Vv

Saved Payments

PayPal can securely store your customers’ payment methods for future payments and subscriptions, simplifying the checkout process and enabling recurring transactions on your website

III Analytics Vaulting L) v | Securely store your customers' credit cards for a seamless checkout experience and subscription features, Fayment metheds are saved in the secure

Marketing

Digital wallet Services

Appearance

Plugins PayPal supports digital wallet services like Apple Pay or Google Pay to give your buyers more options to pay without a PayPal account.

Users

Enable Google Pay button
Ti '
oals ~7 Pay 3 can use G ¢ Pay to make payments on t vel using a web browser

Settings

“ Enable Apple Pay button
-

© 2024 PayPal Inc. Confidential and proprietary. ' PayPaI



2 FHApple Pay

1. ## AWooCommerce > Settings > Payments > Advanced Card ProcessingTi &
2. m)ikEnable Apple Pay Button

3. 2 #Manage Domain Registrationiz4f, ScpiDomainsEff

Appearance ¥'| Enable Apple Pay buttn:nl @
‘pay Buyers can use Apple Fay o make ayment n the web wsing the Safari web browser or an 10

Products

Analytics ‘G)/ Rtttz R E|PayPal i E, RIETIEIRTRERHDomain
7 Domain Registration ® | Manage Domain Registration
Analytics
10N 1Al nyg an A it i WP, ite. If I playing ti ple Pay bu t red pa nt met | r
Marketing
Domain Validation © Thedomain has noty
Note: PayPal P Itc ally the Y 1 I t 3 ur regist ma

Products Device Eligibility (2]
d rto ole Pay requirements
Analytics
Button Label @ |p. v
Marketing
TR f;i Sy =
%ﬁ HRRIE
Appearance Button Color ® | giack 5
~ PayPal
Button Language e G
Pay with &Pay
Appearance
Plugins Send c.hecAkout billing e Pay with G Pay
and shipping data to Use WC checkout form data (do not show shipping addre... v
Users Apple Pay

Tools

£ 2024 PayPal Inc. Confidential and propriatary. . POYPO’




2 HGoogle Pay

1. #EAWooCommerce > Settings > Payments > Advanced Card Processing 71 @

2. A)itEnable Google Pay Button

Appearance

[ T — i Ns e LOo0ogié Fay Dution
— J
Marketing i B ' ' o

Analytics
Marketing Button Label @ o, v
Appearance
P.'Ppcdl alLe Button COIor g Black e
= Button Language @ | cralich - ?E%E;&%EZT_\
Marketing
PayPual
Appearance Shipping Callback © Enable Google Pay shipping callback Pay with & Pay

& 2024 PayPal Inc. Confidential and proprietary.

Pay with 5 Pay

P PayPal




M~ (Apple Pay/Google Pay)

Sa “dbﬂX‘Cz Q, Search products
Home Cart Checkout My account shop T $0.00 iy
A H Uncate I

[
Test product

$3.80

PayPal

Pay with & Pay

Pay with €5 Pay

Category: Uncategorized

@ 2024 PayPal Inc. Confidential and proprietary. ' PayPal




4 Z&=11 (Apple Pay/Google Pay)

PRODUCT

Test product

EEmee ier

& 2024 PayPal Inc. Confidential and proprietary.

TOTAL

$3.80 1
CART TOTALS
Add & coupan
Subtatal $3.80
Shipping $0.00
Fr el
5 r s [LUE]
Change addre:
= Freeshipping
o) FREE
Total 53.80

PayPal

Pay with & Pay

QR

Proceed to Checkeout

P PayPal



Y f+t71 (Apple Pay/Google Pay)

Billing details Your order

Product Subtotal
T Test product =1 £3.80
Company name [optional) 5
Subtotal

Country / Region *

. Shipping Free shipping
United States [US) -

Total 53,80

Pay via PayFal.

Alabama . @ Debit & Credit Cards @ wisa

@ Debit & Credit Cards

al data will be used ta process your arder, support your experience throughout this website, and for ather
purposes described in our privacy palicy.

Email address *

PayPal

Ship to a different address?

Pay with & Pay

Pay with (5 Pay

2 2024 PayPal Inc. Confidential and proprietary.

P PayPal



X (EAF)

Billing details

First name *
Company namea (optional)

Country / Region *

United States [US]

Town [/ City ™

State ®

hlabama

ZIF Code *

Phone *

Email address *

Ship to a different address?

Order notes [optional]

& 2024 PayPal Inc. Confidential and proprictary.

Last name *

Your order
Product Subtotal
Test product = 1 5380
Subtotal
Shipping Free shipping
Tetal §3.80
@ PayPal
O Debit & Credit Cards @ wsa

Card num ber

Card number

Expiry {Mbd)eY] * o

MM S Y Cw

@ Debit & Credit Cards

Your personal data will be used to process your order, support your experience throughout this website, and for other
purposes described in our privacy policy.

Place order

P PayPal
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P PayPal

Dr Tiffany Raymond, PhD

PayPal Head of Global Customer Advocacy Dr Tiffany Raymond consults
with merchants around the world to help improve their digital customer
experiences, particularly at checkout. Dr Raymond joined PayPal in 2014
and leads the Customer Advocacy team as part of the Global Revenue
Enablement organisation. Dr Raymond earned her PhD and MA from the
University of Southern California, as well as her MA from the University of
Tennessee and her BA from the University of Arkansas where she was
the university valedictorian and graduated magna cum laude.

Statista, Online shopping cart abandonment rate in select industries in 2022, Nov 25, 2022.

IDC Custom Research sponsored by PayPal, “From Global to Local: Understanding Shopper Expectations” for the United States, United Kingdom,
Australia, Germany, and France, May and June 2022.

PayPal E-Commerce Index 2022 Europe, Nov 2022,

Wall Street Journal video, Returns Are the Retail Industry’s Quietly Mounting Logistics Problem, Nov 28, 2022.

IDC InfoBrief sponsored by PayPal, “Do Retailers Really Know What Digital Shoppers Want?,” May 2022. The survey conducted by IDC among 505
large enterprises and 10,054 consumers in five markets: the United States, United Kingdom, Australia, Germany, and France.

TRC study, commissioned by PayPal, Apr 2021. TRC surveyed 1,000 consumers 18+ in each of five countries: United States, United Kingdom,
Germany, France, and Australia.

Statista, Global transaction value of buy now, pay later (BNPL) in e-commerce from 2019 to 2021, with forecasts from 2022 to 2026, Jun 20, 2022.
Baymard Institute, Checkout Optimization: 5 Ways to Minimize Form Fields in Checkout, Oct 19, 2021.

Statista, Statista Dossier on e-commerce worldwide, 2022. \
Edelman, Edelman Trust Barometer Global Report, Jan 19, 2023. Edelman surveyed 32,000 respondents from 28 countries. = f = EErYYY ﬂ“
Statista, Social commerce revenue worldwide from 2022 to 2030, Apr 2022. Z N ARRTT N AN
Statista, Main drivers for increased social media purchases worldwide, Oct 25, 2022, 1 H{‘I‘I‘!‘\\‘\m H.' w’._
PwC, Global Consumer Insights Pulse Survey, Jun 2022, TN LA

Trivium Packaging, Global Buying Green Report, 2021. e . -
Forbes, Why Retailers Are Racing To Have A Metaverse Presence, Oct 2022. “
PwC, Global Consumer Insights Pulse Survey, Feb 2023.

The content of this ebook is provided for informational purposes only. You should always obtain independent business, tax, financial,
and legal advice before making any business decision.



https://www.statista.com/statistics/457078/category-cart-abandonment-rate-worldwide/
https://www.wsj.com/video/series/wsj-explains/returns-are-the-retail-industrys-quietly-mounting-logistics-problem/E59FB473-AA3D-4C6B-95F1-E50B26C6C427
https://www.statista.com/statistics/1311122/global-bnpl-market-value-forecast/
https://baymard.com/blog/checkout-flow-average-form-fields
https://www.statista.com/study/10653/e-commerce-worldwide-statista-dossier/
https://www.edelman.com/sites/g/files/aatuss191/files/2023-01/2023%20Edelman%20Trust%20Barometer%20Global%20Report_Jan19.pdf
https://www.statista.com/study/10653/e-commerce-worldwide-statista-dossier/
https://www.statista.com/statistics/1275069/leading-drivers-social-commerce-use-increase/
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey/archive/consumer-insights-survey-june-2022.html
https://www.triviumpackaging.com/media/zvthtp1t/2021buyinggreenreport.pdf
https://www.forbes.com/sites/forbestechcouncil/2022/10/14/why-retailers-are-racing-to-have-a-metaverse-presence/?sh=371aff36262a
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey.html
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