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How PayPadl

helps turn
memorable
experiences into
more merchant value

From theme parks to ski resorts to concert venues
and more, accesso powers the "wow” experiences
people plan and save for. Its platform supports
ticketing, ecommerce, and guest experiences for
marchants in more than 31 countries.

Those merchants rely on accesso to help their
guests move from planning to purchase, Checkout
is a critical moment. As the platform scaled,
accesso recognized that payments were becoming
a key driver of the guest experience, not just a
transaction mechanism.

For Michael Wiggins, Senior Director of Global
Payments at accesso, the stakes were clear. The
checkout process had a direct impact on merchant
revenue and growth. accesso saw an opportunity
to change that, building en its decade-long
partnership with PayPal to make payments the
foundation of a better experience, not just a
foatnote to one,

higher AQY with Pay Later'

3%

higher AOV with Venmo?

~15%

of total transaction volume
processed through PayPal®

The opportunity

A changing expectation

at checkout

Aucross the leisure, cultural and entertainment landscape, guest
expactations were shifting, and when checkout falt slow,
unfamilier, or didn't offer tha right paymant optians,
anthusiastic buyars hesitated, Conversion dropped, and the

walue of sach purchase shrank.

This had the biggest impact on the purchases that mattered
mast: saasan passes, bundles, and add-ons, The larger the
spend, the easier it was o walk away. i you don't have the
right payment metheds," Wiggins noted, "it becomes a barrier
o purchase.”

Sama merchants had pleced togaether their own solutions, but

the operational everhead and finandial exposure left recm far

abetar approach, For marchants across the industey, the: gap
Between interast and purchase was widening, and the largest
tickat itams wars tha most axposed.

The solution
Building a better way
toyes

Rather than freating payments os 8 means fo an end, occesse
rethought how they fit into the entire guest experfence. With
PayPal, thay launched accassaPay 3.0, ing p

diractly into the core of their platiorm, The partnership

empoweansd ecesss fo axtend its capakbilifies in & way that
weculd have bean difficult fo build alone, with PayPal providing
tha global scale, trustad payment methads, and flaxibility
reded to support merchants across markets.

The storting point was o simple obsaration obout customar
behavior, As Wiggins put it, "I Im sitting ot home on my phone
and | dor't have my card, 'm already looking for another way
to pay! That insight shaped everything that followed.

Thraugh PeyPal’s platenm solutions, mecasse brought the warys
guests prefer to pay into o single, connected flow, As Wiggins
described it, "Pay?ol brings oll the pieces togethar. Mot just
paymants, but wallets, Pay Loter, and Venma!!

Merchants could now mest guests with options that felt familiar
and sasy to use, whether for larger purchases or for customers
witheut o cord on hand, It alse meant t Id better
serve younger and underbanked customers who are more likely
to rety on wallets or alternative payment matheds.

Becouse everything was built directhy into accesso’s platform,
marchants didn't need fo integrate amything thamsalves, "Cur
cliens just tell us fo furn it on' Wiggins explained. accessa
could encble what each merchart needed, within o white-label
model that kept the focus on the merchant's brand.

“Overall, the parnership has been wande ful I1's mutually
beneficial, with both teams aligned areund whaot's best for eur
clients and how we drive value together Wiggins emphasized,
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The impact
Higher spend,
happier guests

Marchants saw the impact of infegrafing PayPal Branded
Checkaut right erwary. Pay Laber transactions drave $9% higher
average order value, and Venmao drove 33% highes AV
PayPal now accouns for roughly 15% of total transaction
velume across accessa’s platform, representing $253.6Min
Yobal peryrent velume. Guests are alia mere likely to odd on,
upgrads, of bulld sut thelr dream wacation of snce-in-a-
lifatime concart axparianca,

"[Owr merchants) never expected that just adding new buttons
would impact convarsion and ACY," Wiggins noted.

Merchants were also able fo step back from managing their
own payment phans, which scsed the operational burdan,
reduced exposurs to fraud and chargebacks, and opened up
P revenue streams, "Pay Later has baen o game changer”
says Wigglins. "It opened up a whole new revenue source.

Peyments went from being the last step in the purchase flow 1o
one of the maost important lewers in how oceesse drives value far
s marchants, and how marchants can battar serve thedir guasts.
With PayPual powering o broader st of capabilifies, occessa
has evolved beyand ficketing info o more complels commerce
plarform supparting customers from purchase through arrival.

Explore PayPal's platf salutions and how they
help you scale, monetize, and support your merchants.

“What stands out about
working with PayPalis
how aligned we are. It's
not about competing
priorities, it's about doing
what's best for our clients
and the guests they serve.”

Michael Wiggins
Senior Director of Global Payments, accesso
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