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Keeping up to date with consumers’ ever 
increasing appetite for faster, easier ways to pay 
throws a number of challenges at businesses, 
not least those in the tourism sector, who have to 
contend with the added dimension of servicing 
customers from all corners of the globe, bringing 
their own methods of payment with them. 

As one of the world’s largest card payment 
processors, experience has told us that if you are 
able to provide your customers – whether local or 
international – with a smooth, seamless payment 
experience, you are more likely to see those 
customers come back. So keeping up to date 
with the latest payment technologies makes good 
business sense.

In this paper we aim to provide an insight into 
what is guiding the evolution of card payments 
in the tourism industry, the challenges posed, 
and how you can ensure that you stay abreast of 
the latest technologies whilst providing the best 
service to your customers.

Chris Davies

Managing Director
Global Payments
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Happy Businesses

The number of people travelling out of their own 
country grew by 4.4% in 2015 according to the 
World Tourism Organisation (UNWTO). That’s an 
international movement of almost 1.2 billion people 
in a year; a fi gure that is expected to grow a further 
3-4% for 20161.

With this growth comes a great opportunity for 
the tourist industry, and the global economy as 
a whole, as swelling numbers of tourists look to 
spend their money in hotels, attractions and retail 
outlets. However, tourists are not all the same and 
from each country comes a different currency and 
many different payment cards with which to pay. 
For example, UnionPay cards from China, RuPay 
cards from India or BC cards from Korea, not to 
mention those cards’ sub-brands.

This presents a unique challenge for businesses, 
who need to ensure that they have the ability to 
accept payment from their foreign customers in 
any currency and from any card. If they do not have 
these in place, then at best they lose that sale; at 
worst, they also lose the trust of the wider tourist 
market and hence a large potential customer base.
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And even if a merchant’s payment systems do 
support international credit cards, it is important 
that the payment process is as seamless as possible 
for the customer, who may now also expect 
additional features such as a choice of currency or 
Tax Free Shopping. But more of that later.  

Staying current is crucial for any business. This 
means facing the worry of being compliant with 
the latest local and international payment rules 
and regulations, staying on top of the newest 
technological advances, and ensuring that their 
payment systems – whether online or in 
person – are fully integrated. 

When merchants operate their own payment 
systems, it is very easy to fall behind the curve 
with technology, which is risky. In the past, many 
hotel chains in particular opted to own their own 
hardware and manage the integration of their 
own payment systems.

An international movement 
of almost 1.2 billion people 

in a year; a fi gure that is 
expected to grow a further 

3-4% for 2016.



What we are seeing now, however, is for more 
and more hotels to step away from that and look 
to a provider to do all of those things for them. A 
card processor can provide terminals that have 
the latest software and are fully compliant, and 
keep them that way. The new ways to pay – such 
as Contactless or Apple Pay can be deployed 
immediately, and all new scheme mandates are 
supported as they come through.

By using a high-end integrated solution like Global 
Payments, all of those value-add support services 
are included with the payments service by default 
so the hotelier does not have to worry about them. 

For example, if a new regulation is introduced, such 
as scheme reference data – which is always close 
to a hotelier’s heart – that hotelier knows that the 
card processor will take care of it. When the card 

processor handles compliance for the hotelier, 
the hotelier can focus on creating an exceptional 
customer experience. 

Apple Pay is another good example. If a hotelier is 
providing its own technology, then it’s the hotelier’s 
responsibility to work with its suppliers to get 
their systems updated. However, if the hotelier 
is working with an integrated managed service 
then that responsibility for new payment types  
is handed over to the processor. This leaves the 
hotelier able to focus on its core business, driving 
more trade and keeping its customers happy. 

It is encouraging to see the tourism sector 
embracing the new ways available for their 
customers to pay, and the payments industry is 
responding by developing solutions that make the 
process ever easier.

By using a high-
integrated solution 
Global Payments, al
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Happy Tourists

The process of paying is an important contributor 
to the overall impression that a tourist – or indeed 
any customer – goes home with. Make it simple 
and quick and the customer will be happy. Make it 
slow and this will taint the experience, no matter 
how good the hotel or how great the food. This is 
particularly important in an age of online reviews 
and feedback, where potential future customers can 
read about poor experiences by previous visitors. 

Overseas visitors travelling to the UK for business, 
holidays and leisure spend about £21.8 billion 
in total every year2, a fi gure which is increasing 
year on year, so keeping those tourists wanting to 
come back is vital. 

Apart from wanting speed, which is true for all 
customers, there are two key aspects to the card 
payment experience that we believe are going 
to shape how successfully tourist retailers and 
hoteliers will attract repeat customers.
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One is being able to offer their international 
customers the choice to pay in their home currency. 
This removes tourists’ anxiety around knowing 
exactly what they have spent and whether they 
have got a good deal. So when an American tourist 
buys a £400 handbag from a designer store in 
London they know exactly how much it will cost 
them in dollars when they get to the till, meaning 
no nasty surprises. This technology is available now 
and growing at a rapid rate.

The second applies to Tax Free Shopping. In the 
past, tourists to the UK from outside the EU would 
have to take VAT receipts, to claim tax refunds 
for their purchases, to a desk at the airport on 
departure. Now, that facility can be made available 
via the till at the point of purchase. This sort of 
advancement in the payment process is great 
news for a hotel or high-end retailer as it leaves a 
very positive lasting impression with a customer. 
It means that next time they visit the UK they are 
likely to revisit that retailer or hotel because they 
have made it easy and convenient and of course 
saved them money.



How Do You Know They Are Happy?

The explosion in the use of online rating systems 
on websites such as Booking.com and TripAdvisor 
is evidence that tourists like to have their say and 
are willing to share their views when they have 
stayed or visited somewhere exceptionally good 
or bad. However, many end up not doing so 
because traditional methods such as surveys or 
internet reviews are time consuming or they are not 
anonymous. Plus, the results of such surveys often 
only become available after a period of time – or in 
the case of travel sites, are very disparate – making 
them less useful for the hotelier or tourist attraction. 

This is where technology comes in, with new 
services enabling customers to anonymously rate 
products and services on-the-spot when paying 
with their card or mobile phone. In this way, the 
feedback is accurate and honest as the experience 
is still in the customer’s mind. 

One such service is provided by truRating. 
This solution, which was fi rst offered by Global 
Payments, is live in the UK when customers make 
Chip and PIN payments and will soon be available 

for Contactless and Apple Pay transactions. Every 
customer paying by card is asked one question 
which is rotated from a fi xed set of questions, to 
rate the service, experience or product, on a scale 
from 0-9. The feedback can be accessed the next 
day and therefore acted on immediately. 

So, for example, if a hotel introduces a new menu 
they can alter the questions to refl ect that and get 
almost real-time snapshots of what is happening in 
their business from a customer perspective.

Capturing, comparing and analysing feedback 
in this way helps tourist outlets become more 
accountable and responsive to the needs of their 
visitors, ultimately improving the overall business 
performance and increasing repeat visits.
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Where Next?

These are exciting times for the card payments 
sector, not least in the tourist industry where 
international currencies and systems are also at 
play. Looking ahead, we see three main game-
shapers on the horizon in the next fi ve years or so.

First, mobile, which needs no introduction. Mobile 
payments are already on an upward path and we 
believe this will continue, with facilities such as 
wallet payments from customer phones becoming 
the norm rather than the exception.

Biometric payments, which allow users to authorise 
payments with a fi ngerprint, handprint, face 
or retina scan, are starting to look increasingly 
feasible, too. Firms like Apple and Samsung are 
currently working to accept biometrics and of 
course many tourists already use a form of the 
technology every day at airport passport control. 
For payments, the technology is still relatively 
young, and making international payments secure 
will be especially challenging, but we are only a 
few steps away from the method becoming secure 
enough for mainstream payments.
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Finally, we expect to see much more of a focus 
on omnichannel payments in the future. The 
payments experience will standardise across 
multiple different environments and multiple 
ways to pay. So whether a tourist is at a museum, 
in their hotel room or physically in a shop, there 
will be no distinction between whether they have 
paid by card, through an app or face to face. For 
example, at the moment travellers might use an 
app to purchase online travel guides using their 
mobile from a train; an eCommerce transaction 
on their laptop to pay for their hotel; and then 
use a physical card when they are at the retailer. 
In the not so distant future, we will see this being 
reduced to paying through one device and one 
form of identifi cation.   

Ultimately, the path that the tourism industry 
takes will be the one that makes things easier and 
attractive for the travellers, whether they are at the 
airport, in a hotel or buying handbags on Bond 
Street. Make the payment process easy and the 
chances are they will make a return trip.

1   http://media.unwto.org/press-release/2016-01-18/international-tourist-arrivals-4-reach-record-12-billion-2015
2  Euromonitor International ‘Tourism Flows inbound in the United Kingdom’ (August 2014)



Global Payments, a Fortune 1000 company, is 
one of the largest card payment processors in 
the world, with offi ces across the UK, America, 
Canada, Asia Pacifi c and Europe. We work with 
companies of all sizes, from large multi-nationals 
to owner-managed businesses to maximise sales 
through payment card processing. Our focus in the 
UK is on meeting the needs of customers with up-
to-date card processing technology, whether face 
to face, online or over the phone. We support our 
customers to attract the growing overseas market 
with a range of services including international 
card acceptance, enabling visitors to pay in their 
own currency and tax free shopping. 

If you would like to learn more about how 
Global Payments can help your business, 
please contact us on 0800 731 8921* or 
visit www.globalpaymentsinc.co.uk for 
more information about the company 
and its services.
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*Lines are open Monday to Friday, 9am - 5pm, excluding public holidays. Calls may be recorded. We also provide a 
Textphone service on 0345 602 4818.

Global Payments is HSBC’s preferred supplier for card processing in the UK.

Global Payments is a trading name of GPUK LLP. GPUK LLP is authorised by the Financial Conduct Authority under the 
Payment Services Regulations 2009 (504290) for the provision of payment services.

GPUK LLP is a limited liability partnership registered in England number OC337146. Registered Offi ce: 51 De Montfort 
Street, Leicester, LE1 7BB. The members are Global Payments U.K. Limited and Global Payments U.K. 2 Limited. Service 
of any documents relating to the business will be effective if served at the Registered Offi ce.

Issued by Global Payments, 51 De Montfort Street, Leicester, LE1 7BB.
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