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Plan ahead for 
tomorrow to navigate 
today’s uncertainty.
It’s impossible to predict the future but it’s not 
impossible to make plans based on your best read 
of the present. If a quick survey of headlines tells you 
that stubborn inflation and tightening budgets point 
to a likely economic downturn, you’re not alone. 

A recent survey by the Conference Board found that 93% 
of business leaders were preparing for a recession in the 
next 12 to 18 months1. And with inflation hitting everything 
from food to fuel, consumer sentiment sunk to an all-time 
low over the summer, according to a McKinsey study2.

There’s a lot about business you can’t control, which makes 
planning for what you can control all the more urgent 
when economic forecasts turn gloomy. Now is the time 
to make sure your payment platform delivers resilience 
and fosters innovation no matter what the future holds.



Prioritise your business 
needs by what your 
customers want.
The first stage of a planning and prioritising 
process is deciding the order to tackle 
challenges. But in a business landscape 
where economic conditions, technology, 
and customer preferences are constantly 
evolving, prioritising can be tricky. It’s 
hard to take aim at moving targets. 

Sometimes it can be useful to know 
what your customers want before you 
draw up a list of priorities and allocate 
budgets. It can also be instructive to 
know what your customers don’t want.

Here are the top 5 frustrations 
for online shoppers:

Not knowing final costs before 
reaching the checkout page1

2
An inability to reach 
customer service

3
Lack of inventory 
availability and visibility

Online experiences that 
require too many clicks4

5
A preferred payment method  
is not accepted at checkout

IDC recently surveyed customers to better 
understand their priorities and preferences; 
the results can guide businesses as they 
tailor their payment strategy this year3. 
More precisely calculated adjustments 
to the payment stack allow businesses 
to realise bigger returns on investment 
at a time when budgets are tightening. 



Not all of these obstacles to a 
smooth buying experience can be 
solved by changes to the payment 
stack. But a comprehensive platform 
solution can help enterprises 
drive more conversions, increase 
engagement, and forge deeper 
bonds of trust with customers.

People want choice.  
They want a range  
of goods, channels,  
and ways to pay.

That’s why we’ve made it as 
simple as possible for businesses 
to accept PayPal payment types, 
credit cards, digital wallets, local 
payment methods in a single, easy-
to-manage integration. PayPal 
outperforms other digital wallets 
by up to 60% in conversion rates4, 
which means we can help you 
drive revenue even as economic 
headwinds threaten to slow growth.

Of course, not all payments 
businesses manage are inbound. Fast 
and frictionless payouts to vendors, 
suppliers, and customers are also 
vital to the success of an enterprise. 
PayPal gives businesses end-to-end 
visibility of payouts and the detailed 
reporting required to validate and 
confirm payments in real time. And 
the ability to make payment in more 
than 30 currencies gives enterprises 
more flexibility in a global economy.



Why take the risk? 
Protect the business 
you’ve built.
If past periods of economic uncertainty are a 
guide, businesses can expect a rise in fraud 
this year. However, the prospect of more 
crime in digital shopping channels presents 
businesses with an opportunity to bolster risk 
management and stand out from competitors 
with an offering customers are seeking.

Consider these findings from IDC5: 

of businesses are somewhat or 
very confident that they have 
ensured that their e-commerce 
site is safe and secure.

82%

of customers trust the sites 
where they shop to keep 
their payment data safe.

40%

of businesses consider the 
security of their payment data to 
be an online investment priority, 
despite customers ranking 
security as a top priority.

35%



The gulf between customer priority and business 
investment is ripe territory for businesses to 
differentiate themselves. Quick to adapt to 
shifting fraud patterns, PayPal makes certain 
that security doesn’t come at the expense of 
easy checkouts or legitimate transactions. 
Automation reduces the amount of time 
businesses invest in disputing chargebacks, 
and because flexibility is critical, PayPal makes 
it simple to integrate with other anti-fraud 
services and secondary vault providers.

Additionally, the ready-built payments 
interface is eligible for SAQ-A PCI compliance 
validation, while the 3D Secure 2 solution help 
ensure your transactions meet PSD2’s Strong 
Customer Authentication requirements.

Fraud and risk will continue to adapt alongside 
the evolution of the digital ecosystem, but 
having a partner with robust data insight, 
machine-learning tools, and global expertise 
helps your business stay ahead.

PayPal is the 
most trusted 
brand globally 
to keep financial 
information 
secure6.



Custom solutions.  
Built for your business.
Just as economic conditions change, businesses 
change, and have different requirements 
at different phases of their evolution.

PayPal confers the ability to build a commerce 
network customised to those shifting 
needs. With PayPal at the centre of your 
infrastructure, your business is positioned to 
find new revenue streams and build resilience 
even as your business experiments with 
new channels, markets, and partners.

By unifying payments information from all of 
your channels, you can make smarter decisions 
faster with comprehensive data reporting. Our 
global support teams have the technical and 
business expertise to provide real-world solutions 
customised to what your business needs now.



PayPal by  
the numbers:

429+  200+100+
million active 

customers
global 

markets
currencies



Resilience is in our DNA. With 
more than 20 years at the 
forefront of online payments, 
PayPal has the experience to 
help your business withstand 
whatever 2023 holds in store.

Visit our FY 2023 planning hub for more 
ways to build a resilient business.

https://www.paypal.com/sg/webapps/mpp/enterprise/business-roadmap
https://www.paypal.com/hk/webapps/mpp/enterprise/business-roadmap
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Disclaimer: 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.
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