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&<6 ECOSYSTEM CONTEXT
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Why Simplicity and Comprehensiveness Compete in Payments Infrastructure

« Payments Infrastructure has split into two strategies:
= Legibility (one clear job) or

= Comprehensiveness (absorbing the full financial stack)

o PayPal preserved legibility deliberately; Stripe expanded into
fraud, billing, payouts, tax, multi-party money movement

« Comprehensiveness multiplies decision points a buyer must clear
before finding their entry point

« Result: comprehensiveness is real capability, and a translation
cost the buyer inherits




STRIPE'S POSITION WITHIN
THIS ECOSYSTEM

o Three top-level decision routes (Products, Solutions, Pricing)

= Enterprise sits buried inside Solutions,

= Support is absent from the navigation bar entirely.

o Custom pricing panel names five products and closes with plain-text
"and more" —> no disclosure, tooltip, or link

« Where Stripe compresses its India entry point behind an
unexplained "Request an invite" gate, PayPal builds a dedicated
freelancer page around the same market's regulatory constraint.

o Support services (TAM, Professional Services, Certified Partners)
shown as labels only, while dedicated pages describe far more.




DIAGNOSTIC SCOPE

« Identifying Critical Customer Touchpoints:

= Mapping the navigational complexity a firsttime standard / existing standard /enterprise customer faces both at first

purchase and when returning to add or switch a payment module

- Competitive Position: Stripe vs. PayPal (Legibility vs. Comprehensiveness):

= Comparing the vocabulary each platform uses with customers, and what that language assumes the customer already knows

» Diagnosing Choice Paralysis & Payments-Knowledge Gap:

= Examining why a firsttime retail buyer cannot self-qualify into the right product without external help

« Mapping Structural Gaps in Custom Package Discovery:

= Locating where the incomplete catalogue and compressed enterprise labels break scope visibility for a wholesale buyer

« Value Visibility & Discovery Lag Analysis:

= Assessing how many steps a buyer on either path must take before reaching genuine understanding of what they're purchasing

« Translating Findings into Business Impact:

= Converting the retail and wholesale diagnoses into measurable outcomes



"’ DIAGNOSTIC 1:
2% LANDING PAGE & FIRST-TIME BUYER PATHS

« Stripe's Headline names a category the user must place themselves within;

PayPal's headline simply names the audience it's already confirmed the user selected

« Stripe's Subheadline stacks three distinct capabilities before the user has chosen one;
PayPal's stays on one general claim with no new vocabulary

« Stripe never resolves persona at all.

PayPal's landing page resolves persona immediately via a Personal/Business toggle;

e PayPal's Business view carries a persistent live chat widget;

No equivalent observed on Stripe's US site.

« Retail buyer: Stripe presents a catalogue with no starting point;
PayPal confirms audience in one click, then proceeds

« Enterprise buyer: Stripe’s Custom pricing lists five products, then says “and more,” leaving
the full package scope unclear. PayPal names enterprise capabilities, quantifies scale,

and provides supporting proof before Contact Sales.



PRODUCT, SOLUTIONS & PRICING PAGES

Product Menu: Solutions Menu: Pricing Page

. . o Line-item rates with no bundled
 Organises around what the platform provides, » Buyer must self-classify across four parallel

: i d recommendation:;
not the buyer’s first decision. taxonomies (stage, use case, industry,ecosystem)

« Custom panel repeats the "and more"
gap after showing 5 named standard
products.

« Makes comprehensiveness visible, but doesn't * Th.e page assumes the l?uyer already knows WhICh.
axis describes their business, before they can begin

separate the simple entry need from the broader ,
narrowing down.

infrastructure system.

« No guided tool or agent narrows the

« This leaves enterprise buyers to assemble their own e . . ;N
line-item list to what their specific

solution instead of offering a recommended
configuration.

e Buyers must choose among overlapping products

(Payments, Payment Links, Checkout, Elements) business actually needs.

Pattern: Each page makes something visible, but leaves the buyer choosing among overlaps




% PURCHASE & POST-PURCHASE DISCOVERY

« Standard buyer: Signs up directly, resolves product fit only after account creation
o Enterprise buyer: Contact Sales is a standalone lead form, not gated behind signup

« Both paths defer real understanding until after commitment:
o The retail buyer proceeds on partial understanding, treating signup as low-risk
enough to sort out details afterward.
o The enterprise buyer experiences the form submission as a further delay rather

than a decision

o Stripe defers translation of its own architecture into the buyer's specific need until after
commitment, whether that commitment is an account or a sales conversation.

« Existing-buyer note: Enterprise renewals are sales-mediated.



DIAGNOSTIC 2:

COMPETITIVE POSITION:
STRIPE VS. PAYPAL (LEGIBILITY VS. COMPREHENSIVENESS)




THE TWO ARCHETYPES & THE SEQUENCING DIFFERENCE

Stripe: PayPal:

o Infrastructure across 195 countries, « One recognizable job,
e 135+ currencies, e Trusted brand,
« 100+ payment methods o Fast setup,
o Deeper capability, e Minimal vocabulary and a
« Higher cognitive load, « A top-level navigation organized by persona (Personal, Business,
« Navigation organized entirely by what the platform offers Advertiser, Developer)
o Best for developer control and custom checkout flows, o Best for small businesses needing minimal product vocabulary
« Spanning payments, billing, tax, fraud prevention, payouts, and required from the buyer before acting.
multi-party money movement « A consumer wallet system, Straightforward invoicing tools, and

Physical POS card readers.

o At the enterprise capability layer, the two platforms are closer than persona-level navigation suggests

both show real depth without a pre-assembled deployment answer

o The real gap is sequencing: PayPal resolves persona before capability; Stripe never resolves persona at all



DIAGNOSTIC 3:

CHOICE PARALYSIS & PAYMENTS-KNOWLEDGE GAP




VOCABULARY-TRANSLATION FAILURE

« Branded terms used before being explained, no inline definition at

point of confusion

« Three decision routes overlap rather than nest — no single starting

path, and Enterprise isn't even a top-level destination

e A buyer wanting "installments" must first discover which of three

architectures applies

o The number and similarity of options make selecting any option {

harder.

« Comprehensiveness switched on all at once, no dimmer, No

guided intermediary



DIAGNOSTIC 4:
CUSTOM PACKAGE DISCOVERY GAP




THE FOUR GAPS

Gap 1:

e The Custom panel names five products: Payments, Connect, Billing,

Radar, Invoicing
e Then closes with plain text, "and more."

 No expandable disclosure, tooltip, or link sits behind it.

Gap 3:

« The Enterprise page, the Support Plans page, the Professional
Services page, and the Partners page are detailed, and collectively

answer most of what the Custom panel leaves open,

« Yet nothing on the Custom panel links to any of them unless you

press the custom link or scroll down.

Gap 2: Services reduced to labels:

o Technical Account Management, Professional Services, and
Certified Implementation Partners sit on the Custom card as

three plain text lines.

e What each actually includes is substantially larger:

Gap 4:

« The fuller enterprise proposition is accessible only through
the Custom panel’s link, with no other visible route to it

elsewhere on the site.



DIAGNOSTIC 5:
VALUE VISIBILITY & DISCOVERY LAG ANALYSIS




STANDARD VS. CUSTOM LAG

« Standard: 5 touchpoints before real understanding, resolved inside the Dashboard after signup.

o Custom: 4 touchpoints before a conversation even opens; understanding resolved off-site, in a sales call.

« Both paths hand the buyer a commitment before a resolution

e But the paths differ in where that resolution happens:
= The Standard buyer's lag resolves inside Stripe's own product, where Stripe controls the experience;
= The Custom buyer's lag resolves inside a human conversation, where Stripe's website has already handed

off the burden of clarity to a salesperson.

@)

« The website's job, on both paths, ends before the buyer actually understands what they're buying



DIAGNOSTIC 6:
TRANSLATING FINDINGS INTO BUSINESS IMPACT




THE CLOSE

This diagnostic reflects stripe.com's navigation, pricing structure, and positioning as observed on September 12, 2026. Both the retail Standard path and the enterprise Custom path were

evaluated across the same window, using Stripe's own published pages rather than internal data. Findings on the Custom panel's "and more" phrasing, service-label compression, and

comparative positioning against PayPal should be read as a snapshot in time and re-verified against the live site before any client-facing presentation of this material.

« Scope: Diagnostic runs entirely on what's publicly observable — no internal

access, no engineering time, no disruption to your team

« Differentiation: Growth teams read metrics after damage is visible;

Radz identifies behavioral and structural gaps before they surface as a metric

« Next Step: Request a Free Baseline Diagnostic

REQUEST A FREE BASELINE DIAGNOSTIC
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