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HOW WE WILL PAY
R E P O R T

CONSUMERS, CONNECTED DEVICES AND THE FUTURE OF PAYMENTS

77%
of consumers want
their financial institutions/
bankcard networks to
enable these new
ways to pay

66%

OF CONSUMERS WOULD USE

A CONNECTED DEVICE TO ENABLE A SEAMLESS
PAYMENT EXPERIENCE WHEN SHOPPING

61%
of consumers say that
shopping — online or
in-store — is unproductive,
inefficient, time-consuming
and even boring

A PYMNTS AND VISA COLLABORATION

INTRODUCTION
The pace of technological innovation in recent

But how do consumers feel about all of this? After

years has been dizzying. It seems as soon as we

all, monetary exchange — whether in the form of

read about things like delivery robots and self-

seashells, gold coins or dollar bills — has been with

driving vehicles being tested at research centers,

us since the dawn of civilization. In the headlong

prototypes are rolled out in the real world.

rush toward the next cool, disruptive technology,

This is certainly true in the world of payments. It’s no

the feelings of consumers are often overlooked.

longer a science fiction scenario for a car to be able

PYMNTS decided to find out how consumers feel

to find the nearest, cheapest gas station when its

about the latest innovations in digital payments,

fuel tank is low and handle payment at the pump

some on the horizon and others already upon us.

— without the driver having to so much as touch a

We asked what types of connected devices people

screen or reach for a wallet. In fact, it’s even possible

own, how often consumers go shopping, what

for the driver to pick out items from the gas station’s

items they buy, how they pay for these items and

convenience store before pulling up. In the rapidly

how they feel about using connected devices to

expanding Internet of Things (IoT), refrigerators can

handle such transactions — let’s just say we asked

not only monitor when bread or other staples are

a lot of questions.

running low, but also arrange automated purchases
and drop-off through a grocery delivery service.

Our study generated more than six million data

As connected devices from cars to wearables

the most salient patterns. We believe the results

become increasingly ubiquitous, we may be

outlined in this report will prove compelling for

approaching an era in which the messy business

anyone interested in understanding both the

of waiting in line, dealing with cashiers or even

opportunities and pitfalls on the path toward a

swiping a card becomes obsolete.

cashless future.
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KEY FINDINGS
•

People have embraced connected devices to a
remarkable degree. Seventy-five percent of all
consumers own a connected device that is not a
smartphone, computer or laptop.

•

The wide-scale adoption of connected devices cuts
across demographic boundaries.

•

Consumers are dissatisfied with the contemporary
shopping experience, both in-store and online.
More than 60 percent say the shopping process
is inefficient, unproductive, time-consuming and
even boring.

•

Many people have privacy and security concerns
when using connected devices to make purchases,
particularly in the case of automated payments.
Seventy-six percent of consumers said worries
about data privacy might hold them back from
using a connected device to make a payment.

•

When it comes to handling payments via connected
devices, people are much more trusting of the
bank and credit card brands with which they’re
familiar than technology companies like Google
and Apple. Seventy-seven percent said they trusted
their financial institutions or bankcard networks
the most to handle such transactions.
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METHODOLOGY

PYMNTS surveyed a random sample of 2,584 adult U.S. shoppers in May 2017. Respondents had to own at
least one smartphone to qualify. We asked a range of questions concerning the shoppers’ device ownership,
use of connected devices and attitudes toward various payment methods. We also asked them to complete
seven-day and one-day diaries in which they tracked their purchases and payment methods.
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BEYOND TABLETS AND SMARTPHONES
To say that U.S. consumers
have adopted a wide range of

Figure 1. Distribution of persona types

connected devices would be
an

understatement.

They’ve

invited these gadgets into their
homes and lives — they talk

Smartphone-Centric

4%

to them, drive with them and
even exercise with them. 75

Connected Me

28%

percent of all U.S. consumers
own a connected device that is
not a smartphone, computer or
a laptop. They own connected
devices ranging from game

Mainstream Mobile

consoles and voice- activated

21%

assistants (e.g. Alexa or Google
Home)

to

activity

trackers

Connected Home

24%

(e.g. Vivo or Fitbit) and smart
watches. And then there are
those who own a whopping
six devices or more, a group we
call the “Super Connected.”

Super Connected

23%

We’ve broken our survey population into five groups based on the number and types of connected
devices they own. Besides the Super Connected, there’s “Connected Me,” consumers who, in addition to a
computer, smartphone and tablet, also own activity trackers, smart watches and other wearables. Those in
the “Connected Home” category own devices that are more entertainment- and home-oriented, such as
game consoles, smart thermostats and voice-activated assistants. People in the “Mainstream Mobile” group
only have a smartphone and a computer or tablet. The “Smartphone-Centric” only own smartphones — a
group that makes up just 4 percent of shoppers.
After smartphones, computers and tablets, the most popular devices are game consoles (owned by 47
percent of consumers), followed by activity trackers (41 percent), e-readers (21 percent) and voice-activated
assistants (14 percent).
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Beyond tablets and smartphones

Percentage of Respondents that Own Each Type of
Device,of respondents
by the Entire
and
Figure 2. Distibution
by the typeSample
of devices they
ownthe Super Connected
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One might assume the Super Connected would be considerably younger and wealthier than the surveyed
population as a whole, but this doesn’t appear to be the case. People across age and income groups have
adopted multiple connected devices. The Super Connected are more likely to be college-educated and
have higher incomes — but only by a slight degree. One can find a modest gender difference among the
groups: 56 percent in the Super Connected category are male, while 56 percent in the Connected Me group
are female.

Table 1. The demographics of Connected Consumers
All
Combined

Smartphone
Centric

Mainstream
Mobile

Connected
Home

Connected
Me

Super
Connected

Average Age

41.4

41.6

43.2

40.8

41.3

40.6

Average Income ($0 per Year)

78.3

76.7

76.4

78.1

79.3

79.3

Average Household Size

2.9

2.8

2.6

3.1

2.8

3.3

College Educated

46.6%

34.8%

43.5%

36.8%

52.0%

54.5%

Female

50.0%

45.5%

50.0%

49.9%

56.5%

44.0%

Have Children

50.0%

51.6%

60.2%

47.7%

55.8%

36.2%
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Beyond tablets and smartphones

Embracing the new
American consumers long ago crossed the online
shopping rubicon. Nearly 25 percent of people in our
survey said they used a computer to make a purchase
during the prior seven days, and 18 percent said they
used an app to do so. But how do consumers feel about
using their connected devices to meet their shopping
needs and wants?
Despite the novelty of connected devices, customers
were surprisingly open to such possibilities. More than
40 percent of all consumers in our study — from the
Smartphone-Centric to the Super Connected — said
they would be interested in using a connected device to
automatically pay for an item at a store (44 percent) or
fuel up at a gas station (41 percent).

Percentage of Respondents that are VERY or
Figure 3. How Consumers want to use Connected devices
EXTREMELY Interested in Applications for Connected Devices
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Beyond tablets and smartphones

Not surprisingly, the Super Connected were much more
interested in such capabilities than the SmartphoneCentric.
At the same time, people were warier of use cases that
involved a connected device sensing when a product or
repair was needed and automatically arranging a purchase,
such as a refrigerator (27 percent of those surveyed) or a
vehicle (34 percent).
And given the recently expressed fears about an impending
robot takeover, the level of support for such automated
technologies is noteworthy. In contrast, a recent poll found
that nearly 80 percent of Americans were fearful of riding
in self-driving vehicles — a technology that’s been widely
reported on, and that has, by and large, been safely tested
on roadways.

Hungry for shopping alternatives
There’s a reason why a significant percentage of consumers appear to be open to novel ways of paying for
things: They aren’t exactly in love with the contemporary shopping experience. A majority of respondents
(61 percent) said they didn’t find shopping fun or productive, whether in-store or online. More than 25
percent said they found shopping to be time consuming and inefficient.

Figure 4. How consumers view shopping

39%
PRODUCTIVE
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Beyond tablets and smartphones

The potential of paying with connected devices to reduce shopping time and frustration appeals most to
consumers. In fact, more than 80 percent saw this as a potential benefit of the new technologies. Other
potential incentives included saving money (77 percent), improving quality of life (70 percent) and the
novelty of trying a new technology (47 percent).

Figure 5. What influences Connected device use when shopping and paying
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Causes for concern
Consumers aren’t ready to ditch their physical wallets just yet, though.
A majority of shoppers said they have some reservations about
using connected technologies to pay for things. To understand why,
one need look no further than the steady drumbeat of headlines
concerning hacking and data breaches.
More than 70 percent said concerns about data privacy and data
theft would give them pause before using a connected device to
make a purchase. These were concerns even for Super-Connected
technophiles, although not as much as of a concern as the reliability
of the technology itself. Another top concern among all shoppers
was having the ability to verify a transaction before a payment was
made (69 percent). It bears noting these concerns far outweighed
any that consumers might have about a reduction in customer
service (40 percent).
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Beyond tablets and smartphones

Percentage of Respondents that Expressed the Factor as
something that would hold them back from using a
connected device
Figure 6. Factors deterring consumers from adopting connected devices
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36%
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These results seem to reinforce the idea that, when

A recent PYMNTS study found these platforms are

it comes to when and how they spend their money,

only used by about 4 percent of consumers, and

people tend to be cautious about new technologies.

that the use of Apple Pay has flatlined.

Consider the very limited adoption of mobile
wallets, such as Apple Pay and Samsung Pay, which
some believed would portend the end of physical
wallets when they debuted a couple of years ago.

But our survey indicates established financial
institutions may have a leg up in surmounting some
of the privacy and security concerns associated with
using connected devices as payment platforms.
Nearly 80 percent of respondents said they viewed
their financial institutions or bankcard networks as
the most trusted parties to facilitate connecteddevice payments, while fewer than 30 percent said
they trusted large technology companies to do so.
Google was trusted by 26 percent of respondents,
Apple by 23 percent, Microsoft by just 10 percent and
Facebook by a mere 8 percent. The one exception
was Amazon, trusted by 48 percent, which has long
been the most venerable and ubiquitous brand in
eCommerce.
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Beyond tablets and smartphones

Who would you trust to offer these internet-enabled
commerce experiences? Check all that apply (N=2584)
Figure 7. Who consumers want to power their connected paying experience
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Beyond tablets and smartphones

The road ahead
Building a bridge between the world of connected devices and payments offers great promise, but also
poses challenges. As our study makes clear, people are more likely than ever to have multiple connected
devices at their beck and call every day, but they aren’t entirely sure how such technologies can improve
their shopping experiences. No more than 20 percent identified a single activity — such as grocery shopping,
cleaning or paying bills — that could be improved with the aid of a connected device. And, as previously

Percentage of Respondents that would think a connected
devices would be valuable to the purchase process
Figure 8. Where consumer see the most value in using connected devices to shop and pay

noted, people have real security and privacy concerns about paying with connected devices, particularly in
the case of automated payments.
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ABOUT
The “How We Will Pay” study, a PYMNTS and Visa collaboration, asked consumers to respond to a variety
of questions that defined specific behavioral patterns, buying habits and shopping preferences related
to connected commerce. The study outlines a clear picture of five distinct user personas based on age,
geography, purchasing preferences and connectivity levels, providing an in-depth analysis of each group. A
detailed analysis of the personas, which range from The Super Connected, who own the most number of
connected devices, to the Smartphone-Centric, who rely only on their mobile phones, are listed in the full
report. The study was conducted among a panel of approximately 2,600 adult smartphone users ages 18
and older within the United States.

PYMNTS.com is where the best minds and the best content meet on the web to learn about “What’s
Next” in payments and commerce. Our interactive platform is reinventing the way in which companies in
payments share relevant information about the initiatives that shape the future of this dynamic sector and
make news. Our data and analytics team includes economists, data scientists and industry analysts who
work with companies to measure and quantify the innovation that is at the cutting edge of this new world.

Visa Inc. (NYSE:V) is a global payments technology company that connects consumers, businesses, financial
institutions and governments in more than 200 countries and territories to fast, secure and reliable electronic
payments. The company operates one of the world’s most advanced processing networks — VisaNet — that is
capable of handling more than 65,000 transaction messages a second, with fraud protection for consumers
and assured payment for merchants. Visa is not a bank and does not issue cards, extend credit or set
rates and fees for consumers. Visa’s innovations, however, enable its financial institution customers to offer
consumers more choices: pay now with debit, pay ahead with prepaid or pay later with credit products. For
more information, visit usa.visa.com/about-visa, visacorporate.tumblr.com and @VisaNews.
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DISCLAIMER
The PYMNTS.com How We Will Pay Report may be updated periodically. While reasonable efforts are made to
keep the content accurate and up-to-date, PYMNTS.COM: MAKES NO REPRESENTATIONS OR WARRANTIES
OF ANY KIND, EXPRESS OR IMPLIED, REGARDING THE CORRECTNESS, ACCURACY, COMPLETENESS,
ADEQUACY, OR RELIABILITY OF OR THE USE OF OR RESULTS THAT MAY BE GENERATED FROM THE USE
OF THE INFORMATION OR THAT THE CONTENT WILL SATISFY YOUR REQUIREMENTS OR EXPECTATIONS.
THE CONTENT IS PROVIDED “AS IS” AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY AGREE THAT
YOUR USE OF THE CONTENT IS AT YOUR SOLE RISK. PYMNTS. COM SHALL HAVE NO LIABILITY FOR ANY
INTERRUPTIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH REGARD
TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS FOR A
PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW THE
EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED EXCLUSIONS DO NOT APPLY.
PYMNTS.COM RESERVES THE RIGHT AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO
MODIFY, INTERRUPT, OR DISCONTINUE THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT OF IT
WITH OR WITHOUT NOTICE.
PYMNTS.COM SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, SHALL NOT
BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR DAMAGES FOR
LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR RELATED TO THE CONTENT,
WHETHER SUCH DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, AT
LAW, OR OTHERWISE, EVEN IF PYMNTS.COM HAS BEEN ADVISED OF THE POSSIBILITY OF SUCH DAMAGES.
SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR INCIDENTAL
OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITATIONS DO NOT
APPLY. THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.COM AND ITS PARENTS,
AFFILIATED AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, AND EACH OF ITS RESPECTIVE
DIRECTORS, OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT COMPONENT PROVIDERS, LICENSORS,
AND ADVISERS.
Components of the content original to and the compilation produced by PYMNTS.COM is the property of
PYMNTS. COM and cannot be reproduced without its prior written permission.
You agree to indemnify and hold harmless, PYMNTS.COM, its parents, af liated and related companies,
contractors and sponsors, and each of its respective directors, of cers, members, employees, agents, content
component providers, licensors, and advisers, from and against any and all claims, actions, demands,
liabilities, costs, and expenses, including, without limitation, reasonable attorneys’ fees, resulting from your
breach of any provision of this Agreement, your access to or use of the content provided to you, the PYMNTS.
COM services, or any third party’s rights, including, but not limited to, copyright, patent, other proprietary
rights, and defamation law. You agree to cooperate fully with PYMNTS. COM in developing and asserting
any available defenses in connection with a claim subject to indemni cation by you under this Agreement.
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