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n< Executive summary >

The 2026 Super Bowl will be a defining moment for the North American iGaming industry. As the
biggest game in U.S. sports returns to Levi's Stadium just outside San Francisco, California, it comes
at a time when regulated online sports betting is firmly established across much of the U.S. and in
Canada’s most populous province, Ontario, though major markets like California and Texas remain
unregulated.

In this context, we surveyed 3,000 respondents aged 21 or older who expressed interest in following
the Super Bowl in some capacity. The research covered key regulated markets across the U.S.
(Florida, Massachusetts, New Jersey, New York, Ohio, Pennsylvania) and Canada (Ontario), as well

as the prospective markets of California, Texas, and Alberta. The study explored how fans plan to
engage with the game, including betting behavior, payment preferences, and online sportsbook
selection.

This year’s findings reveal a surge in engagement and spending, driven by game-day excitement,
first-time bettors, and the critical importance of seamless, secure payments. Here's a snapshot of
our findings:

¢ Betting boom: 51% of fans in regulated markets plan to place bets online or via an app, including
31% who will bet for the first time.

¢ Game-day momentum: 59% of bettors will place wagers on the day of the game, and 27% plan
to spend more than usual.

¢ Variety matters: Debit cards (43%) and digital wallets (42%) dominate as preferred funding
methods. Payment method also affects conversion: 43% have abandoned a bet when their
preferred method was unavailable.

¢ Payments are vital: Quick payouts rank just behind brand trust as the top factor in sportsbook
choice. Wallet adoption is strong in key states such as New York and Florida, as well as in
Ontario, Canada, where local methods such as Venmo (U.S.) and Interac e-Transfer (Canada)
remain essential.

¢ High stakes for retention: 84% of bettors would switch brands after a poor payment experience,
underscoring the need for speed and reliability.

¢ Prospective market potential: More than half of fans (52%) in California, Texas, and Alberta say
they would bet online if it were legal, and most agree that regulation would make the Super Bowl
more engaging.

As fans gear up for the Super Bowl, their plans extend far beyond watching the game. From betting
and payments to future market opportunities, the event offers a concentrated engagement window
in which payment performance is critical to driving conversions, building trust, and fostering loyalty.
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n<lnside the Super Bowl audience >

Interest in the 2026 Super Bowl is exceptionally high, with 61% of respondents planning to watch the entire
game closely on TV or a connected device. Among those planning to bet in regulated states and provinces,
engagement rises even further to 65%, reinforcing the strong link between betting intentions and overall
event involvement.

Viewing habits and engagement levels

Though most fans will be locked in on the game from home, 18% say they will have the game on in the
background, while 11% plan to travel to Levi’s Stadium to experience the live action. Another 11% are
focused primarily on the halftime show, underscoring the entertainment value beyond the game itself.

Which of these best describes how you plan to watch the Super Bowlin 20267

| will watch the whole game 61%
closely on TV or another device >
| will have the whole game on in the

background on TV or another device °

| will travel to watch the game
in-person at Levi's Stadium

I'm only interested in watching the 11%
halftime show on TV/another device °

Respondents’ sports preferences indicate football's dominance while also reflecting a diverse interest in other
sports. Nearly two-thirds of respondents (65%) follow American or Canadian football, while baseball (55%) and
basketball (52%) rank next, followed by ice hockey (39%) and soccer (33%). Betting habits reflect this trend:
among these sports watchers who responded, 29% wager on football, 25% on basketball, and 19% on baseball,
indicating that the Super Bowl attracts both core football bettors and those who typically bet on other sports.




n<lnside the Super Bowl audience >

Travel intentions for the big game

A total of 11% of respondents said they would travel to watch the game in person at Levi's Stadium,
located south of San Francisco. Within this group, 27% were based in New York, an unexpectedly high
share, while 21% were from California. Texas and Florida followed, with 11% of respondents in each state
expressing plans to travel. Notably, 44% of these prospective travelers were between 25 and 44 years
old. Together, these findings highlight the event’s strong influence on travel demand and the impact on
hospitality merchants.

Implications for operators

The Super Bowl compresses engagement into a single, high-intensity window, where millions of
transactions occur in real time. For sportsbooks, this isn't just another game; it's the moment when
payment performance defines the customer experience. Fans expect instant deposits and seamless
payouts, and any friction can turn excitement into frustration. With 84% of bettors responding that they
would switch brands after a poor payment experience, reliability isn't optional; it is the foundation of trust.

(o) of bettors would switch brands after
(o) a poor payment experience

Operators that deliver speed and flexibility across cards, wallets, and local methods will not only capture game-
day conversions but also build loyalty that lasts long after the Lombardi Trophy is lifted.
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n< Betting intentions and behaviors in regulated markets >

The Super Bowl remains one of the most powerful drivers of online betting activity, and this year’s data
confirms its status as a peak engagement moment: just over half of respondents (51%) who plan to watch
the game report they will place an online or mobile app bet. In major markets, this figure rises even higher.
New York leads at 65%, followed by Ontario at 58% and New Jersey at 55%. These figures underscore the
Super Bowl's ability to drive betting activity across both U.S. states and Canadian provinces where online
wagering is legal.

First-time bettors: a major acquisition opportunity

Among those planning to bet online, nearly one-third (31%) will place their first-ever wager during the
Super Bowl. This trend is particularly pronounced in high-population states such as Florida (37%) and New
York (26%), as well as in Ontario (33%), signaling a critical moment for operators to convert new players. For
sportsbooks, this influx of first-time bettors represents more than short-term volume; it is an opportunity
to establish trust and build long-term relationships through seamless onboarding and reliable payment
experiences.

Timing: game-day momentum dominates

Betting behavior around the Super Bowl is heavily influenced by timing. Nearly six in ten bettors (59%) plan
to place their wagers on game day, compared with 41% who will bet several days in advance.

When do you plan to place your bets on the Super Bowl?

On the day of the game, but at 46%
least an hour before it starts °

Right before the game, o
minutes before it starts 10%

In-game (live during the game) 3%

5 9% of respondents are planning to bet on game day

While last-minute betting dominates overall, regional nuances are worth noting: New York has a higher share
of early planners, with nearly half of bettors (49%) opting to place wagers ahead of the game.

In contrast, markets like Massachusetts lean toward game-day activity, with 65% planning to bet on game
day. In-game betting remains a more niche activity at just 3%, suggesting that most fans prefer to lock in
their bets before kickoff rather than during live play. These patterns reinforce the importance of frictionless
payment experiences during peak windows.



n< Betting intentions and behaviors in regulated markets >

Spending outlook: high-value moments for operators

Among bettors who have already bet online on sports, 27% plan to wager more than usual on the game,
while 69% expect to maintain their typical spend. Taken together, 96% will either maintain or increase their
betting spend, underscoring the event’s status as a high-value moment for operators.

Are you planning to bet more or less than normal (dollar-amount of your wager)
during the Super Bowl?

More than normal 27%

Less than normal

of bettors will either maintain or increase their
betting activity during the Super Bowl

Regional differences amplify this trend: in New York, nearly half of experienced bettors plan to increase
their spend (46%), while Massachusetts also shows a strong intent to bet more than usual (33%). Ontario
follows closely, with many bettors expecting to maintain or increase their wagering activity (26%),
reflecting the growing maturity of Canada’s regulated market.

Social circles and extraincome

Beyond individual behavior, social factors strongly influence engagement. Nearly three in five respondents
(58%) say they would join a group bet if friends or coworkers organized one, underscoring the communal
nature of Super Bowl betting. Financial flexibility also matters: 47% note that having extra disposable
income would increase their likelihood of placing a wager. These insights highlight the value of promotional
strategies that aligh with social dynamics and discretionary spending.

The experience behind the Super Bowl

Betting doesn't just change how fans participate; it also changes how they experience the Super Bowl.
77% of respondents say betting online makes the game more engaging, turning a single event into an
interactive experience. Beyond traditional wagers, fans are embracing variety: 67% enjoy prop bets tied to
game outcomes, and 61% say they like novelty bets, from halftime show predictions to unique Super Bowl
moments. These preferences highlight the growing appetite for entertainment-driven betting features
that keep fans connected throughout the event.
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n< Payment preferences and experiences in regulated markets >

Payments are the backbone of the Super Bowl betting experience, and this year’s data underscores
how critical they are to conversion and retention. When fans choose a sportsbook, the payment
journey can matter more than the betting experience itself. From funding methods to payout speed,
every detail shapes satisfaction and, ultimately, loyalty.

Funding methods: cards and wallets lead the way

Debit cards and digital wallets are the most common ways to fund Super Bowl bets, chosen by 43%
and 42% of respondents, respectively. Credit cards follow at 33%, while local payment methods
(20%), bank transfers (17%), and eCash solutions (10%) round out the mix. These figures highlight a
clear trend: alternative payment methods are no longer “alternative” but essential payment options
that need to be offered.

When placing bets online for the Super Bowl, how do you plan to pay for it?

Overall Florida Massachusetts New Jersey New York Ohio Pennsylvania Ontario
Debit card

Digital wallet (such
as Skrill, PayPal,
Apple Pay, etc.)

Credit card

Local payment
method (Venmo,
Interac e-Transfer)

Direct bank transfer

eCash solution (such 10%
as PaysafeCard) °

Other

State-level differences amplify this point. In Florida, digital wallets surge to 53%, making them the top
choice for bettors in the Sunshine State. Massachusetts and New York also show strong wallet adoption
at 51% and 52%, respectively, signaling a shift toward faster, more flexible options. Regulatory constraints,
such as Massachusetts’ outright ban on credit card use for betting and New York’s $2,500 annual limit on
credit card-based betting, underscore the need for operators to localize their payment stack and offer
multiple options to reduce checkout friction.

By contrast, debit cards remain dominant in Pennsylvania (53%) and Massachusetts (48%), reflecting
regional preferences for traditional funding methods. Credit cards continue to play a major role in New
York (51%), despite its limits, along with in Ontario (47%).

11



n< Payment preferences and experiences in regulated markets >

Local methods and bank transfers: diversity matters

Beyond cards and wallets, local payment methods are playing a significant role in the Super Bowl betting
ecosystem. Venmo in the U.S. and Interac e-Transfer in Canada are prime examples of how regional
solutions drive engagement. Massachusetts stands out, with 28% of bettors using local methods, while
New York follows at 23%. Bank transfers, including open-banking solutions like pay-by-bank products, are
also gaining traction, particularly in New York (27%) and Massachusetts (26%). For operators, these figures
send a clear message: players in major markets require a payment mix that goes beyond the basics.

eCash solutions add another layer of flexibility. While overall adoption sits at 10%, usage spikes in New
York at 22%, making it a poster child for payment diversity. In a market where credit cards are popular
but capped, and wallets are rising fast, eCash offers a secure, cash-based alternative that resonates with
specific segments of bettors.

Wallet preference: flexibility is key

Digital wallets aren’t just widely used; they're also becoming widely preferred. Nearly half of respondents
(45%) say they prefer wallets when available, and the preference rises even higher in key states: 57% in
New York, 49% in New Jersey, 47% in Florida, and 46% in Ontario.

(o) of respondents prefer to use a digital
(o) wallet to pay online when available

These figures confirm that wallets have moved from convenience to necessity, particularly for high-
frequency bettors who value speed, privacy, and ease of use.

12
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n< Sportsbook selection and engagement >

Selecting a sportsbook for the Super Bowl is about more than odds or promotions; it’s about trust and
speed. Fans want confidence that deposits will be seamless and that winnings will be paid promptly.
Across regulated markets, fans prioritize a brand they trust (43%) and quick payouts (37%), followed by
good odds (30%), quick deposits (25%), and the ability to use a preferred payment method (24%).

When it comes to choosing a sportsbook to bet on the Super Bowl,
which of the following criteria are important?

Overall Florida Massachusetts New Jersey New York Ohio Pennsylvania Ontario

Abrand | trust

Good odds

Ability to deposit and
withdraw with my preferred
payment method

S

Good promotional offers
for the Super Bowl (sign-up,
deposit bonuses, etc.)

Itis where my friends bet

Ability to bet on multiple
sports and events

VIP / loyalty rewards

A brand that sponsors
sports teams or has
sponsorships in the sports
space

Ability to bet with the same
sportsbook in person

Don’t know

With betting activity concentrated around game day, the speed and reliability of deposits and withdrawals
become decisive moments in the customer journey.

What matters most when choosing a book

Trust and payout speed are at the top of the list for Super Bowl bettors. Quick payouts are not only widely
valued but also the primary driver of decision-making in several markets. In Pennsylvania, 47% select quick
payouts as a top criterion, and in Ohio, the figure is 43%. In New Jersey, quick payouts (40%) are essentially
comparable to brand trust (41%). These patterns indicate that, once a baseline level of brand confidence is
met, payment performance can differentiate one book from another.

Quick and easy deposits also influence selection, particularly in states where last-minute wagering is
common, like Massachusetts and New Jersey, which had the highest amount of bettors betting right
before and during the game, where 28% and 27%, respectively, rate it as a top factor. When bettors
are preparing to place wagers close to kickoff, the ability to fund instantly and without friction often
determines whether they complete a bet or look elsewhere.
14



n< Sportsbook selection and engagement >

State nuances that shape conversion

Payment expectations are not uniform. In markets with strong wallet usage or restrictions on specific card
types, bettors place greater weight on speed and flexibility. New York and Massachusetts show elevated
interest in quick payouts, reflecting local dynamics in which wallets and bank transfers are widely used,
and card rules can vary. In these states, the choice comes down to a simple question: which sportsbook
gets my money quickly and lets me fund it the way | prefer?

Ontario mirrors this focus on payments as well. While trust remains central, many Ontarians also
emphasize fast payouts and convenient deposits, aligning with the province’s broader adoption of digital
wallets and Interac e-Transfer. The result is a consistent hierarchy across regulated markets: trust brings
bettors to the door, but payout and deposit experiences may determine who wins the account.

Conversion and satisfaction: speed wins

Payment choice isn't just about deposits, it's about payouts and convenience. For bettors, speed is non-
negotiable, as 84% say they are more satisfied when payouts are instant, while 43% admit to abandoning a
bet because their preferred payment method wasn't available.

(o) of respondents have abandoned their bet at checkout
(o) because their preferred payment method wasn't available

These behaviors carry significant implications for operators: friction at checkout or withdrawal delays can
derail the customer experience and drive churn at the worst possible moment.

Churnrisk: the cost of getting it wrong

The consequences of a poor payment experience are severe. 84% of bettors say they would switch
sportsbooks after a bad payment interaction, with this figure climbing to 88% in Massachusetts and 87%
in Florida and New Jersey.

If you had a bad payment experience with a sportsbook while betting
on the Super Bowl, how likely would you switch to another brand?

Neither likely nor unlikely

% Unlikely 4%

The stakes are even higher during the Super Bowl. With millions of dollars wagered in a compressed
timeframe, any failure in payment processing can turn excitement into frustration and damage brand
trust. In the past, large outages during major sporting events have dealt a significant blow to sportsbooks’
reputations. For sportsbooks and payment providers, the takeaway is clear: reliability and speed aren’t

optional, but foundations for success. -
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n< Prospective markets >

As regulated markets continue to shape the Super Bowl betting landscape, enthusiasm is also building
in jurisdictions that have not yet opened their doors to online sports betting. Our research highlights
significant interest among fans in these prospective markets should regulation move forward.

Interest in online betting if legalized

Just over half of respondents in prospective markets (52%) say they would be interested in betting online
on the Super Bowl if it were legal. Appetite is strongest in California at 60%, followed by Alberta at 49%
and Texas at 48%. These figures underscore the potential scale of future betting activity, particularly in
California, the largest untapped market in the U.S. Hosting the Super Bowl this year may further amplify
demand, creating a unique opportunity for operators to plan ahead.

The impact of regulation goes beyond participation. Among those who would bet online if allowed, 91%
agree that access to regulated sports betting would make the Super Bowl more engaging.

Being able to bet online, if legal, would make the Super Bowl experience more
engaging/satisfying for me.

Neither agree o
nor disagree 8%

Disagree 1%

This overwhelming consensus underscores sports betting’s role as an experience enhancer, not merely
a transactional activity. For operators and payment providers, this means preparing for markets where
engagement and expectations will be high from day one.

Payment expectations in new markets

Payment preferences in prospective states differ from those in regulated markets, but the theme of
flexibility remains consistent. Digital wallets and credit cards lead the list, each selected by 37% of
respondents, followed closely by debit cards at 36%. Local payment methods and bank transfers also
feature prominently, signaling that diversity will be critical for conversion when these markets open.

If online sports betting were to be regulated in your state/province and you were able to
place bets online for the Super Bowl, how would you want to pay to fund a wager?

Overall California Alberta

Digital wallet (such as Skrill, PayPal, Apple Pay, etc.)

Debit card

Losal payment method (Venm, Interas - Transfe)

Direct bank transfer

(0)4,1-1




n< Prospective markets >

State and province-level nuances provide further insight. In California, wallets lead at 45%, ahead of
credit cards at 43%, suggesting that players in the state will expect rapid, app-based funding options.
Alberta shows a similar trend, with 44% favoring wallets, whereas Texas leans slightly toward cards,
with debit cards leading at 38%. These patterns mirror broader consumer behavior across regions and
reinforce the need for region-specific payment strategies.

The possibility of credit card restrictions adds another layer of complexity. Massachusetts already bans
credit card-based betting, and New York imposes annual limits, with the possibility that similar rules
could emerge in new U.S. markets. For operators, this means planning for contingencies by ensuring
robust coverage of wallets, bank transfers, and eCash solutions alongside traditional card processing.

Selection criteria: trust and payments first

When asked what would matter most in choosing a sportsbook if betting were legalized, respondents in
prospective markets mirror the priorities seen in regulated states. Trust and brand confidence lead at 36%,
followed by quick payouts (29%), quick deposits (26%), and good odds (26%). The ability to use a preferred
payment method also ranks highly, even among players who have never placed an online bet before. This
finding is particularly notable, showing that expectations about payment shape decision-making before
any actual experience occurs.

If online sports betting were to be regulated in your state/province,
when choosing a sportsbook to bet on the Super Bowl, which of the
following criteria would you prioritize asimportant to you?

Overall California Alberta

Abrand | trust

Quick and easy way to receive the money from wins (payout)

Quick and easy deposits

Ability to deposit to fund wagers and withdraw winnings with
my preferred payment method

Good promotional offers for the Super Bowl (sign-up, deposit
bonuses, etc.)

VIP / loyalty rewards

A brand that sponsors sports teams or has sponsorships in
8% 11% 9%
the sports space

It is where my friends bet

Ability to bet with the same sportsbook in person 5% 4% 7%

Other

Don’t know

California again stands out. Despite being an unregulated market, fans there already emphasize payout
speed and payment flexibility, signaling these factors will be decisive from the moment the market opens.
Alberta and Texas follow similar patterns, with respondents prioritizing fast transactions and trusted
brands over promotional offers or social features.

18



n< Prospective markets >

Engagement impact and future opportunity

Legalization would do more than unlock betting; it would transform the Super Bowl experience for millions
of fans. Preparing for this future will require more than obtaining a license if they become available.
Operators will need to localize payment stacks, anticipate regulatory nuances, and design onboarding
flows that cater to first-time bettors. With wallets trending as the preferred method in California and
Alberta, and strong card usage expected in Texas, flexibility will be key.

The Super Bowl may be a single day, but for prospective markets, it signals a long-term shift; one in which
payments, trust, and user experience will define success from the outset.

19
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n< Winning on game day >

The Super Bowl is among the most demanding times of the year for sportsbooks and payment providers.
With betting activity concentrated into a single day, success depends on delivering a payment experience
that is fast, reliable, and flexible. Fans expect deposits to be seamless and withdrawals to happen without
delay, and any friction during this peak window can erode trust and loyalty.

Choice matters as much as speed. Players want the freedom to use cards, wallets, bank transfers,

and local payment methods, and they expect these options to work reliably, even during peak traffic
periods. For operators, this means preparing for complexity, including local regulations, diverse payment
preferences, and the heightened stakes of game day.

How Paysafe supports operators

Paysafe helps operators meet these challenges through a single integration that connects to every
major payment type bettors expect. From card processing via the Paysafe Gateway to digital wallets like
Skrill, a variety of LPMs, open-banking solutions such as Pay by Bank, and cash-based options through
PaysafeCash, our platform delivers the flexibility and reliability required for peak events. Combined with
advanced risk management and fraud prevention, Paysafe ensures operators can offer the seamless
experience fans demand, on the biggest betting day of the year.
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*Neither Paysafe nor any of its affiliates endorse or promote any form of wagering or gambling. Please
note that all forms of gambling and betting (online and otherwise) carry with them inherent financial
risk and risk of financial loss. Any gambling or betting activities should be exercised responsibly and
with moderation in compliance with all applicable laws and regulations.

About Paysafe

Paysafe is a leading payments platform with an extensive track record of serving
merchants and consumers in the global entertainment sectors. Its core purpose is

to enable businesses and consumers to connect and transact seamlessly through
industry-leading capabilities in payment processing, digital wallet, and online cash
solutions. With 3@ years of online payment experience, an annualized transactional
volume of $152bn in 2024, and approximately 3,000 employees located in 12+
countries, Paysafe connects businesses and consumers across 260 payment types

in 48 currencies around the world. Delivered through an integrated platform, Paysafe
solutions are geared towards mobile-initiated transactions, real-time analytics and the
convergence between brick-and-mortar and online payments.

Further information is available at https:/www.paysafe.com

Methodology

The report was based on a survey conducted on behalf of Paysafe by Sapio Research among 3000
respondents with an interest in following the Super Bowl in some capacity of legal gambling age
across the U.S. (California, Florida, Massachusetts, New Jersey, New York, Ohio, Pennsylvania, and
Texas) and Canada (Alberta and Ontario).

The interviews were conducted online by Sapio Research in December 2025 using an email invitation
and an online survey. Results of any sample are subject to sampling variation. The magnitude of the
variation is measurable and is affected by the number of interviews and the level of the percentages
expressing the results. In this particular study, the chances are 95 in 100 that a survey result does
not vary, plus or minus, by more than 1.6 percentage points from the result that would be obtained if
interviews had been conducted with all persons in the universe represented by the sample.
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