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Executive summary 
Gaming has evolved far beyond the purchase of a single title. Today, it spans mobile games, subscriptions, 
downloadable content, creator-led experiences, esports, and a growing range of digital entertainment 
purchases. As gaming becomes an increasingly integral and ongoing part of consumers’ entertainment lives, 
spending patterns, payment preferences, and expectations are changing alongside it.

We surveyed 5,000 gamers across the US, UK, France, Germany, Italy, Greece, Poland, and Romania who had 
made a gaming-related purchase in the past 12 months to understand how they spend, pay, and engage 
with modern gaming experiences. The research examines how gaming spending is evolving, which payment 
methods players prefer, where friction is affecting purchases, and why wallets and payment innovation are 
becoming increasingly important to the overall gaming experience. Here’s what we found in our research:

	 Gaming is an ongoing spending category: 
While 53% of gamers fall into the low-to-medium monthly spending tiers, nearly three in ten 
(29%) are high-to-very-high monthly spenders, highlighting gaming’s growing role in consumers’ 
entertainment budgets.

	 Gaming spending extends far beyond the game itself:
Mobile games are the most commonly purchased gaming product (53%), ahead of full digital 
games (43%), while gaming subscriptions have become a significant spend category for 39% 
of gamers. 

	 Payment choice matters: 
Debit cards remain the most commonly used payment method (41%), but digital wallets like 
PayPal or Skrill (35%), mobile wallets like Apple Pay or Google Pay (34%), and credit cards (32%) 
are all widely used, reflecting growing payment diversity across gaming. 

	 Payment friction is widespread: 
Nearly two-thirds of gamers (64%) have abandoned a gaming purchase due to checkout issues, 
highlighting the revenue impact of payment challenges. 

	 Security drives payment preferences: 
Security and fraud protection is the most important payment consideration for 36% of gamers, 
while 65% of gamers say concerns about fraud or scams sometimes make them hesitate before 
making a purchase. 

	 Wallet-based gaming experiences have strong appeal: 
Four in five gamers (84%) say they would find an all-in-one gaming and entertainment wallet 
appealing, including 44% who find the concept very or extremely appealing. 

	 Gaming activity peaks around key moments: 
Six in ten gamers (60%) agree that they take advantage of school, work, or public holidays to spend 
more time gaming.

As gaming continues to expand beyond individual purchases into a broader entertainment 
ecosystem, payments are increasingly central to the player experience. Publishers, platforms, and 
merchants that reduce friction, support payment choice, and build trusted payment journeys will be 
better positioned to capture spending and strengthen player loyalty.
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Gaming is becoming a continuous spending experience

Gaming’s business model has expanded significantly over the past decade. Today, players have more ways to 
engage, spend, and participate than ever before, creating a gaming economy built on ongoing interaction rather 
than occasional purchases. As gaming becomes more deeply embedded in everyday entertainment habits, 
spending is becoming more frequent, more diverse, and less tied to traditional purchasing cycles. 
 
Gaming has become a recurring expense

Gaming spending is now a regular part of many consumers’ monthly budgets. Most gamers report moderate 
levels of monthly gaming spend, with 53% falling within the low-to-mid spending tiers identified in the 
research. While higher-spending players make up a smaller share of the market, they remain an important 
segment of gamers at 29%.

This recurring expenditure highlights how gaming has evolved from an occasional purchase into an ongoing 
entertainment category. Rather than making a single transaction and moving on, many players continue 
spending throughout the lifecycle of their gaming experiences, whether through new content, subscriptions, or 
additional purchases tied to their favorite games.  

Spending is spread across multiple gaming experiences

Today’s gaming economy extends well beyond full-game purchases. Mobile games are the most commonly 
purchased gaming product, with 53% of gamers buying them in the past year, while 43% purchased full digital 
games and 39% paid for gaming subscriptions. 

Which of the following have you purchased in the past 12 months?

Total France Germany Greece Italy Poland Romania UK US

Mobile game 
purchases 53% 43% 52% 45% 40% 54% 51% 59% 62%

Full digital games 43% 41% 42% 42% 51% 45% 43% 43% 40%

Gaming 
subscriptions 39% 33% 36% 37% 35% 31% 35% 49% 44%

Gaming hardware/
accessories 35% 40% 36% 39% 28% 36% 29% 35% 35%

In-game items or 
virtual currency 35% 27% 33% 26% 24% 39% 33% 38% 44%

User-generated 
content (skins‚ mods‚ 
worlds‚ etc.)

18% 14% 18% 21% 17% 19% 19% 19% 19%

Creator 
subscriptions or 
donations

14% 13% 8% 18% 14% 21% 13% 13% 14%

Esports tickets or 
virtual event passes

12% 11% 12% 11% 12% 15% 13% 9% 13%

Other 1% 3% 0% 1% 2% 1% 1% 2% 1%
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Gaming is becoming a continuous spending experience

The diversity of these purchases demonstrates how gaming experiences now encompass a wide range of 
content and services. Players are increasingly combining different forms of spending, from subscription 
services and downloadable content to mobile experiences and purchases linked to their favorite creators 
and communities. 

As gaming ecosystems continue to expand, consumers are interacting with more purchase opportunities 
than ever before. This creates a more continuous commercial relationship between players, publishers, and 
platforms, driven by ongoing engagement rather than one-off transactions. 

Time off fuels gaming engagement and spend

Interestingly, gaming activity is not distributed evenly throughout the year. Six in ten gamers (60%) say they 
take advantage of school, work, or public holidays to spend more time gaming. 

To what extent do you agree or disagree with the following statements? 
I take advantage of school‚ work‚ or public holidays to spend more time gaming

43%

22%

17%
12%

7%

Agree

Neither agree nor disagree

Strongly agree

Disagree

Strongly disagree

of respondents take advantage of school, work, or holidays to game60%
These periods of increased engagement often create additional spending opportunities as players invest 
more time in gaming experiences. Whether participating in seasonal events, exploring new content releases, 
or spending more time with friends online, heightened engagement often translates into greater commercial 
activity across gaming ecosystems. 

For gaming businesses, understanding when and how these spikes occur can be as important as understanding 
what players buy. As gaming becomes a continuous spending experience, moments of heightened engagement 
offer valuable opportunities to strengthen player relationships and drive incremental revenue. 
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How gamers pay

Payments play an increasingly important role in the gaming experience. As spending becomes more frequent 
and spans a wider range of products and services, gamers expect payment methods that are convenient, 
secure, and tailored to their preferences. Our research reveals a highly diverse payment landscape, with players 
using a mix of traditional and digital payment options. 

Debit cards remain the most widely used payment method

Debit cards are the most commonly used payment method among gamers, with 41% reporting that they use 
them for gaming-related purchases. However, no single payment method dominates the market, reflecting the 
diverse ways consumers choose to pay. 

Which payment methods have you used for gaming purchases in the past 12 months? 

Digital wallets (35%), mobile wallets (34%), and credit cards (32%) all see significant adoption among gamers. 
This variety suggests that flexibility is increasingly important, with consumers expecting merchants and gaming 
platforms to support multiple payment options.  

No single payment method dominates

The variety of payment methods used for gaming purchases highlights how diverse payment preferences 
have become. While debit cards remain the most widely used option, the strong adoption of digital and mobile 
wallets, along with credit cards, shows that gamers increasingly expect choice at checkout. 

As gaming spending continues to grow across platforms, subscriptions, and digital content, payment choice is 
becoming an increasingly important part of the player experience. For gaming businesses, supporting a range 
of trusted payment methods can help meet evolving consumer expectations and reduce barriers to purchase.

Global France Germany Greece Italy Poland Romania UK US

Debit card 41% 27% 16% 49% 30% 30% 43% 54% 52%

Digital wallet 
(PayPal‚ Skrill‚ 
Neteller‚ Venmo‚ 
Cash App)

35% 30% 48% 38% 29% 27% 30% 32% 41%

Mobile wallet (Apple 
Pay‚ Google Pay) 34% 28% 29% 36% 24% 31% 33% 41% 39%

Credit card 32% 42% 28% 25% 37% 24% 27% 27% 42%

Gift card or prepaid 
card (PaysafeCard‚ 
gaming gift cards)

19% 20% 21% 17% 18% 18% 14% 19% 22%

Bank transfer 16% 16% 20% 7% 12% 35% 20% 15% 11%

Buy Now‚ Pay Later 9% 6% 12% 7% 9% 13% 8% 10% 10%

Cryptocurrency or 
stablecoins

6% 6% 5% 5% 5% 7% 7% 6% 8%

Other 1% 0% 0% - 1% 2% 1% 0% 1%
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How gamers pay

Convenience and security shape payment decisions

When choosing a payment method for gaming purchases, consumers consider more than convenience 
alone. Security and fraud protection ranks as the top consideration for 36% of gamers, making it the 
leading factor in their payment choice. 

Which two of the following are important factors for you when choosing a 
payment method?

This focus on security reflects the growing volume of digital transactions across gaming ecosystems. 
Whether purchasing a new title, subscribing to a gaming service, or making an in-game purchase, players 
want confidence that their payment information is secure. 

The results suggest that gamers are looking for payment experiences that combine trust, convenience, and 
flexibility rather than prioritizing any single factor.

Security and fraud protection 36%

Speed and convenience 33%

Ability to use my preferred payment method 22%

Discounts or promotions 21%

Rewards or cashback 20%

Privacy 19%

Budget control 15%

Other 0%

None of the above 2%
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Payment friction is costing publishers revenue

Gaming purchases often happen in the moment. Whether buying downloadable content, taking advantage of a 
limited-time offer, or making an in-game purchase, players increasingly expect checkout to be fast and 
seamless. When payment journeys become complicated, the opportunity to complete a purchase can quickly 
disappear. 

Abandonment is common

Payment friction remains a significant challenge across the gaming ecosystem. Nearly two-thirds of gamers 
(64%) say they have abandoned a gaming purchase at least once due to checkout issues, underscoring the 
impact of poor payment experiences on conversion. 

This finding indicates that payment performance is a key part of the purchasing process. As gaming spending 
increases and becomes more immediate, consumers are less tolerant of unnecessary transaction barriers. 

Have you ever abandoned a gaming purchase due to checkout issues (e.g. took too long‚ your 
payment option wasn’t available‚ or you felt it was complicated)? 

Yes‚ rarely (once or twice)

No‚ never

Yes‚ occasionally

Yes‚ frequently

of respondents have 
abandoned a purchase 
due to checkout issues

42%

36%

19%

4%

64%
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Payment friction is costing publishers revenue

The biggest checkout pain points

Not all checkout challenges are created equal. The most common reason for abandonment is a preferred 
payment method not being available, cited by 26% of gamers. Payment declines (25%), excessive checkout 
steps (23%), and security concerns (22%) also rank among the most common causes of friction. 

This underscores the importance of balancing payment choice, convenience, and trust. Gamers expect 
payment experiences that are straightforward, secure, and compatible with the payment methods they 
already prefer. 

Lost purchases happen in the moment

Gaming purchases are often tied to specific moments of engagement. A player may be purchasing content 
during gameplay, responding to a promotion, or taking advantage of a time-limited offer. In these situations, 
a disrupted payment journey can quickly lead to a lost sale. 

For publishers, platforms, and gaming merchants, every failed checkout represents a lost revenue 
opportunity, making frictionless payment experiences an increasingly important part of driving conversion 
and supporting long-term growth.

Preferred payment method unavailable 26%

Payment declined 25%

Excessive checkout steps 23%

Security concerns 22%

Regional payment restrictions 13%

Currency conversion issues 11%

None of the above 26%

Have you ever experienced any of the following when attempting a gaming purchase? 
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The rise of the gaming wallet

As gaming spending becomes more frequent and spans multiple platforms, services, and content types, 
players are increasingly interested in payment tools that simplify the purchasing experience. Rather than 
managing payments across multiple environments, many gamers are receptive to more centralized approaches 
that consolidate spending and payment management. 

Interest in wallet-based experiences is growing

The appeal of a gaming and entertainment wallet is strong among today’s gamers. More than eight in ten (84%) 
say they would find a digital wallet that helps them manage and pay for gaming and entertainment purchases 
in one place appealing. Within this group, 44% find the concept very or extremely appealing. 

These findings suggest that consumers are increasingly comfortable with the idea of managing a wider range 
of gaming-related purchases through a single payment experience. As gaming ecosystems expand, players 
appear open to solutions that reduce complexity and streamline spending. 

find the idea very of extremely appealing

would be interested in a gaming wallet 

64%

84%

Which features (up to three) would most encourage you to use a new wallet?

Total France Germany Greece Italy Poland Romania UK US

Rewards or cashback 39% 38% 36% 49% 34% 34% 35% 41% 43%

Better security 36% 37% 39% 44% 28% 34% 36% 38% 35%

Faster checkout 32% 20% 35% 28% 26% 30% 27% 37% 39%

Exclusive offers 26% 25% 24% 32% 30% 16% 28% 30% 25%

Easier refunds 25% 25% 22% 20% 26% 26% 26% 25% 25%

Ability to pay across 
multiple gaming 
platforms

22% 19% 18% 17% 23% 24% 22% 24% 25%

Ability to store 
multiple payment 
methods

19% 16% 18% 17% 18% 24% 19% 17% 20%

Budget/spending 
controls

18% 20% 19% 16% 16% 21% 20% 18% 15%

Other 0% 0% 0% 0% 0% - 0% 0% 0%

None of the above 3% 5% 4% 1% 1% 2% 2% 4% 5%
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Wallet appeal increases with gaming spend

Interest in a unified gaming wallet grows significantly among the most engaged gaming consumers. While 27% 
of very low spenders find the concept very or extremely appealing, this rises steadily across spending tiers to 
67% of very high spenders. This suggests that as gaming becomes a larger part of consumers’ entertainment 
spending, interest in consolidated payment experiences also increases. 

Approximately how much do you spend on gaming each month?

The strongest motivations for adopting a new wallet are rewards or cashback (39%), better security (36%), and 
faster checkout (32%). Exclusive offers (26%) and easier refunds (25%) also appeal to a significant proportion 
of gamers, highlighting demand for solutions that combine convenience with additional value. 

Wallets address broader payment challenges

Interest in gaming wallets reflects broader attitudes toward payments. More than two-thirds of gamers (68%) 
agree that frictionless payment experiences allow them to fully enjoy gaming, while almost half (46%) say they 
would spend more on gaming if checkout were faster or easier. 

68% 46% 65%
of respondents say that 

frictionless payment 
experiences allow them 

to fully enjoy their 
gaming experience

of gamers would spend 
more on gaming if checkout 

was faster or easier

of respondents say fraud 
concerns can make 

them hesitate to make 
a gaming purchase

The rise of the gaming wallet

27% 

47% 

38% 

52% 

67% 

Very low (less than $10)

Medium ($26 - $50)

Low ($10 - $25)

High ($51 - $100)

Very high (more than $100)
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The rise of the gaming wallet

At the same time, 65% say concerns about fraud or scams sometimes make them hesitate before making a 
gaming purchase. Together, these findings suggest that gamers are looking for payment experiences that 
combine convenience, speed, and security. 

The future of gaming payments

As payment preferences continue to evolve, wallets have the potential to play a larger role in the gaming 
experience. By bringing together spending, payment management, rewards, and entertainment purchases 
within a single ecosystem, they offer a different approach to how consumers manage digital transactions.

The strong appeal of wallet-based experiences suggests that gamers are increasingly open to consolidated 
payment solutions that help simplify how they spend across gaming and entertainment.
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Why payments are becoming central to the gaming experience

As gaming spending becomes more frequent and extends across games, subscriptions, downloadable 
content, and other digital purchases, payments are playing a larger role in the overall player experience. 

At the same time, the factors influencing gaming purchases are evolving. Nearly half of gamers (46%) 
agree that content creators and streamers influence the games, products, or content they purchase, 
highlighting the growing role of communities, creators, and digital ecosystems in shaping consumer 
behavior.

Together, the findings in this research point to a gaming audience that is increasingly engaged, 
connected, and digitally driven. For publishers, platforms, and merchants, keeping pace with changing 
player interests, expectations, and payment preferences will be essential to delivering experiences that 
resonate and convert.

Implications for publishers and gaming platforms

	� Make checkout faster and easier to reduce purchase abandonment.

	� Strengthen payment security and fraud protection to build player confidence.

	� Support a broad range of payment methods to accommodate diverse player preferences.

	� Reduce friction across direct-to-player purchasing journeys.

	� Explore wallet-based experiences that simplify spending and payment management.

PaysafeWallet: built for the experience economy

PaysafeWallet is a full-service digital wallet for consumers participating in the experience economy, 
including gaming, entertainment, and other digital experiences. Available in 18 European markets, it lets 
users send, receive, spend, and withdraw funds through a personal payment account with a dedicated 
IBAN and debit card.

Built into the PaysafeCard app and website, PaysafeWallet connects cash-based and digitally inclined 
consumers in a single, seamless journey. Users can move money from cash into a digital account, 
manage everyday payments, and spend online or in person, helping more consumers access gaming and 
other experiences through the payment methods that work best for them.

https://www.paysafecard.com/en-pl/paysafewallet/
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About Paysafe
Paysafe is a global payments platform powering the experience economy, with a strong focus 
on the iGaming, video gaming, e-commerce, online trading, retail, travel, and hospitality sectors. 
With 30 years of expertise in payment technology, Paysafe helps businesses and consumers 
lift every experience through seamless, secure payment solutions, including card payments, 
digital wallets such as Skrill, eCash solutions like PaysafeCard, and a suite of local payment 
methods. With approximately 2,800 employees across 12 countries and annualized 
transactional volume of $167 billion in 2025, Paysafe connects people and businesses 
worldwide through innovative digital payment experiences.

Methodology
The report was based on a survey conducted on behalf of Paysafe by Sapio Research among 
5000 gamers who have played video games and spent money on gaming-related purchases in 
the last 12 months, from the US, UK, Romania, Italy, Germany, Greece, Poland and France. The 
interviews were conducted online by Sapio Research in June/July 2026 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 1.4 percentage points from 
the result that would be obtained if interviews had been conducted with all persons in the 
universe represented by the sample.


