
How payments will play an instrumental role in 
driving revenue and growth for iGaming brands in 
the U.S., Canada and U.K. in 2023 and beyond…

All the ways players pay:
Powering online sportsbooks’ 
player acquisition & retention
in the US, Canada & UK
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Executive Summary 
•  The ways players pay is changing, and while the traditional payment method of 

debit cards dominates online sports betting across North America and the U.K., 
the use of alternative payment methods like digital wallets and online cash, or 
eCash, is on the rise. The dominance of debit cards is partly due to credit card 
restrictions in markets such as the U.K., and the U.S. state markets of Iowa and 
New York, with these bans or deposit limits also contributing to the rise in digital 
wallet usage. 

•  Players are turning to digital wallets such as Skrill and NETELLER because they 
provide the seamless payments experience they are seeking, including quick and 
easy deposits, fast payouts and added security/anonymity.  

•  Operators looking to drive customer acquisition at scale, and to effectively 
engage and convert the widest possible bettor audience, should be aware of 
these expectations and ensure their online checkouts and payment options not 
only meet but exceed them. This means offering choice. Payments are now a 
deciding factor for players when choosing which brands to wager with across the 
U.S., the U.K. and the Canadian province of Ontario, with fast payouts considered 
the most crucial factor.

•  Payments are just as vital for retention, with the majority of players saying the 
payments experience they receive determines whether they continue to wager 
with a brand or switch to a rival sportsbook. Given the high cost of acquisition 
and fierce competition in the U.K., U.S. and recently expanded Ontarian private 
operator market, holding on to customers is mission critical – and players have 
made it clear that payments are vital to whether they stick around or not. 

•  Despite some countries moving towards becoming cashless societies, cash 
is still king for a small but significant cohort of players, especially in the U.S., 
where a fifth of consumers are underbanked or unbanked. This means that 
operators should embrace eCash to allow these players to wager at their online 
sportsbooks. Even in the U.K. and Ontario, a sizable player audience would 
wager online with cash if they could do so. 

•  The good news is that players are now much more confident about the 
security of payments compared to this time last year. But there is still room 
for improvement, including enhancing the speed of deposits and withdrawals, 
which are also major factors players consider when choosing where to play. 
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Introduction
The past 12 months have seen major developments in global online gambling 
markets but nowhere more so than in North America. 

In 2022, several new states in the U.S. rolled out regulatory frameworks including New 
York and Louisiana, and the pace at which American states are embracing legal online 
gambling and sports betting shows no signs of slowing down.

And similar progress was made in Canada last year, with the hotly anticipated launch of 
the Ontario market for private operators, which is expected to be worth $1.8bn per year 
by the end of 2026. 

More mature markets such as the U.K. have also experienced change in recent years, 
with the tightening of requirements – including a ban on credit cards from April 2020 – 
and regulatory reform making the going tough for some operators. 

Against this backdrop, operators are going to greater lengths than ever before to 
acquire and retain customers, with payments continuing to be a key factor for players 
deciding where to play and whether to stay. And with operators in all markets facing 
fiscal pressures – whether in the form of high taxes, rising acquisition costs or a less 
favorable economic climate – maximizing customer conversions and minimizing churn 
have never been more important. 

This is in no place more evident than in the U.S., where the open checkbook approach 
to marketing has been changed for one that puts great emphasis on ROI as operators 
continue to lay down a path to profitability.

Investing in an up-to-date payment stack and ensuring an excellent payment 
experience for players can be a game changer, but many operators are still overlooking 
this. Instead, they have remained focused on big bonuses and brand ambassadors 
as the most effective ways of attracting players to their brands and then keeping 
them wagering. 

This report, which gathers insights from 2,002 prospective and active sports bettors 
in the U.S. – in the states of Iowa, Louisiana, Michigan, New Jersey, New York, and 
Pennsylvania – the U.K., and the Canadian province of Ontario, will discuss just what 
players expect from a payment experience, where operators are failing to hit the mark 
and what a frictionless journey looks like. 

The report takes a deep dive into the popularity of different payment methods to 
understand why debit cards dominate in most markets, the impact of credit card 
restrictions in the U.K. and certain U.S. states such as Iowa and New York. 

It will also look at why operators must offer greater choice through alternative 
payment methods such as digital wallets and eCash if they are to engage the widest 
possible audience in each of these core markets. In short, it will provide the blueprint 
for iGaming payments in 2023 and beyond. 



The state of play
Before taking a comprehensive look at the iGaming payments landscape 
globally, and, in particular, in the U.S., the U.K. and the newly expanded 
Canadian market of Ontario, it’s important to understand who is betting, 
how they are betting, when they are betting and why?



Yes I bet on sports online in my free time 
 
Yes I have placed a sports bet online before 
 
I have bet in-person and I would consider 
placing a sports bet online in the next 12 months 
 
I haven‘t, but am considering placing a sports 
bet online in the next 12 months
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Turning to those who are currently sports betting 
online, bet volumes remain modest, with most players 
betting casually – the largest segment, 18%, wager 
just 1-2 times per week, while 17% a few times per 
month. Just one in ten U.S., U.K. and Ontarian sports 
bettors are wagering 5-7 times per week and 7+ 
times weekly. This suggests operators are capturing 
more of the casual bettor audience rather than the 
high-volume, high-value customers that often drive 
turnover and revenues. 

Have you ever placed a sports bet online, or would you consider 
placing a sports bet online, within the next 12 months? Select one 

Globally, three-quarters (75%) of players have placed 
an online sports bet, but there are still plenty of 
acquisition opportunities for operators to explore. 
A quarter of those who have not yet wagered online 
in the U.S, U.K. and Ontario are considering doing 
so in the next 12 months.



 
Total (All markets) US Ontario, 

Canada UK

None in the last 6 
months 8% 6% 7% 14%

Less than one per 
month 14% 13% 20% 16%

Once a month 11% 10% 19% 14%

A few times a month 17% 17% 22% 17%

1-2 per week 18% 19% 14% 15%

3-4 per week 11% 14% 8% 4%

5-7 per week 10% 10% 7% 10%

More than 7 per week 10% 11% 4% 11%
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How many online sports bets are you currently making? 

For those who have not placed a wager, more than a quarter (26%) say it’s because they don’t know which online 
sportsbook brand to bet with. This trend is highest in Ontario (33%) followed by the U.S. (28%), and this is likely 
due to the nascent nature of these markets. Above all, it suggests there are plenty of opportunities for operators 
to drive brand awareness and boost customer acquisition.  

$85.4 
For those that are betting, the average 
online bet size (U.S. dollars) among 
respondents is $85.4. Interestingly, U.S. 
bettors wager the most on average at 
$97.0 and Ontarians the least at $47.3 
with Brits in the middle at $59.1 



Deposit into your online sports betting account 
 
Place a sports bet

Immediately 
before a 

sports event 
starts

When I feel 
informed about 
the sports event 

I am betting 
on, regardless 
of how far in 

the future the 
event is

When I am 
socializing with 

friends

Always well in 
advance of the 

event, I’d rather 
enjoy the game 

as a fan

When I receive a 
promotional offer

Don’t know
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When would you be most likely to…

Players are most likely to deposit into their sports-
betting account immediately before a sports event 
(30%) and when they feel informed about the sports 
event they are betting on, regardless of how far in 
the future it is (29%). This is why offering payment 
options that provide instant deposits is an absolute 
must for both acquisition and retention. 

Mobile gambling is on the rise, and more than half 
of players in North America and the U.K. now use 
a smartphone to bet online. iPhones are the most 
popular device for sports betting, with 54% of players 
using them to wager, followed by Android, which is 
used by half of players. When it comes to tablets, 
16% use an iPad and 19% an Android tablet.  
 
This shift to mobile has seen the once-dominant 
desktop now being used by less than a fifth (17%) 
of players, with around one-third (31%) using a laptop 
to wager online. Operators need to recognize this 
change in player preferences and ensure their 
payment offerings deliver a seamless mobile 
payments experience.  

When it comes to big wins (10 or more times their 
average win), four-fifths (79%) of U.S., U.K. and 
Ontarian players say they will cash it out and, 
as we will go on to discuss, the speed of payouts 
is a critical factor in whether players stick with 
a brand or wager elsewhere.  
 
Across the markets, players tend to have a favorite 
online sportsbook (63% do), but those in the U.K. and 
Ontario are a bit more on the fence with 55% and 49% 
respectively saying they don’t have a preferred brand. 
This means that over a third of players globally do not 
have a go-to sportsbook, so there’s plenty of untapped 
potential for operators to claim that coveted status.



 
Iowa

 
Louisiana

 
Michigan

 
New Jersey

 
New York

 
Penn.

 
US (all)

Ontario, 
Canada

 
UKTotal

Yes

No

U.S. State Country

63% 54% 60% 58% 67% 86% 63% 69% 45% 51%

37% 46% 40% 42% 33% 14% 37% 31% 55% 49%

1.8 
~ Avg no. sportsbook 
accounts for global players 
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Do you have a preferred online sportsbook? Select one 

As somewhat of an outlier, players in New York, 
which only launched in January 2022, really do 
know the brands they like to play with – 86% have 
a firm favorite. 

On average, players have 1.8 betting accounts, 
with Americans having the most (1.9 accounts) 
and players in the relatively young market of Ontario 
having the least (1.3 accounts). U.K. sports bettors 
sit in the middle with an average of 1.5 accounts. 
With players having multiple accounts, there is an 
acquisition opportunity to explore, but operators 
must be just as mindful when it comes to retaining 
customers. To succeed, a balance between acquisition 
and retention needs to be struck and payments are 
mission-critical for this. 



Assessing the  
North American 
& UK iGaming 
payments landscape 
The payments landscape is constantly changing across the global 
online gambling industry, with different players in different markets 
favoring different payment methods. But regardless of how players like 
to deposit and withdraw, payments are the paramount factor for players 
when choosing where to bet.
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Debit cards, or connected solutions such as Interac 
Online or Interac e-Transfer in Canada, are by far 
the most popular payment method globally, with 
half (49% combined) of U.K., U.S. and Ontarian players 
saying they are their preferred method for depositing 
into an online sports betting account. 
 
This trends particularly high in the U.K., where credit 
cards have been banned for iGaming deposits since 
April 2020, with 59% of players selecting debit cards 
as their go-to method. Americans also prefer debit 
cards, with almost half (48%) of players saying it is their 
chosen method for depositing at an online sportsbook.

Which payment method(s) would 
you use to deposit into an online 
sportsbook account if you had one? 
Select up to three  

All 
markets

US 
(all states)1

Ontario, 
Canada UK 

Debit card 49% 48% 34% 59%

Direct bank transfer e.g. ACH 29% 30% 23% 30%

A mobile wallet e.g. Apple Pay, Google Pay 29% 32% 15% 28%

A digital wallet e.g. Skrill, NETELLER, PayPal 28% 32% 15% 22%

Credit card 25% 33% 36% N/A

Cryptocurrencies 16% 21% 9% 7%

eCash i.e., an online cash solution 
like paysafecard or Paysafecash 16% 18% 7% 13%

Interac Online or Interac e-Transfer 4% N/A 39% N/A

Don’t know 1% 1% 0% 0% 

1. Sports bettors in the state of Pennsylvania were not asked this question.



All 
markets

US 
(all states)

Ontario, 
Canada UK 

Debit card 44% 43% 34% 53%

Credit card 32% 34% 41% 20%

A digital wallet e.g. Skrill, NETELLER, PayPal 28% 30% 38% 18%

A mobile wallet e.g. Apple Pay, Google Pay 28% 33% 3% 22%

Direct bank transfer e.g. ACH 22% 25% 14% 18%

eCash i.e., an online cash solution like 
paysafecard or Paysafecash 13% 17% 3% 4%

Cryptocurrencies 10% 14% 3% 0%

Interac Online or Interac e-Transfer 5% N/A 41% N/A

Don’t know 2% 2% 0% 4% 
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This preference for debit cards has very likely been 
impacted by credit card payments being restricted in 
the U.K. and the state of Iowa in the U.S., with New York 
regulators imposing an annual deposit limit of $2,500 
on credit cards, too.  
 
In Ontario, debit cards (34%) and especially related 
solutions of Interac Online and Interac e-Transfer (39%), 
which allow Ontarians to fund their sportsbook account 
from their Canadian bank account, together trump 
credit cards (36%) in players’ payment preferences, 
despite credit cards being traditionally ‘king’ in Canada 
for eCommerce.  

Which payment method(s) would you like to use to deposit 
into an online sportsbook account if you could? Select up to three    

The reasoning behind restrictions or limits on credit 
cards is often to encourage responsible gambling and 
ensure players are betting within their financial means. 
But despite these restrictions, the preference for credit 
cards shouldn‘t be understated among players across 
the U.K., U.S. and Ontario.  
 
In fact, 32% of players globally said they would 
prefer to use a credit card if available. 

Arguably, restrictions on credit card transactions in 
some markets are driving a growing number of players 
to consider moving from traditional payment methods 
(debit cards, credit cards, bank transfers) to alternative 
payment methods like digital wallets.  
 
Digital wallets are now the third favorite payment 
method if players had a choice (behind debit cards 
and credit cards) and top alternative payment method 
(APM), with 28% of North American and U.K. players 
wanting to wager with a digital wallet. This trends 

even higher in Ontario (38%), where it is second only 
to credit cards, and as high as 44% in the U.S. state 
of Louisiana.  
 
eCash is also popular among a growing minority of 
players, with 16% of global players preferring to use 
it to make an online sportsbook deposit, but trending 
highest in the U.S., where it is preferred by around a 
fifth (18%) of players.  
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eCash allows operators to offer online cash as an 
alternative payment method through a prepaid 
voucher such as paysafecard or a post-paid barcode 
such as Paysafecash, catering to those sports bettors 
that prefer using cash in their everyday lives. It is also 
a product that appeals to players who want to set 
gambling budgets and wager responsibly. 
 
It must be remembered that a significant minority of 
consumers may not have a bank account with a debit 
card or access to a credit card, with 22% of American 
adults either underbanked or unbanked, according 
to a report by the Federal Reserve. By offering eCash, 
operators ensure they can engage and even convert 
this important bettor demographic in not just the U.S., 
but also the U.K. and Ontario.  
 
Against the backdrop of its significant volatility in 2022, 
regulatory restrictions and its connected availability 
with iGaming brands, cryptocurrency is still in 
its early stages of adoption in terms of interest 
for online sports wagering. Just one in ten North 
American and U.K. players globally prefer to use 
the likes of Bitcoin and Ether to deposit at an 
online sportsbook.  
 
This is likely due in part to regulators having yet to 
fully embrace digital currencies – no U.S. or Canadian 
gaming regulator has greenlighted crypto payments 
to date – which in turn means they are not widely 
available to players and this is likely impacting usage. 
 
So, what does all this mean for operators? It’s clear that 
players have increasingly diverse payment preferences 
and to succeed in what are highly competitive markets, 
operators can no longer limit their payments to one or 
two traditional payment methods.  
 
Alternative payment methods are becoming 
increasingly popular, and the likes of digital and 
mobile wallets, as well as eCash, must be made 
available to players. This is the only way operators 
can cater to a broader audience and not risk losing 
customers to the competition. 



The role of payments 
in player acquisition
Despite the hundreds of millions of dollars and 
pounds spent by operators on marketing and 
ad campaigns, bonuses and brand ambassadors, 
payments are still the key deciding factor for most 
players when choosing where to wager online.



All markets US (all states) Ontario, 
Canada UK

Quick and easy payouts 36% 36% 35% 39%

A brand I trust 34% 32% 39% 35%

Good odds 28% 28% 27% 31%

Good promotional offers 28% 27% 31% 31%

Ability to deposit and withdraw with my 
preferred payment method 27% 27% 22% 26%

Quick and easy deposits 26% 26% 25% 27%

A better user experience/easy to use 17% 18% 16% 14%

VIP/loyalty rewards 15% 15% 16% 12%

Ability to bet on multiple markets 11% 12% 10% 11%

It is where my friends bet 11% 11% 14% 9%

A brand that sponsors sports teams or has 
sponsorship in the sports space 11% 12% 9% 8%

Ability to bet with the same sportsbook in person 10% 11% 7% 6%

Don’t know 2% 2% 2% 3% 
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Two years on from our last report, All the Ways Players 
Pay: The Game Plan for Growth, which surveyed U.S. 
players, the speed and ease of payouts remains the 
leading criterion for not just American players but also 
U.K. and Ontarian sports bettors when choosing an 
online sportsbook. 

When choosing an online sportsbook, 
which criteria are important?  
Select up to three  

Broadly, in North America and the U.K., 36% of 
players prioritize quick and easy payouts over 
brand trust (34%), good odds and promotional 
offers (both 28%), when picking a brand to wager 
with.  
 
Being able to deposit with their preferred payment 
method is also key to over a quarter (27%) of players 
in the U.S., Ontario and the U.K., while quick and 
easy deposits are important to almost as many 
global players (26%).  

When looking at specific markets, as in our 2021 
research, 36% of American players prioritize quick 
and easy payouts when deciding where to play, which 
again they put ahead of brand trust (32%), good odds 
(28%) and deposit options (27%), with sports market 
diversity a factor for just 12% of American bettors. 
 
Despite the significant spend by U.S. operators on 
sponsorship deals with players and teams, just one 
out of 10 (12%) of Americans said this was an important 
factor when deciding where to play. 



All markets US (all states) Ontario, 
Canada UK

Quick and easy payouts 50% 51% 46% 51%

A brand I trust 40% 38% 43% 45%

Good odds 39% 42% 32% 32%

Good promotional offers 34% 32% 37% 38%

Ability to deposit and withdraw with 
my preferred payment method 26% 29% 27% 16%

Quick and easy deposits 25% 27% 17% 23%

A better user experience/easy to use 16% 16% 15% 17%

VIP/loyalty rewards 0% 0% 1% 1%

Ability to bet on multiple markets 1% 1% 1% 1% 
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In the mature U.K. market quick and easy payouts are 
an even more vital factor for players when choosing 
an online sportsbook brand, with four out of ten (39%) 
British players prioritizing this. The influence of brand 
trust is also higher than the global norm at 35%.  
 
On the flip side, team sponsorship is even less 
prioritized than the global benchmark, with fewer than 
one in 10 (8%) Brits identifying this as a deciding factor 
when selecting a betting brand.   
 
Ontario is somewhat of an outlier here, with quick 
and easy payouts (35%) coming second to brand trust 
(39%). This still makes payments a high priority for 
Ontarian players, trumping promotional offers at 
31%, which is notably higher than in both the U.S. 
and the U.K. 

When deciding which of your sports betting accounts to place 
a bet with, which of the following would significantly influence 
your decision? Select up to three 

The ability to deposit and withdraw with their 
preferred payment methods and quick and easy 
deposits are considered key by 26% and 27% of 
Ontarian players, respectively.  
 
Vitally, payments are an even more important factor 
for players who hold one or more sportsbook 
account, a customer segment that can be considered 
of even higher value to operators compared to more 
casual players. 

Across North America and the U.K., half of such 
players prioritize quick and easy withdrawals, 
with promotional offers (40%) and payment 
methods available (39%) also given strong 
consideration. For both Brits and Americans with one 
or more sportsbook account, fast payouts are even 
more of a deciding factor (51% for player segments).  
 
Ontarians with more than one or more sportsbook 
account put quick and easy payouts (46%) above all 
other factors when deciding which book to wager with, 
while the availability of payment methods is the third 
most influential factor (32%). 

The key takeaway for operators is that integrating 
with a payment service provider which offers the 
increasingly wide range of payment options that 
players expect, and that also delivers quick and 
easy payouts, is essential when it comes to player 
acquisition and retention. 
 
Operators which don’t have comprehensive cashiers 
that include a range of alternative payment methods, 
offer a seamless user journey and have rapid 
transaction times, will likely be abandoned in 
favor of those that do. 



Pay to play but 
also pay to stay    
Given the importance of payments when it comes to customer 
acquisition, the big question is whether operators are currently 
providing the payment experience they are looking for. 
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Globally, there is broad player satisfaction with the 
payments experience, with six out of 10 (61%) North 
American and U.K. online sports bettors saying they are 
satisfied with the payment experience at sportsbooks, 
and just 14% saying they are dissatisfied. Nonetheless, 
there is no place for operator and payment service 
provider complacency, with only around a quarter 
(26%) strongly satisfied.   

I am currently receiving the  
payment experience I am looking 
for with the online sportsbook 
brands I am wagering with 

Drilling down into the markets, American players are 
the most content with the payment experience they are 
being offered, with 65% saying they are satisfied. New 
Yorkers appear the happiest of all markets, with 83% 
satisfied with their payments experience and less than 
one in ten (8%) dissatisfied.  
 
This is not the case in Iowa, where less than half (49%) 
of players are satisfied with the payment experience 
they receive, while over a fifth (22%) express 
dissatisfaction. Arguably, the state’s restriction 
on credit card deposits could be a contributing 
factor here. 

Strongly agree 
 
Somewhat agree 
 
Neither agree nor disagree 
 
Somewhat disagree 
 
Strongly disagree

26%

35%

25%

8%

6%

61% Agree in total 

14% Disagree in total



U.S. State
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That said, in the U.K., where credit card payments are 
prohibited, player satisfaction is at 56% with just 14% 
saying they are dissatisfied. This could indicate that 
players in this well-established and mature market 
have back-up payment solutions for depositing and 
withdrawing, given the long history of alternative 
payment methods tailored for iGaming.  
 
When looking at the other core markets, Ontario has 
the lowest level of payment experience satisfaction 
with less than half (47%) of Ontarians saying they 
are happy, though just 17% saying they are not. 
Relatively low player satisfaction could be a result of 
the expanded market for private operators having only 
opened in April 2022 and players’ relative inexperience 
with iGaming payments.  
 
In takeaway, players are satisfied with the payment 
experience they are receiving – especially in the U.S. 
and specifically in New York. But there is significant 
work still to do if operators are to push satisfaction 
levels higher and unlock the acquisition and retention 
opportunities that come with doing so. 

I am currently receiving the payment experience I am looking 
for with the online sportsbook brands I am wagering with

Iowa Louisiana Michigan New Jersey New York Pennsylvania

Strongly agree 20% 25% 25% 24% 47% 23%

Somewhat agree 28% 30% 31% 37% 35% 39%

Neither agree nor 
disagree 29% 25% 28% 26% 9% 26%

Somewhat disagree 13% 10% 8% 8% 4% 6%

Strongly disagree 9% 10% 7%7% 5% 4% 6%

% Agree 49% 55% 56% 61% 83% 62%

% Disagree 22% 20% 15% 13% 8% 12%  



Take the payments 
experience to 
the next level 

5
To improve players’ satisfaction levels when it comes to the 
payment experience, it’s important to understand exactly 
what players expect when depositing and withdrawing, 
and what factors they put the most weight behind. 



All markets US (all states) Ontario, 
Canada UK

Speed of deposit and withdrawal 36% 37% 30% 37%

Security of the transaction 35% 34% 42% 39%

Easy of making the deposit or withdrawal, i.e., 
minimal steps required to fund my account 32% 32% 26% 36%

Privacy of betting activity 22% 21% 26% 23%

Availability of customer support if there is an issue 21% 21% 23% 18%

The cost of completing the transaction 20% 21% 26% 17%

Familiarity with the payment method 19% 19% 15% 21%

Loyalty programs/VIP benefits 19% 21% 19% 14%

The availability of alternative payment methods (APMs) 19% 22% 11% 11%

High or no transaction limits 17% 18% 15% 15%

None of the above 1% 1% 0% 1%

Don’t know 1% 1% 2% 2% 

21www.paysafe.com

When actioning a deposit, players seem almost 
equally preoccupied with the speed and security of 
funding their sportsbook account. Indeed, 36% of 
players in North America and the U.K. care most 
about the speed of deposits and withdrawals, 
with an almost equal amount (35%) focusing on the 
security of the transaction. 

Ensuring players have complete confidence in the 
security of transactions is vital to their overall 
satisfaction with the payments experience. This is 
an area where operators and, by extension, payment 
service providers, have clearly made progress. Indeed, 
six out of 10 (59%) players in the U.S., the U.K. and 
Ontario agree that they are more confident of the 
security of depositing into an online sports betting 
account than they were in 2021. 

What do you care about most when thinking 
about depositing into an online sports betting  
account? Select up to three
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I am more confident of the security of depositing into 
an online sports betting account now than I was in 2021 

This trend is highest in the U.S., where around two-
thirds (65%) of players agree they are more confident, 
peaking in New York, where confidence in transactional 
security seems overwhelming at 82%.  
 
Confidence in payments security aligns with the growth 
in digital wallet and eCash usage – 74% of players 
globally agree that they feel more confident making 
a deposit with a payment method where their 
financial details are not shared with the sportsbook. 
Alternative payment methods (APMs) like digital wallets 
and eCash provide this level of anonymity.  
 
Across the U.S., the U.K. and Ontario, the ease of 
making a deposit or withdrawal came in third place, 
being the most important factor for 32% of players. 
But there are some differences between each market 
in terms of how these factors are prioritized.  
 
In the U.K. and Ontario, players care most about 
the security of the transaction (39% and 42% 
respectively), though the speed of deposit and 
withdrawal (37% and 30% respectively) are also 
important factors. For U.S. players, the speed of 
payment comes first (37%) followed by security (34%).  
 
Despite these nuances, the driving factors behind what 
players are looking for from the payment experience 
– and the impact this has on whether they sign-up 
and play with a brand or not – remain the same. That 
said, market nuances should act as a reminder that 
localization is just as important for payments as it is 
for content, bonusing and customer support. 

The availability of alternative payment methods 
like digital wallets and eCash are more important to 
American players (22%) than those in the U.K. and 
Ontario (both 11%). And given the particular attraction 
of APMs for almost a third (29%) of New York players 
when depositing, operators targeting the Empire 
State need to give these a particular emphasis in their 
payment stacks.  
 
Offering players a diverse range of payment methods 
in the online sportsbook cashier is vital to acquisition 
as three-quarters (73%) of global players agree that 
the availability of a particular payment method 
would impact whether they would sign up to and make 
a deposit at an online sportsbook brand. For American 
players, this increases to 75% compared with 69% in 
the U.K. and 67% in Ontario.  
 
When it comes to transaction limits, 17% of players 
globally said high or no transaction limits were 
what they cared about most when depositing into 
an online sportsbook account. This trends highest 
among American players (18%), with 15% of Brits and 
Ontarians prioritizing limits.  
 
Importantly, this jumps to 25% for high-frequency 
bettors – those wagering more than seven times a 
week. This suggests it‘s vital for operators to provide 
payment methods that support higher transaction 
limits if they are to engage this high-value minority of 
VIP players, and especially in American markets. 

Strongly agree 
 
Somewhat agree 
 
Neither agree nor disagree 
 
Somewhat disagree 
 
Strongly disagree

25%

34%

30%

6%
4%

59% Agree in total 

11% Disagree in total



Transaction declined 
– what happens if the 
payment journey is not 
smooth and seamless?

6
While a diverse payments strategy is one of the key drivers for 
customer acquisition, the transactional experience players receive 
can see players drop off before they even make their first deposit. 
For those that do deposit, a bad experience can see them abandon 
a sportsbook for a rival brand.   
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Making a deposit is often the last step the player takes 
before placing a bet, but if sports bettors don’t receive 
the payments experience they are seeking, they can 
drop off before clearing this final but vital hurdle. 

Being required to provide too much financial 
information would stop 46% of players, again 
highlighting the importance for operators to offer 
payment methods that don’t require players to provide 
financial details directly to a brand, such as digital 
wallets and especially eCash.  
 
In general, operators appear to have mostly mitigated 
the issue of card declines over the last few years, but 
37% of players say they would not proceed with a 
deposit if their transaction were to be declined 
on the first try. It appears that U.S. players are 
particularly sensitive to this, with one in four (39%) 
saying they would drop off at this point.  
 
A limit on how much they can deposit would stop 30% 
of global players from proceeding, but this drops to 23% 
in both Ontario and the U.K. It appears to be a bigger 
issue for American sports bettors, with a third (33%) 
saying they would not make a deposit because of limits. 

What factors along the payments 
journey would make you stop 
proceeding with your deposit? 
Select up to three 

It’s essential for sportsbooks and payment service 
providers to ensure that transactions are secure, and 
players are confident about the security of depositing 
and cashing-out with a brand.  
 
After all, more than half (51%) of players in North 
America and the U.K. would not proceed with a 
deposit if they had concerns about the security of 
the transaction. At a market level, security concerns 
are especially high in New York (58%) and Ontario 
(56%), both new markets. 
 
It’s just as important for operators to offer all of the 
payment methods players would like to use to deposit. 
This includes traditional payment methods like debit 
cards and credit cards, but also alternative payment 
solutions like digital wallets, mobile wallets and eCash.  
 
This is because almost half (46%) of online sports 
bettors say they would not proceed with a deposit if 
their favorite payment method was not available.  
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It is an especially big problem for New Yorkers, 
with almost half (48%) saying they would abandon 
a transaction because of deposit limits. This could 
potentially be due to the annual $2,500 credit card 
deposit limit that is in force in the state. 

It is vital for operators to understand just how 
important the payment experience is to players, 
both when depositing for the first time and when 
it comes to deciding whether to continue wagering 
with their book or to try a rival brand. 

The payment experience I receive is an important factor in 
my decision to continue to wager with a specific online sportsbook 

In fact, payments are crucial to player retention with 
three out of four (75%) global sports bettors considering 
the payment experience an important factor in why 
they stick with a sportsbook, with four out of ten 
(38%) giving this strong consideration. This is why an 
optimized payments experience covering payment 
choice, transaction speed and security is mission-critical 
to ensuring players remain with a brand.

Strongly agree 
 
Somewhat agree 
 
Neither agree nor disagree 
 
Somewhat disagree 
 
Strongly disagree

37%

38%

17%

5%

3%

75% Agree in total 

8% Disagree in total



84%
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Optimizing the payment experience is especially 
important for U.S. operators and their players, given that 
77% of American sports bettors consider it a key factor 
when choosing whether to stay with a sportsbook or not. 
This trends highest in New York, with an overwhelming 
majority (85%) of players saying they would stay with 
a brand because of the payment experience offered. 

Ontarian and U.K. operators should be just as concerned 
about the clear link between the payments experience 
and retention, with 73% and 72% respectively saying that 
it makes the difference between staying with a brand 
or not. 

The payments experience is even more vital to high-
frequency (7+ bets per week), high-value players with 
over four-fifths (84%) saying it was a deciding factor as to 
whether they could continue to wager with a sportsbook 
or not. 

of high-frequency sports 
bettors say the payments 
experience is vital for whether 
they stay with a sportsbook



If I have a bad payment experience 
with an online sportsbook, I am 
unlikely to return to that brand 
in the future 

While Ontarians are a little less likely to not return 
to a sportsbook because of a bad payment experience 
(64% would leave because of a bad experience), 
customer churn will still be significant for operators that 
do not meet the payments expectations of their players. 
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A bad payment experience can do lasting damage to a 
sportsbook brand, with seven out of ten (69%) global 
players saying they are unlikely to return to a book 
if the payment journey is not smooth and seamless.     

Don’t underestimate the importance of fast payouts 

Most online and mobile sportsbooks now offer instant or near-instant deposits. But when it comes to 
withdrawals, it can sometimes take many hours or even several days for bettors to receive their winnings.  
 
Operators need to streamline and improve the speed of payouts. It appears that current player expectations are 
not being met, with four out of ten (38%) global players saying that payouts should be instant or near instant, 
while 14% expect to wait half a day and 21% no longer than one day. Overall, close to three-quarters (73%) 
of players expect same-day payouts. Just 6% were happy to wait four to seven days, and 2% more than 
seven days. 

Strongly agree 
 
Somewhat agree 
 
Neither agree nor disagree 
 
Somewhat disagree 
 
Strongly disagree

37%

32%

15%

9%

7%

69% Agree in total 

16% Disagree in total
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How long do you think is a reasonable waiting time to receive a payout 
when withdrawing from your online sports betting account? 
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But why do players expect instant or near-instant payouts?  
 
Globally, a quarter of players (24%) say because deposits are instant, payouts should be too, though fewer 
Ontarians (17%) feel this way. That said, 30% say they expect instant payouts because it is their money, 
they should be able to withdraw it without delay. 

Instant payouts can help strengthen an online sportsbook’s brand reputation and improve player trust. 
Over a fifth (22%) of North American and U.K. players feel that the ability to cash-out instantly with a brand 
makes them consider it trustworthy and reputable. Integrating payment methods that support this can 
therefore significantly strengthen a sportsbook’s relationship with its customers. 
 
Just 20% of players say they expect fast withdrawals because they bet online to make money, so they want 
to receive their winnings quickly, though this jumps for more frequent bettors – 30% for players that bet 5-7 
times per week, as an example. Again, this shows that operators need to understand how the expectations 
of high-volume, high-value players and those that bet professionally differ from those of more casual bettors. 
To acquire and retain this significant minority of players, a tailored payment stack is a must. 

All markets US (All states) Ontario, 
Canada UK

Deposits are often instant so withdrawals 
should be instant, too 24% 25% 17% 23%

It is my money so I should be able to 
withdraw it without delay 24% 22% 30% 29%

It is a sign that the online sportsbook is reputable 
and trustworthy 22% 23% 28% 19%

Other eCommerce transactions are frequently 
fast, so I expect the same when betting online 10% 9% 14% 9%

I bet online to win and make money so expect 
to receive my winnings quickly  20% 21% 12% 20% 

Why are fast payouts important to you? 



Digital wallet 
usage on the rise  

7
Debit card and credit card payments dominate global wagering 
preferences, but there are a growing number of sports bettors 
that prefer to use digital wallets for their wagering activity. 



All markets US (All states) Ontario, 
Canada UK

A Digital Wallet e.g. Skrill, NETELLER, PayPal 28% 32% 15% 22% 

Frequency of online betting 
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Digital wallets are now the preferred payment method 
for almost three out of ten (28%) global online sports 
bettors, with the preference especially high among U.S. 
players, with around a third (32%) of Americans favoring 
a wallet. This is an increase from the 25% of U.S. players 

What are your preferred payment 
methods for depositing into an 
online sports betting account? 

that said a digital wallet was their preferred payment 
method in our 2021 ‘All the ways players pay’ report. 
Usage is even higher among more frequent bettors, 
whose player value is even larger for operators due to the 
higher volume and commercial value of bets they place. 

Digital wallets meet all of the key expectations players 
have when it comes to the payments experience – being 
able to make instant deposits that are safe, and secure 
and don’t require them to share financial information 
with the sportsbook operator. They also allow players to 
wager across multiple sports betting accounts quickly 
and easily and often provide some of the fastest payout 
times of all available payment methods. 

While they are popular among casual bettors, they are 
especially prevalent among high-volume bettors, with 
41% of those global players that bet five to seven times 
per week preferring to use a digital wallet compared with 
one-fifth (19%) of those that wager less than once 
a month and 23% of those that bet once per month. 

Less than one 
per month

Once a 
month

A few times a 
month

1-2  
per week

3-4  
per week 

5-7  
per week 

More than 7 
per week 

Percentage of global sports bettors selecting digital wallets 
as a preferred favorite according to betting frequency 
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The usage of digital wallets among those that wager five 
to seven times per week has increased since our 2021 
‘All the ways players pay’ report, where 35% of such 
U.S. bettors said it was their preferred payment method 
when depositing into an online sports betting account. 

Importantly, in U.S. states where regulators restrict the 
usage of traditional payment methods like credit cards, 
digital wallets’ popularity trends higher than the global 
benchmark. 

In Iowa, which has an outright ban on credit card 
deposits, 45% of players prefer wallets. Similarly, 
in New York where annual credit card deposits are 
capped at $2,500, wallets’ popularity is also higher 
(35%). This suggests to operators targeting these states 
the value of ensuring digital wallets are an integral 
payment option in their cashier.   

Interestingly, digital wallet usage trends lower in Ontario, 
where it is preferred by just 15% of players, while the U.K. 
is also below the global and U.S. average but still relative-
ly high with one-fifth (22%) of players preferring to use a 
wallet to deposit into an online sports betting account. 

The reason why bettors favor digital wallets is that 
they align with their expectations of the payment 
experience offered by online and mobile sports-
book operators. 

of players with a digital wallet 
use it for deposits and payouts 
from online sportsbooks  83%



All markets US (all states) Ontario, 
Canada UK

They are safe and secure 35% 30% 47% 49%

They provide the fastest withdrawals or payouts 30% 30% 34% 28%

They provide the fastest deposits 28% 28% 30% 30%

I can easily deposit at multiple online sportsbooks 
at the same time 23% 26% 11% 19%

I use a digital wallet for other ecommerce and 
entertainment payments 22% 24% 14% 19%

I can deposit with a digital wallet and also 
claim the welcome bonus 22% 23% 18% 17%

I do not have to provide financial information 
to the online sportsbook 21% 20% 24% 21%

They offer high deposit and withdrawal limits 
to VIP or high-stakes players 17% 20% 11% 10%

I can use both fiat and cryptocurrencies with 
the digital wallet 17% 18% 15% 15%

They come with loyalty schemes and programs 16% 17% 14% 14% 
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Globally, over a third (35%) of players say the security 
of a digital wallet is the primary reason for choosing it 
to deposit and withdraw at an online sportsbook. This 
trend is highest in the U.K., with 49% of players citing 
this as the reason followed by 47% of Ontarians, but 
compares with 30% of U.S. bettors. 

Speed of withdrawals was important to 30% of global 
players, followed by 28% that say it is because of the 
fast deposits they provide. 

Being able to deposit at multiple online sportsbooks 
at the same time was the reason given by 23% of 
global players for preferring digital wallets over other 
payment methods. This was strongest among U.S. 
bettors (26%) and lowest among Ontarians (11%). 
Vitally, this benefit of a wallet trends even higher 
among more frequent bettors, with 31% of players 
wagering 5-7 times a week and 28% of those betting 7+ 
times weekly favoring a digital wallet for its ability to 
wager efficiently across multiple books. 

This indicates that including a wallet in an operator’s 
payment stack is essential for converting these 
high-value players.   

Which factors make digital wallets your chosen payment method when 
depositing and withdrawing at an online sportsbook? Select up to three  

Being able to deposit with a digital wallet and claim a 
welcome bonus was an important factor for over a fifth 
(22%) of players in North America and the U.K., but more 
so among U.S. bettors (24%), with just 18% and 17% of 
Ontarians and Brits respectively citing this as their rea-
son for a wallet being their preferred payment method. 

While a comparison with our 2021 data shows that digital 
wallet use is on the rise, there are reasons why some 
players are hesitant to use them to deposit and withdraw 
at an online sportsbook. 
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Which factors are currently stopping you from using a digital 
wallet to wager with an online sportsbook? Select up to three  

The main reason why bettors don’t use digital wallets 
is that they don’t currently use one for other 
ecommerce or entertainment options (38%), while 
one in three players (31%) said they were satisfied 
wagering with other payment methods. 

Tellingly, over a quarter (27%) say they are unsure 
what a digital wallet is and how it works. This lack of 
understanding is greatest in Ontario and the U.K., cited 
by 32% of players in both markets. In the U.S., only 24% 
say this is a factor for not using a digital wallet. 

Of different U.S. states surveyed, knowledge of digital 
wallets and their functionality is greatest in Iowa, with 
just 19% of players saying they don’t know what they 
are or how they work compared with one in three (29%) 
players in Pennsylvania, the highest of any state (but 
lower than Ontario and the U.K). 

For 40% of high-frequency bettors – those that bet 
5-7 times or 7+ times per week – one of the top three 
reasons for not using a digital wallet was that it was 
not offered by their preferred sportsbook brand. 
Again, this suggests operators are missing an 
opportunity to scale acquisition within this essential 
player segment by enhancing their payment stack 
with a wallet.



Cash is king…for 
some sports bettors  

8
Player preference for eCash is currently relatively low, 
but demand is still there, and for operators looking to 
reach the widest possible audience, it is an absolute 
must-have in their cashier. This is certainly the case 
in the U.S., where three out of ten bettors are 
interested in eCash. 



Online sports bettors listing eCash as one of their 
three preferred payment methods for depositing  

All 
markets

Ontario,  
Canada

LouisianaIowa New  
York

Michigan Ontario,
Canada

New  
Jersey

US 
(All states)

UK
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Online cash is a preferred payment method for a small 
but significant group of players across North America 
and the U.K., but there is a strong preference among 
U.S. sports bettors in particular. 

American players’ interest in wagering online with cash 
is arguably cultural. In the U.S. cash is still widely used 
for everyday transactions in comparison to the U.K. or 
even Canada, whose societies are increasingly embracing 
cashless consumption. In fact, cash is still king for many 
in the U.S., with a significant minority of Americans 
choosing or needing to use it in their day to day lives. 
According to the Federal Deposit Insurance Corporation 
(FDIC), around a fifth of Americans are either underbanked 
or unbanked. 

Globally, player preference for online cash, or eCash, 
is still relatively low, with just 16% saying it is a payment 
method of choice. This trends higher in the U.S., where 
almost a fifth (18%) of players say it is their preferred 
method for depositing with an online sportsbook. This 
peaks in New York, where close to one out of three 
players (28%) favor eCash. 

In the cashless-leaning societies of the U.K. and 
Canada’s Ontario, interest trends lower, with only 
13% of U.K. players and just 7% of Ontarians preferring 
eCash for wagering. 

This is an important takeaway for operators targeting 
states like New York, now the largest U.S. market in 
terms of population since its launch in 2021. In order 
to reach a third of the total addressable sports betting 
audience, operators need to include eCash in their 
payment stacks.  
 
The ‘early days’ nature of the U.S. market is also likely 
to be a factor in eCash being more popular than in the 
U.K., with players still likely gaining trust in online and 
mobile sports betting brands and preferring the security 
of wagering with cash.  

The same applies to those players who are new to 
online sports betting. This can be seen in those that 
are considering wagering online for the first time, with 
46% of U.S. players saying they would be interested in 
placing bets with online cash, or eCash, if it was easy 
to do so. This trends particularly high in New Jersey 
(28%) and Louisiana (26%). 



I would sports bet online more frequently 
if I was able to use eCash products
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Offering online cash payments is an absolute must for 
operators keen to break into the U.S. market, with 62% 
of Americans having some interest in using eCash 
to bet online. On the flip side of this, but in-line with 
these markets’ trends and payments cultures, just 12% 
of Ontarians and 15% of Brits are strongly interested in 
using eCash to place online sports bets.  

When it comes to the frequency of betting, the majority 
of global players (53%) say they would bet online 
more frequently if they could do so with cash. Again, 
Americans were the most passionate about this, with 
58% saying being able to wager with cash would increase 
 their betting activity. 

All 
markets 

US (All 
states) Iowa Louis. Michigan New 

Jersey
New 
York Penn. Ontario, 

Canada UK

Strongly 
agree 21% 26% 18% 18% 14% 19% 51% 13% 7% 11%

Somewhat 
agree 31% 32% 31% 30% 32% 36% 31% 32% 32% 30%

Neither 
agree nor 
disagree

27% 25% 27% 29% 32% 31% 11% 34% 35% 31%

Somewhat 
disagree 12% 10% 14% 13% 15% 5% 3% 13% 19% 17%

Strongly  
disagree 8% 7% 10% 11% 7% 9% 4% 7% 6% 11%

% Agree 53% 58% 49% 48% 46% 55% 81% 46% 40% 41%

% Disagree 20% 17% 24% 23% 22% 15% 7% 20% 25% 28% 

New Yorkers felt the most strongly about this, with 
four- fifths (81%) saying they would increase their online 
betting activity if they could wager online with cash. In 
short, eCash provides operators with a huge opportunity 
to engage more players and increase betting volumes and 
revenues. 

So, what is driving this interest in eCash? It seems the 
security of this payment method is a key factor. Indeed, 
21% of players globally and a quarter (26%) of Americans 
saying they feel it is the most secure way of placing a bet 
with an online sportsbook. 

But there is a big opportunity for operators to drive even 
greater awareness around online cash solutions when it 
comes to acquisition as over a third (35%) of global players 
say they are unsure if eCash is the most secure way of 
placing a sports bet. 

The greatest opportunity to educate players about eCash 
and therefore unlock the growth opportunities it presents 
are in the U.K. and Ontario, where 44% of Brits and 42% of 
Ontarians say they are unsure if eCash is the most secure 
way of placing a sports bet. Furthermore, almost a third 
(31%) of Americans sports bettors neither agree 
nor disagree. 



Despite an annual $2,500 limit on credit card deposits in place in New York, the majority of players (53%) still 
prefer wagering with this payment method. This is ahead of debit cards (44%) and direct bank transfers (36%). 
And it suggests the limit in place is not significantly impacting the popularity of credit cards.  
 
In the U.K., the ban on credit cards means that the majority of players (59%) prefer debit cards followed by direct 
bank transfers (30%), mobile wallets (28%) and digital wallets (22%). Iowa is also dominated by debit cards, which 
are the preferred payment method for 59% of players.  
 
But the ban on credit cards has seen digital wallet usage flourish in the Hawkeye State, with 45% of players using 
them to deposit into an online sportsbook account. For operators targeting Iowa, adding digital wallets to the 
cashier can therefore be considered essential.  
 
Ontario is somewhat of an outlier here. Despite credit cards being both available for wagering, Interac Online or 
Interac e-Transfer is the go-to payment option – favored by 39% of players.  
 
With credit cards dominating the broader ecommerce landscape in Canada, this implies that online gamblers 
in Ontario are drawn to some of the other features offered with Interac Online and Interac e-Transfer when 
depositing at an online sportsbook. 

Credit cards
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Credit cards and their limits  

Credit cards are the second most popular payment method globally, but in markets such as the U.K. and the U.S. 
state of Iowa, regulators have restricted them from being used to deposit at online sportsbooks and casinos.  
 
If credit cards are not available in a particular market, operators need to ensure they provide debit card payments 
as well as digital wallets and other alternative payment methods to better meet players’ diverse payment 
preferences. And as we know from the previous sections, if sportsbooks don’t provide the payment experience 
players are seeking, they will almost certainly go elsewhere. 
 
But demand for credit cards remains strong even in markets where they are prohibited, with one-fifth (20%) of 
U.K. players saying they are interested in wagering with credit cards. This is even higher in Iowa, where around 
a quarter (24%) of players say they would like to wager with a credit card. 

Which payment method(s) would you use to deposit 
into an online sportsbook account if you could? 

All 
markets

Ontario,  
Canada

US 
(All states)

Iowa Louisiana Michigan New  
Jersey

New  
York

Penn. UK



Roll out the red 
carpet: VIPs and 
payment expectations  

9
Casual bettors make up a significant chunk of an operator’s 
player base, but it’s essential that high-volume, high-stakes 
VIP players receive the experience they are seeking too. 
While they make up a smaller percentage of players, they 
often account for a significant volume of wagers and revenue. 
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In this section, we define high-volume players as those 
that wager 5 to 7 times per week as well as those that 
wager 7+ times weekly, but with those in the former 
cohort considered to be true VIP players due to the 
greater volume of bets they place . 

The average value of each bet placed by high-volume 
players that wager 5-7 times per week is $173.18 
compared with $167.14 for those that wager 7+ times 
per week. Both are around double the $85.36 average 
for all global players, making this a key player segment 
for operators looking to drive revenues. 

avg wager for players betting 5-7 times a week 
$173.18

avg wager for all players
$85.36

$167.14
avg wager for players betting 7+ times a week 



41www.paysafe.com

The vast majority of players that wager 7+ times per week 
(91%) have a preferred online sportsbook brand, but 
this trends even higher for those that bet 5-7 times per 
week, with 94% having a preferred book. 

For the former, quick and easy payouts are the most 
important factor (34%) when choosing a book to play 
with – the latter put greater weight behind betting with a 
brand they trust (33%) and quick and easy deposits (32%). 

This is significant and means that operators need to 
provide a seamless, streamlined payment experience if 
they are to acquire and retain these high-value players. 

For those that wager 7+ times per week, quick and 
easy payouts is followed by the ability to deposit and 
withdraw with their preferred payment method, 
a brand they trust and the availability of good odds 
(all 32%). 

This mirrors the trends seen across all global players, but 
with a higher preference for their preferred payment 
method being available – we can recall that 27% of 
global players say this is important when choosing a 
brand. This means operators seeking to engage high-
volume bettors need to tailor their cashiers accordingly, 
with a range of traditional and alternative payment 
options that deliver quick and easy payouts.  

On average, high-volume players that bet 7+ times per 
week have 3.1 wagering accounts while those that bet 
5-7 times per week have slightly less, 2.9 accounts. This 
compares to 1.8 accounts for all players – so there 
are plenty of acquisition opportunities for operators to 
explore so long as the payment experience meets their 
requirements, with the speed of payouts a determining 
factor when deciding which of the accounts they hold 
to wager with. In fact, almost half (47%) say quick and 
easy withdrawals are the most important factor when 
choosing which book to place a bet with.

High importance was also placed on the guaranteed 
acceptance of deposits (40% for those that bet 7+ 
times per week and 38% for those that wager 5-7 times) 
compared with just 26% of all players who cite this factor. 
This means operators must avoid card declines at all costs. 

When it comes to preferred payment methods, debit 
cards dominate among bettors wagering 7+ times weekly, 
with 57% favoring them, though direct bank transfer 
(36%) and digital wallets (34%) are also popular, with a 
wallet their preferred APM. In fact, sports bettors wagering 
almost as frequently (5-7 times a week) actually consider 
digital wallets their favorite payment method alongside 
debit cards (41% for both payment methods).

Payment Method 5-7 per week  7+ per week 

Debit card 41% 57%

A digital wallet such as Skrill, NETELLER, PayPal 41% 34%

Direct bank transfer e.g. ACH 38%38% 36%

A mobile wallet e.g. Apple Pay, Google Pay 38% 33%

Credit card 35% 24%

Cryptocurrencies 29% 30%

eCash 27%27% 29%

What is your preferred payment method for depositing 
into an online sportsbook? Select up to three 

Betting Frequency 
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And considering digital wallets, usage is especially 
high among the most frequent player cohort (7+ bets a 
week), with 60% that have a digital wallet saying they 
always use it to deposit and withdraw at an online 
sportsbook compared with 27% of all players across 
North America and the U.K.  
 
More than one-third (35%) say this is because a wallet 
is safe and secure – users don’t need to provide any 
financial information to the sportsbook to make the 
transaction – with 33% saying fast deposits are also a 
key reason. This is because more than half (51%) of high-
volume players are most likely to deposit into their sports 
betting account immediately before a sports event starts. 

Again, this shows the need for operators to have a 
comprehensive range of alternative payment options 
within the cashier that provide the ease, speed and 
security that VIP players are seeking. 

In fact, the speed of deposit or withdrawal and the ease 
of making a payment were listed as the most important 
factors for 38% of high-volume bettors when making a 
payment into an online sportsbook account. 

When it comes to ensuring that VIPs complete the deposit 
process, it’s key for operators to offer a range of payment 
methods that provide high levels of security. 

Concerns about the security of the transaction and 
their preferred payment method not being available 
will see 55% of this player group not proceed with a 
deposit, with half (51%) also citing being required to 
provide too much financial information as a reason to 
put the brakes on.

It seems that operators and payment service providers 
are broadly meeting the expectations of high-volume 
players that wager 5-7 and 7+ times per week, with 87% 
and 81% respectively agreeing that they are currently 
receiving the payment experience they are looking for 
– this compares with just 61% of all players globally. 

But given the value these players provide – both in terms 
of betting volumes and revenue – operators and payment 
service providers need to keep improving the payment 
experience to ensure the highest satisfaction levels 
possible. Those that do will be able to capture an even 
greater share of this crucial player segment. 

The need to optimize the payment experience in order 
to retain this cohort of players is clear – over three-
quarters (79% for 5-7 times per week bettors and 77% for 
7+ times per week) say they are unlikely to return to the 
sportsbook if they receive a bad experience, with 84% 
saying it is an important factor in whether they stay with 
a brand or not. 

In short, the payment experience offered is ultimately 
key to whether operators can acquire and retain 
high-volume bettors in the U.S., the U.K. and Ontario. 
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Conclusion 
The global online gambling industry will continue to grow at pace over the next 12 months with plenty of 
opportunities for operators to explore across North America – where several U.S. states are considering 
regulation and there is the prospect of other Canadian provinces joining Ontario – as well as in the mature U.K. 
market. But where there are opportunities there are also challenges – and acquiring and retaining players will 
be harder than ever before.  
 
Payments is now the biggest deciding factor in where players play and whether they choose to stay. As such, 
operators looking to secure the greatest share of the market in each country, state, or province they target 
have to offer not just a wide but ultimately comprehensive selection of payment options, especially alternative 
payment methods such as digital wallets and online cash.  
 
As well as variety, players expect fast deposits and even faster withdrawals, with the security of the transaction 
just as important today as it has ever been. Those that can meet these expectations will put themselves in the 
driving seat to shift acquisition and retention up a gear and pull ahead of their rivals.  
 
The pace of change in the payments landscape is as clear as it is ongoing, and that’s why operators must also 
keep an eye on the future. Digital assets and currencies are slowly entering the mainstream, and while gaming 
regulators in North America and the U.K. have yet to permit them under their regulatory frameworks, it seems 
only a matter of time before they become a reality in the cashiers of licensed sportsbooks.  
 
This is why payments must be a priority for operators in 2023 and beyond. 
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Methodology
The report was based on a survey conducted on behalf of Paysafe by Sapio Research among 2,002 consumers 
who have been involved in, or have a serious interest in, sports betting across the six U.S. states (Iowa, Louisiana, 
Michigan, New Jersey, New York, and Pennsylvania), the Canadian province of Ontario, and the U.K.   
 
The interviews were conducted online by Sapio Research in November 2022 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 2.2 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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About Paysafe

Paysafe (“Paysafe”) (NYSE: PSFE) (PSFE.WS) 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 over 20 years of online payment 
experience, an annualized transactional volume of 
over U.S. $120 billion in 2021, and approximately 3,500 
employees located in 10+ countries, Paysafe connects 
businesses and consumers across 100 payment types in 
over 40 currencies around the world. Delivered through 
an integrated platform, Paysafe solutions are geared 
toward mobile-initiated transactions, real-time analytics 
and the convergence between brick-and-mortar and 
online payments. Further information is available at 
www.paysafe.com.    

About Paysafe iGaming  
 
Paysafe brings over two decades of specialized 
payments experience supporting the global iGaming 
and sports-betting sectors and provides operators with 
a comprehensive suite of traditional and alternative 
payment methods through a single, streamlined API 
integration. Paysafe is also a leader in digital and 
affiliate marketing technology and services for iGaming 
operators through its Income Access business unit 
 
Since the opening-up of the U.S. iGaming market in 
May 2018, Paysafe has consistently stated its ambitions 
to be the payments leader in the fast-growing sector, 
building on its leadership in Canada and Europe. As 
of February 1st, 2023, the company supports 75% of 
operators in the country with payments or marketing 
solutions across 25 jurisdictions. In Canada, Paysafe 
also has a leading position and partners with the 
majority of regulated iLottery and gaming brands.




