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HOW WE WILL PAY



Consumers see connected devices as a way unmask buying frictionThis Study Answered Three Questions About Consumers, Connected Devices And Payments Preferences
CONSUMERS KEPT ONE- AND SEVEN-DAY DIARIES AND WERE ASKED TO RECORD ANSWERS TO THESE QUESTIONS ABOUT DEVICE OWNERSHIP AND USAGE:
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Which connected devices do 
consumers own today? 

How do they use them to pay? 

How might they consider using them 
to pay in the future? 



Consumers see connected devices as a way unmask buying frictionThis Study Polled A Sample of Consumers With Smartphones 
WE RECEIVED RESPONSES FROM 2,584 U.S. CONSUMERS.
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We drew a random sample of approximately 2,600 shoppers from 
the United States. 

We required that each shopper own at least one smartphone to 
participate. 

We asked these consumers general questions about device 
ownership and usage, including specific connected device use cases. 

We also asked these consumers to complete a seven-day and one-
day diaries to better understand their overall purchasing patterns, 
and their use of connected devices in support of those experiences. 

THE STUDY GENERATED MORE THAN SIX MILLION DATA POINTS AND A WEALTH OF 
INFORMATION ABOUT CONSUMERS’ CONNECTED DEVICE OWNERSHIP, USAGE OF 
THOSE DEVICES AS RELATED TO PAYMENTS, INTEREST IN SPECIFIC CONNECTED 
PAYMENTS USE CASES AND WHERE CONSUMERS SEE OPPORTUNITIES FOR USING 
CONNECTED DEVICES AS PAYMENT METHODS IN THE FUTURE.6 m i l l i o n



Consumers see connected devices as a way unmask buying frictionHow Connected Are We? The Five Connected Consumer Personas 
SEVENTY-FIVE PERCENT OF CONSUMERS OWN CONNECTED DEVICES IN ADDITION TO A SMARTPHONE, COMPUTER OR TABLET.
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Sample By Persona Type  (N=2,584)

Smartphone-Centric: 
This group just owns just a smartphone. 

Mainstream Mobile: 
This group owns a smartphone and a tablet or computer. 

Connected Home: 
Like Mainstream Mobile, plus own connected home devices 
(voice-activated devices, smart appliances). 

Connected Me: 
Like Mainstream Mobile plus own wearables (activity tracker, 
smart watch or smart sports watch). 

Super Connected: 
Like Mainstream Mobile plus own six or more Connected Me or 
Connected Home devices. 



Consumers see connected devices as a way unmask buying frictionOWNERSHIP AND USAGE OF CONNECTED DEVICES Are LIFESTYLE-DRIVEN
THERE IS VIRTUALLY NO DIFFERENCE IN THE AGES OR INCOME OF CONNECTED DEVICE USERS .
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The most popular connected device after a tablet or laptop is

an activity 
tracker

Nearly as many connected consumers own

voice-activated 
devices

as smart 
watches

The “Super Connected” own six or more 
devices are early adopters of leading-edge 
technology such as voice-activated devices 
(e.g. Alexa, Allo), smart cars and wearables.. 

“Connected Home” consumers own devices 
that are more entertainment and home-
centric, such as video game consoles, smart 
thermostats and voice-activated devices. 

“Connected Me” consumers own devices 
that are more person-centric, such as 
activity trackers and smart athletic watches. 

of all consumers own 
only a smartphone 75% of all consumers own a connected device that 

is not a smartphone, computer or laptop. 

Who Owns 
Which Connected 
Devices And Why

a video game 
console 47%

41%

14%

15%

4%



Consumers see connected devices as a way unmask buying frictionConsumers see connected devices as a way to eliminate buying friction
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of consumers say that buying and paying for things — both 
online and in a physical store — is inefficient, unproductive 
and time consuming, and could be improved. 

view using connected devices as a way to eliminate friction 
from how they buy and pay for things — both on- and 
offline. 

of consumers made a purchase in a physical store over a 
seven-day period. 

purchased something online over a seven-day period — and 
did so in 11 of the 19 categories once reserved for shopping 
in a physical stores such as household furnishings, home 
supplies, jewelry and even groceries.

60%+

80%

50%

83%

MORE THAN SIXTY PERCENT OF CONSUMERS FIND SHOPPING TEDIOUS AND FRUSTRATING 



Consumers see connected devices as a way unmask buying frictionConsumers Find “Auto Pay” Appealing
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Consumers are interested in using connected 
devices to enable a seamless payment 

experience. 

Consumers want control over how their data is 
used and secured. 

44%

8X

66%+

76%

70%

64%
of consumers view connected devices as a way 
to pay for things while going about their day-to-
day activities: eating breakfast, commuting, 
cleaning up after dinner, cooking and taking care 
of the kids. 

of consumers would like to auto pay for things 
they buy — without having to physically initiate 
checkout or stop at a counter in a store to do so. 

of consumers worry that they won’t be 
charged the proper amount when using 
connected devices to pay for things

of consumers want to know that their data is 
private when using connected devices to pay for 
things

The Super Connected are eight times more likely 
to want their appliances to auto refill/auto pay

of consumers aren’t  worried about learning how 
to use new connected devices to help them shop 
and pay 

BUT THEY ALSO WANT TO KNOW THAT THEIR DATA IS PRIVATE AND WHAT THEY ARE BEING CHARGED IS ACCURATE 



Consumers see connected devices as a way unmask buying frictionCONSUMERS TRUST THEIR BANKS/BANKCARD NETWORKS TO POWER THEIR CONNECTED PAYMENTS EXPERIENCES. 
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77%

<30%

8%

trust large technology enablers to provide 
such a solution, e.g. Google, Apple, Microsoft

view their financial institutions/bankcard 
networks as the most trusted enabler of a 
connected device enabled payment solution. 

view Facebook as a trusted enabler of a 
connected payments experience

trust Amazon to enable a connected payment 
experience

48%

77 PERCENT OF CONSUMERS WANT THEIR BANK /BANKCARD NETWORK TO POWER THEIR CONNECTED PAYMENTS EXPERIENCE. 



Consumers see connected devices as a way unmask buying friction

/	July	2017	- All	Rights	Reserved 09

G E T T I N G  T O  K N O W
T H E  C O N N E C T E D  C O N S U M E R

WHO’S CONNECTED, WHICH DEVICES DO THEY OWN AND 
WHY DO THEY USE THEM TO MAKE PURCHASES TODAY? 



Consumers see connected devices as a way unmask buying frictionThe Average Consumer Owns More Than Four Connected Devices 
THE SUPER CONNECTED ARE THE EARLY ADOPTERS OF VOICE-CONTROLLED ASSISTANTS AND WEARABLES. 
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Forty percent of the Super 
Connected own a voice-
controlled assistant and 79 
percent own an activity 
tracker.

Only half of the Mainstream 
Mobiles own a tablet. 

Only the Super Connected 
own smart clothing.



Consumers see connected devices as a way unmask buying frictionConnected Consumers Are More Alike Than They Are Different 
AGE, INCOME AND GENDER ARE NOT PREDICTORS OF CONNECTED DEVICE OWNERSHIP, INTEREST OR USAGE.
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Connected device ownership 
and usage tends to align with 
lifestyle and is not income-
and age-dependent. 

The Super Connected are 
more likely to be college 
educated with slightly larger 
households and with higher 
incomes — but only slightly. 

Mainstream Mobile tend to be 
slightly older than those who 
are more connected. 



Consumers see connected devices as a way unmask buying frictionSaving Time Is What Drives Interest In Using Connected Devices To Pay 
CONSUMERS VIEW CONNECTED DEVICES AS A WAY TO ELIMINATE PAYMENT FRICTION WHEN SHOPPING.
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Q. What Is "Very" Or "Extremely" Important When Using Connected Devices To Pay?

Eighty-three percent of 
consumers say using 
connected devices to pay will 
save time and/or reduce their 
frustration in making a 
payment. 

In doing so, consumers say 
that connected devices will
improve their quality of life. 

Overall, consumers are less 
interested in using connected 
devices "just because” they 
are new technologies. 



Consumers see connected devices as a way unmask buying frictionConnected Consumers View Connected Devices As A Way To Improve Payment Security 
SAVING MONEY IS ALSO SOMETHING CONNECTED CONSUMERS VIEW AS VERY IMPORTANT. 
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Consumers see connected devices as a way unmask buying frictionSEamless Checkout Appears To Be The “Killer App” For The Connected Device 
THERE IS STRONG INTEREST IN USING CONNECTED DEVICES TO PAY, EVEN FOR DEVICES AND USE CASES THAT DO NOT YET EXIST. 
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Q. Which uses cases are of most interest when using a connected device to facilitate a 
payment with a merchant? 

Consumers place a strong 
emphasis on devices that 
make payments part of a 
seamless buying experience. 

Devices that enable “auto 
payment” are interesting to all 
connected consumers. 

Devices that enable “auto 
ordering” and payment are 
less interesting to all 
consumers. 



Consumers see connected devices as a way unmask buying frictionConnected Device Data Security, Privacy And Transparency Concern All Consumers 
THESE CONCERNS COULD DETER CONSUMERS FROM ADOPTING NEW CONNECTED DEVICE PAYMENTS USE CASES. 
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Q. What would keep you from using a connected device to pay a merchant? 
Consumers expressed 
concerns over being charged 
incorrectly when payments 
are automatically made via a 
connected device. 

Twice as many consumers 
expressed concerns about 
data privacy than learning 
how to use new technology. 

For the Super Connected 
device reliability is nearly as 
much of a concern as data 
security when using 
connected devices to enable 
new ways to pay. 



Consumers see connected devices as a way unmask buying frictionConsumers Trust Card Issuers and Card Networks To Enable Connected Device Payment experiences 
SEVENTY-SEVEN PERCENT OF CONSUMERS TRUST BANKS OR BANKCARD NETWORKS TO POWER THEIR CONNECTED PAYMENT EXPERIENCES. 

/	July	2017	- All	Rights	Reserved 16

Q. Who do you trust to enable a connected device payments experience? 

Banks are, by far, the most 
trusted by consumers to 
enable connected device 
payments. 

The more connected a 
consumer is, the more he 
or she tends to trust 
financial services providers 
to enable new connected 
device use cases. 



Consumers see connected devices as a way unmask buying frictionConsumers Like And Trust Card Products When Paying For Things — Both On And Offline 
SPEED AND TRUST ARE WHAT MOST CONSUMERS LIKE ABOUT USING CARDS AND MOBILE OVER CASH. 
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Q. Why do you use cards and what would make you use cards more? 

Sixty-one percent of all 
consumers say speed or trust 
is most important reason for
using credit or debit cards. 

Two-thirds of people prefer 
using credit or debit cards or 
mobile options over cash. 

Seventy-seven percent of 
people would patronize stores 
even if they dropped cash. 

Sixty percent of consumers 
would want to use cash 
sometimes, even if they could 
pay with cards and mobile 
everywhere. 



Consumers see connected devices as a way unmask buying friction
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T H E  C O N N E C T I O N  T O  P A Y M E N T S
HOW DO CONNECTED CONSUMERS VIEW BUYING AND PAYING? 



Consumers see connected devices as a way unmask buying frictionConnected Consumers Buy More Things — The More Connected, The More They Buy 
THE SUPER CONNECTED LIKE TO BUY EXPERIENCES, ELECTRONICS AND ACCESSORIES, LIKE JEWELRY. 
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Q. What purchases did you make over the last seven days? 

Not surprisingly, consumer 
spend is concentrated on
clothing and food. 

The Connected Me are more 
likely to buy personal care 
services and travel than the 
Connected Home group.

Connected Home are more 
likely to buy entertainment-
related items. 

The Smartphone-Centric 
spend more on accessories 
and home repair. 



Consumers see connected devices as a way unmask buying frictionConnected Consumers Still Shop At Physical Stores 
ALMOST 80 PERCENT OF CONSUMERS VISITED A PHYSICAL STORE OVER A SEVEN-DAY PERIOD AND MADE A PURCHASE.
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“vl” indicates “Very Large.” In these cases, the Mainstream Mobile response was zero and therefore the persona index could not be 
calculated. In that case, the response would be very large compared to the base unless the response for that persona was zero as
well. 

“n/a” means that both the persona and Mainstream Mobile were zero. 

Q. What did you use to pay for the things you purchased in the last seven days? 

The Super Connected are 
much more likely to shop 
using a connected device than 
any other connected persona. 

They are also seven times 
more likely to use a voice-
controlled assistant. 

They are more than five times 
more likely to use a car with 
connected capabilities. 

And, while infrequent, the 
Super Connected are much 
more likely to use other 
connected devices to pay for 
things. 



Consumers see connected devices as a way unmask buying frictionConsumers Using Connected Devices To Buy Things Is Now Widespread
PURCHASING VIA A CONNECTED DEVICE OVERTAKES SHOPPING IN A PHYSICAL STORE IN KEY CATEGORIES. 
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Shopping at physical stores is 
still the most common way to 
shop, particularly for 
groceries, gas and home 
supplies.

In 11 out of 19 categories, 50 
percent or more of consumers 
purchased online over a 
seven-day period.

Online via any connected 
device beats physical stores in 
entertainment, reading 
materials, travel, household 
repairs, electronics, household 
furnishings and clothing for all 
consumers.

Q. Where did you shop and which device did you use to make the purchase over the last seven days? 



Consumers see connected devices as a way unmask buying frictionRoughly 60 Percent Of Consumers Dislike The Current Shopping Experience 
ALL CONSUMERS — ACROSS ALL CHANNELS — FIND SHOPPING TIME-CONSUMING AND INEFFICIENT.
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Q. How would you describe your shopping experience over the last seven days? 

Most (approximately 60 
percent) don’t find shopping 
fun or productive, regardless 
of how or where they shop. 

More than 25 percent of 
consumers say shopping is 
time-consuming and 
inefficient. 



Consumers see connected devices as a way unmask buying frictionTwo-Thirds Of Connected Consumers Think The Shopping Experience Could Be Better 
ALL CONNECTED CONSUMERS SEE ROOM FOR IMPROVEMENT WHEN BUYING THE BASICS: FOOD AND CLOTHING.
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Q. Based on the items you bought over the last seven days, do you see an opportunity for 
improving how you made those purchases? 

The areas in which most 
consumers would like to see 
payment method 
improvements in a physical 
store include groceries, 
household supplies, 
prescriptions, household 
furnishings and repair services 
(home and auto repair). 

For all but the Smartphone-
Centric, the areas in which 
most consumers would also 
like to see improvements 
online include travel and hotel 
bookings. 



Consumers see connected devices as a way unmask buying frictionConsumers Don’t yet See How Connected Devices CAN MAKE THE SHOPPING AND PAYMENT EXPERIENCE BETTER 
CONSUMERS MOST WANT IMPROVEMENT IN THE CATEGORIES THAT THEY VIEW AS “ESSENTIALS” – ESPECIALLY GROCERIES
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Shopping and cleaning were 
the only activities in which 
more than 10 percent of 
consumers saw an 
opportunity for a connected 
device to improve how they 
purchase while going about 
their day-to-day activities.

The Super Connected see 
more ways that connected 
devices could make it easier to 
buy things while they are 
going about their daily 
activities.

Q. For which activities would you find it valuable to have a connected device available to make 
a purchase? 



Consumers see connected devices as a way unmask buying frictionConsumers SEE SMART CARS AND WEARABLES AS IMPORTANT ENABLERS OF THE CONNECTED PAYMENT Experience 
CONSUMERS VIEW THE SMARTPHONE AS IMPORTANT, BUT NOT THE DEVICE THAT WILL TRANSFORM THEIR SHOPPING AND BUYING EXPERIENCE
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Q. For the kinds of purchases you made today, which devices would you find valuable in 
improving that experience in the future? 

“vl” indicates “Very Large.” In these cases, the Mainstream Mobile response was zero and therefore the persona index could not be
calculated. In that case, they would be very large compared to the base unless the response for that persona was zero as well. 

“n/a” means that both the persona and Mainstream Mobile were zero 

Consumers like and use 
connected devices today, but 
they have trouble seeing how 
those devices can improve a 
seamless buying experience in 
the future. 

Despite the widespread 
ownership and usage of 
smartphones, more than 60 
percent of consumers do not 
think they are using a device that 
will deliver a seamless buying 
experience. 

Connected consumers view 
smart accessories, smart cars 
and wearables as devices that 
could enable a more seamless 
buying experience in the future. 



Consumers see connected devices as a way unmask buying friction
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G E T T I N G  T O  K N O W  
T H E  S U P E R  C O N N E C T E D  C O N S U M E R  

HOW DO THEY USE CONNECTED DEVICES TODAY, HOW DO THEY SEE USING THEM
IN THE FUTURE AND HOW DOES THAT COMPARE TO ALL CONSUMERS? 



Consumers see connected devices as a way unmask buying frictionThe Super Connected Are Much More Likely To Own Cutting-Edge Connected Devices 
THE SUPER CONNECTED ARE MORE THAN SEVEN TIMES MORE LIKELY TO OWN A VOICE-ACTIVATED ASSISTANT.
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Consumers see connected devices as a way unmask buying frictionThe Super Connected Are More Interested In Seamless Payments Across All New Use Cases 
FIFTY-FOUR PERCENT OF THE SUPER CONNECTED ARE INTERESTED IN USING AUTO PAY AT A STORE OR AT THE PUMP.
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The Super Connected view connected devices as a way to make paying for things a 
seamless experience across almost every aspect of their lives. 



Consumers see connected devices as a way unmask buying friction

/	July	2017	- All	Rights	Reserved 29

Even the Super Connected take a dim view of social networks and technology companies as 
the enabler of their connected payments experience

The Super Connected Trust Banks To Enable A Connected Device Payment Experience 
EIGHTY PERCENT TRUST THEIR BANKS AND BANKCARD NETWORKS TO ENABLE THEIR CONNECTED PAYMENT EXPERIENCES.



Consumers see connected devices as a way unmask buying frictionThe Super Connected Value Speed And Trust When Using Cards As Much As All Consumers Do 
REWARDS ARE LESS IMPORTANT TO THE SUPER CONNECTED, AND SPEED AND SECURITY ARE SLIGHLTY MORE IMPORTANT.
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Why Consumers Say They Like Using Cards 
or Mobile Over Cash 

Consumers’ Reaction To Having Their 
Favorite Stores Go Cashless



Consumers see connected devices as a way unmask buying frictionThe Super Connected Shop At Physical Stores As Much As Everyone Else 
BUT, THE SUPER CONNECTED ARE MORE LIKELY TO USE ONLINE CHANNELS TO MAKE PURCHASES. 
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The Super Connected still use their laptops to buy things, but are early adopters of voice activated 
speakers and connected cars to make purchases 



Consumers see connected devices as a way unmask buying frictionSuper Connected Are More Likely To Believe How They Buy Things Could Be Better 
SEVENTY-FIVE PERCENT OF THE SUPER CONNECTED SEE ROOM FOR IMPROVEMENT IN AT LEAST ONE OF THESE BUYING EXPERIENCES. 
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The things that the Super Connected buy in physical stores are the areas in which they view the most opportunity for improvement



Consumers see connected devices as a way unmask buying friction
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The Super Connected Want Devices To Help Them Buy Things While They Perform Other Activities 
MORE THAN ANY OTHER CONNECTED GROUP, THE SUPER CONNECTED SEE HOW USING CONNECTED DEVICES TO PAY CAN ADD VALUE 

TO EVERY ACTIVITY THEY UNDERTAKE. 

The Super Connected see connected devices as a way to “contextualize” commerce by enabling 
the purchase of goods and services while going about their every day lives 



Consumers see connected devices as a way unmask buying friction

http://www.pymnts.com/how-we-will-pay/For the most up-to-date results, visit: 


