
Payments transformation:  
What you need to know 
How corporate finance leaders are preparing 
for future growth



Contents

Executive summary

1. How is payment 
acceptance changing?

2. What do customers value most 
in the payment experience?

3. How are organizations 
upgrading their payment 
acceptance capabilities?

4. What returns do executives 
expect to get from 
payments transformation?

5. Transform your payment strategy

6. About the research



3Executive summary

Payments transformation | U.S. Bank

Executive summary

Digital payment methods are quickly gaining 
ground among U.S. consumers and business 
buyers when it comes to paying for goods and 
services. Corporations looking to keep pace 
with their customers’ payment preferences 
and improve the overall customer experience 
are modernizing their payments acceptance 
infrastructure and processes. 

Finance leaders believe that transforming 
payment acceptance methodologies can go 
beyond simply taking a payment. It can also be 
a way to improve operational efficiency. Even 
more importantly, they see it as a strategic 
imperative that will give their organizations top- 
and bottom-line benefits. 

For 62% of finance leaders who participated 
in a U.S. Bank survey, the ability to offer 
modern payment options will be a competitive 
differentiator for their business. And according 
to 78% of retail respondents, they agree that 
a good checkout experience is as important 
a competitive advantage as having the 
best products.

How do U.S. organizations across five 
industry segments, including retail, restaurant, 
lodging, healthcare, and state and local 
government, expect the payments landscape 
to evolve? What strategies are they using 
to expand the range of payment options 
offered to customers? Which technologies 
are they investing in to carry out their own 
payments transformation? 

Our research shows that the answers to 
these questions vary by sector – sometimes 
considerably. But there is no mistaking the 
big picture for organizations in all sectors: 
payments transformation must produce 
a payment experience for customers that 
combines flexibility, simplicity, speed 
and security. 
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How is payment acceptance changing?

The rate at which customers are shifting to 
digital payments is accelerating. Our survey 
respondents tell us that most customers still 
prefer to use cards or cash to pay for goods 
and services. But within two years they 
expect newer payment methods – particularly 
contactless and digital wallet – to become 
more popular.

Customers’ preferred payment methods 
today and in two years’ time
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Share of respondents expecting contactless and digital wallet to be customers' preferred 
payment methods in two years' time (by sector)

The adoption of contactless cards is 
expected to be dramatic in the state and 
local government sector: 18% of government 
respondents to the survey say their constituents 
prefer contactless cards today, and 72% say this 
will be the case two years from now. 

Digital wallets are not commonly available for 
government payments, but they are starting to 
find their place as some agencies work toward 
transformation. “I want our accounts receivable 
division to be able to receive every type of 
payment,” says Eric Mason, Chief Financial 
Officer of the City of Quincy in Massachusetts. 
“So our systems are quickly moving toward 
Apple Pay, Google Pay and other means. We 
can still take checks and cash, as well as debit 
and credit cards.”

Will niche today be 
popular tomorrow?

Finance teams in some sectors are also 
planning for growth in demand for what today 
are considered niche payment methods. 

 » Retail (consumer and B2B): Nearly half 
(47%) of executives expect Buy Now, Pay 
Later (BNPL) methods to be mainstream in 
two years. And with Gen Z and Gen Alpha 
consumers accustomed to immersing 
themselves in online experiences, 68% of 
retail respondents are planning to enable 
transactions in the metaverse. 

 » Healthcare: 65% are exploring ways to 
expand payment acceptance by accepting 
PayPal and similar services such as Zelle 
and Venmo as well as increasing access to 
patient financing.

 » Restaurants: Six in 10 respondents are 
seeing increased requests from diners to 
use alternative payment methods such as 
cryptocurrency and peer-to-peer (P2P), as 
well as mobile wallets.

 » Lodging: While BNPL is quickly establishing 
itself in retail, some lodging respondents 
(10%) are starting to see the possibility of 
offering it to guests in the next couple of 
years, particularly as they seek flexible ways 
to pay for all-inclusive packages and upscale 
hotel stays that might otherwise be out 
of reach.  
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To understand why the preferred payment 
methods are changing, it is important to know 
what customers want from the payment 
experience. Priorities differ in each of the 
sectors we surveyed, but in most they revolve 
around convenience, flexibility and speed:

 » Retail: The ability to pay for purchases, 
made online or in-store, using any payment 
method they wish.

 » Healthcare: The ability to digitally pay 
for services, including with the use of 
mobile apps.

 » Lodging: The ability to pay for a vacation 
package in a single transaction.

 » Restaurants: The ability for groups of diners 
to split the check easily and to pay without 
waiting for a server to bring the bill.

 » State and local government: Contactless 
payments using a card or digital wallet to 
tap and go.

The top payment priorities for customers in each sector
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What do customers value most in the payment experience?

There is a need for speed

Meeting customer demands for greater 
convenience and ease of payment usually 
translates into faster payment, which can make 
a significant contribution to an organization’s 
financial results. For example, according to 
70% of respondents from the restaurant sector, 
the ability to order and pay quickly influences 
a customer’s choice of restaurant. Quicker bill 
settlement also means that an establishment 
can turn tables faster, which should translate 
into more customers and additional revenue.

Faster payment and receipt of funds also 
benefit an organization’s cash flow. Many 
healthcare organizations, for example, often 
wait weeks or months for payments from 
insurance companies. As a result, some 
healthcare organizations are seeking to 
expedite receipt of patient out-of-pocket 
balances. An easy and patient-friendly way of 
paying bills encourages quicker payment of 
account balances, according to 63% of health-
sector respondents. 

“It takes up to 20 days to get paid by Medicare, 
up to 60 days by insurers and up to 90 days by 
Medicaid,” says Dennis Empey, Chief Financial 
Officer of Trinity Health. “To bring cash in from 
patients faster, we’re giving them different 
options to pay deductibles on the day of 
their visit.”
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But security is non-negotiable

Convenience and speed cannot, of course, 
come at the expense of security. The shift 
to digital payments means organizations are 
amassing large quantities of customer data – 
which could be a major lure for cybercriminals. 
Of the respondents’ organizations, 59% 
have had a payments transformation project 
delayed or canceled due to cybersecurity or 
fraud concerns.

State and local government and the lodging 
sector are most concerned about security. 
Government respondents say that the desire 
for secure records of payment eclipses all other 
payment considerations – even convenience. 
Half of lodging executives, meanwhile, say that 
guests want card-data security maintained 
throughout their stay and beyond. 

What do customers value most in the payment experience?
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The organizations in our survey are investing in 
technology, people and relationships to enable 
payments transformation and meet changing 
payment preferences, including:

 » 51% are expanding their range of digital 
payment options

 » 47% are boosting spending on 
contactless devices

 » 37% are increasing investment in skilled 
people to lead payments transformation

 » 37% are re-evaluating 
payment-processing relationships

Expanding digital payment options and 
deploying more contactless devices figure 
prominently across each of the surveyed 
sectors, but there are noteworthy variances. 
For example, considerably more lodging 
respondents than those from other sectors cite 
the need to invest in people. And restaurant 
executives place elevated importance on 
re-evaluating relationships with external 
payment processors. 

Organizations’ key actions to respond to customer payment preferences
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Organizations are building new 
tech capabilities

The surveyed organizations are also investing in 
a wide array of auxiliary technology capabilities, 
including real-time payments (RTP) systems 
that enable near-instantaneous processing 
and settlement of payments. RTP can enhance 
liquidity management, improve cash flow, 
simplify reconciliation and provide real-time 
account information.

More businesses in the retail and restaurant 
sectors – where inflation is likely to be 
tightening already slim margins – are interested 
in these capabilities to give them quicker 
access to funds. “RTP is a clear opportunity for 
us in the longer term,” says Chirag Shah, Chief 
Financial Officer of Nature’s Bakery. “We need 
to thoroughly evaluate our processes and 
systems to determine how to implement RTP.” 

The hotel industry is no stranger to fraud 
and the considerable headaches it causes, 
which explains why more respondents in 
lodging than in other sectors are investing in 
fraud-management tools. In addition to helping 
detect fraud, these tools can authenticate the 
cardholder, validate the transaction and even 
generate a score that indicates the likelihood 
of the transaction being fraudulent. 

“The complexities of the lodging industry, 
with multiple payment systems used throughout 
the value chain, not only create customer 
friction but also widen the opportunities for 
systems compromise," says Kevin Carey, Chief 
Operating Officer of the American Hotel & 
Lodging Association. "Technology advances 
are working to enhance fraud mitigation and 
reduce compromise."

Nearly two-thirds (65%) of hotel finance 
executives agree that mitigating fraud 
risk and chargebacks is a key factor in 
maintaining healthy revenue. 

Top technology investment priorities by sector
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Finance leaders see payments transformation 
as more than a way to improve operations. They 
give it strategic importance: it is a way to drive 
business outcomes. In the survey, this view is 
most prevalent among respondents in state and 
local government, followed by those in retail.

In the overall sample, respondents hope 
that payments transformation will reduce 
operational expenditure (64%) and improve 
liquidity (63%). Even more expect positive 
impacts from improved employee experience 
(74%) and customer experience (72%). 

"With payments transformation, hotels have 
an excellent opportunity to improve the guest 
experience as well as drive greater revenue 
generation,” says Kevin Carey. He adds that 
digital payments can also help increase 
employee satisfaction by, for example, enabling 
same-day pay and facilitating staff tips.

By integrating digital payments into their 
existing platforms, companies can eliminate or 
reduce the time employees spend on facilitating 
and handing payments, which allows them 
to provide even better service to customers. 
For customers, it means seamless, efficient 

77%

72%

69%

68%

68%

62%

0 20% 40% 60% 80%

 Healthcare

 Restaurant

 Lodging

Total

Retail

 State & local government

Government respondents are most likely to 
agree that “transforming the way we accept 
payments is helping us meet our wider 
business objectives” 

payments that get them on their way. That can 
translate into faster transactions and increased 
revenue for organizations.

Across sectors, most executives (75%) are 
relying on payments transformation to feed 
into improved top- and bottom-line results 
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for the organization. “For me, as CFO, the 
payment imperatives are getting cash in 
faster, streamlining workflows and reducing 
processes,” says Dennis Empey.

Here, too, the need for improved revenue 
and profit returns is felt most strongly among 
government finance leaders (cited by 83%). 
“Digital payments mean fewer man hours and 
thus efficiency gains,” explains Eric Mason. 
“With the advent of APIs and the ability to 
tunnel between different systems and move 
data instantaneously, we can deploy our staff 
in more meaningful ways. We can also conduct 
live auditing – another big time-saver.”

Strong executive leadership 
is essential

Finance leaders understand the strategic value 
of payments transformation, but they must 
secure the backing of the organization’s entire 
leadership team to bring it to fruition. This can 
be challenging, considering that 62% of all 
respondents (and 73% in healthcare) say that 
senior management pay insufficient attention 
to payment strategy.

Healthcare respondents are most likely to 
agree that “payments strategy is taking a back 
seat because our leaders do not understand its 
importance enough.” 

Finance leaders need to demonstrate clearly 
to the entire C-suite the top- and bottom-line 
benefits of payments transformation, as well 
as the potential loss of customers and revenue 
from failing to see it through.
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Businesses and government bodies should 
not put off the modernization of their payment 
systems and infrastructure, as it is an integral 
part of their overall digital transformation. 
Digitally savvy consumers, citizens and business 
buyers will eventually demand no less.

To set the right course for payments 
transformation, finance and treasury leaders 
should keep the following considerations top 
of mind:

 » Evangelize the case for payments 
transformation throughout the 
organization. Finance leaders may view 
transformation as a strategic imperative, but 
if C-suite, business-line and functional heads 
aren’t fully on board, it will lose momentum.

 » Keep the payment strategy up to date. 
Payment technologies are evolving 
continuously. Where and how your customers 
pay may be different tomorrow. Monitor 
consumer buying habits and payment 
patterns closely to ensure you’re prepared to 
invest in new technologies when the demand 
arises and where it makes sense.

 » Confirm the technology use case ahead 
of investment. Emerging technologies 
are exciting, but not all will be the right fit. 
Analyze customer preferences to identify the 
right payment options for your organization 
and your customers.

 » Stay abreast of regulatory change. New 
technologies often bring new compliance 
requirements. Keeping up to date with them 
is vital. Your financial institution and payment 
partners can help you to manage and 
maintain compliance.
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The data in this report comes from a survey 
commissioned by U.S. Bank and conducted by 
FT Longitude, a Financial Times company, in 
June and July 2022. The survey sample consists 
of 300 senior finance, treasury and revenue 
management executives evenly distributed 
among five sectors: consumer and/or B2B 
retail, healthcare, lodging, restaurant, and state 
and local government. Of the respondents, 
60% work in organizations earning $500 
million or more in annual revenue and 40% in 
organizations with between $50 million and 
$499 million in annual revenue. 
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