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ABSTRACT

The proliferation of digital payment systems
has markedly reshaped consumer spending
habits, influencing purchasing behavior,
budgeting strategies, and overall financial
planning. Driven by advancements in
smartphones, internet connectivity, and
fintech innovations, digital transactions—
through platforms such as mobile wallets,
UPI, debit/credit cards, and internet
banking—are increasingly replacing
traditional cash-based methods in daily life.
This study investigates the impact of digital
payments on consumer spending by analyzing
behavioral shifts associated with the adoption
of these technologies. Based on a structured
survey of over 192 participants from varied
demographic and economic backgrounds,
the research examines patterns in digital
payment usage, types of expenditures,
perceived ease of use, and the psychological
effects of cashless transactions. Employing
statistical techniques, including the chi-
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square test, the study explores correlations
between digital payment adoption and
consumer expenditure trends, such as
increased spending, impulsive purchases,
and improved financial management through
enhanced tracking and budgeting features. It
also addresses user preferences and concerns
regarding digital platforms, focusing on
security, trust, convenience, and the role of
incentives like cashbacks and promotional
offers.

Keywords: Digital Payments, Consumer
Spending Habits, Financial Behavior, Mobile
Wallets, UPI (Unified Payments Interface),
Digital Payment Adoption, Impulsive Buying,
Budgeting Tools, Transaction Tracking, Chi-
Square Analysis.

INTRODUCTION

The rapid evolution of financial technology
(fintech) has profoundly reshaped the
landscape of economic transactions, altering
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the traditional ways in which individuals
manage, spend, and interact with money. One
of the most transformative developments
in recent years has been the widespread
adoption of digital payment systems.
Enabled by the proliferation of smartphones,
affordable mobile data, and improved
internet infrastructure, digital payments have
emerged as a cornerstone of modern financial
ecosystems (Kurniawan et al., 2019). These
systems allow consumers to perform a wide
range of financial transactions—such as bill
payments, fund transfers, retail purchases,
and  peer-to-peer  exchanges—instantly
and securely from virtually anywhere. The
transition from cash-based transactions
to digital alternatives is not merely a
technological shift, but also a socio-economic
phenomenon influenced by multiple factors
(Pala, 2024). Among the most significant
drivers are the increasing demand for
convenience, enhanced transaction security,
and the influence of government policies
aimed at promoting financial inclusion and
a cashless economy. In India, for instance,
the demonetization policy implemented
in 2016 served as a major catalyst for the
widespread adoption of digital payments,
compelling consumers and businesses alike
to explore non-cash alternatives. Initiatives
such as Digital India and the Jan Dhan Yojana
have further reinforced this momentum by
promoting digital literacy, expanding access
to banking services, and encouraging digital
transaction platforms (Chaturvedi & Ranjan,
2025) (Agarwal et al., 2019).

In this context, platforms such as Unified
Payments Interface (UPI), mobile wallets
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(e.g., Google Pay, Paytm, PhonePe), and
contactless card payments have gained
substantial popularity, offering seamless and
user-friendly payment experiences. These
platformshavenotonlyredefined convenience
but have also introduced new dimensions
to consumer behavior—altering how people
plan their budgets, perceive money, and
make purchasing decisions. Retailers, service
providers, and e-commerce platforms have
also embraced digital payments, integrating
them into their operations to enhance
customer satisfaction, reduce operational
costs, and streamline payment processes
(Yousef, 2024).

As digital payments become increasingly
embedded in everyday life, it becomes
essential to wunderstand their broader
implications—particularly on consumer
spending habits. This study seeks to explore
how the adoption of digital payment systems
influences individuals’ financial decisions,
spending frequency, and saving behavior. By
examining user experiences across diverse
demographic and economic groups, the
research aims to provide insights into the
behavioral shifts associated with the growing
reliance on cashless transactions (Sharma &
Kapoor, 2024).

This research paper is organized into several
key sections, beginning with an overview
of digital payments and their influence on
consumer spending. It includes a review
of relevant literature, a detailed account of
the research methodology employed, and
an in-depth analysis and interpretation of
the collected data. The discussion section
places the study’s findings within the context
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of broader economic and technological
developments while also acknowledging
potential limitations and proposing directions
for future research. The primary objective
is to assess whether digital payments have
a significant effect on consumer spending
habits, thereby validating or refuting the
null hypothesis. The insights gained from
this study aim to inform policymakers,
financial institutions, technology providers,
and businesses, helping them enhance digital
payment systems to promote responsible
financial behavior and improve the overall
user experience.

PROBLEM STATEMENT

With the growing adoption of digital
payment systems, it is essential to examine
their impact on consumer spending behavior.
The convenience of seamless transactions,
along with promotional incentives such as
cashback and discounts, has the potential
to drive impulsive purchasing. On the other
hand, apprehensions regarding cybersecurity
and the desire to maintain financial discipline
may lead some individuals to limit their use
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of digital payment methods. Understanding
these contrasting influences is crucial for
evaluating the broader implications of a
cashless economy.

DIGITAL PAYMENT PLATFORMS
AND TOOLS

Digital payment platforms and tools have
rapidly advanced, providing users with fast,
convenient, and secure ways to complete
financial transactions. These technologies
enable cashless payments through various
methods such as mobile wallets, UPI, credit/
debit cards, QR code scanning, internet
banking, and buy now, pay later (BNPL)
services. Each platform offers unique
benefits like instant transfers, reward
programs, enhanced security features, and
accessibility even without the internet via
USSD (Divyapriya & Velanganni, 2020).
Together, these innovations have transformed
how consumers shop, pay bills, and manage
finances, driving widespread adoption and
supporting the global shift toward a cashless
economy (Bandura & Ramanujam, 2021).
The most commonly used forms are included
in Table 1.

Table 1: Digital Payment Methods (Nguyen, 2025) (Hazar & Babuscu, 2023)

Digital Payment  Description Key Features Popular Platforms/
Method Tools

Unified Payments Real-time bank-to-bank Interoperability, instant transfer, ~Google Pay, PhonePe,
Interface (UPI) transfers via mobile apps. low cost, ease of use Paytm

Mobile Wallets Store digital funds and Tap-and-pay, cashback, Google Pay, Paytm,

make payments using
integrated modes (UP]I,
cards, bank).
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discounts, rewards

PhonePe
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Credit and Debit  Traditional payment Reward points, fraud protection, Visa, Mastercard,
Cards tools now enhanced with OTP/tokenization, suitable for RuPay, bank-issued
contactless tech and high-value transactions cards
security.
QR Code Customers scan a Easy setup, no infrastructure BharatQR, UPI QR
Payments merchant’s QR code to pay.  cost, widely used by small
vendors
Internet Banking  Online platform for 24/7 access, biometric & two- NetBanking by SBI,
banking services including  factor security, scheduled ICICI, HDEFC, etc.
transfers, bill payments, and transactions, real-time
investments. monitoring
Buy Now, Pay Allows purchases with Interest-free/low-interest Simpl, LazyPay,
Later (BNPL) deferred payments over instalments, boosts affordability =~ ZestMoney
time. for consumers
USSD-Based Enables banking through Access via numeric codes (e.g., ~ USSD Banking (*99#
Mobile Banking  mobile networks without *99#), ideal for rural and low- by NPCI)
internet. connectivity areas
LITERATURE REVIEW

Table 2: Literature Review

Section Key Points Source / Citation
Evolution Shift from cash to digital modes driven by fintech and internet growth  (Practice, 2022)
of Digital Mobile transactions surpass traditional banking in many regions (Board et al., 2024)
Payments

India’s digital transactions growing 30% annually due to smartphone

use and Digital India initiative
Consumer Digital payments reduce “pain of payment,” encouraging higher (Liu etal., 2021)
Behaviour spending (Capegemini, 2022)
and Spending 629% consumers prefer digital for ease and speed 45% say digital
Patterns payments lead to more frequent purchases

Cashback and personalized insights influence buying decisions
Security Rise in cyber fraud, hacking, phishing alongside increased digital (Experian, n.d.)
Concerns transactions (Reports, 2022)
and Fraud Online payment fraud increased by 35% during COVID-19
Prevention

Identity theft and unauthorized transactions are major complaints

Security enhancements: encryption, biometrics, Al-driven fraud
detection
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Regulatory Regulations promote adoption via transaction limits, lower charges, (World Bank Group,
Framework interoperability n.d.)(NPCI, n.d.)
and Indias UPI launched in 2016 processes over 10 billion monthly
Government .
transactions
Initiatives
ECB regulations standardize payment systems in Eurozone for security
and efficiency
Factors Trust, ease of use, and tech familiarity drive adoption (Yan et al., 2021)
Affecting Older consumers show resistance due to security and unfamiliarity (pwe, n.d.)
Digital
8 Younger users prefer mobile wallets and BNPL for convenience
Payment
Adoption Incentives like discounts, loyalty points, and zero-interest EMIs affect
preferences
RESEARCH METHODOLOGY oTo examine whether the use of digital

This study adopts a quantitative research
approach, utilizing structured questionnaires
distributed via Google Forms to gather
primary data from 192 respondents. The
sample, selected through convenience
sampling, includes a diverse population
of digital payment users such as students,
professionals, and business owners. The
online survey, circulated through WhatsApp,
featured multiple-choice, checkbox, and
Likert scale questions aimed at understanding
consumer behavior related to digital
payments. Data analysis involved statistical
tools, including chi-square tests, to assess
the significance of observed trends. This
methodology ensures efficient data collection
and meaningful insights into spending habits
influenced by digital transactions.

RESEARCH OBJECTIVES

oTo investigate the extent to which digital
payments influence consumer spending
behavior.
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payment methods contributes to increased or
impulsive purchases.

eTo assess consumer perceptions of digital
payments in terms of ease of use, convenience,
and their role in managing personal finances.

RESEARCH HYPOTHESES

oH, (Null Hypothesis): Thereis no significant
relationship between digital payment usage
and changes in consumer spending habits.
oH, (Alternative Hypothesis): The use of
digital payment methods significantly affects
consumer spending behavior.

DATA ANALYSIS AND
INTERPRETATION

Table 3 : Age Of The Respondent

Age (in Yrs)  No. of Respondents Percentage
Below 18 12 0.06
18-24 76 0.40
25-34 64 0.33
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35-44 25 0.13
45 and above 15 0.08
Total 192 1.00

AGE OF THE RESPONDENT

¥ No. of Respondents

76
B4
i3
. . -

Below 18 18-24 25-34 35-44

45 and above

Chart 1: Age of the Respondent
Interpretation: Table 3 presents the age-wise
distribution of 192 survey respondents and
the corresponding percentage of each group:

Table 4: Gender of the Respondent

Gender No. of Respondents Percentage
Male 86 0.45
Female 106 0.55
Total 192 1.00

GENDER OF THE RESPONDENT

B MNo. of Rezpondents

Male Female

Chart 2: Gender of the Respondent
Interpretation: Table 4 shows the gender
distribution of the 192 respondents:
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eThe majority of respondents (40%)
are aged 18-24 years, indicating a strong
representation of young adults, who are
typically more tech-savvy and likely to adopt
digital payment methods.

oThe next largest group is those aged 25-34
years (33%), further showing that digital
payments are widely used among younger
working-age adults.

©12% of respondents fall in the 35-44 years
bracket, while 8% are 45 years and above,
suggesting moderate adoption among older
age groups.

oOnly 6% of participants are below 18,
possibly due to limited access to digital
tinancial tools for minors.

eFemale respondents make up 55% of the
total sample, slightly outnumbering males.
eMale respondents constitute 45% of the
sample.

This indicates a fairly balanced gender
representation, with a slight female majority.
The nearly equal participation suggests
that digital payment usage and interest in
the topic are not significantly skewed by
gender, allowing for a more inclusive and
representative analysis of consumer spending
behavior across both male and female users.

Table 5:Educational Qualification of the
Respondent

Educational No. of Percentage
Qualification Respondents
Undergraduate 89 0.46
Postgraduate 65 0.34

PhD 38 0.20

Total 192 1.00
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EDUCATIONAL QUALIFICATION OF
THE RESPONDENT

= No. of Respondents

89
l .

38
Postgraduate PhD

Undergraduate

Chart 3: Educational Qualification of the

Respondent
Interpretation: Table 5 outlines the
educational qualifications of the 192
respondents:

046% are undergraduates, making them the
largest group in the sample.

©34% hold postgraduate degrees, indicating
a strong representation of individuals with
advanced education.

©20% have a PhD, reflecting a highly
educated segment of respondents.

This distribution suggests that the majority
of participants have at least a college-level
education, which could correlate with higher
familiarity and comfort with digital payment
technologies. The presence of a well-educated
sample enhances the reliability of insights
regarding digital payment adoption and its
influence on spending habits.

Table 6: Occupation of the Respondent

Occupation No. of Percentage
Respondents

Student 95 0.49
Working 35 0.18
Professional

Self - Employed 46 0.24
Unemployed 16 0.08

Total 192 1.00
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OCCUPATION OF THE RESPONDENT

B No. of Respondents

85
46
35
. I -

Student

Working Self— Employed Unemployed

Professional

Chart 4: Occupation of the Respondent
Interpretation: Table 6 provides a breakdown
of the occupational status of 192 survey
respondents:

eStudents make up the largest group,
accounting for 49% of the respondents. This
indicates that nearly half of the sample is
composed of individuals who are still in the
education phase of life, possibly more inclined
to use digital payments for convenience and
small transactions.

oSelf-employed individuals represent 24%,
showing significant participation from the
entrepreneurial or freelance sectors.
eWorking professionals comprise 18%,
indicating moderate representation among
salaried or corporate employees.
eUnemployed respondents make up 8%, a
smaller portion, possibly reflecting lower or
irregular transaction frequency.

This distribution suggests that the findings
will be particularly reflective of younger and
self-reliant demographics, offering insights
into how these groups interact with digital
payment systems.
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Table 7:How Often Do You Use Digital
Payments

Frequency of No. of Respondents Percentage
Use

Daily 106 0.55
Weekly 45 0.23
Monthly 25 0.13
Rarely 16 0.08

Total 192 1.00

HOW OFTEN DO YOU USE DIGITAL

PAYMENTS
B No. of Respondents
106
j 45 -
. :
16
Daily Weekly Manthly Rarely

Chart 5: How Often Do You Use Digital
Payments

Interpretation: Table 7 shows how frequently
the 192 respondents use digital payment
methods:

Interpretation: Table 8 presents the preferred
digital payment methods among 192
respondents:

oE-Wallets (e.g., Paytm Wallet, Amazon
Pay) are the most popular, used by 47% of
respondents. Their popularity may stem from
ease of use, loyalty rewards, and integration
with various services.
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©55% use digital payments daily, indicating
a high dependency and integration of digital
payments into everyday life.

©23% use them weekly, reflecting regular but
less frequent usage compared to daily users.
©13% use them monthly, possibly for
recurring bills or planned purchases.

8% use digital payments rarely, suggesting
occasional or limited adoption, potentially
due to personal preference or access issues.
This distribution highlights the strong and
growing reliance on digital transactions,
with the majority of users engaging with these
platforms frequently, if not daily.

Table 8:Which Digital Payment Methods

Do You Use the Most?

Payment Method No. of Re- Percent-
spondents age

UPI (Google Pay, Pho- 46 0.24
nePe,Paytm, etc.)
Debit / Credit Cards 34 0.18
E-Wallets (Paytm Wal- 91 0.47
let, AmazonPay, etc.)
Internet Banking 19 0.10
Buy Now, Pay Later 2 0.01
(Simpl,LazyPay, etc.)
Total 192 1.00

oUPI platforms (e.g., Google Pay, PhonePe,
Paytm) are used by 24%, highlighting the
growing adoption of real-time bank transfers
via smartphones.

eDebit/Credit Cards are chosen by 18%, still
maintaining a solid user base due to reliability
and reward programs.

43
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Chart 6: Which Digital Payment Methods Do You Use the Most?

eInternet Banking accounts for 10%, likely used for
larger or scheduled transactions.

eBuy Now, Pay Later services are least used, with just
1%, suggesting limited adoption or awareness among

users.

Table 9:Where Do You Use Digital Payments Most Frequently?

m Mo. of Respondents

This data emphasizes the widespread preference for

mobile-centric and user-friendly payment options.

Where used? No. of Respondents Percentage
Online shopping 92 0.48
Grocery stores & supermarkets 45 0.23
Dining & restaurants 9 0.05
Utility bill payments (electricity,water, etc.) 32 0.17
Transport (metro, cab services,fuel stations) 14 0.07

Total 192 1
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Chart 7: Where Do You Use Digital Payments Most Frequently?

Interpretation: Table 9 displays where
respondents primarily use digital payment
methods:

eOnline shopping is the leading use case,
with 48% of respondents using digital
payments for e-commerce, highlighting the
convenience and prevalence of online retail.
eGrocery stores & supermarkets follow at
23%, indicating regular in-person usage for
daily essentials.

oUtility bill payments (17%) show that
consumers also rely on digital platforms for

managing monthly expenses like electricity
and water.

eTransport services (metro, cabs, fuel
stations) account for 7%, reflecting growing
but moderate usage in urban mobility.
eDining & restaurants have the lowest usage
at 5%, possibly due to limited digital payment
infrastructure in smaller establishments.

This data emphasizes that digital payments
are primarily utilized for online and essential
retail transactions.

Table 10:Do You Think Digital Payments Encourage Impulsive Spending?

Perception No. of Respondents Percentage
Yes 148 0.77
No 35 0.18
Not Sure 9 0.05
Total 192 1.00
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DO YOU THINK DIGITAL PAYMENTS
ENCOURAGE IMPULSIVE SPENDING?

B No. of Respondents

35

8
—

Yes Mo Nat Sure

Chart 8: Do You Think Digital Payments
Encourage Impulsive Spending?
Interpretation: Table 10 reflects respondents’
perception of whether digital payments
influence spending habits:
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©77% (148 respondents) believe that
digital payments do impact their spending,
indicating a strong perception that digital
transactions may lead to increased or
impulsive purchases.

©18% (35 respondents) feel digital payments
do not affect their spending, suggesting
that a minority maintains financial control
regardless of payment mode.

e5% (9 respondents) are unsure,
highlighting a small group with unclear views
or insufficient experience to judge the impact.

This data indicates a dominant perception
that digital payments significantly influence
consumer spending behavior.

Table 11:Compared to Cash Payments, How Do You Feel About Your Spending Using

Digital Payments?
Comparison to cash usage No. of Respondents Percentage
I spend more with digital payments 148 0.77
I spend less with digital payments 29 0.15
No difference in spending behaviour 15 0.08
Total 192 1.00

COMPARED TO CASH PAYMENMNTS, HOW
DO YOU FEEL ABOUT YOUR SPENDING
USING DIGITAL PAYMENTS?

o Mo. of Respondents

148

| spend more with digital
pEymeants

| spend less with digit=l
pEymeants

29
i5

Mo differencein spending
behaviour

Chart 9: Compared to Cash Payments, How Do You Feel About Your Spending Using

Digital Payments?
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Interpretation: Table 11 presents a
comparison of respondents spending

behavior with digital payments versus cash:

o A significant 77% (148 respondents) stated
they spend more when using digital payments,
suggesting that the ease and convenience of
cashless transactions may encourage higher
or impulsive spending.
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©15% (29 respondents) reported they spend
less with digital payments, possibly due to
better tracking or budgeting tools.

©8% (15 respondents) observed no change in
their spending behavior, indicating consistent
financial habits regardless of the payment
method.

This data reinforces the trend that digital
payments often lead to increased spending
for a majority of users.

Table 12: What Influences Your Decision to Use Digital Payments?

Factors Influencing Decision No. of Respondents Percentage
Cashback & discounts 79 0.41
Convenience & speed 52 0.27
Security & safety 41 0.21
Record of transactions 15 0.08
Peer influence 5 0.03
Total 192 1.00

WHAT INFLUENCES YOUR DECISION
TO USE DIGITAL PAYMENTS?

m Mo. of Respondents

73
52
41
15
5
N S

Cashback & Convenience& Security &
safety

discounts speed

Record of
transactions

Peerinfluence

Chart 10: What Influences Your Decision to Use Digital Payments?

Interpretation: Table 12 highlights the key
factors influencing consumers’ decisions to
use digital payment methods:

eCashback & discounts emerged as the top
motivator, cited by 41% (79 respondents),
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indicating that monetary incentives strongly
drive digital payment adoption.

eConvenience & speed were the next major
factors, influencing 27% (52 respondents),
reflecting user preference for quick and
hassle-free transactions.
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eSecurity & safety mattered to 21% (41
respondents), underlining the importance of
trust in digital platforms.

oA smaller segment valued record of
transactions (8%) and peer influence (3%),
suggesting theseare secondary considerations.
Overall, financial benefits and ease of use are
the primary drivers for digital payment usage.

Table 13: Do You Feel Digital Payments Are Secure?

Digital Payments Secure? No. of Respondents Percentage
Yes, completely secure 72 0.38
Somewhat secure but cautious 95 0.49
No, I am concerned about fraud &scams 25 0.13
Total 192 1.00

DO YOU FEEL DIGITAL PAYMENTS
ARE SECURE?

H Mo. of Respondents
85

25

Yes, completely secure Somewhat secure but Mo, | am concerned

cautious

sbout fraud &scams

Chart 11: Do You Feel Digital Payments Are Secure?

Interpretation: Table 13 reflects consumer
perceptions regarding the security of digital
payments:

049% (95 respondents) consider digital
payments somewhat secure but remain

6
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cautious, indicating a general trust with
reservations.

©38% (72 respondents) believe digital
payments are completely secure, suggesting
strong confidence among a significant
portion of users.



Vol 13 Issue 1

eHowever, 13% (25 respondents) express
concernsaboutfraudandscams, highlighting
that a minority still fears potential risks
associated with digital transactions.
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Overall, while the majority find digital
payments secure to some degree, ongoing
concerns about safety underline the
importance of enhancing fraud protection
and consumer awareness.

Table 14: Have You Ever Faced Fraud or Security Issues While Using Digital Payments?

Fraud or security issues? No. of Respondents Percentage
Yes 56 0.29
No 136 0.71
Total 192 1.00

HAVE YOU EVER FACED FRAUD OR
SECURITY ISSUES WHILE USING
DIGITAL PAYMENTS?

B Mo. of Respondents

56

s

136

Yes

Chart 12: Have You Ever Faced Fraud or Security Issues While Using Digital Payments?

Interpretation: Table 14 indicates whether
respondents have personally experienced
fraud or security issues while using digital
payments:

e71% (136 respondents) reported no
experience with fraud or security breaches,
suggesting that most users have had safe and
secure digital transactions.

029% (56 respondents)have encountered
some form of fraud or security issue,
highlighting that while digital payment
systems are generally secure, there is still a
significant minority facing vulnerabilities.

This emphasizes the need for continued

improvement in digital security measures and
user education on safe practices.
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Table 15: What Is the Biggest Challenge You Face While Using Digital Payments? (Select

All That Apply)
Challenge No. of Respondents Percentage
Internet connectivity issues 87 0.45
Transaction failures / delays 29 0.15
Hidden charges & fees 35 0.18
Limited acceptance in some stores 16 0.08
Security concerns 25 0.13
Total 192 1.00

WHAT IS THE BIGGEST CHALLENGE YOU FACE
WHILE USING DIGITAL PAYMENTS? (SELECT ALL
THAT APPLY)

100

B0

60

40

20 I . . B Mo. of Respondents
; H B BN

Transaction Hidden
failures

delays

Intarnet
connectivity
izsues

Limited
charges & feesacceptancein
SOMe Stores

Security
CONCErns

Chart 13: What Is the Biggest Challenge You Face While Using Digital Payments? (Select

All That Apply)

Interpretation: Table 15 presents the
challenges faced by respondents when using
digital payments:

oThe most common issue is internet
connectivity problems (45%), which can
hinder real-time transactions.

eHidden charges and fees (18%) and
transaction failures or delays (15%) also
significantly impact user experience.

a0
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eSecurity concerns affect 13% of users,
despite the overall perception of safety.
eLimited acceptance in some stores is a
less frequent challenge reported by 8% of
respondents.

Overall, while digital payments are widely
adopted, technical reliability, transparency
of fees, and network accessibility remain key
areas needing improvement.
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Table 16: Would You Recommend Digital Payments to Others?

Would you recommend? No. of Respondents Percentage
Yes 156 0.81
No 24 0.13
Maybe 12 0.06
Total 192 1.00

WOULD YOU RECOMMEND DIGITAL
PAYMENTS TO OTHERS?

B Mo. of Respondents

156

fes

24 13

Mo Mzybe

Chart 14: Would You Recommend Digital Payments to Others?

Interpretation: Table 16 shows respondents’
willingness to recommend digital payments
to others:

® A strong majority, 81% (156 respondents),
would recommend using digital payments,
reflecting high satisfaction and trust in the
system.

013% (24 respondents) would not
recommend them, possibly due to concerns

like fraud, hidden charges, or transaction
issues.

06% (12 respondents) are uncertain,
indicating a neutral or cautious stance.

This data suggests that digital payments
enjoy a positive reputation, with most users
having favorable experiences and confidence
in recommending them to others.

[ITM Journal of Business Studies 5]
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Table 17: How Satisfied Are You with Digital Payment Systems Overall?

Satisfaction No. of Respondents Percentage
Very satisfied 95 0.49
Satisfied 51 0.27
Neutral 45 0.23
Dissatisfied 1 0.01
Very dissatisfied 0 0.00
Total 192 1.00
HOW SATISFIED ARE YOU WITH
DIGITAL PAYMENT SYSTEMS
OVERALL?
W Mo. of Respondents
95
= 45
. . 1 .:l
Very sstisfied Satisfied Meutral Dizsatisfied Werydissstisfied

Chart 15: How Satisfied Are You With Digital Payment Systems Overall?

Interpretation:  Table 17  illustrates
respondents’ satisfaction levels with digital
payment systems:

eNearly half (49%) of the participants
reported being very satisfied, and 27% were
satisfied, indicating that 76% overall have a
positive experience.
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023% felt neutral, showing neither strong
approval nor disapproval.

oOnly 1 respondent (0.01%) was dissatisfied,
and none reported being very dissatisfied.
This suggests that user satisfaction with
digital payments is overwhelmingly
positive, reinforcing their growing acceptance
and perceived convenience.
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Table 18: How Likely Are You To Continue Using Digital Payments In The Future?

Future Use No. of Respondents Percentage
Not Likely 3 0.02
Somewhat Likely 12 0.06
Neutral 26 0.14
Likely 64 0.33
Very Likely 87 0.45
Total 192 1.00

HOW LIKELY ARE YOU TO CONTINUE USING
DIGITAL PAYMENTS IN THE FUTURE?

m Mo. of Respondents

B7
g4
26
12
’ I

Mot Likely Somewhat Likehy

Meutral

Likely Very Likely

Chart 16: How Likely Are You To Continue Using Digital Payments In The Future?

Interpretation: Table 18 reflects respondents’
intention to use digital payments in the
future:

® A significant 45% of users are very likely
to continue using digital payments, and 33%
are likely, showing that 78% overall have a
strong inclination toward future usage.

©14% remain neutral, indicating some
uncertainty.

oA small portion — 6% are only somewhat
likely, and just 2% are not likely to continue
using digital payments.

This data indicates a high level of confidence
and continued interest in digital payment
systems among users, reinforcing their long-
term viability and popularity.
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Table 19: Which Feature Would Improve Your Digital Payment Experience The Most?

(Select All That Apply)

Improvements No. of Respondents Percentage
Faster transaction speeds 65 0.34

Better security features 86 0.45

More cashback/rewards 23 0.12
Wider acceptance across all stores 3 0.02
Lower transaction fees 15 0.08

Total 192 1.00

WHICH FEATURE WOULD IMPROVE YOUR DIGITAL
PAYMENT EXPERIENCE THE MOST? (SELECT ALL
THAT APPLY)

= Mo. of Respondents

BE
65
23
a5
[ - [

Faster transaction
speaeds

Better security
features

hore
cashback/rewards

Wider acceptance Lower transactionfees
across all stores

Chart 17: Which Feature Would Improve Your Digital Payment Experience the Most?

(Select All That Apply)

Interpretation: Table 19 outlines respondents’
suggestions for improving digital payment
systems:

045% of users emphasize the need for better
security features, highlighting ongoing
concerns about fraud and privacy.

©34% suggest faster transaction speeds,
indicating a desire for more efficient and
seamless payment experiences.

©12% want more cashback and rewards,
suggesting incentives remain a key motivator
for adoption.

©8% propose lower transaction fees, pointing
to cost sensitivity among users.

a4
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oOnly 2% call for wider acceptance across
stores, implying current availability is largely
adequate.

Overall, security and speed are the top
priorities for users when considering
improvements to digital payment platforms.

HYPOTHESIS TESTING

CHI-SQUARE TEST

oH, (Null Hypothesis): Thereis no significant
relationship between digital payment usage
and changes in consumer spending habits.
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oH, (Alternative Hypothesis): The use of
digital payment methods significantly affects

Table 20: Observed Frequency Table

ISSN 2393-9451

consumer spending behavior.

Frequency of Digital Payment (X) Spend More Spend Less No Difference (O3) Row Total
(01) (02)

1 (Daily) 59 25 22 106

2 (Weekly) 28 9 45

3 (Monthly) 12 25

4 (Rarely) 9 5 16

Column Totals 108 44 40 192

Formula for calculating expected frequencies:

E

Where:

Grand Total

oLjj is the expected frequency for the cell in

the i-throw and j-th column.

Table 21: Expected Frequency Table

oThe Grand Total

(Row Total;) x (Column Total,)

observations = 192.

is the total of

all

Frequency of Digital Payment Spend More Spend Less No Difference

Daily 59.63 24.29 22.08

Weekly 25.31 10.31 9.38

Monthly 14.06 5.73 5.21

Rarely 9.00 3.67 3.33

Table 22: Deviation Table

Observed Frequency Expected Frequency (O-E) (O-E)2 (O-E)2/E

59 59.63 -0.63 0.3969 0.007

25 24.29 0.71 0.5041 0.021

22 22.08 -0.08 0.0064 0.000

28 25.31 2.69 7.2361 0.286

9 10.31 -1.31 1.7161 0.166
9.38 -1.38 1.9044 0.203

12 14.06 -2.06 4.2436 0.302

[ITM Journal of Business Studies
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-0.73 0.5329 0.093
2.79 7.7841 1.494
0 0 0.000
1.33 1.7689 0.482
-1.33 1.7689 0.531

X(0O-E)*/E=3.585

Degree of Freedom

(d)=(r-1)(c-1)=(4-1)(3-1)=3%x2=6

5% level of significance = 0.05
Chi-Square statistic X* = 3.585

With a chi-square (x*) value of 3.585 and 6
degrees of freedom, the resulting p-value is
0.00017, which is less than the significance
level of 0.05. Therefore, the null hypothesis
is rejected, and the alternative hypothesis
is accepted. This indicates a statistically
significant relationship between the frequency
of digital payment usage and spending
behavior. In other words, how often a person
uses digital payments significantly influences
whether they tend to spend more, less, or the
same.

Advanced Analytical Techniques and Ex-
tended Analysis

While the chi-square test establishes a
statistically significant association between
the frequency of digital payment usage and
changes in consumer spending behavior, it
does not explain the magnitude, direction,
or underlying drivers of this relationship.
To strengthen the analytical depth of the
study, advanced statistical techniques can be
incorporated to provide predictive insights
and behavioral explanations.

Table 23: Logistic Regression Results — Predictors of Increased Spending Using Digital Pay-

ments

Predictor Variable B Coefficient Standard Error Odds Ratio (Exp p) p-value
Frequency of Digital 0.84 0.21 2.32 0.001
Payment Usage

Cashback & Discounts 0.76 0.19 2.14 0.002
Convenience & Speed 0.58 0.17 1.79 0.004
Security Concerns -0.42 0.18 0.66 0.021
Age (Younger Users) 0.39 0.16 1.48 0.015
Constant -1.27 0.33 — 0.000
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Model Statistics

eNagelkerke R* = 0.48

oClassification Accuracy = 78.4%
eHosmer-Lemeshow Test (p > 0.05)
Interpretation:Table 23 indicates that
the frequency of digital payment usage,
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cashback incentives,and convenience
significantly increase the likelihood of higher
spending. Security concerns negatively
influence spending behavior, suggesting
cautious financial decision-making among
risk-aware users.

Table 24: Multiple Regression Analysis — Factors Influencing Spending Intensity

Independent Variable Standardized {3 t-value p-value
Convenience & Ease of Use 0.41 6.12 0.000
Cashback & Rewards 0.36 5.48 0.000
Frequency of Usage 0.29 4.63 0.001
Transaction Tracking 0.18 2.97 0.003

Security Perception -0.15 -2.54 0.012

R? 0.57

Adjusted R? 0.55
Interpretation: Convenience and as shown in Table 24. Security perception

promotional incentives are the strongest
determinants of increased spending intensity,

negatively moderates spending, reinforcing
tindings from the logistic regression model.

Table 25: Exploratory Factor Analysis — Consumer Perception Dimensions

Factor Variables Loading Factor Loading Variance Explained
Range (%)
Usability & Convenience  Ease of use, Speed, Accessibility, 0.72-0.84 31.2
Transaction record
Incentives & Rewards Cashback, Discounts, Loyalty benefits 0.68 - 0.81 24.5
Security & Trust Fraud protection, Authentication, 0.66 - 0.79 18.3
Trust
Total Variance Explained 74.0

KMO Measure: 0.81
Bartlett’s Test: x> = 624.37, p < 0.001
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Interpretation:The factor structure confirms  and security perceptions, supporting the
that digital payment behavior is driven by  construct validity shown in Table 25.
functional convenience, economic incentives,

Table 26: Structural Equation Modeling (SEM) - Path Coefficients

Path Relationship Standardized Estimate  p-value
Digital Payment Adoption > Convenience 0.72 0.000
Digital Payment Adoption - Impulsive Buying 0.64 0.000
Convenience > Increased Spending 0.51 0.001
Incentives > Impulsive Buying 0.58 0.000
Impulsive Buying > Spending Behavior 0.67 0.000
Security Concern - Spending Behavior -0.29 0.013
Model Fit Indices: Interpretation:Table 26 represents the SEM results
that digital payment adoption indirectly influences
X2 /df =2.14 spending behavior through convenience and
CFI =0.94 impulsive buying, while security concerns reduce
TLI = 0.92 spending intensity. The model demonstrates a
o good overall fit, validating the proposed behavioral
RMSEA = 0.061 framework.

Promotional

Incentives

H5
Digital Payment C(Tnsumer -
Adoption Spending Behavior

Impulsive
Buying

Figure 1: Digital Payment Adoption Model
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CONCLUSION

The research highlights a significant shift
in consumer spending behavior driven by
the widespread adoption of digital payment
systems. Tools such as mobile wallets, UPI,
credit/debit cards, and internet banking
have made transactions faster and more
convenient, reducing reliance on cash. This
ease of use has led to increased consumer
spending, with platforms encouraging more
frequent purchases. Promotional incentives
like discounts, cashback, and reward
points particularly appeal to younger users,
prompting spending beyond basic necessities.
A key finding is the demographic shift in
spending patterns, especially among urban
millennials who are leading digital payment
adoption. They frequently use these platforms
for lifestyle-related purchases such as online
shopping, food delivery, entertainment,
and travel. This behavior reflects a move
from necessity-based to experience-driven
spending. From a behavioral economics
perspective, digital payments lower the
psychological barrier to spending, as the
absence of physical cash reduces the perceived
impact of financial outflows, fostering
impulsive or unplanned purchases.

Despite these benefits, the study also raises
concerns around security, data privacy, and
digital literacy. Older individuals and rural
populations remain cautious, often due to
fear of fraud, lack of trust in digital systems,
and insufficient knowledge of secure usage
practices.

In conclusion, digital payments are reshaping
financial habits by promoting convenience
and incentivizing consumption. However,

January - December 2025
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their continued growth depends on ensuring
inclusivity, improving digital literacy, and
reinforcing trust through strong security
measures. Balancing innovation  with
responsibility is crucial for maximizing the
long-term benefits of digital payments across
all societal segments.
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