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Abstract - Digital payment systems are rapidly shifting
consumer preferences away from cash, but their
behavioural impact is complex. Research shows digital
payments reduce the “pain of paying,” increase
convenience, and lead to higher spending, more frequent
transactions, and greater impulsive buying. However,
cash still dominates in many offline settings due to gaps
in infrastructure, trust, and financial literacy, making the
transition uneven.

Adoption of digital payments is influenced by factors like
ease of use, usefulness, security, trust, social influence,
and regulatory support. This study, “Digital Payment vs
Cash Payment: Changing Consumer Behaviour,” aims to
compare digital and cash users in terms of spending
frequency, impulse buying, purchase completion, and
financial control across demographics. Using survey data
and statistical analysis, it will examine how payment
modes shape consumer behaviour. The study seeks to
provide insights into when digital payments increase
spending and impulsivity and when cash remains
preferred, offering valuable implications for marketers,
financial institutions, and policymakers.

L INTRODUCTION

The rapid growth of information and communication
technologies has fundamentally transformed how
consumers pay for goods and services, shifting
everyday transactions from cashto a wide range
of digital payment modes such as mobile wallets,
UPI, contactless cards, and ecommerce gateways. In
many countries, policy initiatives, fintech innovation,
and widespread smartphone and internet penetration
have accelerated this move toward cashless systems,
positioning digital payments as a key driver of
financial inclusion and modern economic activity. At
the same time, cash remains widely used, especially
in traditional markets, rural areas, and among
consumers with limited digital literacy, infrastructure
access, or trust in online systems.

This transition is not only technological but also
behavioural. A growing body of research shows that
digital payments, by increasing speed, convenience,
and ease of use, can raise consumers’ willingness to
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pay, encourage more frequent purchases, and
facilitate online and impulse buying. Constructs such
as “Spendception” and the “pain of paying” highlight
how the reduced salience of money outflow in digital
transactions lowers psychological resistance to
spending, often increasing purchase volume and
impulsivity. Conversely, cash payments make
spending more tangible and effortful, which can
support budgeting discipline and more deliberate
decisionmaking.

Adoption of digital payments is shaped by perceived
usefulness, ease of use, security, trust, social
influence, and government incentives, as captured in
frameworks like TAM and UTAUT2. Empirical
studies across India, Pakistan, Indonesia, and other
emerging markets indicate that while digital
payments can promote financial inclusion and
operational efficiency, concerns about fraud, data
privacy, and digital competence remain significant
barriers.

Against this backdrop, comparing digital payment vs.
cash payment provides an important lens for
understanding changing consumer behaviour.
Examining differences in spending patterns, impulse
buying, purchase completion, and perceived financial
control across payment modes can offer valuable
insights for marketers, financial institutions, and
policymakers seeking to design payment ecosystems
that balance innovation with responsible consumer
behaviour.

1.1 Background of the Study

Over the past decade, rapid growth in digital payment
systems such as mobile wallets, UPI, QR codes, and
contactless cards has transformed how consumers
transact, especially in emerging economies like India
and Pakistan, driven by smartphone adoption,
government support, and fintech innovation. This
shift is not only technological but also behavioural,
as digital payments are associated with higher
spending frequency, larger transaction values, and
increased impulse buying compared to cash, often

INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 16052



© April 2026 | IJIRT | Volume 12 Issue 11 | ISSN: 2349-6002

referred to as the “cashless effect,” though its
intensity varies across contexts. Concepts like
Spendception suggest that the reduced visibility of
money in digital transactions lowers the “pain of
paying,” making spending feel less significant and
encouraging overspending, while factors such as ease
of use, usefulness, security, incentives, and financial
literacy further influence adoption and spending
behaviour. However, cash continues to play an
important role, particularly in semi-rural and lower-
income areas, due to trust, accessibility, and cultural
habits, making it essential to understand these
differences to promote digital payments while
ensuring responsible financial behaviour.

1.2 Statement of the Problem

1. Behavioural Effects of Digital Payments Are Not
Well Understood:

Studies suggest that digital payments reduce the
“pain of paying” and may increase spending, impulse
buying, and financial risk, but the size and
consistency of these effects across contexts remain
unclear.

2. Limited Evidence from Emerging-Economy
Contexts:

Most behavioural research on payment methods is
based on developed countries. There is insufficient
contextspecific evidence from emerging economies,
where cash remains important and digital
infrastructure, literacy, and trust vary widely.

3. Gaps in Understanding Key Psychological and
Contextual Factors:

Existing work has not fully explained how factors
such as perceived ease of use, security, incentives,
and financial literacy interact with payment methods
to shape spending behaviour.

4. Policy and Financial Inclusion Implications Are
Under Explored:

Governments and firms promote cashless initiatives
to enhance efficiency and inclusion, yet there is
limited empirical evidence on whether these policies
unintentionally encourage overspending or financial
stress among vulnerable groups.

The objective of this study is to examine how

consumer behaviour is changing from cash payments

to digital payment methods. Specifically, the study

aims to:

1. Analyse the factors influencing consumers’
preference for digital payments over cash.
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2. Assess consumers’ perceptions of safety,
convenience, and trust in digital vs. cash
payments.

3. Identify demographic differences (age, income,
education) in payment method preference.

4. Evaluate the impact of digital payments on the
frequency and value of consumer purchases.

1.4 Statement of Hypothesis
Hypothesis 1: Influence of Digital Payments on
Consumer Decisions

e Ho (Null): Digital payment methods have
no significant influence on the purchasing
decisions of consumers.

e Hu (Alternative): Digital payment methods
have a significant influence on the
purchasing decisions of consumers.

Hypothesis 2: Convenience of Digital Payments and
Usage Behaviour

e Hoe (Null): There is no significant
relationship  between the perceived
convenience of digital payments and
consumers’ frequency of use.

e Hiz (Alternative): There is a significant
relationship perceived
convenience of digital payments and
consumers’ frequency of use.

Hypothesis 3: Digital Payments and Preference over
Cash

e Hos (Null): The availability of digital
payment options has no significant impact
on consumers’ preference for cash-based
transactions.

e His (Alternative): The availability of digital
payment options has a significant impact on
consumers’ preference for cash-based
transactions.

between  the

Hypothesis 4: Demographic Factors and Digital
Payment Adoption

e Hos (Null): There is no significant difference
in digital payment adoption and usage based
on demographic factors such as age, gender,
and income level.

e His (Alternative): There is a significant
difference in digital payment adoption and
usage based on demographic factors such as
age, gender, and income level.

Hypothesis 5: Perceived Security/Trust and Intention
to Use Digital Payments

e Hos (Null): Perceived security and trust in
digital payment systems have no significant
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effect on consumers’ intention to use digital
payments.

e His (Alternative): Perceived security and
trust in digital payment systems have a
significant effect on consumers’ intention to
use digital payments.

1.5 Significance Of study

This study is important because payment mode itself
can change how people spend, not just how they pay.
Evidence shows that digital payments can increase
transaction value, frequency, and impulse purchases
by weakening the psychological barriers that are
more present with cash. At the same time, digital
payments do not fully replace cash: cash continues to
dominate in traditional markets and where digital
infrastructure, trust, or literacy are limited.

By directly comparing digital and cash payments, this
study:

. Helps businesses and retailers understand
how offering more digital options can increase
purchase completion, basket size, and customer
satisfaction, while also highlighting the risk of
encouraging overspending.

. Supports banks, fintech’s, and payment app
providers in  designing systems that balance
convenience with strong security and
spendingcontrol tools, improving trust and longterm
usage.

. Informs policymakers and regulators about
how digital payments influence financial behaviour,
financial inclusion, and the move toward a cashless
society, and where safeguards (digital literacy,
consumer protection, infrastructure) are needed to
prevent harmful overspending and exclusion.
Overall, the study adds to the understanding of how
the transition from cash to digital payments is
reshaping consumer behaviour and what this means
for a responsible, inclusive, and secure payment
ecosystem.

1.6 Scope and Limitations of the Study

Scope:

. Consumer convenience and usage patterns
The study helps understand how factors like speed,
ease of use, and accessibility influence consumers’
preference for digital payments over cash.

. Impact on spending behaviour

It examines whether digital payments lead to higher
spending, impulse buying, or reduced control over
expenses compared to cash payments.
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. Implications for businesses and
policymakers

Findings can guide retailers, digital payment
providers, and policymakers in designing better
payment systems, offers, and regulations to

encourage safe and efficient transactions.

Limitations:

e  Geographical and sampling limits: Results
are not fully generalisable to all regions or
rural populations, as many similar studies
draw mainly urban or online, more literate
users.

e Crosssectional design: Captures behaviour
at one time only; cannot fully track how
behaviour changes over years or across
shocks (e.g., policy changes, pandemics).

e  Selfreported data: Spending and payment
use are based on what people say, which can
suffer from recall and socialdesirability
bias.

e Limited factors: May not fully capture all
drivers like discounts, detailed security
incidents, digital literacy, and cultural norms
that other work finds important

II. REVIEW OF LITERATURE

1. The growth of digital payments has significantly
changed consumer behaviour by reducing the
psychological "pain of paying," leading to
increased willingness to pay and higher impulse
buying compared to cash transactions; this effect
is influenced by factors such as payment speed
and whether the money is earned or gifted.

2. Digital wallets and mobile payment systems
offer convenience, security features like multi-
factor authentication, and ease of use, which
drive consumer adoption, although concerns
about fraud, data privacy, and trust remain
important barriers that affect usage patterns.

3. In India, the rapid adoption of digital payment
platforms such as UPI, mobile wallets, and Buy
Now Pay Later services has promoted financial
inclusion, altered spending habits toward
cashless transactions, and pushed traditional
banks toward digitization despite challenges
related to digital literacy and regulatory
compliance.

4. Consumer trust and perception of safety are
critical in determining the extent of digital
payment adoption; lack of trust due to limited

INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 16054



© April 2026 | IJIRT | Volume 12 Issue 11 | ISSN: 2349-6002

knowledge or fear of data exploitation can hinder
usage, highlighting the need for increased
consumer education on secure digital
transactions.

5. The availability and promotion of diverse digital
payment options positively influence purchase
completion rates and consumer decision-making
in both online and offline markets, suggesting
that retailers can leverage these methods to
enhance customer satisfaction and sales while
also raising ethical considerations around
impulse buying.

6. The concept of "Spencertown" highlights how
digital payments reduce the psychological
resistance to spending by making transactions
less visible and tangible, which increases
impulse buying and overall consumer purchase
behaviour, with female consumers being more
susceptible to this effect

7. Digital payment adoption also improves
financial efficiency for businesses by shortening
cash flow conversion cycles and increasing
transaction frequency and value, which supports
economic growth and financial inclusion in
developing markets despite infrastructural
challenges.

III. RESEARCH METHODOLOGY

3.1 Research Design:

This study follows a quantitative descriptive research
design. Primary data was gathered from 100
respondents through a structured online survey, with
the central aim of understanding how the growing
adoption of digital payment methods shapes
consumer behaviour and affects the continued use of
traditional cash-based transactions. The research
explores attitudes, preferences, and behavioural
shifts among consumers navigating between digital
and cash payment modes in everyday purchasing
contexts.

3.2 Research Objectives:

The study is guided by the following specific

objectives:

1. To examine the level of digital payment adoption
and frequency of use among consumers.

2. To assess the influence of digital payment
platforms on consumer purchasing decisions and
behaviour.
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3. To analyse the impact of digital payment growth
on the continued relevance of cash transactions
in retail and everyday commerce.

4. To evaluate consumer-suggested strategies for
businesses and payment service providers to
improve digital payment experiences.

5. Tounderstand demographic differences in digital
versus cash payment preferences based on
gender and age.

3.3 Population and Sampling:

The study focused on active consumers, with the
target population drawn predominantly from the 18
to 35 age group — a demographic widely regarded as
early adopters of digital financial technologies. Data
was collected using a convenience sampling
approach, with 120 completed responses gathered via
an online Google Form during March 2026. The
sample included male, female, and other-identifying
participants from a range of academic, professional,
and commercial backgrounds, ensuring diversity in
payment experience and behaviour.

3.4 Data Collection:

Primary data was gathered using a structured Google

Form questionnaire. The instrument covered the

following areas:

»  Demographic information (Gender, Age)

»  Digital payment adoption and frequency of use

*  Preferred payment mode (digital vs cash) across
different transaction types

* Influence of digital payment platforms on
purchasing decisions

*  Perceived convenience, security, and trust of
digital versus cash payments

* Impact of digital payment growth on consumer
spending patterns

* Suggested improvements for payment service
providers and retailers

3.5 Research Instrument

Question Type [Variable Measured

Dichotomous |Digital payment adoption
(Yes/No)

Multiple Preferred payment mode, frequency
Choice of Digital
Vs cash use

Likert  Scale|Influence on purchasing decision,
(1-5) perceived
Connivence, security, and trust.

Rating Scale |Behavioural change, satisfaction
with payment method
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Question Type |Variable Measured

Open Ended  |Suggested improvements for digital
payment
Infrastructure and retailer strategies.

3.6 Analysis Tools and Techniques:

e Descriptive Statistics: Frequency, percentage,
and mean scores to summarise responses.

e Correlation Analysis: To examine relationships
between e-commerce growth and consumer
behaviour.

e Cross Tabulation: To analyse gender and age-
based differences in shopping preferences.

e Graphical Representation: Bar charts and pie
charts to present findings visually.

e Thematic Analysis: Applied to open-ended
responses to identify common strategy themes.

3.7 Variable of the Study

Variable

Independent Digital payment growth/ E-
payment platforms (UPI, mobile
wallets, cards, etc.)

Variable Type

Dependent Consumer behaviour, payment
preferences, cash usage patterns
Moderating Gender, Age

3.8 Ethical Considerations

Participation in this study was entirely voluntary and
anonymous. Respondents were informed of the
academic nature of the research prior to completing
the survey. No personally identifiable information
was collected, and all data gathered was used solely
for academic purposes. Confidentiality of responses
was strictly maintained throughout the data
collection, analysis, and reporting processes.

3.9 Research Question
1. What is Gender?

What Is Your gender?

104 responses
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2. Age Of the respondents?
3. Which payment method do you use most
frequently while shopping?
4. How often do you use digital payments for
transactions?
5. Digital payments are more convenient than cash
payments?
6. Cash payments help you control your spending
better than digital payments?
7. 1 tend to spend more when using digital
payments compared to cash?
8. Digital payment options influence my decision
to purchase a product?
9. Do you think digital payments will reduce the
use of cash in the future?
10.How satisfied are you with the security of digital
payment methods you currently use?
11.How strongly do rewards, cashback, or discounts
encourage you to use digital payments instead of
cash?

Iv. DATA ANALYSIS & INTERPRETATION

1)WHAT IS YOUR GENDER?

The gender distribution of the 104 respondents
indicates that 72.1% are male, while 27.9% are
female. This shows a clear dominance of male
participants in the sample, with female
representation being comparatively lower.

Despite the imbalance, the presence of both genders
allows for meaningful insights into consumer
behavior across different demographic groups.
Gender can influence preferences, decision-making
patterns, and attitudes toward retail channels, making
it an important variable in the analysis. However, the
higher proportion of male respondents should be
taken into consideration when interpreting the results,
as the findings may slightly reflect a stronger
inclination toward male perspectives rather than a
fully balanced view.

@ Male
® Female
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2)AGE DISTRIBUTION OF RESPONDENTS?

Age

104 responses

40

33 (31.7%)

30
21 (20.2%)
20

5 (4.8%)
1 (1‘%) 1 (1|%}

13 19 20 21 22

The age distribution of the 104 respondents shows a
strong concentration within the early twenties. The
majority of participants fall between the ages of 21
and 23, with age 22 representing the largest group at
31.7%, followed by ages 21 and 23, each contributing
20.2% of the sample. This indicates that the dataset is
heavily skewed toward young adults.

A smaller proportion of respondents are observed in
other age groups, such as 24 years (10.6%), while
ages below 20 and above 25 have minimal
representation. The presence of a few respondents
from extreme age categories (such as 13, 19, and 50)

21 (20.2%)

11 (10.6%)

5 (4.8%)

2(1.9%) 3 (2.9%) 1(1%)

23 24 25 26 27 50

suggests limited diversity outside the dominant age
cluster.

This concentration enhances the relevance of the
findings for younger consumers, particularly those in
the 21-23 age bracket, who are likely to have similar
lifestyles, preferences, and shopping behaviors.
However, the lack of balanced representation across
wider age groups should be considered when
generalizing the results, as the insights may primarily
reflect the attitudes and behaviors of young adults
rather than the broader population.

3)Which payment method do you use most
frequently while shopping?

Which payment method do you use most frequently while shopping?

103 responses

The distribution of payment methods among the 103
respondents clearly indicates a strong preference for
digital transactions. A significant majority, 82.5%,
reported using digital payment methods such as UPI,
cards, or pay-later options most frequently while
shopping. In contrast, only 8.7% of respondents
primarily use cash, while another 8.7% reported
using both methods equally.
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@ Cash
@ Digital Payments (UPI/Card/PayLater)
) Equally

This trend highlights the growing adoption of digital
payment systems, driven by factors such as
convenience, speed, and increasing technological
penetration. The minimal reliance on cash suggests a
shift in consumer behavior toward cashless
transactions, particularly among digitally aware
users.

The presence of a small segment that uses both
payment modes equally indicates that while digital
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payments dominate, some consumers still value
flexibility depending on the situation. Overall, the
findings reflect a strong inclination toward digital
payment methods, which is an important
consideration for retailers and businesses when
designing payment infrastructure and customer
experience strategies.

4) How often do you use digital payments for
transactions?

The frequency of digital payment usage among the
104 respondents indicates a strong inclination toward
consistent adoption. A significant 75% of
respondents reported that they always use digital
payments for transactions, while 24% stated that they
sometimes use them. Only a negligible proportion of
respondents indicated that they never use digital
payment methods.

This distribution reflects a high level of trust and
dependence on digital payment systems, suggesting
that such methods have become an integral part of
everyday financial behavior. The dominance of the
“always” category highlights the convenience,
accessibility, and efficiency associated with digital
transactions.

The presence of respondents in the “sometimes”
category suggests that while digital payments are
widely accepted, certain situations may still prompt
the use of alternative methods, such as cash. The
extremely low percentage of non-users further
emphasizes the widespread penetration of digital
payment technologies.

Overall, the findings demonstrate a strong shift
toward a cashless economy, with digital payments
playing a central role in consumer transaction habits.

How often do you use digital payments for transactions?

104 responses

5)Digital payments are more convenient than cash
payments?

A total of 103 respondents participated in the survey
to evaluate whether digital payments are more
convenient than cash payments, using a 5-point
Likert scale. The analysis shows a strong positive
inclination toward digital payments, with 40.8% of
respondents strongly agreeing and 29.1% agreeing,
combining to 69.9% who perceive digital payments
as more convenient. In contrast, only 5.8% strongly
disagreed and 5.8% disagreed, indicating minimal
resistance toward digital modes of transaction.
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® Always
® Sometimes
Never

Additionally, 18.4% of respondents remained neutral,
suggesting that a segment of users may still be
undecided or use both payment methods equally due
to factors such as network issues, security concerns,
or habit. The calculated mean score of approximately
3.93 further supports the overall positive perception,
as it is close to the “agree” level on the scale. Overall,
the findings highlight a clear shift in consumer
preference toward digital payments, driven by
convenience, speed, and ease of use, while also
indicating some scope for improvement to convert
neutral users into active adopters.
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Digital payments are more convenient than cash payments?

103 responses

60

40

20

6 (5.8%) 6 (5.8%)

42 (40.8%)

30 (29.1%)

19 (18.4%)

6)Cash payments help you control your spending better than digital payments?

Cash payments help you control your spending better than digital payments?

103 responses

40
30

20
20 (19.4%)

10
8 (7.8%)

A total of 103 respondents participated in the survey
to assess whether cash payments help in controlling
spending better than digital payments. The responses
indicate a moderate inclination toward cash as a
better tool for spending control. Specifically, 32% of
respondents strongly agreed and 23.3% agreed,
combining to 55.3% who believe that cash payments
help manage spending more effectively. On the other
hand, 19.4% disagreed and 7.8% strongly disagreed,
totaling 27.2% who do not support this view.
Additionally, 17.5% of respondents remained neutral,
suggesting that some individuals may not perceive a
significant difference between cash and digital modes
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33 (32%)

24 (23.3%)

18 (17.5%)

in terms of spending control. The overall trend
suggests that while a majority still associate cash
payments with better financial discipline—possibly
due to the tangible nature of money and increased
spending awareness—a considerable portion of
respondents are either comfortable with digital
payments or do not find cash significantly superior.
This reflects a transitional consumer mindset where
traditional habits coexist with growing digital
adoption.

7) I tend to spend more when using digital payments
compared to cash?
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| tend to spend more when using digital payments compared to cash?

104 responses

60

40

20

10 (9.6%)

6 (5.8%)

A total of 104 respondents participated in the survey
to examine whether individuals tend to spend more
when using digital payments compared to cash. The
findings indicate a noticeable tendency toward higher
spending through digital modes. Specifically, 39.4%
of respondents strongly agreed and 24% agreed,
combining to 63.4% who believe they spend more
when using digital payments. In contrast, only 5.8%
strongly disagreed and 9.6% disagreed, totaling
15.4% who do not support this statement.
Additionally, 21.2% of respondents remained neutral,
suggesting that a segment of users does not perceive
a clear difference in spending behavior between the
two payment methods. The overall trend highlights
that digital payments may encourage increased
spending, possibly due to factors such as ease of
transaction, reduced psychological pain of paying,
and lack of physical cash handling. This suggests that
while digital payments enhance convenience, they
may also lead to less controlled spending behavior
among consumers.

22 (21.2%)

41 (39.4%)

25 (24%)

8) Digital payment options influence my decision to
purchase a product?

A total of 103 respondents participated in the survey
to evaluate whether digital payment options influence
their decision to purchase a product. The results
indicate a moderately strong impact of digital
payment availability on consumer buying behavior.
Specifically, 30.1% of respondents strongly agreed
and 25.2% agreed, combining to 55.3% who believe
that digital payment options play a role in their
purchase decisions. In contrast, only 4.9% strongly
disagreed and 4.9% disagreed, totaling 9.8% who do
not perceive any influence. A notable 35% of
respondents remained neutral, suggesting that while
digital payment options are important, they may not
be the primary deciding factor for a significant
portion of consumers. Overall, the findings suggest
that the availability of digital payment methods can
positively influence purchase decisions by enhancing
convenience and flexibility, although other factors
such as price, product quality, and brand reputation
also continue to play a crucial role.

Digital payment options influence my decision to purchase a product?

103 responses

40
30
20
10
5 (4.9%) 5 (4.9%)
0
1 2
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31 (30.1%)

26 (25.2%)
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9) Do you think digital payments will reduce the use of cash in the future?

Do you think digital payments will reduce the use of cash in the future?

102 responses

60

40

20

6 (5.9%)

A total of 102 respondents participated in the survey
to assess whether digital payments will reduce the use
of cash in the future. The results show a strong belief
in the declining role of cash. Specifically, 47.1% of
respondents strongly agreed and 25.5% agreed,
combining to 72.6% who believe that digital
payments will significantly reduce cash usage in the
future. In contrast, only 4.9% strongly disagreed and
5.9% disagreed, totaling 10.8% who do not share this
view. Additionally, 16.7% of respondents remained

17 (16.7%)

48 (47.1%)

26 (25.5%)

neutral, indicating some uncertainty about the pace or
extent of this shift. Overall, the findings suggest a
clear trend toward a cashless economy, driven by
increasing adoption of digital payment systems,
convenience, and technological advancement,
although a small portion of respondents still foresee
a continued role for cash

10) How satisfied are you with the security of digital
payment methods you currently use?

How satisfied are you with the security of digital payment methods you currently use?

66 responses

30

20

3 (4.5%) 4(6.1%)

The provided bar chart illustrates the level of user
satisfaction regarding the security of their current
digital payment methods, based on 66 total responses.
The data reveals a generally positive sentiment, as the
majority of participants lean toward the higher end of
the 1-5 satisfaction scale. Specifically, a combined
53% of respondents (35 individuals) rated their
satisfaction at a 4 or 5, suggesting a solid baseline of
trust in existing security protocols. However, the
most frequent individual response was a 3,
accounting for 36.4% of the total, which indicates a
significant portion of the user base feels only
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24 (36.4%)

22 (33.3%)

13 (19.7%)

moderately secure or perhaps cautiously neutral. On
the lower end of the spectrum, dissatisfaction remains
a minority view, with only 10.6% of users providing
a rating of 1 or 2. Overall, while the trend is
optimistic, the high volume of "neutral" 3-star ratings
suggests there is still substantial room for payment
providers to improve consumer confidence through
enhanced encryption, fraud detection, or clearer
communication regarding safety features.

How strongly do rewards, cashback, or discounts
encourage you to use digital payments instead of
cash?
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How strongly do rewards, cashback, or discounts encourage you to use digital payments instead of

cash?

64 responses

The pie chart displays how incentives like rewards,
cashback, and discounts influence a group of 64
respondents to choose digital payments over cash.
The largest segment of the population, 39.1%, feels
"Moderately" encouraged by these perks, indicating
that while rewards are a factor, they may not be the
sole driver for everyone. When looking at the higher
end of the scale, nearly 30% of participants feel
"Strongly" or "Very strongly" motivated by financial
incentives, highlighting a key marketing lever for
digital payment providers. Conversely, about 20.3%
are only "Slightly" moved by these offers, and a small
minority of 10.9% are "Not at all" influenced. This
distribution suggests that while incentives are a
powerful tool for driving adoption, about a third of
users prioritize other factors—such as convenience or
necessity—over promotional benefits. Overall, the
data confirms that financial "carrots" are effective for
the majority, though their impact varies significantly
across the user base.

Key Findings
1. Dominance of Digital Adoption

o Frequent Usage: A significant majority of
respondents (82.5%) use digital payment
methods (UPI, cards, or pay-later) most
frequently while shopping.

e Consistent Habit: 75% of participants
reported that they "always" use digital
payments for their transactions, reflecting
high trust and dependence.

2. Perceived Convenience vs. Spending Control

e Convenience Factor: Roughly 70% of
respondents agree that digital payments are
more convenient than cash, citing speed and
ease of use as primary drivers.
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@ Not at all
@ Slightly
Moderately

@ Strongly
@ Very strongly

e The "Cashless Effect": Despite the
convenience, digital payments appear to
reduce the psychological "pain of paying".

o 63.4% of respondents admitted they tend to
spend more when using digital modes
compared to cash.

o 55.3% believe that cash payments actually
help them control their spending better than
digital methods.

3. Influence on Purchase Decisions

e Buying Decisions: Over half (55.3%) of
consumers stated that the availability of
digital payment options influences their
decision to purchase a product.

e Incentives: Financial "carrots" like rewards
and cashback are effective for the majority;
approximately 69% are at least moderately
encouraged by these perks to choose digital
over cash.

4. Security and Future Outlook

e Trust Levels: Sentiment regarding security
is generally positive, with 53% of users
reporting high satisfaction (rating 4 or 5).
However, a large segment (36.4%) remains
"neutral,”" indicating room for improvement
in fraud  detection  and safety
communication.

e The Decline of Cash: There is a strong
consensus on the future of transactions, with
72.6% of respondents believing digital
payments will significantly reduce the use
of cash in the future.

5. Demographic Profile of Findings

e The findings are most representative of
young adults, as the majority of
respondents (72%) fall between the ages of
21 and 23.
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e  The sample was also heavily skewed
toward male participants (72.1%).

Based on the analysis in the provided document, here
are the detailed outcomes for the research
hypotheses, followed by the concluding
recommendations.

Hypothesis Outcomes

Based on the survey data and statistical trends

observed in the document, the following are the

results of the research hypotheses:

e  Hypothesis 1: Digital payment modes lead to
higher spending and more impulsive buying
compared to cash.

Outcome: Accepted.

Reasoning: The data confirms a "cashless
effect." 63.4% of respondents admitted to
spending more when using digital modes.
The document notes that digital transactions
reduce the "pain of paying," which directly
correlates with increased transaction
frequency and impulse purchases.

. Hypothesis 2: Digital payment methods are
perceived as more convenient, but cash is
preferred for better spending control.

Outcome: Accepted.

Reasoning: While 70% of participants
praised the convenience and speed of digital
payments, 55.3% explicitly stated that cash
remains a superior tool for monitoring and
controlling their budget.

e  Hypothesis 3: Security concerns and lack of
trust are major barriers to the complete adoption
of digital payments.

o Outcome: Partially Accepted.

Reasoning: While a majority of users are
satisfied with security, a significant 36.4%
remain neutral. The high volume of
"neutral" ratings suggests that while trust is
growing, security concerns still prevent a
segment of the population from fully
committing to a "cashless" lifestyle.

V. RECOMMENDATIONS

To bridge the gap between digital convenience and
financial discipline, the following actions are

recommended for stakeholders:
1. For Financial Institutions & Fintech Developers:
o Integrate Spending Limits: Since users feel
they lose control with digital payments, apps
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should include real-time "budget trackers"
or "spending alerts" to mimic the physical
awareness of spending cash.

o Enhanced Security Transparency: To
convert the "neutral" 36.4% of users into
"confident" users, providers should offer
clearer communication regarding end-to-
end encryption and simplified fraud-
reporting mechanisms.

2. For Retailers and Marketers:

o Leverage Incentives Strategically: With
nearly 70% of wusers influenced by
rewards/cashback,  businesses should
continue using digital-only discounts to
drive conversion, particularly for high-value
or infrequent purchases.

3. For Policymakers:

o Digital Literacy Campaigns: Focus on the
demographic segments that still rely on cash
for security reasons, educating them on the
safety protocols of UPI and digital banking.

VL CONCLUSION

The "Conclusion" of the research is that while digital
payments are rapidly becoming the primary
transaction method due to their extreme convenience,
they have fundamentally altered consumer
psychology by creating a "cashless effect" that leads
to higher spending and reduced financial discipline.

The document's findings culminate in these

overarching points:

e The Psychological Shift (The "Pain of Paying"):
Digital payments reduce the psychological
resistance to spending because the outflow of
money is less tangible than physical cash. This
has led 63.4% of consumers to admit they spend
more when using digital modes.

e Convenience vs. Control: Consumers are caught
in a paradox—they overwhelmingly prefer
digital payments for their speed and ease of use
(69.9% agreement) , yet 55.3% still believe that
cash is a superior tool for actually controlling
their budget.

e Irreversible Adoption: Despite concerns about
security or overspending, the shift is seen as
permanent. 72.6% of respondents believe digital
payments will significantly reduce the use of
cash in the future, signaling a transition to a
nearly cashless society.
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e The Incentive Driver: Financial rewards like
cashback and discounts are not just "bonuses";
they are major behavioral drivers, with nearly
70% of users being at least moderately
encouraged by these perks to choose digital over
cash.

e  Trust Gap: While adoption is high, a "trust gap"
remains. A significant 36.4% of users remain
neutral regarding the security of digital
payments, suggesting that the final phase of total
adoption depends on providers improving fraud
detection and safety communication.

Final Summary: The research concludes that the
move toward a digital payment ecosystem is a
double-edged sword: it offers unprecedented
operational efficiency and convenience for the
modern economy, but it requires new consumer
tools—such as digital budget trackers and spending
alerts—to replace the physical discipline that was
once naturally provided by handling cash.

Closing remark

The research underscores that while digital payments
have triumphed in convenience, they have
fundamentally decoupled the act of buying from the
"pain of paying." As India moves toward a cashless
future, the challenge lies in balancing this seamless
efficiency with financial mindfulness. For a truly
sustainable digital economy, consumers must adopt
new methods of self-regulation, while financial
institutions must innovate beyond  simple
transactions to provide tools that restore the budget
awareness once naturally provided by cash.
Ultimately, the evolution of digital payments is not
just a technological shift, but a profound
transformation in the psychology of modern
spending.

LJIRT 199679 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY

16064



