¢a" TRy
7 =
¢ IISREM 3|
&u 2 International Journal of Scientific Research in Engineering and Management (IJSREM)

W Volume: 10 Issue: 04 | April - 2026

SJIF Rating: 8.659 ISSN: 2582-3930

From Cash to Click: An Empirical Study on the Impact of
UPI and Rewards on Consumer Behaviour

Adarsh Kumar , Mohd raj, Navneet Kumar Singh
MBA 2024-2026

LOVELY PROFESSIONAL UNIVERSITY

Abstract

This short paper examines how Unified Payments
Interface (UPI) usage and reward programs shape
consumer spending behaviour in India. Drawing on the
uploaded study, it argues that UPI has reduced payment
friction by making transactions instant, simple, and low-
cost, while reward mechanisms such as cashbacks,
scratch cards, and discounts strengthen repeat use. The
study is grounded in a quantitative design that combines
survey data from UPI users with supporting secondary
literature. The reported findings indicate that reward
engagement is significantly associated with usage
behaviour and that rewards have a statistically
significant effect on UPI spending behaviour. The paper
concludes that India's shift from cash to digital payment
is not only technological but also behavioural, as
convenience and incentives together can influence
transaction frequency, impulsive buying, and everyday
financial decision-making.

Keywords: UPI, digital payments, rewards, cashback,
consumer behaviour, spending behaviour, India

LINTRODUCTION

India's payments ecosystem has rapidly shifted from
cash-dominant transactions to app-based digital
payments, with UPI emerging as the central driver of
this transition. Earlier research shows that UPI adoption
in India has been shaped by ease of use, trust,
facilitating conditions, and perceived usefulness, which
together make it suitable for routine payments across
consumer settings (Fahad & Shahid, 2022; Rahim et al.,
2024). The uploaded manuscript likewise shows that
UPI's growth rests on speed, convenience,
interoperability, and no-cost end-user transactions,
making it part of everyday payments for groceries,
transport, bills, e-commerce, and small merchants.

Beyond convenience, the paper stresses that consumer
behaviour is also shaped by platform-led incentives.
Reward features such as cashback, scratch cards,

coupons, and instant discounts are widely recognised as
reinforcement mechanisms

that can increase repeat usage and make digital
transactions feel more attractive to consumers (Thoke &
Daware, 2025). Related mobile-payment studies also
suggest that low-friction digital payments can reduce
the psychological pain of paying and encourage faster
purchase decisions (Ahn & Nam, 2022; Ma et al., 2024).
As a result, the move from cash to click reflects not just
payment modernisation, but also a broader change in
how consumers spend.

Problem Statement

While earlier studies have focused heavily on UPI
adoption, trust, ease of use, and behavioural intention,
fewer studies directly examine how UPI usage and
reward programs jointly influence downstream
spending behaviour in India. Existing work has
separately addressed UPI acceptance, previous UPI
experience, and mobile-payment effects on purchase
behaviour, but the intersection of these themes remains
underdeveloped in the Indian context (Gupta et al.,
2023; Lu & Pauwels, 2024). The uploaded paper
identifies this as a major research gap, especially in
relation to impulsive spending, transaction frequency,
and the behavioural effects of reward-driven payment
environments.

Objectives of the Study

The paper has one primary objective: to examine the
impact of UPI usage and reward programs on consumer
spending behaviour in India.

Its specific objectives are to analyse the effect of UPI
usage on spending behaviour, study the relationship
between UPI usage and participation in reward
programs, evaluate how reward incentives affect
consumer spending, and assess whether rewards
mediate the relationship between UPI usage and
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spending outcomes. These objectives are consistent
with prior empirical discussions that link payment
convenience, promotional incentives, and post-adoption
usage behaviour in digital payment systems.

II.Literature Review

The source manuscript synthesises prior work around
three themes. First, UPI adoption literature highlights
perceived usefulness, ease of use, trust, and facilitating
conditions as key predictors of usage (Fahad & Shahid,
2022; Rahim et al., 2024). Second, research on reward
programs shows that cashback, discounts, and
promotional offers act as behavioural reinforcement
mechanisms  that encourage repeated digital
transactions and increase platform stickiness (Thoke &
Daware, 2025). Third, broader mobile payment research
suggests that frictionless payment systems can increase
purchase frequency and, in some cases, impulsive
spending by lowering transaction salience and changing
how consumers perceive payment pain (Ahn & Nam,
2022; Ma et al., 2024; Lu & Pauwels, 2024).

Taken together, the literature supports a connected view
in which UPI provides the transactional infrastructure,
rewards intensify engagement, and both factors interact
to shape real spending behaviour. Studies on mobile-
payment usage and consumer purchase behaviour
further suggest that digital platforms do not merely
replace cash; they also reorganise consumer decision
routines through convenience, interface design, and
incentives (Gupta et al., 2023; Lu & Pauwels, 2024).

Research Gap

The uploaded study identifies four main gaps: limited
attention to actual behavioural outcomes of habitual UPI
use, insufficient India-specific evidence on the spending
effects of cashback and similar rewards, underuse of
insights from mobile payment overspending research in
the UPI context, and a lack of studies testing the
mediating role of reward systems between UPI usage
and consumer spending behaviour. This gap is
important because earlier work has often examined
adoption or usage separately, without fully connecting
reward design to measurable spending responses among
Indian users (Fahad & Shahid, 2022; Thoke & Daware,
2025).

III.LRESEARCH METHODOLOGY

The study follows a quantitative research design.
Primary data were collected through a structured
questionnaire administered to UPI users, covering usage

frequency, reward awareness, participation in cashback
or scratch-card offers, and spending behaviour. The
manuscript notes that 450 responses were collected
initially, while 414 valid responses were used in the
main statistical analysis after screening.

Secondary data were drawn from journal articles,
official reports, and prior research on digital payments,
consumer behaviour, and incentives. The analysis plan
relied on descriptive statistics, percentage analysis, chi-
square testing, reliability analysis, and regression
analysis to examine relationships among UPI usage,
reward participation, and spending behaviour.

Key Findings and Discussion

The descriptive results show strong UPI penetration
among younger, digitally active users, especially
students and lower-income respondents. Daily usage
and multi-app usage were common, indicating that UPI
has become embedded in routine consumer payments.

Reliability testing showed acceptable internal
consistency across the constructs used in the
questionnaire, with Cronbach's alpha values above 0.70
for UPI usage, reward programs, and consumer
spending behaviour. This supports the statistical
consistency of the measures used in the study.

The regression findings are the strongest part of the
paper. The number of UPI apps used had a statistically
significant effect on reward-related behaviour,
suggesting that users operating across multiple apps are
more likely to engage with promotional offers. More
importantly, rewards had a significant positive effect on
UPI spending behaviour. This implies that cashbacks,
discounts, and similar incentives can encourage
consumers to transact more often or spend with greater
ease through digital platforms.

At the same time, the paper notes that effect sizes were
not very large, which means UPI and rewards are
meaningful but partial predictors of spending
behaviour. Other factors, such as financial literacy, self-
control, income, trust, and merchant acceptance, likely
continue to shape consumer decisions.

Conceptual Framework

Conceptual Framework

v UP1 Rewards g
-
M Consumer Spending
Behaviour

The
expanded short paper treats UPI usage as the enabling
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condition that reduces transaction effort, while reward
programs operate as a reinforcing mechanism that
makes repeated use more attractive. In behavioural
terms, UPI lowers the time, search, and execution costs
of payments, and rewards add an immediate perceived
gain that can reshape purchase timing, transaction
frequency, and purchase comfort.

The manuscript therefore positions consumer spending
behaviour as an outcome influenced by both direct and
indirect pathways. A direct pathway exists because
instant mobile payments can weaken the felt 'pain of
paying' and make transactions seem easier. An indirect
pathway exists because frequent users are more likely to
notice, compare, and redeem cashback offers, scratch
cards, and app-based discounts, which in turn may
encourage additional spending.

This framework is useful because it explains why the
movement from cash to digital payment cannot be read
only as a technical adoption story. It is also a story about
incentives, platform design, and behavioural nudges.
Once payment becomes frictionless and reward
feedback is layered into the interface, consumer
decisions may become faster, more routine, and at times
more impulsive.

Research Hypotheses

The source study develops a set of hypotheses around
the links among UPI usage, reward participation, and
spending behaviour. In simplified form, the hypotheses
test three broad propositions: first, that UPI usage is
associated with consumer spending behaviour; second,
that UPI usage is related to participation in reward
programs; and third, that reward programs significantly
influence spending behaviour and may act as an
explanatory bridge between usage and spending
outcomes.

Variable /| Role in Study | Expected
Link Direction

UPI usage -> | Direct Higher usage

spending relationship is expected to

behaviour increase
transaction
ease and
spending
activity

UPI usage -> | Adoption- More  active

reward reward link users are

engagement expected to

engage more
with cashback
and offers

Reward
participation is
expected to
positively
affect
spending
behaviour

Reward Behavioural
engagement - | incentive link
> spending
behaviour

Rewards as | Indirect
mediator mechanism

Rewards may
partially carry
the effect of
usage into
spending
outcomes

A deeper reading of the manuscript shows that the
literature review brings together adoption research,
incentive-based marketing, and consumer finance
behaviour. UPI adoption studies commonly stress ease
of use, trust, interoperability, perceived usefulness, and
facilitating conditions. These factors explain why
digital payment systems are accepted, but they do not
automatically explain what happens after acceptance
becomes habitual.

A second stream of literature addresses reward design.
Cashback, promo codes, coupons, and scratch-card
systems are described not simply as marketing tools but
as behavioural prompts. Their importance lies in
immediacy: the reward is experienced close to the act of
payment, so the user begins to associate digital
transactions with gain, savings, or excitement. This can
deepen engagement far beyond what convenience alone
would produce.

A third stream examines the psychology of spending.
Mobile and cashless payment systems often compress
the visible and emotional cost of paying. When money
leaves the consumer through a low-friction digital
interface rather than through a physically salient cash
transaction, the purchase may feel less effortful. The
manuscript builds on this insight to argue that UPI and
rewards together may support more frequent purchases,
quick repeat payments, and greater comfort with
everyday spending.

The most important contribution of the uploaded paper
is that it places these three streams in a single India-
specific discussion. Rather than treating UPI as a neutral
payment rail, it examines how platform incentives may
shape spending patterns in a context where digital
payment use has become normalised across age groups,
merchants, and routine consumption categories.

Data Analysis Plan

Responses will be sorted, arranged in tables, and
analyzed using statistical analysis techniques after the
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data has been collected. The analysis is based on the
following techniques:

Reliability and Normality Testing: Cronbach’s Alpha
measures internal consistency of items measuring the
same construct. Relatedly, it is not a measure of
reliability.

Descriptive Analysis: To summarize and provide
insight on the demographics of the respondents and their
general behavior towards UPI usage, descriptive
statistics, including frequency, mean, and percentage
will be used (Mani et al., 2024; Zehra et al., 2024).

Percentage Analysis: To determine how many of the
respondents use UPI regularly, take part in reward
program, and have changes in spending behavior,
percentage analysis will be used.

Chi-square test: The Chi-square test will be employed
to determine if there is a significant relationship
between the following categorical variables (Kakde et
al., 2023):

Regression analysis: Regression analysis will be
employed to quantify the influence of the independent
variables on the dependent variable (Lu & Pauwels,
2024; Kharbanda & Chawla, 2025).

IV.DATA ANALYSIS

The study uses a quantitative design because the central
questions involve measurable relationships among
usage, rewards, and spending. A structured
questionnaire was distributed to UPI users across urban
and semi-urban contexts. The instrument gathered
demographic details, information on usage frequency,
number of UPI applications used, awareness and use of
reward features, and self-reported spending tendencies.

The manuscript reports that 450 responses were
collected, of which 414 valid responses were retained
after screening. This matters because it signals that the
analysis is based on a cleaned subset rather than the full
raw response pool. Most attitudinal items were
measured using a five-point Likert scale, enabling the
researcher to test consistency across constructs and
compare broad behavioural patterns.

A non-probability sampling approach was used,
primarily because UPI users are readily accessible and
the project appears to have been designed as an
academic survey study rather than a nationally
representative panel. The decision is acceptable for
exploratory behavioural analysis, but it also means the
findings should be interpreted as indicative rather than
fully generalisable to the entire Indian population.

The analysis plan included descriptive statistics,
percentage analysis, reliability testing, normality
assessment, correlation, and regression. Together these
techniques allow the paper to move from basic
respondent profiling to more analytical questions about
whether reward behaviour and spending behaviour are
statistically associated with patterns of UPI use.

Profile of Respondents and Descriptive Patterns

The descriptive section suggests that UPI is deeply
embedded among younger and digitally active
respondents. Students, lower-income users, and people
with high day-to-day digital exposure appear
prominently in the sample. Daily or frequent use is
common, which supports the paper's claim that UPI has
moved from being an optional payment method to
becoming a routine transaction habit.

Another notable pattern is multi-app use. Many
respondents reported using more than one UPI
application, indicating that platform choice is not fixed
and that users often move across ecosystems depending
on merchant acceptance, user interface, convenience, or
ongoing offers. This behavioural feature is important
because it increases exposure to competing reward
schemes and may magnify promotional responsiveness.

The manuscript also notes some possible coding or data-
cleaning concerns in a few demographic tables. That
admission is important for interpretation. It does not
invalidate the study, but it does mean that descriptive
findings should be read carefully and with awareness
that some category patterns may be influenced by the
quality of the raw dataset.

Descriptive Statistics

N Minimum Maximum Mean ]s)t:\./iation
Age 960 1 6 1.90 1.417
Gender 960 1 4 1.74 942
Occupation 960 1 6 2.68 2.127
Monthly Income 960 1 5 2.28 1.675
Frequency of usage 960 1 5 1.74 1.138
HowManyUpiAppsareyouusing960 1 5 2.02 1.353
Valid N (listwise) 960
Age

Cumulative

Frequency Percent Valid Percent ~ Percent

Valid 1 546 56.9 56.9 56.9

© 2026, IJSREM | https://ijsrem.com

DOI: 10.55041/IJSREM59894 |  Page4


https://ijsrem.com/

LT Ak
U:szg International Journal of Scientific Research in Engineering and Management (IJ]SREM)

W Volume: 10 Issue: 04 | April - 2026

SJIF Rating: 8.659 ISSN: 2582-3930

21 232 24.2 24.2 81.0
31 57 5.9 59 87.0
41 51 53 5.3 92.3
Above 50 8 8 8 93.1
Below 20 66 6.9 6.9 100.0
Total 960 100.0 100.0

Reliability, Normality, and Measurement Quality

One of the stronger technical sections of the study is the
reliability analysis. The three main constructs - UPI
usage, reward-program engagement, and consumer
spending behaviour - all produced Cronbach's alpha
values above the conventional threshold of 0.70. The
reported values of 0.830, 0.805, and 0.787 indicate
satisfactory to good internal consistency, suggesting
that the grouped items for each construct work together
in a coherent way.

The normality discussion is more modest but still useful.
Several variables display positive skewness, especially
those related to age and usage frequency, which implies
that responses cluster toward certain lower coded
categories. Even so, the manuscript treats the
distributions as acceptable for the purposes of the
planned statistical analysis. In practical terms, this
means the data are not perfectly balanced, yet remain
usable for exploratory regression and association
testing.

Taken together, these measurement checks increase
confidence that the questionnaire captured the intended
behavioural dimensions with reasonable consistency.
For a short paper, this strengthens the credibility of the
later claims about rewards and spending because it
shows that the constructs were not assembled from
weak or highly inconsistent items.

Reliability Statistics

Cronbach's Alpha N of Items
.830 4
Reliability Statistics
Cronbach's Alpha N of Items
.805 3
Descriptive Statistics
Std.
Minim Maxim Deviati
N um um Mean on Skewness Kurtosis
Std. Std.
Statist Statisti Statist Statisti Statist Err Statist Err
ic c Statistic ic c ic or ic or
Age 960 1 6 1.90 1.417 1.821 .07 2.430 .15
9 8
Gender 960 1 4 1.74 942 795 .07 -816 .15
9 8
Occupation 960 1 6 2.68 2.127 .652 .07 -1.374.15
9 8
Monthly Income 960 1 5 228 1.675 774 .07 -1.172.15
9 8
Frequency of usage 960 1 5 1.74 1.138 1.785 .07 2.378 .15
9 8
HowManyUpiAppsareyo 960 1 5 2.02 1.353 957 .07 -516 .15
uusing 9 8
Valid N (listwise) 960

Regression Results and Interpretation

The central empirical insight of the paper comes from
the regression models. In the first model, reward-related
behaviour is treated as the dependent variable and the
number of UPI applications used acts as the predictor.
The reported ANOVA result is statistically significant
at the 5 percent level (F = 4.559, p = 0.033), indicating
that multi-app use is meaningfully related to how users
engage with rewards.

At the same time, the manuscript is careful to state that
the explanatory strength of this model is limited.
Statistical significance does not mean a large effect. The
predictor explains only a small share of the total
variation in reward engagement. This suggests that
using more UPI apps increases exposure to rewards, but
reward participation is also shaped by other influences
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such as promotional literacy, app design, and the user's
own motivation to seek offers.

The second regression model is more consequential for
the paper's substantive argument. Here, consumer
spending behaviour is predicted by rewards, and the
model is highly significant (F = 21.237, p = 0.000). The
interpretation offered in the manuscript is that
incentives such as cashback, discounts, and scratch-card
systems have a statistically meaningful impact on
spending behaviour. Consumers who engage more with
such rewards appear more likely to transact frequently
or spend more comfortably through UPI platforms.

Even here, however, the study does not claim a
complete explanation of spending. The residual
variation remains substantial, meaning that rewards are
important but not exhaustive determinants of consumer
behaviour. Income, financial literacy, self-control,
perceived need, trust, peer influence, and merchant
context likely continue to matter. This balance is one of
the paper's strengths: it identifies a meaningful effect
without overstating it.

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 1.218 1 1.218 .696 .405°
Residual 721.489 412 1.751
Total 722.708 413

a. Dependent Variable: UPISpending

b. Predictors: (Constant), HowManyUpiAppsareyouusing

Hatogrem
Depangent Varable: UPSpenaing

Hegreswon Zandard:ed Reskdus

Discussion and Practical Implications

The discussion section can be read in two ways. From a
business perspective, the findings validate the use of
incentives as a mechanism to deepen payment-platform
engagement. Reward structures can accelerate repeat
transactions, improve platform stickiness, and shape
which payment instrument users reach for in routine
contexts. For merchants and payment apps, this means

that behavioural design is as important as technical
functionality.

From a consumer welfare perspective, the same findings
raise caution. Frictionless payments combined with
instant rewards can subtly encourage users to make
transactions with less deliberation. That does not
automatically imply harmful overspending, but it does
suggest that digital payment growth should be studied
not only through adoption metrics but also through
budgeting discipline, spending awareness, and long-
term financial habits.

The paper is therefore relevant to multiple stakeholders.
Fintech firms can use it to refine reward design; banks
can evaluate how incentive campaigns affect customer
behaviour; merchants can understand how offer-led
ecosystems change checkout preferences; and
policymakers can consider whether the behavioural
consequences of aggressive reward schemes require
greater monitoring, especially for vulnerable users.

Recommendations, Limitations, and Future Scope

The wuploaded manuscript recommends that UPI
platforms adopt responsible reward frameworks rather
than pursuing volume growth through purely aggressive
incentives. It also suggests segmenting reward
strategies by user profile, expanding financial-
awareness initiatives, and encouraging banks,
merchants, and regulators to think about reward design
in terms of both adoption and behavioural
consequences.

The limitations of the study are equally important. The
sample is not nationally representative, the measures
rely heavily on self-reported behaviour, and the design
is cross-sectional rather than longitudinal. As a result,
the paper can identify statistical relationships, but it
cannot fully establish how spending behaviour changes
over time or disentangle short-term promotional
reactions from stable long-run habits.

Future research could improve on this foundation by
comparing user segments more systematically,
combining survey evidence with transaction records, or
testing whether some reward formats produce stronger
behavioural responses than others. Longitudinal work
would be especially valuable because it could determine
whether reward-led spending effects persist, weaken, or
intensify as users become more experienced in the
digital payment ecosystem.

Analytical Summary and Policy Note

A useful way to read this study is to view UPI as a
behavioural infrastructure rather than merely a payment
technology. Once a payment system becomes fast,
ubiquitous, and cognitively light, it starts to influence
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the rhythm of everyday consumption. The uploaded
manuscript repeatedly shows that the meaning of UPI
lies not only in transaction completion but also in
transaction normalisation. Consumers who use UPI
daily begin to experience digital payment as the default
mode of exchange, and this default status makes
platform incentives more powerful because they are
encountered within ordinary routines rather than
exceptional promotional moments.

The policy relevance of that insight is substantial. In a
developing digital economy, reward systems can
support formalisation, merchant digitisation, and
payment adoption. Yet the same systems may also blur
the line between useful convenience and persistent
spending stimulation. The paper therefore supports a
balanced regulatory position: reward systems need not
be discouraged outright, but they should be designed
and monitored in ways that do not disproportionately
exploit low-literacy or financially vulnerable users.
Transparency about terms, expiry, redemption
conditions, and real savings value becomes essential in
such an environment.

For researchers, the paper opens a pathway for richer
models of digital-financial behaviour in India. Future
studies can move beyond simple adoption metrics and
ask which combinations of platform design, income
level, social norms, and financial awareness produce the
strongest behavioural effects. They can also compare
categories of spending, since reward-induced changes
may differ for groceries, mobility, entertainment, and
discretionary online purchases. In this way, the
manuscript serves as a bridge between fintech adoption
research and consumer-behaviour research.

Overall, the expanded short paper shows that the shift
from cash to click is best understood as a layered
transformation. Technology lowers friction; incentives
reinforce usage; habits reshape spending; and the
broader ecosystem then adapts around these new
behaviours. That sequence helps explain why UPI has
become one of the most important sites for studying
digital consumption in contemporary India.

Conclusion

The present study aimed to understand the impact of
UPI usage and reward programs on consumer spending
behaviour in India. The results reveal that UPI has
penetrated deeply into day-to-day financial activities,
especially the young and digitally active consumers.
Above all, the research shows that the rewards program
of UPI platforms significantly affects how much
consumers spend.

As per results, capabilities of reward programs are more
direct and stronger in influencing spending behaviour
than the usage of various UPI apps in spurring spending

on reward features. This means that consumers are not
just attracted to UPI because of convenience and speed,
but because of incentives that come with going digital.
More purchases may be made as a result of the boost
that impulse or unplanned buying may get from these
incentives.

To sum up, the research finds that both UPI and reward
systems together play an important role in influencing
consumer behaviour in India’s digital payment
ecosystem. The shift from cash to app-based
transactions changes a lot of things. It does not only deal
with the payment method. Rather, it also shifts spending
habits of people. Similarly, it also affects the
consumers’ decisions and financial behaviour.

A significant finding of the research is that the use of
multiple UPI applications has an important influence on
consumers’ participation in rewards. People who work
on numerous platforms are more likely to interact with
cashback offers, discounts and promotional offers. This
suggests that consumers are increasingly being strategic
in using digital payment platforms, picking apps not
only for convenience, but also for the benefits they give.
To this end, UPI apps are competing not just as
transaction apps but as behaviour shaping apps — that
determine choice through reward.

References

1. Agarwal, S., Ang, S. H., Wang, Y., & Zhang, J.
(2026). Cash-back rewards: Effects on spending
and debt accumulation. Journal of Banking &
Finance, 184, Article 107616.
https://doi.org/10.1016/].jbank{in.2025.107616

2. Aggarwal, A. G., Kaur, G., & Yadav, S. (2024).
A study of factors affecting behavior intention of
tourists towards unified payments interface
adoption in Delhi-NCR region. [International
Journal of System Assurance Engineering and
Management. https://doi.org/10.1007/s13198-
024-02660-w

3. Ahn, S., & Nam, Y. (2022). Does mobile
payment use lead to overspending? The
moderating role of financial knowledge.
Computers in Human Behavior, 134, Article
107319.
https://doi.org/10.1016/j.chb.2022.107319

4. Ali, A. K. A., & Subramanian, R. (2024).
Continuance intention to use smartphone-based
payment services: The role of pre-adoption
expectancies, usage experience, and conventional
inhibitions. Journal of Financial Services
Marketing, 29, 888-903.
https://doi.org/10.1057/s41264-023-00240-w

5. Dev, H., Gupta, R., Dharmavaram, S., &
Kumar, D. (2024). From cash to cashless: UPI’s
impact on spending behavior among Indian users

© 2026, IJSREM | https://ijsrem.com

DOI: 10.55041/IJSREM59894 |  Page?


https://ijsrem.com/
https://doi.org/10.1016/j.jbankfin.2025.107616

e
';‘IJSRED:{'
««ra 87 [nternational Journal of Scientific Research in Engineering and Management (IJSREM)
w Volume: 10 Issue: 04 | April - 2026 SJIF Rating: 8.659 ISSN: 2582-3930

© 2026, IJSREM | https://ijsrem.com

and prototyping financially responsible interfaces
(arXiv:2401.09937). arXiv.
https://arxiv.org/abs/2401.09937

6. Fahad, & Shahid, M. (2022). Exploring the
determinants of adoption of Unified Payment
Interface (UPI) in India: A study based on
diffusion of innovation theory. Digital Business,
2(2), Article 100040.
https://doi.org/10.1016/j.digbus.2022.100040

7. Gong, X., Liu, X., & Xiao, Z. (2022). A
dedication-constraint model of  consumer
switching  behavior in mobile payment
applications. Information & Management, 59(4),
Article 103640.
https://doi.org/10.1016/j.im.2022.103640

8. Gupta, M., Tangja, S., Sharma, V., Singh, A.,
Rupeika-Apoga, R., & Jangir, K. (2023). Does
previous experience with the Unified Payments
Interface (UPI) influence the usage behaviour of
central bank digital currency? Evidence from
India. Journal of Risk and Financial Management,
16(6), 286. https://doi.org/10.3390/jrfm 16060286

9. He, Q., Ma, W., Vatsa, P., & Zheng, H. (2024).
Impact of mobile payment adoption on household
expenditures and subjective well-being. Review of
Development — Economics, 28(1), 264-285.
https://doi.org/10.1111/rode.13054

10. Jena, R. K. (2022). Investigating and
predicting intentions to continue using mobile
payment platforms after the COVID-19 pandemic:
An empirical study among retailers in India.
Journal of Risk and Financial Management, 15(7),
314. https://doi.org/10.3390/jrfm15070314

11. Kakde, B. B., Linge, A. A., Chaudhari,
T., & Singh, M. (2023). Analysis of factors
affecting use behavior towards mobile payment
apps: A SEM approach. Human Behavior and
Emerging Technologies, 2023, Article 3327994.
https://doi.org/10.1155/2023/3327994

12. Kharbanda, S., & Chawla, C. (2025).
Digital payment incentives as catalysts of
consumption: An empirical study on spending
behavior and price sensitivity. [International
Journal of Economic Practices and Theories,
2025(1). https://doi.org/10.52783/ijept.44

13. Lu, S. Q., & Pauwels, K. (2024). More
transactions but a lower average transaction value:
How mobile payment apps influence consumer
purchases through time-savings. [nternational

Journal of Research in Marketing, 41(4), 761-776.
https://doi.org/10.1016/].ijresmar.2024.08.004

14. Ma, Q., Tan, Y., He, Y., Cheng, L., &
Wang, M. (2024). Why does mobile payment
promote purchases? Revisiting the pain of paying,
and understanding the implicit pleasure via

selective attention. PsyCh Journal.
https://doi.org/10.1002/pchj.765
15. Mani, V., Ramachandran, M., Rajan,

K., Ellangovan, K., Subramanian, V. V., &
Suganeswari, T. V. (2024). Unraveling consumer
perception towards UPI in India: An empirical
research. In Information Management (ICIM

2024) (pp- 162-169). Springer.
https://doi.org/10.1007/978-3-031-64359-0 13
16. Rahim, M. R.-ur-, Rabbani, M. R.,

Uddin, F., & Shaikh, Z. H. (2024). Adoption of
UPI among Indian users: Using extended meta-
UTAUT model. Digital Business, 4(2), Article
100093.
https://doi.org/10.1016/j.digbus.2024.100093

17. Thoke, N. N., & Daware, S. P. (2025).
The impact of digital payment rewards on UPI
adoption and usage frequency among working
women in Nashik city. International Journal of
Management Studies and Social Science Research,
7(1), Part N.
https://doi.org/10.33545/26648792.2025.v7.i1n.4
03

18. Wang, R., & Peters, M. (2023).
Consumer intention to switch from cash to mobile
payment in restaurants during and after pandemic.
Journal of Quality Assurance in Hospitality &
Tourism.
https://doi.org/10.1080/1528008X.2023.2201696
19. Zehra, F., Khan, F. S., Mazhar, S. S.,
Akhlaque, N., Haque, E., & Singh, A. (2024).
Exploring consumer preferences and behaviour
toward digital payment gateways in India.
International Journal of Experimental Research
and Review, 41(Special Issue), 158-167.
https://doi.org/10.52756/ijerr.2024.v41spl.013

20. Aljaradat, A., & Shukla, S. K. (2025).
Trust and cybersecurity in digital payment
adoption: Socioeconomic insights from India.
Journal of Business and Socio-Economic
Development, 5(4).
https://doi.org/10.1108/JBSED-04-2025-0119

DOI: 10.55041/IJSREM59894 |  Page$


https://ijsrem.com/
https://arxiv.org/abs/2401.09937?utm_source=chatgpt.com
https://doi.org/10.3390/jrfm16060286
https://doi.org/10.1016/j.ijresmar.2024.08.004
https://doi.org/10.1016/j.digbus.2024.100093
https://doi.org/10.52756/ijerr.2024.v41spl.013
https://doi.org/10.1108/JBSED-04-2025-0119

