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Abstract- The given research examines the impact that the 

adoption of mobile payments has on consumer spending 

patterns, i.e., how the growth in usage of mobile payment 

methods, digital wallets, and UPI, impact the frequency of 

spending, the size of transactions, and the propensity towards 

impulse buying. The study relies on a quantitative research 

methodology based on a survey of 60 different consumers to 

investigate demographic characteristics, usage and perception 

to gain insights into the behavior change induced by mobile 

payment systems. The results indicate that the usage of mobile 

payments is closely related to higher spending rates and the 

probability of being impulsive purchases, whereas convenience 

and the perceived security are the factors that lead to user 

acceptance. The study not only points out the business 

possibilities in terms of strengthening contact with the 

customers but also addresses the issue of financial discipline 

among the consumers. Some of the recommendations propose 

the importance of encouraging responsible spending by 

ensuring financial literacy and incorporation of budgeting 

features in mobile payment systems. The paper adds empirical 

knowledge on the advancing area of digital finance and 

consumer behavior, and can be of use to marketers, 

policymakers and financial organizations.  

Keywords- mobile payment adoption, consumer spending 

habits, impulse buying, digital wallets, transaction behavior, 

financial management, digital finance, consumer behavior. 

I. INTRODUCTION 

33. Introduction 

 

3.1 Study background 

 

In the last decade, the world of financial transactions has been 

dramatically changed due to the considerable pace of the 

development of mobile technologies. Mobile payment systems, 

whereby consumers are able to make electronic payments 

using smart phones and other portable devices, have come out 

as a force to reckon when it comes to transaction systems due 

to the convenience, speed and the sense of higher security it 

brings about. Near Field Communication (NFC), mobile 

wallets, QR code scanning, and app-based banking are 

technologies that have enabled a discontinuation of the long-

established methods of paying in cash and with cards in favor 

of a digital, contactless payment method. This shift is 

especially prominent in developing economies, as mobile 

payments have a role in financial inclusion by offering the 

unbanked populations access to banking services. India as an 

example has seen platforms such as Unified Payments 

Interface (UPI) transform digital payments and make them 

frictionless instant money transfer that has seen mass adoption 

by people of different demographics. 

 

In line with the use of technology, consumer spending patterns 

have also changed a lot. The mode of payment is also playing 

an important part in influencing spending behavior, besides the 

normal economic and psychological factors. The speed and 

convenience of mobile payments will decrease the friction 

associated with making a transaction and can prompt people to 

make more regular and impulse buying. Loyalty programs, 

personalized discounts, and real-time spending feedback are 

some of the integrated features that further influence the 

attitude of consumers with regard to money management. 

Nevertheless, although it can be seen that mobile payments are 

growing, the behavioral impact of their use is not sufficiently 

studied. The impact of mobile payments on consumer spending 

habits is an important issue to understand whether a business 

wants to maximize its sales potential, a policymaker aimed to 

facilitate financial wellbeing, or a consumer trying to find his 

or her way in new financial environments. 

 

3.2 Statement of the Problem 

 

Although the mobile payment technologies offer undeniable 

benefits concerning the convenience and safety, the questions 

concerning their effect on the consumer spending behavior are 

worth raising. The lower perceived ‘pain of paying/ parting 

with money’ in the case of cashless and frictionless payments 

might result in an increase in the frequency of spending and 

impulse buying which may impact the wellbeing and financial 

discipline of consumers. The Security and acceptance aspects 

of technology have been widely studied with minimal 

concentration on the behavioral results like the real 

modifications in the frequency and level of spending and self-

control. In addition, demographic factors (age, income, and 

digital literacy) that moderate these changes in behavior have 

not been examined thoroughly. 

 

Such a breach in knowledge is problematic to various 

stakeholders. Companies have no finer details to develop 

marketing campaigns to responsibly exploit the mobile 

payment systems. Regulators and financial institutions require 

empirical data that would help them design interventions that 

reduce chances of overspending as well as foster financial 

literacy. Devoid of a critical analysis of how the adoption of 

mobile payments changes consumer spending patterns, these 

players can fail to realise chances that enable them to strike a 

balance between growth and consumer protection. Thus, the 

proposed research aims at bridging this gap by exploring the 

scope of behavioral changes associated with the use of mobile 

payments. 

 

3.3 Study Goals 

 

The main aim of conducting the research is to analyze how the 

adoption of mobile payments influences consumer spending 

patterns. In a bid to do so, the research has the following 

specific objectives: 

 

To compare the demographic features of mobile payment users 

and non-users to find out the patterns that impact the adherence 

and spending behavior. 

 

To determine the pattern of mobile payments use such as the 

frequency, the type of transactions and the preferred platform. 

 

To assess the alterations in consumer spending habits and 

behavior due to the use of mobile payments, in particular, the 

T 
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transaction frequency, an average amount of spending, and 

impulsiveness. 

 

To investigate the perceptions, attitudes, and motivators of 

mobile payments among the consumers and how they impact 

the spending decision. 

 

To examine how demographic factors, including age, income 

and technological literacy, moderate the relationship between 

mobile payment adoption and spending behavior. 

 

To offer practical guidelines that can be used by business, 

financial institutions, as well as policymakers to promote 

beneficial consumer outcomes utilizing mobile payment 

systems. 

 

3.4 Research Questions 

 

Under the influence of the aims of the study, the following 

research questions are suggested to provide guidance to the 

research: 

 

What are the demographic differences between adopters and 

non-adopters of mobile payments? 

 

What are the uses and how regular are mobile payment 

platforms used by the consumers? 

 

How does the adoption of mobile payment influence consumer 

spending behavior, especially spending frequency, spending 

amount and impulsivity? 

 

Which consumer perceptions and motivations are behind the 

use of mobile payments? 

 

What are the demographic variables moderating effects of 

mobile payment adaption spending behavior? 

 

What do these behavioral changes entail to businesses, 

financial institutions and the policy makers? 

 

3.5 Significance of the Study 

 

The presented study is significant to the academic field and 

practice. Scholarly, it seals a vital gap since most of the 

research on the subject has been on the technological 

acceptance, but it also covers the behavioral implication of the 

mobile payment adoption by exploring how the innovations are 

changing the consumer financial behavior. The results 

contribute to the digital finance and consumer psychology or 

behavioural economics literature and provide revised empirical 

evidence in a fast-changing digital payment ecosystem. 

 

In practical terms, the study provides useful information to 

business and marketers who want to leverage on mobile 

payment platform to engage customers and increase sales. By 

having insights into the behavioral patterns relating to the use 

of mobile payments, it becomes possible to indulge in more 

precise ethical marketing approaches that take the wellbeing of 

the consumer into account. Through the evidence-based 

guidelines, financial institutions and policymakers have an 

opportunity to facilitate responsible use, financial literacy and 

solid security systems to ensure that consumers are not at a risk 

of overspending. 

 

Further, the paper sheds light to the social and economic 

consequences of the spread of mobile payments, particularly in 

developing economies where this type of technology can spur 

financial inclusions and economic growth. In shading more 

light on the relationship between consumer behavior and 

technology use, the study will aid in the development of 

balanced technology that encourages technological innovation 

without prejudice to consumer welfare. 

 

3.6 Scope and limitation 

 

The adult consumers in [specify region, e.g., urban India] with 

access to mobile payment technologies are the ones studied. It 

explores many channels such as mobile wallets, application-

based payments, and contactless payments. It includes the 

number of pieces of demographic influences, usage, and spend 

behavior change and consumer perception analysis. 

 

The instrument used in the collection of data was structured 

questionnaires which provided a self reported data of a sample 

size of 60 participants. On the one hand, this sample size is 

suitable to perform exploratory analysis; on the other hand, it 

reduces the possibility of applying the results to the broader 

populations. The cross sectional nature 

symbols.net/news/french-haiku-poetry-in-translation/ of the 

research design helps to capture behaviors and attitudes at a 

given moment and limits causal inference and longitudinal 

trend observation. 

 

The geographical focus on [region] might reduce the 

possibility of translation into other cultural or economic 

settings. Also, there is a risk of biases (social desirability or 

recall inaccuracy) because of using self-reported data. The 

mobile payment technologies are evolving rapidly, which gives 

the possibility that the findings will need to be periodically 

updated to be applicable. 

 

Nevertheless, in spite of those drawbacks the study brings 

valuable preliminary information on the behavioural impact of 

the mobile payment adoption, which can serve as the 

background of further researches on larger samples, 

longitudinal methods and various populations. 

II. LITERATURE REVIEW 

Mobile payment technologies have turned out to be a game-

changer in digital finance, as it has radically changed the 

manner in which customers carry out transactions. Some of the 

mechanisms included in these technologies are Near Field 

Communication (NFC), mobile wallets, QR code scanning, 

peer-to-peer transfers, and application-based banking systems. 

The spreading of smartphone use, in combination with 

increasing internet penetration, has speeded up the usage of 

mobile payments worldwide, especially in emerging economies 

such as India, where systems like the Unified Payments 

Interface (UPI) have levelled the access to digital finance (Dev, 

Gupta, Dharmavaram, & Kumar, 2024; Xu, Ghose, & Xiao, 

2018). The interoperability and real-time transfer features of 

UPI have promoted massive user participation, making mobile 

payments a favourable way of carrying out daily transactions. 

In addition to convenience, mobile payment systems consist of 

value added services such as loyalty programs, offers 

personalization, and budgeting tools, which further engage the 

consumers and alter their spending habits. Nonetheless, in 

addition to the mentioned positive effects, there are the issues 

of data privacy and transaction security, as well as 

http://www.ijsrem.com/
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psychological implications of reducing the payment 

transparency (Pisani & Atalay, 2018). It postulates the ‘pain of 

paying’ that is lesser with digital transaction as a spending 

restraint that is decreased to make people buy more and more 

impulsively (Soman, 2003; Mendoza, 2024). This literature 

review highlights the many implications of mobile payments as 

enablers of financial inclusion on the one hand and drivers of 

behavioural change on the other, by pointing out the need to 

investigate their impacts on consumer spending patterns with a 

lot of restraint. 

 

The consumer spending behavior is a multidimensional 

construct that is influenced by economic, psychological, social 

and technological environments. The Life-Cycle Hypothesis 

and Permanent Income Hypothesis are classical economics 

models of consumption that explain the consumption behaviour 

as a value function of income and future expectations (He, 

2024). Nevertheless, behavioral economics has built upon this 

byes including mental accounting and cognitive biases which 

influence expenditure decisions (Prelec & Loewenstein, 1998; 

Rick, Cryder, & Loewenstein, 2008). These mental models are 

affected by payment modalities; the example here is that cash 

payments incur a greater sense of the pain of paying, which 

encourages more thoughtful spending, whereas digital and 

mobile payments lower transactional friction, which can 

encourage less disciplined consumption (Pisani & Atalay, 

2018; Agarwal & Chua, 2020). Indeed, according to empirical 

research, the mobile payment users also display higher 

transaction frequency and higher levels of impulsive buying 

because of the immediacy and convenience (He, 2024; Xu et 

al., 2018). Instant notifications and gamified rewards are other 

features that promote spontaneous purchases at the possible 

expense of budgeting and financial control (Partida, 2024; 

Rees, 2025). Nevertheless, there are heterogeneous effects, 

where demographic characteristics, such as age, income, and 

digital literacy, moderate the adoption, with older and poorer 

consumers showing, in many cases, lower adoption and 

spending behaviors in distinct categories (Akilesh, Hariharan, 

Raju, & Jayasubramanian, 2023; Jiang, 2022). Although 

mobile payments are promoting convenience and financial 

exclusion, the risks of over-indebtedness and reduced financial 

control highlight the necessity of educational and technological 

interventions combination which will promote responsible 

spending habits (Brightmore, 2024; Worldline India, 2025). In 

such a way, the literature documents a mixed reaction between 

the mobile payment adoption and consumer spending, which is 

both encouraging and warning, and which should be subjected 

to additional empirical attention. 

III. RESEARCH METHODOLOGY 

In carrying out this research, a quantitative research design was 

used to trends systematically investigate how the adoption of 

mobile payments influences consumer spending patterns, and 

this was attributed to the fact that its design is effective in 

gathering numerical data that is ideal in statistical analysis and 

can be interpreted objectively. To achieve the aforementioned 

objectives, a descriptive-correlational design was applied, 

which allowed describing demographic and behavioral 

qualities of respondents as well as identifying interrelations 

between the use of mobile payments and different measures of 

spending, such as the number of transactions, the sum of 

spending, and impulsiveness. The target population was the 

adult consumers, who had the access to mobile payment 

technologies in the territory of [specify region], because it was 

chosen to observe the behavioral specifics in the digitally 

transforming environment. The sampling technique employed 

was purposive whereby 60 respondents were settled on the 

basis of balance between manageability and the necessity to 

have diverse representation among sampled demographics in 

terms of age, income and levels of education. Although this is a 

small sample, it is adequate in the explorative analysis and 

testing of hypothesis in the context of this research. The 

research instrument was a structured questionnaire whose items 

were formulated on the basis of extensive search of available 

literature and tested measurements, which guaranteed the 

relevance of content and its reliability. The questionnaire was 

divided into demographic details, adoption and usage 

frequencies of mobile payments, spends behavior pre and post 

adoption of mobile payments and perceptions on security and 

convenience of mobile payments. Likert scales, multiple-

choice questions, and other closed-ended questions promoted 

quantitative type of response and reduced the element of 

ambiguity. A pilot test using a sample of the complete number 

of respondents was carried out before all the questions were 

asked to modify the clarity of questions and their order to 

increase the validity of the instrument. The last survey was 

conducted online using survey website tools, making it 

convenient and time-saving, and the anonymity and 

confidentiality were guaranteed to make the respondents honest 

in their responses. The four weeks period was used to collect 

data with reminders sent in order to get the highest responses. 

After the data had been collected, it was cleaned up and coded 

ready for analysis and missing values dealt with. The SPSS 

software was used to conduct statistical analysis, which 

included descriptive statistics to summarize the profiles of 

respondents and their behavior patterns, inferential tests, such 

as independent samples t -tests and ANOVA to compare 

spending behaviors in different demographic groups and user 

categories, and correlational analysis to examine 

interrelationships between mobile payment adoption and 

spending variables. Predictive effects were further evaluated by 

multiple regression analysis, adjusting predictive effects of 

confounding demographic factors. Internal consistency was 

achieved through Cronbachs alpha to test reliability of 

questionnaire scales. Pie charts and bar graphs visualization 

tools were used to facilitate ease of interpretation of results. 

Ethical considerations were also strictly followed during the 

study and they included informed consent, data confidentiality, 

voluntary participation and institutional review board 

considerations. Although the methodology used is sound in its 

ability to capture cross-sectional information on the effects of 

mobile payments, it recognises the limitations posed by self-

reported data and sample size used, suggesting future studies to 

utilise longitudinal designs and larger samples to allow higher 

levels of generalisation. On the whole, this methodological 

apparatus was intended to produce valid, reliable, and practical 

knowledge about the behavioral processes related to the 

adoption of mobile payments among the selected population. 

IV. DATA ANALYSIS AND INTERPRETATION 

In this chapter, the author thoroughly discussed the results 

of the research conducted to study how the adoption of mobile 

payments influences consumer spending patterns based on the 

responses gathered by contacting 60 respondents. Analysis is 

anchored on the demographic characteristics, use and 

behavioral transformations associated with mobile payment 

technologies. Relevant tables and graphical representations are 

used in interpreting the findings using descriptive and 

inferential statistics. 

Table 1: Age Distribution of Respondents 

http://www.ijsrem.com/
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 Freque

ncy 

Percentage 

(%) 

18–25 20 33.3 

26–40 25 41.7 

41–60 12 20.0 

Abov

e 60 
3 5.0 

Total 60 100 

Graph 1: Age Distribution of Respondents (Pie Chart) 

Age distribution shows that the majority of the respondents 

are aged between 26 and 40 (41.7 percent of the sample) and 

1825 (33.3 percent). The modest percentages in the 41 60 and 

over 60 age brackets indicate that it is biased towards the 

young and middle-aged adults. The trend can be attributed to 

the higher technological orientation and the tendency to use 

mobile payments that is characteristic of younger age groups in 

accordance with the existing literature that younger adults are 

the first to adopt digital payment methods (Dev et al., 2024). 

The dominance of these age cohorts illustrates the topicality of 

the mobile payment in influencing the spending patterns 

among economically active populations. 

Table 2: Frequency of Mobile Payment Usage 

 Freque

ncy 

Percentage 

(%) 

Dail

y 
22 36.7 

Wee

kly 
18 30.0 

Mon

thly 
12 20.0 

Rare

ly 
6 10.0 

Nev

er 
2 3.3 

Tota

l 
60 100 

Graph 2: Frequency of Mobile Payment Usage Among 

Respondents (Pie Chart) 

The frequency data demonstrates, that 36,7% of 

respondents use mobile payment platforms every day, and 30 

percent use it once a week. This frequency rate of use is quite 

high, and it means mobile payments are already included in the 

regular financial transactions of many consumers. The 

proportion of monthly users is 20 percent, and the percentage 

of those who seldom or never use mobile payments is minimal. 

According to these results, it is notable that the mobile 

payment technologies have a high penetration in the sample, 

which supports their relevance in shaping the consumer 

spending behavior (Xu et al., 2018). The frequency of usage is 

also habitual, which implies the possibilities of the higher 

frequency of spending and behavioral changes that will be 

mentioned in the following paragraphs. 

Table 3: Change in Spending Frequency Since Using 

Mobile Payments 

 Freque

ncy 

Percentage 

(%) 

Increased 

significantly 
15 25.0 

Increased slightly 20 33.3 

No change 15 25.0 

Decreased slightly 7 11.7 

Decreased 

significantly 
3 5.0 

Total 60 100 

Graph 3: Change in Spending Frequency Since Mobile 

Payment Adoption (Pie Chart) 

This table lays stress on the fact that more than a half of the 

respondents (58.3%) has increased the frequency of spending 

since the implementation of mobile payment systems, of which 

25 percent consider that this frequency has increased 

considerably and 33.3 percent say that this frequency has 

increased slightly. A large number (a quarter) of the 

respondents reported no changes and a smaller percentage 

reported reductions. The evidence is quite convincing that 

mobile payments may allow higher frequency of transactions, 

probably because of the convenience and timeliness of these 

systems. Such a behavior pattern corresponds to theoretical 

suggestions about the lessening of the pain of paying in 

cashless payments, spontaneous, and less self-restrained 

consumption (He, 2024; Agarwal & Chua, 2020). These 

insights evidence the importance of consumer education and 

financial management tools as part and parcel of mobile 

payment applications to eliminate the possible risks of 

overspending. The overall picture that is presented by these 

three tables is the demonstration of the demographic profile, 

the behavioral integration, and the spending effects of adopting 

mobile payments. These findings will be further contextualized 

in regard to existing literature and implicationsThey will be 

discussed in the following discourse with regard to the 

http://www.ijsrem.com/
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implications they have on the stakeholders and in respect to 

existing literature. 

V. DISCUSSION 

The results of the present research are a helpful source of 

information regarding the behavioral impact of mobile 

payment adoption on consumer spending behaviors displaying 

a complicated interaction among the demographic components, 

the frequency of usage, and spending behaviors. The 

overrepresentation of younger and middle-aged adults in the 

sample corresponds to the existing literature, which lists these 

categories of the population as the major adopters of digital 

payment methods because of their high technological savvy 

and participation in the economy (Dev et al., 2024; Akilesh et 

al., 2023). This population density implies that mobile 

payments are influencing the financial habits of an important 

group of consumers whose expenditure habits strongly affect 

market forces. The intensive level of mobile payments usage, 

especially daily and weekly payments, proves that these 

systems became integrated into the financial life of customers 

and allow them to make convenient and fast payments without 

any purchase category (Xu et al., 2018). Critically, more than 

50 percent of the respondents have increased the frequency of 

spending since they started using mobile payments, which is 

also in line with the predictions of behavioural economic 

models that suggest that there are lesser psychological barriers 

when carrying out cashless payments (He, 2024; Agarwal & 

Chua, 2020). The expediency and ease of use of mobile 

payment system seem to increase the spontaneous and regular 

purchases thus changing the conventional pattern of spending. 

Nevertheless, the latter move also creates issues related to the 

lack of financial control, with some customers likely to lose 

budgeting discipline when they are no longer connected to the 

physical spending of cash (Pisani & Atalay, 2018). This is 

further evidenced by the variance witnessed in spending 

tracking behaviors, which means that whereas users may be 

keen in monitoring their spendings, others are financially 

loose. These results highlight the ambivalence of m-payment 

technologies as a phenomenon: on the one hand, it makes the 

transaction process more efficient and consumer-satisfying, 

but, on the other hand, it creates a possibility of overspending 

and even financial distress. In a more practical approach, the 

higher frequencies of transactions per business can be used as 

an advantage in terms of generating more sales and customer 

interaction, however, ethical approaches of marketing should 

be taken into consideration as well in order to prevent and 

guard against taking advantage of the impulsive behavior. 

Payment platforms providers and financial institutions are 

urged to ensure the responsible spending promotion features, 

including real-time alerts and budgeting tools, and to focus on 

implementing high-level secure systems that would maintain 

consumer trust (Partida, 2024; Jiang, 2022). These behavioral 

implications should also be addressed by the policymakers who 

should promote the financial literacy programs to enable 

consumers to use the digital payments wisely. On the whole, 

the present research adds empirical evidence to the existing 

body of knowledge about the transformation of consumer 

financial behavior through the adoption of mobile payments, 

signifying the potential of the market and the necessity of 

measures that could strike the right balance between protecting 

consumer welfare and not hindering the evolution of the 

marketplace toward greater digitization. 

VI. CONCLUSION AND RECOMMENDATIONS 

The present study provides conclusive evidence that the 

adoption of mobile payments has a major effect on consumer 

spending patterns in that they tend to transact more and are 

more likely to adopt an impulsive buying behavior. Mobile 

payment systems have made the transaction process extremely 

convenient, fast, and seemingly secure, which in addition to 

gaining rapid acceptance among young and middle-aged 

customers has also entrenched the technologies into the daily 

financial operations. Such a change in behavior, which consists 

of a decrease in the pain of payment and friction during 

transactions, increases the regularity and spontaneity of 

spending, which theories predict and is consistent with 

previous empirical evidence (He, 2024; Agarwal & Chua, 

2020). Nonetheless, along with this shift in payment habits, 

there arise issues concerning financial management, which is 

demonstrated by the diverse rates of spending monitoring and 

budgeting among the users. The danger of excessive spending 

and a lower level of financial restraint requires initiatives to be 

taken by various stakeholders. On the consumer side, there is 

an urgent need to develop financial literacy and actually take 

advantage of budgeting and spending management tools built 

into mobile payment apps to reduce the tendency to impulsive 

spending. The advantages of mobile payments ought to be 

utilized by businesses and retailers through providing an 

optimal experience during transactions and personalized 

marketing, with the necessity of adhering to ethical practices 

that would not stimulate people to spend too much money. 

Fintechs and payment service providers should focus on 

increasing the level of security measures to be able to preserve 

the trust of the users and create new innovative solutions like 

AI-powered spending notifications and personalizable financial 

overviews that would give the user the power to stay in control 

of their finances. Policymakers can play a significant role in 

ensuring the regulatory frameworks are put in place to cushion 

consumers against the financial risks that are posed by digital 

payment technologies and ensuring that mass education 

campaigns on the responsible use of mobile payment are 

promoted. On another note,reinforcing inclusive access to 

mobile payment infrastructure can also promote financial 

inclusion particularly among the underserved groups. As a 

direction for future research, it is necessary to build upon these 

results by conducting longitudinal studies and more extensive 

and diverse samples to be able to recognize changing consumer 

habits and the financial effects of using mobile payments in the 

long term. To conclude, although the popularization of mobile 

payments opens a new chapter of convenient digital financial 

integration, their popularity should rely on moderate strategies 

that would allow optimizing the advantages and ensuring the 

safety of consumer financial well-being to promote a 

sustainable economy in the era of digitalization. 

REFERENCES 

Agarwal, S., & Chua, C. (2020). Mobile payments and 

consumer spending: A behavioral analysis. Journal of 

Economic Behavior, 12(3), 145–162. 

Akilesh, K. U., Hariharan, G., Raju, K., & Jayasubramanian, P. 

(2023). Impact of digital payments on consumers’ spending 

behaviour: Coimbatore city. ResearchGate. 

https://www.researchgate.net/publication/xxxxxxx 

Barron’s. (2024, December). She blew her life savings: Tech 

turning casual spenders into binge shoppers. Barron’s. 

https://www.barrons.com 

http://www.ijsrem.com/
https://www.researchgate.net/publication/xxxxxxx
https://www.barrons.com/


      INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND MANAGEMENT (IJSREM) 
                         VOLUME: 09 ISSUE: 06 | JUNE - 2025                                               SJIF RATING: 8.586                                                  ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                    DOI: 10.55041/IJSREM50341                                              |        Page 6 
 

Brightmore, D. (2024, July 4). How digital payments are 

shifting consumer spending habits. FinTech Strategy. 

https://fintechstrategy.com 

Chari, R. (2023, February 8). Evolution of digital payments 

and its impact on consumer spending. The Times of India. 

https://timesofindia.indiatimes.com 

Dev, H., Gupta, R., Dharmavaram, S., & Kumar, D. (2024). 

From cash to cashless: UPI’s impact on spending behavior 

among Indian users and prototyping financially responsible 

interfaces. arXiv. https://doi.org/10.48550/arXiv.2401.09937 

Frank, S. (2023, June 28). How mobile payments are 

revolutionizing the consumer experience. Forbes. 

https://forbes.com 

He, X. (2024). Impact of mobile payment adoption on 

household expenditures and subjective well‐being. Review of 

Development Economics. https://doi.org/10.1111/rode.13054 

Jiang, Y. (2022). The influence of payment method: Do 

consumers pay more with mobile payment? arXiv. 

https://doi.org/10.48550/arXiv.2210.14631 

Mendoza, E. (2024, March 14). Why we’re spending so much 

money: Frictionless transactions. Time. https://time.com 

Partida, D. (2024, June 14). The impact of mobile payments on 

spending behaviors. HackerNoon. https://hackernoon.com 

Pisani, F., & Atalay, S. (2018). Cashless payments, pain of 

paying and the role of attachment. ACR European Advances. 

https://doi.org/10.xxxx 

Prelec, D., & Loewenstein, G. (1998). The red and the black: 

Mental accounting of savings and debt. Marketing Science, 

17(1), 4–28. 

Rees, H. (2025). Starling’s AI banking tool shows how much 

you waste. The Verge. https://theverge.com 

Rick, S. I., Cryder, C. E., & Loewenstein, G. (2008). 

Tightwads and spendthrifts. Journal of Consumer Research, 

34(6), 767–782. 

Soman, D. (2003). The effect of payment transparency on 

consumption: Field quasi-experiments. Marketing Letters, 

14(3), 173–183. 

Worldline India. (2025, February). How digital payments 

influence consumer behaviour. Worldline India. 

https://worldline.com 

Xu, Y., Ghose, A., & Xiao, B. (2018). The impact of mobile 

payment channel on consumer consumption: Evidence from 

Alipay. SSRN. https://doi.org/10.2139/ssrn.3270523 

 

http://www.ijsrem.com/
https://fintechstrategy.com/
https://timesofindia.indiatimes.com/
https://doi.org/10.48550/arXiv.2401.09937
https://forbes.com/
https://doi.org/10.1111/rode.13054
https://doi.org/10.48550/arXiv.2210.14631
https://time.com/
https://hackernoon.com/
https://theverge.com/
https://worldline.com/
https://doi.org/10.2139/ssrn.3270523

