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ABSTRACT

This study explores the impact of digital wallets on consumer spending behavior,
focusing on usage frequency, transaction types, spending patterns, impulse buying
tendencies, and user satisfaction. With digital payment platforms like Google Pay,
Paytm, and PhonePe becoming increasingly popular, especially among the younger
working population (26-35 age group), their influence on financial habits has become
a critical area of analysis. Data was collected from 150 respondents through a
structured questionnaire, using random sampling and analyzed using percentage

methods and visual representations.

Findings reveal that 80% of users engage with digital wallets at least a few times a
week, predominantly for online shopping and food delivery. A significant rise in monthly
spending post-adoption was observed, with 43% of users shifting to higher spending

brackets. Additionally, 63.3% of respondents acknowledged an increase in impulse
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buying, suggesting that the convenience of one-tap transactions may reduce spending
restraint. Despite this, overall satisfaction remains high, with 80% of users expressing

satisfaction or high satisfaction with digital wallet services.

The study concludes that while digital wallets enhance convenience and efficiency,
they also pose risks of overspending. Recommendations include promoting financial
awareness among consumers, optimizing wallet-based marketing strategies for

businesses, and advocating for responsible usage through policy interventions.
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1. INTRODUCTION

The rapid evolution of digital technology has transformed nearly every aspect of modern
life, with financial services undergoing some of the most significant changes. Among these
innovations, digital wallets such as Apple Pay, Google Pay, Paytm, and PayPal—have emerged
as powerful tools that are reshaping how consumers interact with money. Digital wallets allow
users to store payment information securely and make transactions seamlessly using
smartphones, wearable devices, or web platforms. Their growing popularity has not only altered
payment preferences but has also begun to influence broader patterns of consumer spending
behaviour. This transformation is occurring against a backdrop of increasing internet
penetration, smartphone adoption, and a global push toward cashless economies. Consumers
are now valuing convenience, speed, and contactless transactions more than ever, especially in
the post-pandemic world. Digital wallets respond to these needs by offering a frictionless
payment experience, which may subtly or significantly change how individuals manage their
finances and make purchasing decisions. For instance, the ease of one-tap payments might
reduce the psychological "pain" of spending, leading to more impulsive or frequent purchases.
The implications of this shift are profound not only for consumers but also for businesses,
financial institutions, and policymakers. Understanding how digital wallets influence consumer
spending behaviour is crucial for designing better financial products, implementing effective

monetary policies, and ensuring responsible consumer finance practices. This paper seeks to
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explore the behavioural shifts associated with digital wallet usage, examining whether the
convenience and accessibility they offer translate into changes in spending habits, budgeting
discipline, and financial awareness. Through a combination of empirical analysis and
theoretical review, this study aims to uncover the relationship between digital wallet adoption
and consumer behaviour, offering insights that are both timely and essential in today’s digitally-

driven financial landscape.
2. OBJECTIVES

e To examine the frequency of digital wallet usage.
o To analyse the effect of digital wallets on consumer spending.

e To understand consumer perceptions and satisfaction with digital wallets.
3. RESEARCH METHODOLOGY

3.1. Research Design

The study will follow a descriptive research design to investigate the frequency, impact,
and perceptions related to digital wallet usage among consumers. The design will help gather

quantifiable data and descriptive insights into user behaviour and satisfaction.
3.2. Research Approach

A quantitative approach will be used, supplemented by qualitative insights (if needed),

to gather structured responses through a survey instrument.
3.3. Data Collection Method:
Primary Data:
e Collected through a structured questionnaire administered online and offline.
e The questionnaire will include closed-ended and Likert-scale questions.
Secondary Data:

e Academic journals, industry reports, government statistics, and digital payment trend

data from credible sources will support the analysis.
3.4. Sampling Design

o Population: Consumers who use or have access to digital wallets (e.g., PayPal, Google

Pay, Apple Pay, etc.).
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e Sampling Technique: Stratified random sampling to ensure representation across age,

income levels, and urban/rural users.

e Sample Size: A minimum of 150 respondents (aged 18—50) respondents to allow

meaningful statistical analysis.
3.5. Research Instrument
A structured questionnaire will include the following sections:
e Section A: Demographics (age, gender, income, occupation, education)
o Section B: Frequency and type of digital wallet usage
o Section C: Changes in consumer spending patterns after adopting digital wallets

e Section D: Consumer perception and satisfaction (convenience, security, rewards, ease

of use, trust)

4. DATA ANALYSIS & INTERPRETATION

Table 1: Age Group of Respondents

Age Group Number of Respondents Percentage (%)
18-25 45 30%

26-35 60 40%

3645 30 20%

46-50 15 10%

Total 150 100%

https://iaeme.com/Home/journal/ IMHRM editor@iaeme.com



Impact of Digital Wallets on Consumer Spending Behaviour

Distribution of Respondents by Age Group
36-45

46-50

18-25

26-35

The above table depicts that the largest proportion of respondents (40%) falls in the 26—
35 age group, indicating that young working professionals or millennials make up the majority
of digital wallet users in this sample. This age group is often tech-savvy, financially
independent, and highly engaged with digital services, including mobile payments and fintech
platforms. 30% of respondents are from the 18-25 age group, representing students or early
career individuals. This is a digitally native group likely to adopt and experiment with new
technology. Their participation suggests strong acceptance of digital wallets among the youth.
Comprising 20%, this age group reflects moderate adoption. These users may balance both
traditional and digital payment methods, possibly due to concerns around security or habit. The
least represented group (10%) in the survey. Older users may have lower adoption due to lower
digital literacy, trust issues, or comfort with conventional payment methods. This reflects a

potential market segment for digital inclusion efforts by wallet providers.
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Table 2: Frequency of Digital Wallet Usage

Frequency of Use Respondents Percentage (%)
Daily 75 50%

Few times a week 45 30%
Occasionally 20 13.3%

Rarely 10 6.7%

Frequency of Digital Wallet Usage

70
60
50
40

30

Number of Respondents

20t

10

Daily Few times a week Occasionally Rarely
Frequency of Use

The above table depicts that Half of the respondents (75 out of 150) use digital wallets
daily, indicating that digital wallets have become an integral part of their daily financial
transactions (e.g., groceries, travel, and food delivery). This reflects high dependency and trust
in digital payment systems among users. It also suggests the growing convenience and
acceptance of cashless transactions in everyday life. A significant portion (30%) uses digital
wallets a few times a week. These users are frequent users but may prefer digital wallets for

selected purposes like bills, subscriptions, or online shopping. This group represents a potential
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target for marketing campaigns to encourage daily use by offering cash back, reward points, or

discounts. 13.3% of respondents use digital wallets occasionally, while 6.7% use them rarely.
These users might be:
o Less tech-savvy
o Skeptical about digital payment security
o Habitual users of cash or traditional banking methods

They represent a minority segment but are important for strategies focused on digital

inclusion and user education.

Table 3: Type of Transactions Made via Digital Wallets

Type of Purchase Respondents Percentage (%)
Food Delivery 40 26.7%

Online Shopping 50 33.3%

Utility Bills Recharge 30 20%
Travel/Transportation 20 13.3%

Others 10 6.7%

Types of Purchases Made Using Digital Wallets

Food Delivery

Online Shopping

Utility Bills Recharge

Type of Purchase

TravelfTransportation

Others

0 10 20 30 40 50
Number of Respondents
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This is the most common use of digital wallets, with one-third (33.3%) of users
preferring them for e-commerce transactions. Digital wallets are often integrated into major
online platforms like Amazon, Flipkart, etc., offering fast checkouts, cashback offers, and
secured payment gateways. It reflects users' preference for convenience and the increasing shift
to digital retail consumption. 26.7% of respondents use digital wallets for food delivery services
(e.g., Zomato, Swiggy, Uber Eats). These apps heavily promote digital wallet payments via
discounts, loyalty rewards, and seamless integration. This suggests that digital wallets are well-
suited for small, high-frequency transactions. A significant portion of users (1 in 5) uses digital
wallets for paying bills (electricity, water, gas) or recharging mobile phones. These are essential
recurring payments, and users benefit from the convenience and time-saving aspect of digital
transactions. Wallets like Paytm, Google Pay, and PhonePe have specifically targeted this
segment with user-friendly interfaces and reminder features. This includes payments for cab
rides, train/bus tickets, or fuel. While lower compared to other categories, 13.3% usage reflects
that users are adopting digital wallets for on-the-go, mobile transactions. This could grow
further with increased integration into metro cards, toll payments, and public transport systems.
This category may include donations, education fees, entertainment (movies, events),
subscription services, etc. The lower usage here may reflect niche or occasional spending, or

limited digital payment support in certain sectors.

Table 4: Spending Before and After Using Digital Wallets

Spending Level Before  Wallet (No. of | After Wallet (No. of
Respondents) Respondents)

<32,000/month 60 30

%2,001-%5,000/month 50 55

%5,001-%10,000/month 30 40

>%10,000/month 10 25
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Monthly Spending Before and After Using Digital Wallets
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There is a clear upward shift in consumer spending after the adoption of digital wallets.
The number of people spending less than X2,000/month has dropped from 60 to 30, indicating
a decline in very low spenders. At the same time, the number of people spending in higher
brackets (35,001 and above) has significantly increased. Slight increase from 50 to 55
respondents in this category. Suggests some low spenders have moved into this moderate
spending bracket due to ease of access and frequent digital transactions. Respondents in the
%5,001-%10,000 bracket increased from 30 to 40, and those spending > ¥10,000/month more

than doubled, rising from 10 to 25. This indicates that digital wallet users may experience:
o Reduced payment friction (making it easier to spend)
o Increased impulsive or convenience-based purchases
o More online shopping, subscriptions, or high-ticket spending

The number of respondents in the < %2,000/month category dropped by 50% (from 60
to 30). Digital wallets may be encouraging spending even among users who were previously
cautious or limited in monthly expenditure. Here's a grouped bar chart comparing respondents'
monthly spending before and after adopting digital wallets. It clearly shows a shift toward
higher spending levels post-adoption, especially in the 5,001-%10,000 and > %10,000

categories. Let me know if you want this visual styled differently or added to a report.
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Table 5: Impact on Impulse Buying

Response Respondents Percentage (%)
Strongly Agree 35 23.3%

Agree 60 40%

Neutral 30 20%

Disagree 15 10%

Strongly Disagree 10 6.7%

Impact of Digital Wallets on Impulse Buying
60+

50

401

30

Number of Respondents

20

10+

Strongly Agree Neutral Disagree Strongly Disagree
Response

Here's a bar chart illustrating respondents' views on how digital wallets impact impulse
buying. The chart shows that the majority either agree or strongly agree, highlighting a
significant psychological effect. Let me know if you'd like a pie chart version or need this added
to a compiled report. A combined 63.3% of respondents (95 out of 150) agree or strongly agree
with the statement presented in the survey. This shows a clear majority of users hold a positive
perception toward digital wallets. Indicates consumer trust, satisfaction, and acceptance—
whether it relates to ease of use, security, efficiency, or user experience. Nearly 1 in 4
respondents expressed strong agreement, suggesting a high level of conviction in the benefits

of digital wallets. These users are likely to be brand advocates and long-term users who are
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very comfortable with the technology. The largest group falls into the “Agree” category (60
respondents). These users are satisfied but may still have minor reservations or less frequent
usage. Indicates a strong general acceptance, with potential for conversion into “strongly agree”

through better incentives or features. 30 respondents (20%) chose to stay neutral, meaning:
o They may be undecided, new users, or
o Do not feel strongly about the benefits or drawbacks of digital wallets.

This group is critical to watch—they represent potential swing users who could shift to
either satisfaction or dissatisfaction based on future experiences. Only 25 respondents (16.7%)

disagreed or strongly disagreed. These may be users who:
o Had poor past experiences
o Have security or privacy concerns

Prefer traditional payment methods. Indicates a relatively small segment of dissatisfied

users, but their concerns should not be overlooked as they can inform improvements in service

or support.
Table 6: User Satisfaction with Digital Wallets

Satisfaction Level Respondents Percentage (%)
Very Satisfied 50 33.3%

Satisfied 70 46.7%

Neutral 20 13.3%
Dissatisfied 5 3.3%

Very Dissatisfied 5 3.3%
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User Satisfagtipn,with Digital Wallets

Dissatisfied

Very Dissatisfied

Satisfied
Very Satisfied

Here's a chart displaying user satisfaction levels with digital wallets. It clearly shows
that a large majority of respondents are either Satisfied or Very Satisfied, indicating strong
positive sentiment. Let me know if you'd like this exported or customized further. A significant
majority (80%) of respondents reported that they are either “Satisfied” (46.7%) or “Very
Satisfied” (33.3%) with digital wallets. This indicates strong user approval and reflects
positively on:

o Ease of use
o Speed and convenience
o Rewards and offers

o Security and reliability

These users likely engage with digital wallets for daily or frequent transactions and have

positive overall experiences. 20 respondents expressed a neutral opinion, meaning:
o They may not have experienced any standout positive or negative aspects.

o They could be new users, infrequent users, or not fully aware of the wallet’s

features.

This group represents an opportunity to be converted into satisfied users through:

o Feature awareness
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o Better user support
o Promotions or educational campaigns

A small minority (3.3% + 3.3%) are not satisfied. While a low dissatisfaction rate is

positive, it's important to understand why:

o Possible issues may include technical glitches, poor customer service, failed

transactions, or security concerns.

Gathering qualitative feedback from this group could provide actionable insights for

service improvement.

5. FINDINGS

Usage Frequency: Majority use digital wallets frequently, especially for online
shopping and food delivery.

Increased Spending: There is a notable increase in monthly spending after digital
wallet adoption.

Impulse Buying: Digital wallets encourage impulse buying due to quick, one-tap

payments.

Satisfaction: Consumers are largely satisfied with the ease and efficiency of digital

wallets.

6. RECOMMENDATIONS:

For Consumers: Track monthly expenses to avoid overspending due to ease of

payment.

For Businesses: Promote wallet-based offers to drive sales while ensuring consumer

value.

For Policymakers: Encourage financial literacy to balance digital convenience and

responsible spending.

7. ETHICAL CONSIDERATIONS

Respondent anonymity and confidentiality will be maintained.
Participation will be voluntary with informed consent.

Data will be used solely for academic/research purposes.
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8. LIMITATIONS OF THE STUDY

e Self-reported data may include biases.
o Limited generalizability if the sample is not fully representative.

o Rapidly changing technology may affect the relevance over time.
9. CONCLUSION

Digital wallets have significantly altered consumer spending behaviour. While they
offer great convenience and efficiency, they may also encourage higher and impulsive
spending. Businesses can leverage these insights to tailor marketing strategies, while consumers

must be cautious of overspending.
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