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Abstract: In the 21st century, smartphones and the internet have become an
integral part of  life. It is noteworthy that the future is full of  technology-
driven payment systems; therefore, the mobile payment system is the next big
thing in this arena. This study highlights the factors influencing the consumers
to accept or adopt the mobile payments system. This study attempts to study
elements having a role in shifting consumers from unorganized to organized
retail sector through the Mobile Payment System (MPS). A questionnaire was
prepared using Google forms to collect data, and it was shared using WhatsApp
and e-mail with the target respondents. In this study, 103 responses were
analyzed and collected before India’s first lockdown. The confirmatory factor
analysis was used, and various factors were identified. It is found that trust,
privacy and security issues are still restricting the user to adopt the online
mode of  payment; hence TAM model stands valid. This study attempts to
examine the influence of  MPS on unorganized retailing.

1. Introduction

India is young, energetic, and has the second-largest population globally. The technology outreach in
each part of  the community is significantly less. ‘Power to Empower’ means to make sure the services
are accessible to people by electronic means, adding Internet connectivity and enhanced online
infrastructure. The government aims to be digitally vested in technology. The Digital India campaign
has contributed to this technological advancement immensely. The developing countries have emerged
as one of  the leading markets in mobile payments. The mobile payment system is one of  the critical
factors for the growth of  online retail markets. The main goal of  mobile payments is to make speedy
transactions, thereby encouraging people not to use cash. The new technology is expected to help
users with well-suited payment solutions in current scenarios. As per the Statista Report conducted by
Redseer, for 2020, Mobile payments market value across India was estimated to be 25 trillion Indian
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Rupees, wherein 2015 it was only 0.08 trillion Indian Rupees. This is estimated to increase to 234
trillion Indian Rupees by 2025 with remarkable growth, and non-cash transactions are expected to
increase by 20% by 2023, according to the latest report by KPMG.

PRICE (People Research on India’s Consumer Economy & Citizen Environment) with NPCI,
researched ‘Tracking Digital Payments Awareness, Adoption and Use Behaviour of  Households’. As
per the report, Indian digital payment acceptance is currently widespread. One-third of  all families use
it in some form or another. It is encouraging to see that over a quarter of  households in the bottom 40
per cent of  the income bracket utilize it, indicating that it is no longer only for the wealthy or well-
educated. Fifteen per cent of  households want to utilize digital payments in the lower- and middle-
income brackets. Mobile payments will play a significant role in the coming years. Even if  we did not
encounter Covid-19, this technology would have increased immensely. According to the survey in
2018 of  Regalix, mobile wallets or e-wallet use is widespread in India; 80 per cent of  consumers (taken
as a whole) use it once a week, and 33 per cent use it regularly. It is such that Covid-19 has given a
massive boost to it. Figure 1 states the digital transaction per capita all over India from 2014 to 2019.

Figure 1: The Volume of  Digital Payments Per Capita All Over India from 2014 to 2019

Source: Statista (RBI: Digital Payments Diffusion in Emerging and Developed Economies, page 277)

As per the NPCI-PRICE Report on Digital payments adoption in India (2020), we find a significant
potential in the adoption of  digital payments as far as top, middle and bottom-income groups are
concerned. The top income and middle-income groups comprising 40 and 20 per cent of  people
respectively are much more dominating in digital payment adoption. They also have the massive potential
of  conversion if  given a chance compared to the bottom income group. However, smartphone
ownership is no longer a barrier to digital payment adoption.

Usage of  Unique Payment Interface (UPI) across India in 2019 was 7%, 12%, 26% and 59% by
Paytm, BHIM, PhonePe, and Google Pay, respectively. As far as the Covid-19 impact is concerned, we
see a sudden shift in India’s digital payments app usage. A report by KPMG published in April 2020
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states that almost 50 per cent of  people started using UPI or online wallets during Covid-19. UPI is
undoubtedly the king of  digital payments with the evident consumer benefit of  rapid payment; however,
simplicity of  use might be enhanced. UPI is also becoming one of  the popular methods of  payment.
Top and middle-income group people prefer UPI over specialized bank applications for mobile payments
(NPCI-PRICE Report, 2020).

The Indian retail sector has grown to be one of  the fastest-paced and most evolving markets. The
Retail sector is classified as organized and unorganized. The unorganized retail sector includes traditional
types of  minimal cost retailing, such as general stores, paan/beedi shops, Kirana shops, convenience
stores, shops on footpaths. Unorganized trade contributes around 93 per cent to the overall business,
highlighting the scope for more penetration of  unorganized retailing in India. Retailers have gained
from less transaction time and improved customer trustworthiness while consumers enjoy the handiness
and speed in the transaction. Covid-19 has changed the picture altogether; its impact on digital payments
has been immense.

Also, retail categories have seen much deeper e-commerce penetration — from 25 per cent for
footwear and apparel to upwards of  50 per cent for mobile phones and books, with more than 500
million smartphone consumers and the determination of  the government to encourage cashless
transactions. India will have 549 million e-commerce users by 2020 as per IMF data; indeed, mobile
payment systems will play a significant role. A study by Shrestha (2018) discusses retailing in India, and
she concludes that the online retail business has exponential growth in India. Her study mentions that
a secure mobile payment system might encourage customers to transact online. It will be interesting to
address factors affecting their behaviour to use online retailing. Figure 2 shows the results of  a survey
conducted by local circles.

Figure 2: Covid-19 impact on Digital Payments in India as of  April 2020 by Type of  Purchase

Source: Statista (survey by localcircles.com on 8777 respondents)
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2. Review of  Literature

TAM (Technology Acceptance Model) is one of  the most significantly used models for analyzing
individual intentions to accept technology (Shin, 2010). Davis (1989) created the TAM in 1989 to
illustrate the behaviour of  computers. An attempt was made to use psychological variables to understand
the computer’s information system and adoption process. TAM 2 (revised version) discussed the
fundamental forces’ such as original judgments of  perceived usefulness (PU), explaining up to 60 per
cent of  the variance in this critical driver of  usage intention. TAM 2 strengthens TAM by demonstrating
that the subjective standard directly affects use expectations over and beyond perceived user-friendliness
and perceived utility for mandatory (but not intentional) programs. Researchers have signified the
validity of  the TAM across an extensive collection of  IT (Information technology). Recently, researchers
have been growing to reinforce the TAM with many other motivating variables. TAM may explain
mobile payments adoption entirely and may have some limitations for various reasons. With the addition
of  categories such as perceived happiness and risk, TAM will become technology-specific research,
providing insight into consumer perceptions while contemplating the purchase of  smartphones (Wani
et al., 2015). Above all, the social context in which technology is adopted, it is observed that TAM
ignores this aspect; for example, the TAM does not consider the social weight of  new technology
acceptance. Second, the TAM claims that there are no roadblocks to discourage a person from using a
specific program whether he or she wished to. Third, TAM tends to imagine a single technology for
users only.

Behavioural belief  explains an individual’s negative or positive evaluation while performing the
behaviour. In contrast, the normative view reveals an individual’s sense of  societal forces to consider
creativity or not. Those two forms of  factors on behavioural intention may differ from person to
person. The original TAM studied the linking role of  perceived user-friendliness and perceived utility
and their relationship between the probability of  information systems adoption and external variables.
A significant number of  experiments in both human and corporate settings have confirmed other
related research in development adoption, particularly IDT (Innovation Diffusion Theory) given by
Rogers (1983), which incorporates five noteworthy innovation characteristics: reliability, competitive
advantage, observability, difficulty and trialability. However, Tornatzky and Klein (1982) published a
meta-analysis finding that only relative advantage, reliability, and uncertainty among these attributes
were associated continuously with utilization decisions or adoption. Campbell and Singh (2017)
conducted a study of  factors that could influence the usefulness of  mobile wallets. They also concluded
that perceived ease of  use is an essential aspect of  overall perceived utility, but it is not enough to make
mobile payments helpful.

Additionally, these traditional models frequently overlook the effect of  personal innovativeness
on acceptance/adoption, which is a significant factor for elucidating individual consumer adoption
behaviour, mainly in particular settings. The study (Thakur and Shrivastava, 2014) considered literate
customers with active bank accounts. As a result, the findings might not be immediately applicable to
different consumers who can use mobile payment systems. Telecom-centric, bank-centric, independent
service providers and collaborative business models are now used in mobile payments. However, each
form of  business model has advantages and limitations. It is noteworthy that offering a compelling
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value proposition to all stakeholders is critical in developing a long-term mobile payment business
strategy.

Bezhovski (2016) studied the growth and prospects of  the mobile payment system. He has mentioned
that various factors are affecting the usage of  the mobile payments system. Convenience, cost and privacy
were the most significant factors among them. Waris et al. (2006) conducted a study for the Netherland
region where they have laid out the reasons for the success of  mobile wallets in the Netherland, such as
cost of  the transaction, banking sector role and customers response though there were some privacy
issues. Sinha et al. (2019) also concluded that the role of  privacy concerns is enormous as far as acceptance
of  technological innovation is concerned. The top three issues preventing Mobile payment technology
uptake are data privacy, safe transactions, and trust. The determinants are present in all three categories
of  street vendors studied, namely milk sellers, vegetable vendors, and roadside service repair businesses
(Chopra, 2017). De Kerviler et al. (2016) highlighted utilitarian, hedonic, and social gains as significant
drivers and financial and privacy threats from the standpoint of  perceived value. In Finland, consumer
adoption of  mobile wallets is still in its early phases of  the Innovation-Decision Process. It also
demonstrates that customers in Finland have a favourable opinion of  mobile payments (Doan, 2014).

The adoption of  mobile payment systems can address economic and social challenges in India.
The issue today is whether mobile payments will eventually replace cash and credit cards as universal
payment technology. Au and Kauffman (2008) mentioned that irrespective of  the region, Europe,
North America or Asia, the young people will be the ambassadors as they transform into the next
generation of  a workforce with increased buying power. Citizens with a higher monthly income, younger,
more educated, and who travel more and live in the capital city and overseas are more acclimated to
mobile payments (Keramati et al., 2010). In the Iranian context, customers’ adoption of  mobile payments
is influenced by behavioural and technological variables (Keramati et al., 2012). Early adopters place a
premium on the simplicity of  use, relying on their own mobile payments’ expertise, but late adopters
praise the utility of  mobile payments, particularly reachability and comfort of  use (Kim et al., 2010).
High levels of  stress have a detrimental impact on users’ perceptions of  m-wallet services (Singh et al.,
2020). Slade et al. (2015) described mobile payment adoption is becoming trustworthy, and using mobile
payment leads the risk into a unitary dimension. A study conducted by Renjan and Anju (2019) regarding
smartphone users’ perception of  mobile payments systems suggested studying the various factors
affecting the usage of  the mobile payment system.

Jain (2020) analyzed the retail industry using SWOT Analysis, where strengths, weaknesses,
opportunities and threats are discussed. She concluded; it is right to say that online retailing has disrupted
the unorganized traditional Indian retail market. Kirana does well in location, but not so well in
cleanliness, deals, quality, or friendly, trustworthy sales associates. However, the opposite is true (Goswami
and Mishra, 2009). Online retailing is growing with an increase in technology and other advancements.
Retailers are interested in linking e-wallet apps with coupon features and loyalty. As loyalty and coupon
apps are progressively more linked with social networking sites, security threats are high because they
access location and purchases data. Sivanesan and Green (2019) studied organized retail stores that
adversely affected the unorganized retail sector in its nearby areas in terms of  their business and profit.
It is observed that organized stores give more offers than unorganized retail stores. Although there is
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a compelling rationale for mobile payment, it has been shown that retailers are not as aware of  the
possible pitfalls (Taylor, 2016).

It is significant to note that mobile payments transactions occur in primarily underdeveloped
ecosystems. In many cases, immature standards, weak infrastructures, mobile phones with only basic
features, network congestion, overloading, and outages have slowed down the flow of  mobile payments
services. Location, friendly, trustworthy salespeople, home shopping, cleanliness, deals, and quality
were favourably connected to customer patronage of  grocery shops, but travel convenience was found
to be adversely related. We should not overlook that despite the expansion in emerging markets of  the
mobile payment system. They are expected to be victims of  mobile malware because of  the
underdeveloped antivirus industry. These products are not as reasonable/affordable, regardless of
whether several mobile innovations are invented in these markets. Payment models that depend on
modern technology are not suitable for the emerging world. However, to enhance the service providers,
the mobile payments ecosystem, including mobile operators and banks, must collaborate with main
value chain partners, such as app developers, solution vendors, merchants, retailers, device vendors,
and the handset and consumer associations. The flow of  mobile payments hinges on actions taken to
improve consumers’ responsiveness, awareness, and compliance to embrace/accept such services.

3. Objectives of  the Study

The objectives for the study are:
• To study the factors enabling the shift from the unorganized to the organized retail sector.
• To analyze the factors influencing the adoption of  mobile payment services.
• To check the validity of  the TAM model.

4. Research Methodology

4.1. Construct Measurement

In the initial stage of  the current study, existing literature on technology adoption technology
advancement was reviewed. Therefore, based on our review, we prepared our survey instrument. This
process helped us in knowing the gap in research, originality and collecting the attributes/variables for
the study. A structured questionnaire was prepared, which consisted of  attributes connected to
technology adoption, advancement, and behavioural shift. A Likert scale with five points was used.
The questions in our survey instrument were created by translating construct definitions into a
questionnaire format or modifying existing instruments (e.g., knowledge of  mobile payments).
Constructs such as Perceived Usefulness (PU), Perceived Ease of  Use (PEU), and Behavioural Intention
(BI) were used and questions regarding the same were prepared with the help of  (Campbell and Singh,
(2017) (Davis, 1989), (Karaarslan and Şükrü, 2015) & (Venkatesh et al., 2003) studies.

4.2. Data Collection Procedure

For recording data, online surveys are convenient and accurate, and they help prevent responders from
missing items (Chang and Wu, 2012). The questionnaire was prepared after reviewing the literature
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and administered to the selected respondents. The survey was conducted for over ten days, and the
responses were collected through online questionnaires using Google forms. The data was collected
from one hundred five respondents, but two had not been filled, so these two questionnaires were
rejected due to invalid or missing responses. Finally, one hundred three responses were eventually
utilized for the analysis. The questions were asked, keeping in mind the following attributes: secure
transaction, ease of  use, data privacy, shifts from unorganized to organized, and trust.

5.  Data Analysis and Interpretation

The collected data was presented and analyzed in this section through the distributed questionnaires. In
addition, the influence of  each attribute on others was studied, and confirmatory factor analysis was
used. The population analysis of  the samples was based on descriptive statistics. Data had been analyzed
using SPSS version 26. Given the nature of  the Mobile Payment System, the sample consists of  the users
who were young and pursuing higher education, also able to afford a smartphone. Thus, this sample
represented the people who use mobile e-wallets; as per the study of  Brown (2002), Cronbach’s alpha was
used to examine the reliability and validity through the construct measurement’s internal consistency.

5.1. Demographic Details of  Participants

Table 1: Demographic Details of  Participants

Frequency Per cent

Gender Male 35 34.0
Female 66 64.1
I prefer not to say 2 1.9

Total 103 100.0

Marital Status Single 91 88.3
Married 12 11.7

Total 103 100.0

Age 18-25 74 71.8
26-32 24 23.3
33-40 4 3.9
41-48 1 1.0

Total 103 100.0

Educational 12th 9 8.7
Qualification Graduate 30 29.1

Postgraduate 54 52.4
Others 10 9.7

Total 103 100.0

contd. table 1
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Status of Student 60 58.3
Employment Employed 37 35.9

Self  Employed 6 5.8

Total 103 100.0

Purchase Both 7 6.8
Preferences Offline e.g., Kirana stores 71 68.9

Online, e.g., Grofers, Big Basket and others. 25 24.3
Total 103 100.0

Source: Authors’ Own Calculation

Table 1 represents the respondents’ demographics such as Gender, Marital Status, Age,
Qualification, Employment status and Purchase Preference. For the study, one hundred and three
responses were used. The respondents’ demographic profile is expressed in Table 1. With respect to
gender, females are more in number than males (64.1 per cent) and (34 per cent), respectively. As far as
age is concerned, the respondents were mostly aged between 18-25 years (71.8%) and 26-32 years
(23.3%); therefore, 95.1% of  responses are covered within 18-32 years aged participants. The majority
have at least a bachelor’s degree or equivalent (about 52.4%, including the postgraduates) when it
comes to education. In terms of  occupation, students account for 58.3% of  the respondents, while
employed people account for 35.9% of  the respondents. Most respondents preferred offline purchases
from local Kirana stores, 68.9%, and respondents preferred online purchasing was 24.3% only.

Respondents were asked to answer a list of  11 statements to evaluate their usage and behaviour
pattern. These eleven statements were examined to minimize correlation and reveal compact and
meaningful dimensions through Factor Analysis. Initially, a reliability check was done on these questions
(statements) to refine the scale and eliminate unnecessary statements. Table 3 shows the statistics
named as Cronbach alpha and corrected-item-to-total correlation in column 5 and column 4, respectively.
On the other hand, column 2 and column 3 shows the scale mean and variance if  that statement
(question) is deleted from the scale.

5.2. Descriptive Analysis

Table 2: Respondents’ Rating on the Statements Put in the Questionnaire

Strongly Agree Neutral Disagree Strongly Total
agree Disagree

I think using MPS puts my privacy at risk 9 38 34 21 1 103
8.74% 36.89% 33.01% 20.39% 0.97% 100.00%

I think using MPS in online purchasing has 12 46 31 13 1 103
the potential risk of  fraud/cheating 11.65% 44.66% 30.10% 12.62% 0.97% 100.00%

contd. table 2
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I think using MPS fits well with the way I 12 69 16 4 2 103
like to engage in online transactions 11.65% 66.99% 15.53% 3.88% 1.94% 100.00%
I think using MPS would increase my 17 65 17 3 1 103
productivity in online transactions 16.50% 63.11% 16.50% 2.91% 0.97% 100.00%
I think MPS allows me to make payments 33 61 6 1 2 103
Faster 32.04% 59.22% 5.83% 0.97% 1.94% 100.00%
I think MPS makes it too easy for 19 50 28 5 1 103
Government and Banks to spy on people 18.45% 48.54% 27.18% 4.85% 0.97% 100.00%
I think because of  Mobile wallets, Banking 30 60 8 5 0 103
and UPI. My purchase Pattern has changed 29.13% 58.25% 7.77% 4.85% 0.00% 100.00%
I think because of  Mobile wallets, Banking 12 53 22 14 2 103
and UPI. My payments have become 11.65% 51.46% 21.36% 13.59% 1.94% 100.00%
systematic and well managed
MPS has helped me in reducing my offline 18 65 13 6 1 103
Transactions 17.48% 63.11% 12.62% 5.83% 0.97% 100.00%
I use MPS because of the best offers/deals 8 50 26 17 2 103
they claim to give 7.77% 48.54% 25.24% 16.50% 1.94% 100.00%
I think Mobile Banking is easy to use 29 59 9 2 4

28.16% 57.28% 8.74% 1.94% 3.88% 100.00%

Source: Authors’ Calculation

5.3. Analysis of  Statements

Table 3: Descriptive, Item-Total Correlation-Cronbach’s Alpha

Scale Mean Scale Corrected Cronbach
if Item Variance Item-Total Alpha
Deleted   if Item Correlation

Deleted

I think Mobile Banking is easy to use 37.58 12.402 0.149 0.268
I think because of  Mobile wallets, Banking and UPI. 38.07 13.201 0.000 0.487
My payments have become systematic and well managed
I think using MPS fits well with the way I like to engage 37.84 11.740 0.326 0.651
in online transactions
I think MPS allows me to make payments faster 37.46 11.133 0.474 0.691
I use MPS because of  the best offers/deals they claim to give 38.20 12.517 0.105 0.500
I think using MPS would increase my productivity in 37.73 12.063 0.290 0.699
online transactions

contd. table 3

Strongly Agree Neutral Disagree Strongly Total
agree Disagree
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I think MPS makes it too easy for the Government and 37.85 12.635 0.124 0.552
Banks to spy on people
I think using MPS puts my privacy at risk 38.36 12.703 0.070 0.721
I think using MPS in online purchasing has the potential 38.15 12.439 0.135 0.665
risk of  fraud/cheating
I think because of  Mobile wallets, Banking and UPI. 37.52 11.448 0.410 0.676
My purchase Pattern has changed
MPS has helped me in reducing my offline transactions 37.74 12.431 0.184 0.758

Source: Authors’ Calculation

Using Cronbach’s alpha test, the models were checked for reliability. Nunnally (1978) proposed that
the score of  each build would be greater than 0.6 to be viewed as reliable. As shown in Table 5, Cronbach’s
alpha (reliability) ranges from 0.601 to 0.690. Because the overall reliability of  Measurement is above 0.6,
as shown in Table 4, the instrument was shown to have adequate internal consistency, and therefore, all
variables are reliable. Few statements had Cronbach alpha as less than 0.6; therefore, those have not been
considered further as they do not fulfil the minimum criteria proposed by Nunnally (1978).

Table 4: KMO and Berlet’s Test of  Sphericity

Kaiser-Meyer-Olkin Measure of  Sampling Adequacy. 0.655

Bartlett’s Test of  Sphericity Approx. Chi-Square 205.698

Df 55

Sig. .000

Source: Authors’ Own Calculation

Factor analysis with varimax rotation was used. Kaiser-Meyer-Olkin (KMO) and Barlett’s Test of
Sphericity (Dziuban, 1974) was done to examine the appropriateness of  the collected data. Table 4
displays the sampling adequacy scale Kaiser-Meyer-Olkin, which was 0.655. Therefore, it was deemed
acceptable to implement the factor analysis 0.00 to 0.49 is considered unacceptable, 0.50 to 0.59 is
horrible, 0.60 to 0.69 is poor, 0.70 to 0.79 is considered medium, 0.80 to 0.89 is considered meritorious,
and 0.90 to 1.00 is fantastic (Cerny and Kaiser, 1977). Barlett’s Test of  Sphericity at 205.698 is highly
significant at five per cent of  the significance level. According to Bartlett’s test of  sphericity, the
correlations between items were suitably significant for Principal component Analysis, 2 (55) = 205.698.
These values confirm the statistical significance of  the sample to run factor analysis.

Scale Mean Scale Corrected Cronbach
if Item Variance Item-Total Alpha
Deleted   if Item Correlation

Deleted
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5.4. Analysis of  Reliability and Validity

Table 5: Results of  Reliability and Validity Analysis

Items Factors group Cronbach’s alpha
(Reliability)

1 2 3

Q1_Perceived Usefulness .842 .690

Q2_Perceived Usefulness .772

Q3_Perceived Usefulness .699

Q1_Trust and Privacy .819 .632

Q2_Trust and Privacy .812

Q3_Trust and Privacy .501

Q1_Behaviroal Shift .863 .601

Q2_Behaviroal Shift .732

Source: Authors’ Calculation

Table 5 shows the result of  reliability and validity analysis. The findings were deemed suitable for
further investigation. Variables with loading larger than 0.3 are crucial for (Hair et al., 1998); similarly,
loading greater than 0.4 is more critical, while loadings of  0.5 or above are highly significant. This
study includes items having a load of  0.3 or above. Factor analysis with three phases was carried out.
Four factors could initially be discovered, and factor loadings would generate Varimax rotation. To
obtain relevant factors, the most common decision-making strategy is to find essential factors with an
Eigenvalue of  more than one (Albadvi et al., 2007). A total of  three factors were identified, with
Eigenvalues greater than 1.0. Factor 1 seemed to measure a dimension of  ‘Perceived Usefulness’, how
valuable and productive the mobile payment system has been. Factor 2 tapped into aspects of  a person’s
‘Trust and Privacy’. Factor 3 revealed a ‘Behavioural Shift’ in users shifting towards online payments.
Following the data analysis, reliability and validity are analyzed in this article. Table 5 shows Cronbach’s
reliability results and factor analysis for validity.

5.5. Factors Involved

5.5.1. Factor 1: Perceived Usefulness (PU)

Three statements have been loaded perceived usefulness factor, and the statement that MPS (Mobile
Payment System, other MPS will be used) would increase my productivity in online transactions has
the most significant loading as 0.842 followed by the statement that MPS allows making payments
faster has the factor loading as 0.772 and the third statement that MPS fits well with the way I like to
engage in online transactions has factor loading as 0.699.
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5.5.2. Factor 2: Trust and Privacy (T&P)

After the Perceived Usefulness, the most significant factor has been Trust and Privacy. Three statements,
i.e., MPS put my privacy at risk (0.819), MPS in online purchasing has a potential risk of  fraud/
cheating (0.812), Mobile Banking is easy to use (0.501) have been loaded on Trust and Privacy.

5.5.3. Factor 3: Behavioural Shift (BS)

It is the third dominant factor. Two statements have been loaded on Behavioural Shift. These statements
are MPS has helped me reduce my offline transactions (0.863), Mobile wallets, Banking, and UPI have
led to a change in purchase Patterns (0.732).

6. Findings

This study explains the significance of  various essential factors kept in mind by the respondents while
using the mobile payment system. All statements have been analyzed using confirmatory factor analysis,
and three factors (Perceived Usefulness, Trust and Privacy and Behavioural Shift) have been identified.
Mobile payment systems provide convenience in organizing payments and keeping a record of  them.
It is the faster way to make payments. This study suggests that perceived usefulness is the critical factor
influencing the adoption of  the mobile payments system. However, another view: despite its benefits,
few users still find it risky as there are privacy concerns. A statement such as “MPS has helped me
reduce my offline transactions” has the most considerable factor loading, i.e., 0.863. It has been observed
that since online retailing is relatively easy, it has influenced the purchase pattern of  respondents. They
are more inclined towards organized retailing as compared to unorganized retailing.

7. Conclusion

This study found that usefulness, trust, and privacy play a key role in technology adoption, as mentioned
in the TAM model. It was found (with the highest factor loading) that the mobile payment system has
influenced the users to adopt online mode and shift from the offline mode; therefore, there is a
behavioural shift. Users are more inclined towards the online payment system. After the initiative of
Pradhan Mantri Jan Dhan Yojana, immense growth in the number of  savings bank accounts was
found. This has eventually led to a growth in the mobile payments system. This study could help the
interested stakeholders to analyze the impact of  the shift towards mobile payments in unorganized
sectors, especially in rural or remote areas. Stakeholders must give attention to the industry’s requirements
as far as mobile payment is concerned. Financial inclusion should be given importance.

This study also reveals that there is no doubt they provide convenience to the user, but there is a
lot to be examined. It was observed that several people were hesitant to adopt technology developments
and innovations due to security concerns, despite the demand for quick and trouble-free transactions.
Better security mechanisms are required when various data sources are combined into one domain.

As far as future scope is concerned, more studies are needed to determine how this technology
has opened new areas of  vulnerability and risk and how best to give them the security to ensure
customer uptake and acceptability. This study would also assist parties engaged in designing and
executing a mobile payment system (Dennehy and Sammon, 2015). The management consequences
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are well established when implementing these mobile systems and, for that matter, any new/modern
technology.

8. Limitations

There have been certain inconsistencies in the findings of  the paper. The findings reveal only restricted
consumer experiences with the mobile payment system. A lot can be discussed, such as social context and
the impact of  a consumer’s behaviour. Mobile payments are not a conventional phenomenon. These
conditions direct the way to restricted generalizability, it is tough to generalize the findings of  this study.
It may not be possible to generalize it to other cellular contexts as well considering the sample size taken
for this study. It is essential to mention that perceived security is subjective and mobile users may have
different security concerns, which is altogether a different study area. Second, the study’s sample size was
small and could be increased in future studies, primarily made up of  users who had an accessible internet
connection and, as a result, a dependable second-best replacement, which may have influenced their
views on mobile payments. Third, this is a pre-Covid-19 study, and now we have entered into a completely
different realm; therefore, the impact of  Covid-19 waves can be studied in future studies.
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Appendix 1

Survey items Statements

Q1_Perceived Usefulness MPS would increase my productivity in online transactions
Q2_Perceived Usefulness MPS allows making payments faster
Q3_Perceived Usefulness MPS fits well with the way I like to engage in online transactions

Q1_Trust and Privacy MPS put my privacy at risk

Q2_Trust and Privacy MPS in online purchasing has a potential risk of  fraud/cheating
Q3_Trust and Privacy Mobile Banking is easy to use

Q1_Behavioural Shift MPS has helped me in reducing my offline transactions
Q12_Behavioural Shift Mobile wallets, Banking, and UPI have led to a change in purchase Patterns.

Source: (Campbell and Singh, 2017), (Davis, 1989), (Karaarslan and Şükrü, 2015) & (Venkatesh et al., 2003)




