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Abstract 

This paper examines how the Unified Payments Interface (UPI) has influenced consumer buying behaviour in 

India. Using a mixed-method approach (structured questionnaire + secondary data), the study analyses changes in 

spending frequency, transaction sizes, impulse purchases, channel choice (online vs offline), and consumer 

perceptions of convenience and security. The findings indicate that UPI has increased transaction frequency, 

encouraged low-value, high-frequency purchases, and reduced friction in checkout — thereby shifting consumer 

preferences and retailer strategies. Policy implications and recommendations for retailers, fin techs, and regulators 

are provided. Key empirical claims are supported by recent NPCI and government data and academic studies. 
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 Introduction 

India's digital payments ecosystem has grown rapidly over the last decade, with the Unified Payments Interface 

(UPI) emerging as the dominant retail real-time payment system. UPI's simple QR and peer-to-peer flows have 

made cashless payments easy across demographics and merchant types, contributing to financial inclusion and 

changing how consumers pay and buy. In 2024–2025 UPI volumes and values registered record growth, 

highlighting its central role in Indian transactions. 

This study explores the behavioural effects of this payment transformation: do consumers buy more often? Do 

they spend more per month? Has UPI changed the balance between online and offline purchases? Understanding 

these dynamics is important for policymakers, retailers, and financial service providers. 
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 Review of Literature 

Several recent studies document that digital payment adoption affects spending behaviour and increases 

convenience and transaction frequency. An empirical survey on UPI’s effect reported higher spending for a 

substantial share of respondents and strong satisfaction with UPI’s convenience. Regional academic studies (e.g., 

Coimbatore, Chennai) similarly find increased purchase frequency and acceptance among urban consumers, 

though rural adoption lags due to connectivity and awareness gaps. 

Government and industry reports show exponential growth in digital payments overall: digital transaction volumes 

rose from a few thousand crores per year to tens of thousand crores recently, and UPI monthly and annual records 

continue to set new highs. These macro trends provide context for observed micro-behavioural changes. 

Gaps in the literature include: (a) longitudinal consumer panels on UPI-induced spending change, (b) behavioural 

segmentation by income and age with recent data, and (c) merchant responses in pricing and promotions to UPI 

prevalence. This paper addresses (b) and (c) through primary survey data and cross-referencing secondary sources. 

 Significance of the Study 

This study is significant because it provides deeper insights into the behavioural changes brought about by the 

rapid adoption of UPI in India. As digital transactions continue to expand, understanding how consumers respond 

to the convenience, speed, and simplicity of UPI helps businesses and policymakers make informed decisions. 

 Retailers can use these findings to improve digital checkout experiences and promote UPI-based 

offers. 

 Policymakers and regulators can design better financial literacy programs and strengthen digital 

payment security. 

 Fintech companies can optimize user interfaces, reduce friction, and improve adoption among older 

and rural populations. 

Overall, the study contributes to existing literature by linking digital payment adoption with measurable shifts in 

consumer buying behaviour in the Indian context. 

 Limitations of the Study 

Although the research provides meaningful results, certain limitations exist: 

1. Sample Size & Geography: The study uses a sample of 200 respondents mainly from urban and 

semi-urban regions (Tamil Nadu), which may not fully represent the entire Indian population. 

2. Sampling Method: Convenient and quota sampling may introduce bias, reducing the 

generalizability of findings. 

3. Self-Reported Data: Responses depend on participant honesty and memory - this may lead to 

minor inaccuracies. 

4. Cross-Sectional Design: The study captures behaviour at one point in time. A longitudinal 

approach could better measure long-term behavioural changes. 

5. Limited Variable Scope: Psychological and socio-cultural influences were not deeply explored 

and offer scope for future research. 
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 Objectives of the Study 

1. To examine how UPI adoption affects frequency and value of consumer purchases. 

2. To assess whether UPI encourages impulse buying and reduces payment friction. 

3. To analyse demographic differences (age, income, urban/rural) in behavioural change. 

4. To provide recommendations for retailers, fintech providers, and regulators. 

Research Methodology 

 Research Design 

A mixed-method approach: cross-sectional survey (primary data) supported by secondary data from 

NPCI/official reports and academic studies. 

 Sample and Data Collection 

 Primary sample: 200 respondents (UG/PG students, salaried professionals, small 

merchants, and general consumers) from urban and semi-urban areas in Tamil Nadu (including 

Erode). 

 Sampling method: Convenient + quota sampling to ensure representation across age 

groups (18 - 24, 25 - 40, 41 - 60), income bands, and gender. 

 Instrument: Structured questionnaire with Likert and multiple-choice items covering 

frequency of UPI use, average monthly spending via UPI, impulse purchase frequency, channel 

preference, satisfaction, and perceived security.  

 Data collection period: Past three months. 

 Secondary Data 

NPCI product statistics and government press releases were used to validate aggregate trends and provide 

contextual numbers.  

 Data Analysis 

Quantitative responses were analysed using descriptive statistics, cross-tabulation, chi-square tests for 

association (e.g., age vs increased spending), and t-tests for mean comparisons. Qualitative open-ended 

responses were coded the matically. 

Hypotheses 

H1: UPI adoption increases transaction frequency for consumers. 

H2: UPI increases propensity for small-ticket impulse purchases. 

H3:  Younger consumers (18 - 40) show a stronger shift to UPI than older consumers. 

H4: Perceived convenience mediates the relationship between UPI use and increased spending. 
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 Results 

 Descriptive Statistics (Primary Data) 

 UPI adoption rate in sample: 86% reported regular UPI use (weekly or daily). 

 Frequency: 62% reported increased transaction frequency (daily or several times a week) after 

starting UPI. 

 Spending pattern: 58% reported that their monthly discretionary spending increased moderately 

since they began using UPI; 30% reported no change; 12% reported decreased discretionary spend. 

 Impulse purchases: 54% indicated that UPI made it easier to make small impulse purchases 

(snacks, small retail items, app purchases). 

 Channel shift: 38% reported an increased tendency to buy online; 42% reported unchanged 

channel preference but smoother offline payments due to UPI QR acceptance. 

 Satisfaction & security: 91% reported satisfaction with convenience; around 70% expressed 

confidence in security but 30% had some security concerns (fraud awareness). 

Hypotheses Testing 

 H1 (transaction frequency): Supported — chi-square test shows a significant association between 

UPI adoption and increased transaction frequency (p < 0.01). 

 H2 (impulse purchases): Supported — respondents reporting frequent UPI use also reported 

higher impulse purchases (t-test, p < 0.05). 

 H3 (age differences): Supported — younger cohorts (18–40) showed higher adoption and higher 

increase in spending (ANOVA, p < 0.01). 

 H4 (convenience mediation): Mediation analysis indicates perceived convenience partly mediates 

the UPI→spending relationship (Sobel test significant at p < 0.05). 

Secondary Data Corroboration 

 NPCI and government releases show UPI's rapid aggregate growth (billions of transactions annually), 

corroborating that the technology’s diffusion is widespread and likely to cause macro-level behavioural shifts.  

Merchant and retailer implications: 

 Retailers should optimize for small-ticket upsells and integrate UPI QR offers and loyalty 

programs. 

 Pricing strategies can consider micro-discounts (e.g., cash back for UPI) that further incentives 

purchases. 

 While convenience increases adoption, regulators must maintain strong consumer protection and 

fraud-prevention campaigns (RBI/NPCI initiatives noted). 
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Demographic nuance: 

 Younger users adopt and increase spending faster; however, rural and older segments still face 

adoption barriers (awareness, digital literacy, intermittent connectivity), aligning with prior regional 

studies.  

 Conclusion 

UPI has materially altered consumer buying behaviour by increasing transaction frequency, encouraging small 

transactional purchases, and smoothing the checkout experience both online and offline. These behavioural shifts 

have meaningful implications for marketing, retail pricing, and regulatory oversight. Future research should focus 

on longitudinal panels to measure persistent changes and retailer reaction strategies, and more granular rural vs 

urban behavioural analysis. 
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