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ABSTRACT

This study examines the influence of UPI (Unified
Payments Interface) and mobile wallet usage on
impulse buying behaviour among households. The
rapid growth of digital platforms such as Google Pay,
PhonePe, and Paytm have changed the way
consumers conduct financial transactions by
providing greater convenience, speed, and ease of
access. While these technologies promote financial
inclusion and ease of payment, they may also
encourage unplanned and impulsive purchases by
reducing the psychological “pain of paying.” The
study was conducted among 100 households in
Kannur District, Kerala, using a structured
questionnaire and convenience sampling method.
Both primary and secondary data were utilized. The
collected data were examined using percentage
analysis, and presented through tables, and graphical
representations. The findings show a high adoption
rate of digital payment systems, with most
respondents using UPI and mobile wallets regularly.
The results indicate that the convenience of digital
payments, along with cashback offers, discounts, and
instant transaction facilities, contributes to increased
impulse buying behaviour among users. The study
concludes that although digital payment systems
improve transaction efficiency and access to
financial services, they may also affect household
spending patterns by facilitating unplanned
purchases and reducing control over expenditure.
The study emphasizes the importance of improving
financial awareness and promoting prudent spending
practices to ensure that digital payments do not
negatively affect household savings and financial
well-being.

Key words: UPI (Unified Payment Interface),
Digital payment, Mobile wallets , Impulse buying
behaviour, Household

I. INTRODUCTION

The way households manage money and
make purchasing decisions has undergone a
profound transformation over the past decade.
During the past two decades, payment systems have
experienced significant changes due to
technological advancements, government policies,
financial inclusion initiatives, and evolving
consumer preferences. These developments have
gradually shifted transactions from cash and paper-
based methods towards  digital wallets and real-time
payment platforms. In India, this transition has been
particularly significant. The country’s financial
ecosystem is a rapidly evolving, largely as a result of
the growing use and acceptance of digital payment
methods. Technological progress, greater
smartphone usage , affordable mobile internet, and
governmental initiatives such as “Digital India,”
have contributed to this transformation. As a result ,
digital payment platforms such as Unified Payments
Interface (UPI), mobile wallets including Paytm,
Google Pay, and PhonePe, and Bharat QR have
become increasingly common in everyday
transactions. According to Yang et al. (2021), factors
such as perceived usefulness, ease of use, and social
influence significantly contribute to the adoption of
e-wallets, making digital payments an integral part of
everyday consumer transactions. Agarwal et al.
(2024) observed that the expansion of digital
payment usage resulted in increased consumer
spending, as digital transactions reduce the friction
associated with cash payments. Similarly, Dev,
Gupta, and Kumar (2024) reported that a large
proportion of UPI wusers acknowledged higher
spending levels and budget overruns after adopting
digital payment platforms, highlighting the
behavioural implications of cashless transactions.
Understanding the relationship between UPI, mobile
wallets, and impulse buying is crucial from an
economic perspective, as it has implications for
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household budgeting, consumption expenditure
patterns, and overall financial wellbeing. This study
aims to examine how digital payment mechanisms
influence impulsive purchasing behaviour among
households in the evolving digital economy.

1.1 GLOBAL VIEW OF UPI/ MOBILE
WALLETS

The transition from cash to digital payments
is a defining economic trend of the 2 1st century. This
change began with the introduction of credit cards in
the 1950s and 1960s, and with the advent of
electronic fund transfers (EFTs), point-of-sale (POS)
systems, and ATMs in the 1970s, transactions
became more streamlined and secure. The 1990s
witnessed the proliferation of the internet, resulting
in the emergence of e-commerce and online payment
systems pioneered by software applications such as
PayPal. Mobile payment systems and contactless
technologies such as NFC came into existence in the
2000s, and major players such as Google Wallet and
Apple Pay revolutionized the way individuals
conducted business. The cashless effect is stronger in
conspicuous consumption situations, weaker in pro-
social consumption situations, and stronger during
periods of economic growth. Notably, the cashless
effect has generally weakened over time as
consumers become increasingly familiar with
noncash methods.

1.2 INDIAN VIEW OF UPI / MOBILE
WALLETS

India’s digital payment revolution stands as
one of the most remarkable financial transformations
in the world. Historically a cash-dependent economy,
India’s shift towards digital payments. The
widespread adoption of UPI and mobile wallets such
as Paytm, PhonePe, and Google Pay has profoundly
altered household spending behaviour across India.
Research consistently confirms a direct link between
digital payment adoption and impulse buying. India
presents a uniquely compelling case study of how
rapid digital payment infrastructure, government-
driven adoption, and a young aspirational consumer
base together create fertile conditions for household-
level impulse buying. The Indian household, as the
primary economic unit, sits at the heart of this digital
spending revolution making it a critical and timely
subject of academic inquiry. However, challenges
around financial literacy, digital fraud, and
responsible spending remain pressing concerns. And
developments have increased financial inclusion,
improved transaction efficiency, and made digital
payments accessible even in semi-urban and rural
regions. And also, young consumers are the primary

drivers of this transformation. Due to high
smartphone penetration, digital literacy, and
familiarity with fintech applications, youth readily
adopt mobile payment platforms such as UPI, mobile
wallets, and online banking. Factors such as
convenience, speed, promotional offers, security
perception, and peer influence significantly
encourage adoption. This reflects a broader national
trend where the younger population acts as early
adopters and accelerates digital financial integration.
At the same time rise of digital transactions does not
merely change the mode of payment but also
influences consumer behaviour.

1.3. REVIEW OF LITERATURE

Falk Toms et al., (2016). “How Mobile
Payment Influences the Overall Store Price Image”
Published in Journal of Business Research, this study
examined how mobile payment adoption affects
consumers’ perceptions of store pricing. The
research found that consumers using mobile
payments perceived stores as less expensive than
cash users, even when actual prices were identical..
The results also reveal that consumers using mobile
payment methods demonstrate a higher willingness
to pay compared to those using cash. Auxilia &
Gopinath S (2023). “Impact of UPI on Impulsive
Buying Behaviour” The study investigated how the
adoption of UPI influences consumers tendency
towards impulsive purchasing in Chennai. The
research found that UPI has a significant and positive
impact on impulsive purchasing behaviour, with the
expeditious processing speed and ease of use of the
platform acting as primary behavioural drivers.
Gursheen Kaur Malhotra (2023) examines the
relationship between UPI usage and impulsive
buying behaviour among Generation Z consumers.
The study finds a strong correlation between
transaction convenience and spontaneous purchasing
decisions. Social influence, promotional offers, and
peer pressure embedded within digital platforms
further intensify impulsive tendencies. The findings
reveal a significant positive relationship between the
use of UPI-based payment applications and
impulsive buying behaviour. The ease, speed, and
convenience of UPI transactions were found to
encourage spontaneous purchasing decisions among
Gen Z consumers. Dr. S. Dhivya et al., (2024) this
study highlights UPI’s role in enhancing consumer
convenience and security while promoting more
frequent and impulsive buying behaviour. The study
offers insights for marketers and policymakers on
how to leverage digital payment trends to improve
consumer engagement. Amruth Prakash Maladkar &
shyam Deepak (2025): observes that the widespread
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adoption of digital wallets and UPI has transformed
traditional payment habits. The study highlights that
easy access to smartphones and internet connectivity
has increased the frequency of digital transactions,
thereby encouraging unplanned purchases. While
higher-income groups demonstrate greater adoption
and usage, older consumers face challenges in
managing digital expenditures, reflecting
demographic disparities in behavioural outcomes

1.4 STATEMENT OF THE PROBLEM

The widespread adoption of the Unified
Payments Interface (UPI) and mobile wallet
platforms such as Paytm, PhonePe, and Google Pay
has brought a major shift in the way households
conduct financial transactions in India. Launched by
the National Payments Corporation of India, the
Unified Payments Interface enables quick, seamless,
and real-time digital payments, increasing
accessibility across urban and rural regions.

These digital payment systems enhance
convenience and support financial inclusion; they
may also alter consumer spending patterns. The
absence of physical cash transactions can reduce the
psychological awareness of spending, thereby
weakening self-control in purchasing decisions.
Features like instant payments, QR code facilities,
cashback rewards, and promotional discounts may
stimulate spontaneous and unplanned buying
behaviour among households. Impulse buying,
which refers to sudden and unplanned purchases, can
negatively affect household savings, budgeting
practices, and overall financial stability. With the
growing dependence on digital payment methods, it
becomes essential to investigate whether the use of
UPI and mobile wallets contributes to increased
impulse buying tendencies among households. There
is limited research examining the behavioural effects
of digital payments at the household level in
emerging economies like India. Hence, this study
seeks to explore the influence of UPI and mobile
wallets on impulse buying behaviour and its
implications for household financial management.

1.5 SIGNIFICANCE OF THE STUDY

This study holds considerable importance as
it investigates the economic and behavioural effects
of digital payment systems. As financial transactions
increasingly move from physical cash to digital
platforms, the way households perceive and handle
money is undergoing significant transformation. The
convenience, immediacy, and promotional benefits
offered by these payment systems may lower the
sense of financial restraint, potentially encouraging
unplanned or impulsive purchases. This connection

is essential to understand its influence on household
budgeting practices, savings patterns, and overall
financial well-being. Academically, the study
enriches the literature in behavioural economics by
examining how digital financial innovations shape
consumer decision-making. It also offers useful
insights for policymakers seeking to promote
financial inclusion while ensuring responsible
spending habits. The findings can raise awareness
among households about their digital spending
behaviour and support improved financial planning
in a rapidly evolving cashless economy.

The study highlights the link between technological
advancements in payment systems and their wider
socio-economic impact on households.

1.6 OBJECTIVES OF THE STUDY

1. To examine the patterns of UPI and mobile
wallet usage among households

2. To investigate the association between digital
payment usage and impulse buying behaviour
among households.

3. To assess the influence of digital payment usage
on household budgeting and saving practices.

1.7 HYPOTHESIS

Null Hypothesis (Ho): There is no
significant association between the use of UPI and
mobile wallets and impulse buying behaviour among
households.

Alternative Hypothesis (Hi): There is a
significant association between the use of UPI and
mobile wallets and impulse buying behaviour among
households.

II. MATERIALS AND METHODS

The study focuses on understanding the
usage patterns of UPI and mobile wallets and
analysing how these digital payment methods
influence impulse buying among households. The
study utilised both primary and secondary sources of
data. Primary data were obtained directly from
respondents using a structured questionnaire
designed to gather information on demographic
characteristics, digital payment usage, spending
habits, and impulse buying behaviour. Secondary
data were sourced from journals, books, research
articles, websites, reports, and other relevant
published sources related to digital payments and
consumer behaviour. The study was conducted
among households in Kannur District, Kerala. The
study selected 100 respondents through convenience
sampling. The respondents were included based on
their availability and willingness to participate in the
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survey. The collected data were organised, tabulated,
and analysed using percentage analysis, tables,
charts, and other appropriate analytical techniques.
The study aims to assess the relationship between the
usage of UPI and mobile wallets and impulse buying
behaviour, as well as their impact on household
budgeting and savings habits. The study findings are
expected to offer insights into the behavioural
implications of digital payment systems and their
relevance to household financial management.

III. RESULTS, ANALYSIS AND
DISCUSSION

3.1 Socio- economic profile of the respondents
Any study about consumer behaviour needs an in-
depth analysis of socio- economic profile since the
latter has a significant role in influencing impulsive
purchasing behaviour among households in the
evolving digital economy

TABLE 1: SOCIO- ECONOMIC PROFILE OF RESPONDENT

Socio- demographic profile Frequency Percent
Age

Below 18 0 0
18-25 73 73
26-35 8 8
36-50 14 14
Above 50 5 5
Total 100 100
Gender

male 27 27
female 73 73
total 100 100
Occupation

Student 54 54
Salaried 21 21
Self-employed 7 7
Homemaker 14 14
Retired 2 2
Other 2 2
Total 100 100
Monthly Family Income

Below 20,000 44 44
%20,000-%50,000 42 42
%50,000-%1,00,000 11 11
Above %1,00,000 3 3
Total 100 100

Source: Survey data

Table 1 shows that out of 100 respondents,
73% belong to the 18-25 age group, making them the
largest segment of the study. This indicates that the
study is dominated by young adults, who are
generally more familiar with smartphones, digital
banking, and online payment platforms. The findings
largely reflect the digital payment behaviour and
impulse buying tendencies of younger consumers.
The higher participation of female respondents

suggests that the study’s findings mainly represent
the experiences and spending behaviour of women.
Since women often play an important role in
household purchasing decisions, their responses
provide valuable insights into the relationship
between digital payments and impulse buying. The
gender imbalance should also be considered while
generalising the results. The data indicate that
students constitute the largest group of respondents,
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accounting for 54% of the sample. So it strongly
reflects the spending patterns of the younger
generation. Monthly income data indicate that the
majority of respondents come from low- and middle-
income households. Income influences spending and

saving habits, and this provides valuable insights into
how digital payments affect financial behaviour
among average-income households. This shows that
digital payment usage is widespread across different
income groups.

3.2 USAGE PATTERNS OF UPI & MOBILE WALLETS
TABLE 2: ADOPTION OF UPI AND MOBILE WALLETS AMONG

RESPONDENTS
CATEGORY FREQUENCY PERCENT
Yes 96 96
No 4 4
Total 100 100

Source: Survey data

Table 2 indicates that 96% of respondents use UPI or mobile wallet services, while only 4% do not use them. This
demonstrates the widespread acceptance and popularity of digital payment systems among households. The high
adoption rate reflects increasing smartphone usage, internet accessibility, and trust in digital financial services.

TABLE 3: PREFERRED DIGITAL PAYMENT PLATFORM USED BY RESPONDENTS

CATEGORY FREQUENCY PERCENT
Google Pay 62 62
PhonePe 8 8
Paytm 1 1
Amazon Pay 0 0
All 2 2
Google Pay/PhonePe /Paytm 4 4
Google Pay/PhonePe 16 16
Google Pay /Paytm 3 3
Other 4 4
Total 100 100

Source: Survey data

Table 3 shows the preferred digital payment platforms used by respondents. Among the various platforms, Google
Pay emerges as the most preferred option, with 62 respondents (62%) selecting it as their primary digital payment
platform. This indicates a strong preference for Google Pay due to its convenience, reliability, and widespread
acceptance among merchants and service providers.

TABLE 4: PRIMARY PURPOSE OF USING DIGITAL PAYMENT SYSTEMS

CATEGORY FREQUENCY PERCENT
Money transfer 41 41

Bill payments 19 49
Shopping 26 26

Grocery 10 10
Recharge 4 4

Total 100 100

Source: Survey data
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The primary purpose of digital payment usage is
accounting for 41% of respondents. Shopping
represents 26%, bill payments 19%, grocery
purchases 10%, and recharges 4%. These findings
show that digital payment systems are mainly used
for transferring funds and purchasing goods and

3.3 IMPULSE BUYING BEHAVIOUR

services. The significant percentage of shopping-
related transactions suggests that digital payments
are closely linked to consumer spending activities.
This increases the relevance of studying their effect
on impulse buying behaviour.

TABLE 5: FREQUENCY OF UNPLANNED PURCHASES AMONG

RESPONDENTS
CATEGORY FREQUENCY PERCEN
Very frequently 7 7
Frequently 25 25
Occasionally 46 46
Rarely 19 19
Never 3 3
Total 100 100

Source: Survey data

The table 4.3.1 reveals that 46% of respondents make
unplanned purchases occasionally, while 25% do so
frequently and 7% very frequently. Only 19% rarely
engage in unplanned buying, and 3% never do. This
indicates that impulse buying is a common behaviour

consumers often make spontaneous purchase
decisions without prior planning. Such behaviour
may be influenced by the convenience and
accessibility of digital payment systems, which
reduce the effort required to complete transactions.

among the majority of respondents.

So, the

TABLE 6: RELATIONSHIP BETWEEN DIGITAL PAYMENT USAGE AND

IMPULSE BUYING BEHAVIOUR

CATEGORY FREQUENCY PERCENT
Strong positive 15 15
Moderate 68 68

No relationship 14 14
Negative 3 3

Total 100 100

Source: Survey data

Table:6.1
Result

Particulars Value

Chi-square statistics | 21.76

Degree of freedom 12

Significance level 0.05

P-value 0.040
Source: Computed from survey data

Table 6.1 report the results of the Chi-Square test
used to determine whether a significant association

exists between digital payment usage and impulse
buying behaviour among respondents. The calculated
Chi-Square value is 21.76 with 12 degrees of
freedom. The obtained p-value is 0.040, which is
lower than the selected significance level of 0.05.
Since the p-value (0.040 ) is less than 0.05, the null
hypothesis , which assumes that there is no
significant association between digital payment
usage and impulse buying behaviour, is rejected. This
suggests that a statistically significant association
exists between digital payment usage and impulse
buying behaviour among the respondents.
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TABLE 7: FACTORS TRIGGERING IMPULSE BUYING BEHAVIOUR

CATEGORY FREQUENCY PERCENT
Cashback/rewards 9 9
Discounts/offers 19 19
Ease of payment 36 36
Advertisements/notifications 4 4
Peer influence 0 0
All 3 3
Cashback/rewards/ Discounts/offers/ 5 5
Ease of payment

Cashback/rewards/ Ease of payment 3 3
Discounts/offer/ Ease of payment/ 1 1
Advertisements/notifications

Cashback/rewards/ Discounts/offers 2 2
Cashback/rewards/ Ease of payment 4 4
Discounts/offer/ Ease of payment 8 8
Discounts/offer/ 1 1
Advertisements/notifications

Discounts/offer/ Peer influence 5 5
Total 100 100

Source: Survey data

FIGURE 1: FACTORS TRIGGERING IMPULSE BUYING BEHAVIOUR

FACTORS TRIGGERING IMPULSE BUYING

Discounts/offers/ Peer influence

Discounts/offers/...
Discounts/offers/ Ease of payment
Cashback/rewards/ Ease of payment
Cashback/rewards/ Discounts/offers
Discounts/offers/ Ease of payment/...
Cashback/rewards/ Ease of payment
Cashback/rewards/ Discounts/offers/...
All
Peer influence
Advertisements/notifications
Ease of payment
Discounts/offers
Cashback/rewards

o

Figurel shows the factors that trigger impulse buying
behaviour among respondents. Ease of payment is
the most influential factor, with 36% of respondents
identifying it as the main reason for making impulse
purchases. Discounts and offers account for 19%,
while cashback and rewards influence 9% of

10 15 20 25 30 35 40

respondents. Advertisements and notifications have a
relatively low impact at 4%, and peer influence alone
has no impact. Among the combined factors,
discounts/offers and ease of payment are the most
common combination, accounting for 8% of
respondents.
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TABLE 8: INFLUENCE OF DIGITAL PAYMENT CONVENIENCE ON

UNPLANNED PURCHASES
CATEGORY FREQUENCY PERCENT
Strongly agree 17 17
Agree 46 46
Neutral 28 28
Disagree 7 7
Strongly disagree 2 2
Total 100 100

Source: Survey data

Table 8 shows that 46% of respondents agree and 17% strongly agree with the statement. Only 9% disagree or
strongly disagree, while 28% remain neutral. The majority of respondents feel that the convenience of digital
payment systems encourages them to make purchases without prior planning. The ability to complete transactions

instantly reduces the time available for reconsideration, so increasing the likelihood of impulse purchases.

TABLE 9: POST-PURCHASE FEELINGS AFTER IMPULSE BUYING

CATEGORY FREQUENCY PERCENT
Happy 10 10

Neutral 73 73
Regretful 17 17

Total 100 100

Source: Survey data

Table 9 reveals that 73% of respondents feel neutral after making impulse purchases, while 17% feel regretful
and 10% feel happy. The dominance of neutral responses suggests that most consumers do not experience strong
emotions after impulsive spending. However, the presence of regret among a notable percentage of respondents
indicates that impulse purchases may sometimes lead to dissatisfaction or concerns about unnecessary spending.

3.4 BUDGETING BEHAVIOUR
TABLE 10: IMPACT OF DIGITAL PAYMENTS ON EXPENSE TRACKING

CATEGORY FREQUENCY PERCENTAGE
Yes 46 46

No 26 26

Not sure 28 28

Total 100 100

Source: Survey data

Table 10 reveals that 46% of respondents believe digital payments have improved their expense tracking.
However, 26% disagree, and 28% are unsure. This indicates that digital payment records can help many users
monitor their transactions more effectively. The presence of a substantial percentage of uncertain and negative
responses suggests that not all consumers utilise digital payment records for financial management purposes.

TABLE 11: ROLE OF DIGITAL PAYMENT RECORDS IN BUDGET

MANAGEMENT
CATEGORY FREQUENCY PERCENT
Strongly agree 11 1
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Agree 28 28
Neutral 42 42
Disagree 16 16
Strongly disagree 3 3
Total 100 100

Source: Survey data

Table 11 shows that 39% of respondents agree or strongly agree with the statement, while 19% disagree or
strongly disagree. The largest group, 42%, remains neutral. This suggests that although digital payment records
provide useful information, many respondents are uncertain about their effectiveness in budget management.

TABLE 12: REVIEW OF DIGITAL TRANSACTION HISTORY BY

RESPONDENTS
CATEGORY FREQUENCY PERCENTAGE
Always 33 33
Sometimes 47 47
Rarely 11 11
Never 9 9
Total 100 100

Source: Survey data

Table 12 indicates that 33% of respondents always review their transaction history, while 47% do so sometimes.
Only 20% rarely or never check their records. This demonstrates that a majority of consumers pay at least some
attention to their transaction history. Reviewing transaction records can improve financial awareness and help

individuals identify unnecessary spending patterns.

3.5 SAVINGS & FINANCIAL IMPACT
TABLE 13: REGULAR SAVING HABITS OF RESPONDENTS

CATEGORY FREQUENCY PERCENTAGE
Yes 28 28%

No 35 35%
Occasionally 37 37%

Total 100 100%

Source: Survey data

Table 13 reveals that only 28% of respondents save regularly. While 37% save occasionally, 35% do not save at
all. This indicates that regular saving habits are not strongly developed among many respondents. Limited savings
behaviour may increase financial vulnerability and reduce households’ ability to cope with unexpected expenses

TABLE 14: IMPACT OF DIGITAL PAYMENTS ON SAVINGS BEHAVIOUR

CATEGORY FREQUENCY PERCENTAGE
Increased 23 23%

Decreased 50 50%

No impact 27 27%

Total 100 100%

Source: Survey data
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Table 14 shows that 50% of respondents believe digital payments have decreased their savings. Only 23% report
increased savings, while 27% see no impact. This suggests that the convenience of digital transactions may
encourage more frequent spending, thereby reducing the amount available for savings. It supports concerns that
digital payments can negatively affect financial discipline.

TABLE 15: PERCEPTION OF OVERSPENDING DUE TO DIGITAL PAYMENTS

CATEGORY FREQUENCY PERCENTAGE
Yes 57 57%

No 14 14%

Sometimes 29 29%

Total 100 100%

Source: Survey data
FIGURE 2: PERCEPTION OF OVER SPENDING DUE TO DIGITAL PAYMENTS

PERCEPTION OF OVER SPENDING DUE TO
DIGITAL PAYMENTS

= Yes = No =Sometimes

Table 15 indicates that 57% of respondents believe digital payments make overspending easier. Another 29%
feel this happens sometimes, while only 14% disagree. This demonstrates that a large majority perceive digital
payment systems as facilitating excessive spending. The ease and speed of transactions may reduce spending
awareness and encourage unnecessary purchases.

TABLE 16: EFFECT OF FREQUENT DIGITAL PAYMENTS ON SAVING

ABILITY
CATEGORY FREQUENCY PERCENTAGE
Strongly agree 10 10%
Agree 44 44%
Neutral 39 39%
Disagree 5 5%
Strongly disagree 2 2%
Total 100 100%

Source: primary data

Table 16 reveals that 44% agree and 10% strongly agree with the statement. Only 7% disagree or strongly
disagree, while 39% remain neutral. It suggests that more than half the respondents believe frequent digital
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payment usage negatively affects their saving ability. The convenience of cashless transactions may increase
spending frequency, leaving less money available for savings.

TABLE 17: OVERALL IMPACT OF DIGITAL PAYMENTS ON FINANCIAL

MANAGEMENT
CATEGORY FREQUENCY PERCENTAGE
Very positive 2 2%
Positive 26 26%
Neutral 55 55%
Negative 14 14%
Very negative 3 3%
Total 100 100%

Source: primary data

FIGURE 3 : OVERALL IMPACT OF DIGITAL PAYMENTS ON FINANCIAL
MANAGEMENT

IMPACT OF DIGITAL PAYMENT ON FINANCIAL
MANAGEMENT

Very negative
Negative
Neutral
Positive

Very positive

0 10 20

Table 17 reveals that 55% of respondents

perceive the impact of digital payments on financial
management as neutral. Meanwhile, 28% view the
impact positively and 17% negatively. This suggests
that although digital payments provide convenience
and efficiency, their overall effect on personal
financial management varies among individuals.
Many consumers neither experience significant
benefits nor major drawbacks.

4.1 SUGGESTIONS

o

Households should prepare and follow a
monthly budget to control unnecessary
spending. 2. Users should regularly monitor
their digital transaction history to track expenses
effectively.

30

40 50 60

Digital payment providers should introduce
spending-limit and budgeting features to
promote responsible spending.

Consumers should avoid making purchases
solely because of cashback offers and discounts.
Financial literacy programs should be conducted
to educate users about managing digital
spending.

Households should maintain a balance between
convenience and financial discipline while using
digital payment platforms.

Users should develop regular saving habits to
reduce the negative impact of impulse buying.
Digital payment applications should provide
spending alerts to help wusers avoid
overspending.
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4.2 CONCLUSION

The study examined the influence of UPI and
mobile wallets on impulse buying behavior among
households in Kannur District. The findings reveal
that digital payment systems have become an integral
part of consumers’ daily lives, with a very high level
of adoption among respondents. Most participants
frequently use UPI and mobile wallet applications for
money transfers, shopping, bill payments, and other
routine transactions, highlighting the growing
acceptance of cashless payment methods. The study
further found that digital payment systems
significantly influence consumer spending behavior.
A considerable proportion of respondents reported
engaging in unplanned or impulsive purchases while
using digital payment platforms. The convenience,
speed, accessibility, and promotional benefits
associated with UPI and mobile wallets reduce the
effort involved in making payments and encourage
spontaneous buying decisions. Many respondents
also believed that digital payments increase their
tendency to spend more compared to cash
transactions. The findings support the view presented
in earlier studies that digital payment technologies
reduce the psychological barriers associated with
spending and contribute to higher purchasing
frequency. While digital payments provide numerous
advantages such as convenience, efficiency, security,
and financial inclusion, they may also weaken
spending control and budgeting discipline among
users. Therefore, it can be concluded that UPI and
mobile wallets have a positive influence on impulse
buying behavior among households. As digital
payments continue to expand, consumers should
adopt responsible spending practices and make
effective use of budgeting tools to manage their
finances. Financial institutions, payment service
providers, and policymakers should also promote
financial awareness and encourage responsible usage
of digital payment systems to ensure that the benefits
of digitalization are achieved without adversely
affecting household financial well-being.
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