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Abstract
Research question: The research aimed to address the impact of the digital payment systems on consumer purchase behaviour in the UK, whether convenience, speed, security, and demographic variables determine motivation, attitudes, and satisfaction.
Research importance: The study was made to know whether the fast growth of digital payment system within UK in reality affects consumer buying behaviour of people or it merely improves the shopping experience. With the growing popularity of the digital transactions, it should be addressed that their actual behavioural influence in the context of an established retail setting.
Methods and theories: A quantitative survey-based design was utilized, with the help of the descriptive statistics, correlation analysis, and multiple regression. The research built on the technology adoption theory and the consumer experience theory in order to explain behavioural patterns.
Summary of findings: The findings indicate that the convenience, speed, and ease of use factors that are related to adoption do not significantly enhance purchase frequency. The retail experience improvement has significant impact on the purchase motivation, the only significant demographic predictor is age and the determinant of satisfaction is the speed of the transaction.
Outcomes: Digital payments were discovered to improve the shopping experience as opposed to directly boosting consumer purchasing frequency. The most striking result is that the speed of transactions is the key factor influencing satisfaction as opposed to traditional elements such as convenience or security.
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[bookmark: _Toc216430748]Chapter 1 – Introduction
[bookmark: _2fko2z4l4wht][bookmark: _Toc216430749]1.1 Background of the Study
High dynamics of the digital payment platform have transformed retail transactions across the globe with tremendous changes in consumer behavior and market dynamics. According to Underdown and Tamara (2025), the emergence of digital wallets is part of a larger trend in how consumers live their lifestyles, as convenience and smooth connectivity with digital services are becoming more influential in influencing financial practices. Even though their work emphasizes the role of perceived usefulness and pleasure in shaping consumer behavior, impulsive behaviour may focus on structural forces that are pushing retailers towards digitalization. Chaveesuk et al. (2021) point out that digital payment innovations in retail are not only behavioral stimuli rather strategic tools that improve the efficiency of transactions, decrease any friction in operations, and increase customer loyalty. Nevertheless, Hopalili et al. (2022) warn that although mobile wallets enhance the sustainability of payment systems by decreasing the amount of cash processed and simplifying the processes, these innovations also create and strengthen the dependence on technological infrastructures that are not equally available to all groups of consumers.
The rising role of digital payment is also supported by a systematic review of the Unified Payment Interface (UPI) system in India conducted by Mahesh and Bhat (2022), in which digital payments increased because of the interoperability and real-time transactions. Their results show that safety and speed of payment platforms are key to higher adoption. However, as Tounekti et al. (2022) demonstrate, such narratives are not the only ones that prevail in the bibliographic evidence, since the trends in research tend to focus on the technological optimism and underweight user issues that include privacy, the complexity of the interface, and the socio-cultural preparedness. This discrepancy between industrial innovation and user-centric assessment indicates that digital payments are situated in a complex ecosystem that has to be studied more thoroughly.
Additionally, although the development of digital wallets is an indicator of market maturity, Underdown and Tamara (2025) demonstrate that more convenience may also support impulsive and even risky consumption behaviors. It is unlike Hopalili et al. (2022), who introduce mobile wallets as components of sustainability, and the premise is that with digitalization, efficiency and responsible use are the natural results. These kinds of conflicting views show a changing future in which digital payments are being praised for being useful and challenged to have behavioral consequences.
Therefore, online payment systems have the disruptive potential in retail; nevertheless, the overall consequences are multifaceted. There are non-linear and non-predictable interactions between technological efficiency, sustainability, behavioral shifts and strategic retail advantages. The academic discussion on the topic remains open and has not reached a common understanding of how digital payments transform consumer-retailer relations. It highlights the importance of analyzing not just the uptake and functional advantages of digital payments but also the subtle behavioral, operational and social consequences thereof, especially in rapidly changing retail industry sectors such as the UK.
[bookmark: _utxbhj9csqfg][bookmark: _Toc216430750]1.2 Research Focus / Problem Focus
Although digital payment systems have gone global, there are still huge issues in knowing the full effect of the application of digital payment systems on consumer behavior, especially in established retail markets like the UK. Khando et al. (2022) emphasize that new technologies in the field of digital payments, including biometrics, blockchain, and tokenisation, pose complexities related to interoperability, reliability, and cybersecurity, which become barriers to adoption that are not properly resolved in the existing literature. It is unlike the views of Ong and Chong (2022), who believe that cashless payments typically enhance digital banking ecosystems by increasing the speed at which consumers shift to online and mobile banking. Still, their findings prove to show inconsistencies, as they mention that the more a company relies on digital channels, the more existing banking infrastructures get overwhelmed, and the vulnerabilities of the system become apparent. The issue is not, however, merely that of adoption, but rather of striking a balance between technological innovation and system stability and user confidence.
Putrevu and Mertzanis (2024) shed light on the issue by implying that the digital payment environment is still ahead of the regulatory frameworks. Their systematic review shows that digital payment is supposed to be competitive and financially inclusive to all, but the lack of harmonized policies exposes consumers and financial institutions to risk. Such an institutional gap is in opposition to Shaikh et al. (2023), who introduce mobile money as an effective engine of digital financial inclusion, particularly in developing countries. Though their results indicate that digital payment tools can activate economic engagement among underserved populations, it is not entirely applicable in developed retail contexts, where the issue is not as much access as trust, ease of use, and behavioral change.
To make this complexity even more difficult to comprehend, Dubey and Purnanandam (2023) argue that cashless payments enhance the growth of the national economy as they enhance the level of transparency in transactions and financial efficiency. Their macroeconomic approach is persuasive, but it does not consider micro-level issues like consumer reluctance, the perceived threat of insecurity, and unreliable user experience in different payment systems. As Khando et al. (2022) highlight, these are one of the areas that remain an impediment to adoption in technologically developed economies. 
On the one hand, the advantages of using digital payments in terms of efficiency, inclusion, and cost reduction are actively publicized, but on the other hand, little is known about the effect of these systems on consumer buying behavior in traditional retail markets. The literature focuses on technological capability, financial inclusion and macroeconomic results, but has seldom considered the influence of characteristics like convenience, perceived risk or transactional ease on real-life purchases in a normal retail store. Moreover, there is very little information on the role of demographics in determining consumer interest in digital payment tools in developed economies. This work addresses the urgent necessity of researching digital payment adoption not from a technological or institutional perspective, but from a behavioral and consumerist perspective. To develop successful retail solutions, enhance digital transaction experiences, and overcome long-standing discrepancies between technological development and consumer usage patterns, it is necessary to understand this intersection.
[bookmark: _jrwgxqo35d9p][bookmark: _Toc216430751]1.3 Rationale for the Study
Nurchayati et al. (2024) have given substantial proof that the use of fintechs, fintech payment systems, and consumer trust as a whole impact the financial performance of small businesses, showing a prominent correlation between payment technologies and economic performance. They have their work concentrated on MSMEs and not consumer markets, and questions on how these technologies change the individual purchasing choices remain unanswered. Judijanto and Wardhani (2024) seek to fill this gap by exploring the topic of mobile payments in e-commerce and proving that the design of the user interface can greatly influence customer adoption and operational transaction levels. However, the model is more of a usability than a behavioral result and further investigation is suggested in order to know how these systems can affect the overall purchasing behaviors.
Meanwhile, Monir et al. (2025) state that cashless transactions increase customer satisfaction in the new economies, which indicates that speed, convenience, and perceived value are the driving factors of positive user experience. Although the results of the research indicate that digital payments lead to a better interaction between the consumer and the service, they both fail to specify the potential negative consequences of impulsive purchases or excessive dependence on digital services, which are brought by Underdown and Tamara (2025) in the previous segments of this chapter. Jain and Jain (2024), in their ADO framework, support the necessity of such inquiry as they determine that there are still gaps in digital payment adoption and its behavioral performance, especially regarding consumer attitudes, trust, and perceived ease of use. The analysis reveals that antecedents of adoption are over researched, but behavioral outcomes have not been studied.
Perea-Khalifa et al. (2024) investigate determinants of user experience in peer-to-peer payment systems, emphasizing that the clarity of the interface, the presence of trust cues, and the perception of control influence the interaction of consumers with the digital payment space. Their results are consistent with those of Judijanto and Wardhani (2024), but the latter is inclined to imply that psychological perceptions of risk and security cannot be detached as long as user experience is considered. When consumers do not just consider digital payment instruments by their convenience, but also by subjective notions of security and control, payment design becomes a strategic predictor of buying behavior.
These insights drive the points of practicality and business regarding why UK retailers need to optimize digital payment systems expeditiously. As competition has been rising, and consumer expectations are increasing, it is crucial to study how features of digital payments influence the decision of consumers in making purchases capable of improving customer satisfaction and sales performance. With consumers moving in a landscape that has been defined by speed, security, convenience and interface design, retailers that move slowly will lose both engagement and loyalty. The changing digital ecosystem and the inductive inconsistencies of the existing studies on the same make the research timely and very warranted. It bridges the theory and practice gap by investigating the impact of digital payment systems on consumer buying behavior and provides direct insights into research gaps in the relationship between digital payment systems and consumer behavior.
[bookmark: _k7spysnq4tfg][bookmark: _Toc216430752]1.4 Research Aim
This research aims to evaluate how digital payment systems influence consumer purchase behavior in the UK retail sector through a quantitative, consumer-focused investigation.
[bookmark: _htm9nwybfx3t][bookmark: _Toc216430753]1.5 Research Objectives (and/or Research Questions)
Objectives
· To analyze how the adoption of digital payment methods influences the frequency and nature of consumer purchases in the UK retail sector
· To evaluate the impact of ease of use, speed, and security of digital payment systems on consumer purchasing decisions across retail formats
· To explore how demographic factors like age, income, and digital literacy shape consumer attitudes towards digital payment technologies
· To recommend effective strategies for UK retailers to enhance digital payment systems that improve consumer satisfaction and drive purchase behavior
Questions
· RQ1: What effect do the adoption of digital payment methods have on consumer purchase behavior and frequency in the UK retail sector?
· RQ2: How does the level of ease of use, speed, and security of a digital payment system influence consumer buy decisions in a variety of retail formats?
· RQ3: What is the impact of demographic characteristics - age, income, and digital literacy - on consumer attitudes to digital payment technologies?
· RQ4: Which approaches can UK retailers adopt to improve digital payment systems in a manner that improves consumer satisfaction and leads to purchase behavior?
[bookmark: _z8czxtg4ika2][bookmark: _Toc216430754]1.6 Structure of the Dissertation
The dissertation has been structured into five interrelated chapters that form a coherent whole in the review of the objective of investigating the impact of the digital payment system on consumer buying behavior in the UK retail market. Chapter 1 presents the research problem, the aim, the objectives and research questions and provides the context and justification. Chapter 2 is the literature review, offering the synthesis of theoretical frameworks, technological advancement, and empirical evidence concerning digital payments and consumer behavior and determining the gaps that provide the rationale to conduct the study. Chapter 3 describes the methodology; it states the research philosophy, the design, the sampling strategy, ethical issues, and the quantitative approaches applied in the collection and analysis of the data. Chapter 4 is the data analysis and interpretation of the findings in reference to the research questions and existing literature. Lastly, Chapter 5 is the conclusion of the study that summarizes the important findings of the study, implications of the study on retailers and academics, limitations, and finally recommendations on future studies.
[bookmark: _6dwsc97b5lk][bookmark: _Toc216430755]1.7 Summary of the Chapter
The chapter has provided the scenario and rationale behind the study on the effects that digital payment systems have on consumer purchasing behavior in the UK retail market. It sets out the fact that despite the benefits of digital payments, which can be seen through their speed, operational efficiency, and sustainability, the literature demonstrates the opposing opinion in their broader implications. Whereas other researchers have pointed to the increased convenience, financial inclusions, and better transaction experiences, other scholars warn that digital payments will strengthen inequalities, intensify cybersecurity threats, and encourage impulsive or risky buying behaviors. This contradictory vision shows that the digital payment system is a complex ecosystem in which technological advancement fails to achieve positive or consistent consumer results. 
The research problem was also shaped by the gaps in behavioral effects, demographic effects and usability concerns, which have not been given special attention in developed retail settings such as the UK. It was based on a reasonable logic that not only was it academically relevant but also practically urgent that the retailers should explore better the effect of digital payment features on consumer attitudes and purchasing decisions. The research aim, objectives, and questions, as well as the general structure of the dissertation, were also explained in the chapter to facilitate logical flow and coherence.

[bookmark: _13gm2bv13gll][bookmark: _Toc216430756]Chapter 2: Literature Review 
[bookmark: _whtjfrlrg652][bookmark: _ighcqzebge2n][bookmark: _Toc216430757]2.1 Influence of digital payment adoption on the frequency and nature of consumer purchases
In this twenty first century of fast adoption of digital payment modes, buying behaviour of individuals in the UK retailing industry has been significantly changed. Brown et al. (2024) state that the advancement of digital payment systems has massively changed the way retail transactions are conducted, extending the time limits, convenience, and customer satisfaction. Their results show that adoption of digital payments resulted in an increase in volume of transactions and average amount of purchases in retail stores in UK. This finding is consistent with Kurniawan et al. (2019), who found that digital payments alter patterns of spending by encouraging more frequent and lower-value purchases as a result of ease of instant payments. This instant buying process is one of the main factors that encourages more frequent purchases, especially routine and low-value items. Chatterjee (2024) has mentioned that in both online and physical retail environments, customers are most likely to prefer seamless payment experiences that are offered by systems like Apple Pay, along with Google Pay and PayPal. Therefore, it is quite evident that the flow of digital transactions is a form of mitigation of the psychological spending barriers, thus promoting impulse buying and repeat purchases. However, Ghosh (2021) warns that in spite of an increase in the frequency of transactions, such a change of behaviour can also result in development of an overspending culture and financial complacency, especially among younger consumers who view digital payments as less real than cash. This claim has also been supported by Faraz and Anjum (2025) as they have mentioned that overspending behaviour can be noticed among younger customers with digital payment methods. Thus, this rising digital adoption has both behavioural benefits and raises financial discipline concerns as well. 
More than half of UK consumers prefer digital modes and making payments by using PayPal, accounting for 53% (Perkins, 2024). Moreover, use of Apple Pay is also growing in a significant manner, accounting for 30.5% (Perkins, 2024). On the other hand, it can also be inferred that use of conventional cash has correspondingly dropped to 20.7%, whereas modern payment systems like Buy-Now Pay-Later plans and Google Pay have shown moderate usage (Perkins, 2024). As it has been said by Chaveesuk et al. (2021), the digital payments are based on the technological innovations and performance expectancy. This discussion shows that perceived usefulness and ease of use have a direct positive impact on behavioural intentions of consumers that consequently promote a higher frequency of transactions. On the same note, Soundararajan (2020) notes that mobile wallets and contactless payments have further boosted the shift towards cashless business by streamlining checkout operations and encouraging impulse purchases. When combined, both studies propose that perceived convenience is a basis for adoption and continued behavioural change. Nevertheless, Ugwu et al. (2025) refute this purely utilitarian point of view by indicating that in UK retail banking that consumer trust and information transparency have a considerable influence on purchasing intent. This shows that convenience is not enough to maintain adoption unless one is assured of data security. 
Emergence of digitalisation and spread of smartphones have revolutionised international commerce, as it has allowed faster and borderless transactions. This has been associated with emergence of e-wallets and integrated payment interfaces, which have transformed online stores (Ghosh, 2021). In this regard, Bian et al. (2023) also found that penetration of mobile payment is highly related to frequency of spending and loyalty in hybrid retail formats. In their turn, Salamah (2024) considers the same phenomenon through prism of consumer psychology, insinuating that continuous exposure to stimuli of easy online purchasing promotes impulse and hedonic purchasing behaviour, especially in the context of online shops. Nerella (2022) stated that as digital payments are becoming popular, consumers are using less cash, which is affecting their spending patterns. Akilesh et al. (2023) also make a similar observation, as they have empirically proved that digital payments significantly boost the volume of consumer spending and alter the pattern of purchases concerning demographic categories. This further demonstrated psychological empowerment when consumers feel more in control because of the possibility of balance checking in real-time and making a choice regarding payment options. These views have been compared, and it is clear that technological capability and perceived control are mutually defining consumption frequency. However, Soundararapandian (2020) disagrees with fact that multiplicity of payment choices may also weaken financial discipline, and consumers become confused when they spend money on various online sources. This tension, as evaluated, points to fact that, despite stimulating economic activity achieved by the adoption of digital payment, it is a phenomenon that also makes consumer budgeting and self-regulation difficult, a phenomenon that retailers can take advantage of by providing targeted incentives.
According to Revate (2021), digital payment usage reached to next level, especially after pandemic, and it also helps gain consumer trust in cashless systems. In this regard, Chaveesuk et al. (2021) have argued that consumer intention is mainly functional and is regulated by performance expectancy instead of emotive gratification. Furthermore, e-payment systems enhance consumer confidence and perceived security, especially in terms of advanced authentication systems and strong encryption tools. The retailers who use the data about digital payments will obtain valuable information about customer preferences and spending habits, which will allow them to use tailored offers and make personalised promotions that have an additional impact on purchasing decisions. This has resulted in a shift in consumer acquisition behaviour to less planned, less cash-based, more impulsive, and data-driven buying behaviours mediated through digital ecosystems. To conclude, adoption of digital payment methods in retail industry of UK has created a surge in transaction rate, consumer interest and a strong tendency to consume products at a convenience level. This change points out increased adoption of technology, behavioural economics, and data analytics towards development of modern retail dynamics.
[bookmark: _ngez7ppk7n8z][bookmark: _Toc216430758]2.2 Impact of ease of use, speed, and security of digital payment systems on consumer purchasing decisions
With the rise of mobile wallets and contactless cards alongside buy-now-pay-later services, trust and convenience have become central to purchasing behaviour. In this regard, there are many factors that influence consumer-acceptance levels and continued usage of these systems, including ease of use, speed, and security. These factors have a direct impact on purchasing intentions and general consumer satisfaction. Siagian et al. (2022) have stated that perceived ease of use and perceived security of digital payment systems are critical in influencing consumer behavioural intentions towards purchase of products in different retail settings. These authors have further mentioned about Technology Acceptance Model (TAM), which proves that payment apps, that are easy to use, are most likely to achieve higher consumer trust and further heighten increased rates of purchases in consumers. The same observation is supported by Sari et al. (2022), who found out that perceived ease of use indirectly affects purchasing behaviour through perceived usefulness and trust, thus indicating that user-friendly design can be used to support repetitive retail interaction. 
Referring to context of UK, consumers over there are highly technologically sound and accustomed to contactless and quick mobile transactions; therefore, ease of use significantly controls consumer preference. According to the reports of UK Payment Markets 2025, it can be noted that 50% of total UK population are doing mobile contactless payments at least once a month (Shaw, 2025). Apart from that, Somasekaran and Patil (2025) have mentioned that consumers are most likely to save card details in their mobile phones or wearable devices and use contactless payments that are authenticated using a facial or fingerprint scan instead of typing in a PIN. Reports highlight that this trend is particularly evident among younger demographics, as 78% of users, aged between 16 and 24 years, use mobile payments in 2024, and more registered users of the services (Peachey, 2025). This report also reveals that older age groups are also embracing this modality; for instance, in 2024, almost two-thirds (59 %) of those aged 35-44 years made regular mobile payments, up compared to 38% in 2023 (Peachey, 2025). However, Gracy (2024) argues that technical glitches and unstable user interfaces may undermine satisfaction. Thus, it is quite evident that ease of use may help to attract people, whereas long-term behavioural impact is significantly dependent on reliability and friendly design across retail platforms. 
Ashofi and Migunani (2025) have asserted that transaction speed is also an important factor that determines consumer satisfaction and purchase intent. In their study, they have proved that quicker digital payments, especially on mobile wallets and NFC solutions, have a positive impact on checkout experience (Ashofi and Migunani, 2025). Thus, as a result, cart abandonment is decreased in both online and physical retail settings. In addition to these aspects, Verhoef et al. (2019) have mentioned that speed and automation of activities restructure consumer buying patterns by making it easy to gain gratification and impulsive purchases, particularly in e-commerce. In this modern era, people are not likely to avoid long queues of making payments; rather, they find it quite easy to tap on their phones to make easy payments. Thus, customers gradually rely on mobile-wallet services in order to make spontaneous purchases. On the other hand, Sarkam et al. (2022) warned that speed, when essential precautions are not taken, may trigger consumer anxiety regarding possibilities of fraudulent activities or multiple deductions. The comparative result of these findings suggests that transaction speed can only enhance perceived convenience when it is complemented by evident reliability indicators. To this end, speediness of processing is only effective at speed of achieving it, but it is also security and transparency of how it is done.
As per reports of Kanojia and Lal (2019), simplicity and user experience play an important role in terms of gaining trust within digital payments. It has been observed that they are attracted to those platforms where they must put minimal cognitive effort during transactions (Kanojia and Lal, 2019). In this regard, Poudel et al. (2023) have further supported this by asserting that systems that can be navigated effortlessly have reported higher user satisfaction, and more repeat usage can also be noted. 
A number of factors that significantly influence the adoption of digital payment, like convenience along with cost and security (Al-Qudah et al. 2024). In this regard, Raksadigiri and Wahyuni (2020) have argued that perceived ease of use not only leads to initial adoption but also has an impact on perceived usefulness, which drives behavioural intention. However, security has a direct and indirect impact on all of these factors, as security and trust ensure user retention. Along with innovativeness, UK consumers significantly value security as security perceptions help to capture customers’ trust, which leads to repeat purchase and higher usage. Hirschfield (2022) has found out that UK retail sector has implemented two-factor authentication and biometric verification in order to ensure their transactions. Through this, they are not only securing themselves, but they are also gaining customers’ trust, which creates a strong bond between retailer and consumer. Al-Qudah et al. (2024) have mentioned that perceived security aids in shaping consumer behavioural intention in an indirect manner through trust. Secure platforms are most likely to develop higher emotional assurance, which in turn is highly effective in sustaining consumer loyalty. In sharp contrast, Bathala (2024) has warned that security breaches have a significant impact on customers’ mindset, and they lost confidence in both payment platforms along with their associated retailers. Therefore, it can be noted that trust and security are foundation of digital payment adoption; as once it is compromised, it affects entire scenario. 
Variations of cross-retail format have a strong influence on how these attributes determine consumer behaviour. Hossain et al. (2024) have stated that navigational convenience and built-in payment platforms largely influence repeat purchases in online platforms, but speed and contact-free dependability control market in brick-and-mortar outlets. On the other hand, Sagar (2024) claims that among omnichannel shoppers, perceived security in integrated platforms is a key factor that guarantees continuity of trust between online and offline shopping. All these opposing insights signify fact that although elements of functional convenience will appeal to consumers in a particular environment, consistency in terms of security is what will keep brand trust going in a variety of retail settings. Therefore, considering this discussion, it is quite clear that ease of use starts consumer participation; however, security ensures trust, and speed heightens satisfaction. Altogether, these factors have a significant influence on customer behavioural patterns, leading to retention. 
[bookmark: _b3sc8h745qv1][bookmark: _Toc216430759]2.3 Influence of demographic factors on consumer attitudes toward digital payment technologies
Consumers all across the world are highly inclined towards digital payment modes; however, their attitudes are not uniform, and they significantly vary across demographic lines ranging from age and gender to income and education. These factors notably influence how people adopt and perceive payment methods. Banu and Sivagnanam (2025) argue that age, income, and education have a strong impact on perceptions of consumers towards digital payment systems, and this affects intensity of adoption and consistency of behaviour. Their chi-square test has shown that the younger customers revealed to be more connected to ease of use and accessibility, and older generations had higher rated perceived security and trust, which makes the age factor a significant consideration (Banu and Sivagnanam, 2025). Alternatively, Vinitha and Vasantha (2017) concluded that age did not significantly affect perceived benefits which implies that over time, there has been a decrease in the generational distance between adoption behaviour. Based on the contradictory evidence, age does not seem to be a direct predictor of adoption, despite its correlation with other socio-technical factors, such as digital literacy and proficiency with the device. Moreover, Al-Qudah et al. (2024) investigated adoption of digital payments by Generation Z and found three behavioural predictors, which are technological self-efficacy, perceived enjoyment, and peer influence. According to their results, early introduction of mobile technology to Generation Z groups makes them use digital wallets not intentionally but by habit. Nevertheless, Sundarararaj and Meera (2024) claim that millennials are equally digitally literate but are more considerate, evaluating transparency and reliability of transactions before adopting them. 
According to the reports of UK Finance, more than half of UK adults, accounting for 57% are active mobile wallet users, and 75% of adults are using mobile payment (UK Finance, 2025). This report further reveals that younger generation is quite ahead of adults in terms of digital payment adoption, as more than 88% of active users are 16 to 24-year-olds in the UK who regularly use contactless or mobile payments, whereas only 14% of those aged over 65 (UK Finance, 2025). Therefore, this generational gap clearly indicates digital literacy and technology familiarity. In this regard, Purohit et al. (2022) have explained that this younger generation or Gen Z, have grown up with smartphones; therefore, online banking or mobile payment is more convenient for them. Whereas older consumers are most likely to possess trust concerns or technology anxiety, as a result, they prefer traditional payment methods. 
Bordoloi and Babu (2024) have stated that income level acts as an organisational facilitator of adopting digital payments because the pricing of smartphones and data plans directly reflects the ability of consumers to access cashless ecosystems. These authors also added that higher-income consumers tend to diversify by using a variety of payment methods, but less-affluent consumers are still dependent on mobile wallets with low transaction rates (Bordoloi and Babu, 2024). Moreover, income also has a prominent impact on perceived usefulness on adoption intention, as users with more disposable income see digital payments as a lifestyle benefit and not a utility. In contrast, Giri and Ghimire (2020) challenge this economic determinism, which they say has shown in developing situations that trust and access have more predictive power in adaptation behaviour than income. Overall, income increases the opportunities of digital inclusion but does not ensure positive attitudinal formation; psychological safety and trust in institutions seem to be equally important in all socioeconomic layers. Occupation and experience are acting as mediating variables in the interpretation of convenience of e-payment systems by consumers. Reports further underline that employees and business owners are more inclined to use digital payments, because of the necessity to make transactions (Vicencio et al. 2023). Whereas students and retirees are less frequent and tend to use it as a result of social influence, but not utility (Xie, 2023). Apart from these aspects, gender-linked differences also have an impact on adoption motives. Kamarudzaman and Harun, (2022) have argued that female Gen Z consumers strongly prioritise security reassurance and recheck system reliability, whereas males only look for an easy and smooth experience with online shopping platforms. Liébana-Cabanillas et al. (2014) have also agreed by stating that gender also moderates perceived risk and not perceived usefulness, whereby the perceived risk issues about data misuse in women slightly decrease their intention to adopt, but not their actual behaviour once they have trusted them. Through an evaluative lens, gender differences are not as much about access but risk perception and emotional certainty, which suggests that the inclusive payment designs should not only focus on functional comfort but also on affective comfort to ensure the consumer's level of parity.
Digital literacy has been considered one of strongest indicators of continued usage of digital payment systems by millennials. Majid et al. (2022) have observed that higher digital literacy translates into lower reliance on customer support solutions and higher intention to research and adopt new fintech solutions. On the other hand, Giri and Ghimire (2020) discovered that perceived usefulness and perceived trust are the key factors influencing adoption in the case of lower digital literacy levels, whereas perceived ease of use is a relatively less significant factor. In these cases, user is usually dependent on institutional or interpersonal support. These results raise possibility that digital literacy supports independence of users and exploration behaviour, but lacks it, conversely, facilitates use of external trust networks in use of technology, which may be a bank or social counterparts. As an evaluative perspective, increasing digital literacy among various groups of demographic groups would not just enhance usability of systems, but also democratise confidence and, thus, reduce digital divide that is currently distinguishing between urban and rural populations.
Apart from all of these factors, regional variations across the UK notably contribute to creation of varying attitudes towards digital payment systems. Dewitt (2019) have highlighted that London, along with Manchester and Birmingham, are examples of urban centres with high contactless and mobile payment adoption rates, which is explained by advanced technological networks and an increase in consumer exposure. Conversely, rural and semi-urban areas show a relatively slower adoption mainly because of connectivity issues, less willingness among merchants and an inherent cultural tendency towards cash. According to reports of Bank of England (2023), even though cash transactions were less than 10% of all payments in London, they were more than 30% in rural Northern England and Scotland (Milliken, 2024). This digital divide highlights the need to enhance the infrastructure within region and consumer education to ensure fair access to same. Furthermore, cultural elements are also significant, as in less developed communities, customers tend to appreciate importance of in-person communication and cashier systems, which can reflect level of trust and recognition. Retailers operating in these territories are thus required to keep up with mixed payment systems but slowly adopt digital ones by offering some education and incentives. Therefore, it can be concluded by mentioning that demographic factors significantly shape consumer attitudes toward digital payment technologies in UK retail sector. 
[bookmark: _ojhahzimapt6][bookmark: _Toc216430760]2.4 Theoretical Implications 
Diffusion of Innovation (DOI) Theory: 
Proposed by Rogers in 1962, DOI theory offers a detailed explanation of how new ideas or technologies spread through a social system over time (García‐Avilés, 2020). According to this theory, there are five major attributes influencing adoption, which are Relative Advantage, Compatibility, Complexity, Trialability, and Observability (Guo and Huang, 2024). 
Five factors that have a significant influence on adoption of a new concept or technology. In relation to this research topic, relative advantage relates to the speed, security, and convenience of the digital payment methods over a cash payment, whereas compatibility is the extent to which these payment methods conform to the existing habits and the value system of users (Dearing and Cox, 2018). On the other hand, complexity is a barrier to adoption, whereby systems seem to be confusing or risky; reliability and observability are stimulants to acceptability, where users can see others using and benefiting from technology (Shaw et al. 2021). Therefore, Diffusion of Innovations theory appears to be quite effective in terms of explaining how the processes of demographic, social, and cultural diffusion regulate the pace of digital payment acceptance in various groups of people. Thus, applying this theory further offers a clear understanding of how market penetration can be achieved, as well as formulating strategies that encourage non-discriminatory, trust-based adoption of retail payment systems.
Technology Acceptance Model (TAM): 
TAM, created by Davis, describes the process of using and adopting technology and additionally identifies several key variables, namely Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) (Schorr, 2023). Such factors do not only help in the explanation of the attitude of users towards the system but also influence behavioural intentions of users. Referring to the context of digital payment systems, the concept of PU refers to the extent to which customers assume that these technologies can be used to make transactions more convenient and efficient (Martin, 2022). Whereas, concept of perceived ease of use (PEOU) implies operational simplicity of a given system. This theory highlights whether consumers are attracted to digital payment systems or use them often when they consider them convenient and easy to use (Lee and Thoo, 2022). In this regard, TAM further highlights perceived security and trust, which have become important factors to retain customers’ attention. Additionally, TAM also explains that users find mobile wallets or other online payment modes quite convenient and fast to complete their transactions; therefore, users like to adopt these mediums. TAM therefore provides a background to the way in which the perception of the technology affects the consumer acceptance in the UK retail industry, where factors like user interface design, reliability of transactions and customer support play a major role in consumer purchasing behaviour through the digital platform.
[bookmark: _skae3r3gq8na][bookmark: _Toc216430761]2.5 Literature Gap 
This section of the research paper is only concerned with the assessment of impact of digital payment systems on consumer purchase behaviour in the UK retail sector. However, there is no mention of the challenges that customers face while making payments through digital modes. On the other hand, this research is limited only to the UK and the retail sector; therefore, there is no mention of any other sector or other regions. This creates an absence of global insights, which limits the broader scope altogether. Moreover, a lack of discussion can also be noted regarding socio-cultural dimensions. Another unexplored area is how retailers depend on or use digital payment data in order to personalise their offerings to specific groups of customers. Thus, these areas can be noted as major gaps in this existing literature. 
[bookmark: _muz6nh9ivuun][bookmark: _Toc216430762]2.6 Conceptual Framework 
Following section offers a conceptual framework that reveals important factors related to this topic: 
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[bookmark: _h20qsx4r9vvf][bookmark: _Toc216430795]Figure 2.7.1: Conceptual Framework
[bookmark: _14p1bo4i975m][bookmark: _Toc216430763]2.7 Chapter Summary 
The chapter provides critical reviews of previous literature in order to critically discuss the impact of digital payment systems on consumer purchase behaviour in UK retail market. A detailed discussion has been offered to highlight impact of determinants like usability, speed of transaction and security on intent to purchase and influence of demographic variables like age, income and digital literacy on adoption patterns. The discussion has also integrated Technology Acceptance Model (TAM) and Diffusion of Innovation (DOI) theory in order to explain behavioural propensities. Despite the fact that the scope of the current studies is rather large, the gaps existing in the psychological and socio-cultural aspects of using digital payments are too obvious. These insights are all the foundations of conceptual framework and methodological design of present study.


[bookmark: _Toc216430764]Chapter 3: Methodology
[bookmark: _Toc216430765]3.1 Aims and Objectives
Aim
This research aims to evaluate how digital payment systems influence consumer purchase behavior in the UK retail sector through a quantitative, consumer-focused investigation.
Objectives
· To analyze how the adoption of digital payment methods influences the frequency and nature of consumer purchases in the UK retail sector.
· To determine the influence of ease of use, speed, and security of digital payment systems on consumer buying behavior in retail formats.
· To explore how demographic factors like age, income, and digital literacy shape consumer attitudes towards digital payment technologies.
· To recommend effective strategies for UK retailers to enhance digital payment systems that improve consumer satisfaction and drive purchase behavior.
[bookmark: _Toc216430766]3.2 Research Rationale
The motivation behind this research can be explained by the fact that digital payment technologies continue to grow at a very high pace and impact the consumer buying behavior in the UK retail sector. Since contactless cards, mobile payment platforms, and digital wallets are becoming mainstream, it has become critical that retailers and policymakers comprehend how the systems influence consumer decisions. According to recent research, digital payment tools not only streamline the effectiveness of transactions but also transform the behavioral pattern, boosting the frequency of purchasing an item and minimizing the point-of-sale friction (Brown et al., 2024; Kurniawan et al., 2019). Nevertheless, the degree of importance of ease of use, speed, and security in relation to these behavioral changes is not well investigated in the UK setting.
Current studies note that demographic (age, income, and digital literacy) and attitudinal (tech perceptions) variables play a major role in attitudes toward digital payments, but the interplay of these variables to determine consumer behavior remains unclear (Banu and Sivagnanam, 2025; Purohit et al., 2022). Also, new literature highlights that mixed-method techniques are necessary to measure the quantifiable behavioral patterns and the situational information about trust, usability, and consumer experience (Ajani et al., 2023). Thus, the proposed study will have a pragmatic, mixed-method design to produce holistic, evidence-based information about the effects of digital payment systems on retail consumer behavior in UK.
[bookmark: _Toc216430767]3.3 Research Design
The study adopted a “descriptive research design” and a “mono-method quantitative survey strategy” to be conducted systematically. The descriptive design is suitable when the aim is to describe the properties of a population or a phenomenon as it is and does not aim at controlling variables. It enables the study to record actual behavioral patterns and give empirical evidence on the use of digital payment. Thanigan et al. (2025) proved the usefulness of descriptive, cross-sectional surveys in the study of digital payment adoption, showing how the measures of perception, ease of use, and social norms can be used to substantially affect the behavioral intention. It supports the aim of the current study to determine and examine the correlations between similar constructions in the UK setting.
“Mono-method quantitative research strategy” is used to collect large-scale and comparable consumer data, increasing the level of generalizability and objectivity. Although it would have been better with mixed methods, the quantitative surveys are more valid in terms of statistical testing and proving the hypothesis. The quantitative methods used by Thanigan et al. (2025) justified the adoption studies on technology as they can uncover causal relationships based on reproducible and credible empirical evidence. Compared to qualitative methods, which focus on depth rather than breadth, this methodology offers accuracy when gauging constructs of convenience, security and user trust, which are the variables at the core of the interpretation of payment-related behavior.
The theory is used to derive deductive logic, which goes to observation. It correlates with the existing theoretical models like TAM and DOI, which have been proven cross-contextually regarding technology adoption (Redda, 2024; Ranjan and Singh, 2025). The structured and systematic nature of descriptive design allows for conducting statistical analysis of consumer attitudes and behavior, which is why it is essential in the cross-sectional analysis of UK retail industry. The research is methodologically rigorous, reliable, and reproducible as it emphasizes quantifiable indicators instead of interpretive bias that would have been the case in qualitative designs. Therefore, descriptive quantitative survey design became the most logical and empirically based structure that addresses the objectives of the study.
[bookmark: _Toc216430768]3.4 Research Paradigm
Research paradigms are the general belief systems or philosophical systems that influence the manner in which research is conducted, data gathered and the meaning ascribed to the research findings. They influence the assumptions of the researcher concerning the reality (ontology), the way that knowledge is produced (epistemology) and the methodological decisions that can be used to respond to the research questions. The positivism paradigm is premised on the belief that reality is objective and measurable. It focuses on initiating measurable data, testing hypotheses and causal interpretation. Positive researchers use objectively measured instruments that include the use of surveys to measure attitudes and behaviors (Lim, 2023). This paradigm is usually applied in the technology adoption and consumer behavior studies, wherein the perceived ease of use, trust, and behavioral intention are statistically tested. 
Interpretivism, in its turn, states that reality is a social construct subject to interpretation in terms of subjective meanings and experience. It focuses on qualitative methods, e.g. interviews or unstructured responses, to understand human behavior motivations, perceptions, and contextual influences (Oliver and Lincoln, 2025). The interpretivist views are useful in understanding why consumers act or do not act too but not in quantifying the actions. Pragmatism, on the other hand, does not accept that there should be a paradigm which has to prevail. Rather, it pays attention to selecting the techniques which can treat the research problem in the best way. Pragmatists acknowledge the fact that in order to completely realize complex social problems, both objective measurements and subjective insights may be required. Pragmatism thus justifies mixed-method research, in which quantitative and qualitative data are used as supplements to come up with a more holistic picture (Ajani et al., 2023).
Since the given study involves a mixed-method approach, the philosophy that could be applied is pragmatism. The study uses both quantitative surveys to indicate the link between digital payment variables and consumer behavior and qualitative information (i.e. open-ended feedback or contextual interpretation) to indicate why the behaviors occur. Pragmatism implies freedom in terms of combining the numerical trends with the experiential perspective so that the research questions can be answered with the most productive combination of approaches. Thus, although positivism and interpretivism offer both useful contributions, the pragmatic paradigm is the most appropriate to use in this study. It is compatible with mixed-methods design, methodological pluralism and provides the research with its focus on practical solutions contributing to the better comprehension of the digital payment behaviors in the UK retail sector.
[bookmark: _Toc216430769]3.5 Data Collection
The study used a questionnaire, which was designed and administered via Google Forms. The decision to use an online and structured survey was informed by the necessity to have quantifiable information about many respondents, whilst preserving standardization and comparability of the responses. Online surveys can be easily accessible, cost-effective, and data can be handled automatically, which guarantees the integrity of the responses and minimizes research bias. Structured online questionnaires are not only the most effective way to measure certain constructs in a precise way but also allow researchers to conduct a replicable and objective statistical analysis (Fernandez, 2024).
The questionnaire consisted of 20 closed-ended questions, while the first five questions were based on demographic variables including age, gender and income, to divide the respondents into meaningful segments. The rest of descriptive questions delved into perceptions and experience with digital payment systems, such as ease of use, speed of transaction, trust and convenience, on a five-point Likert scale, with responses given as strongly disagree to strongly agree. This design allowed quantitative comparability and correlation analysis and regression analysis. Out of the 100 responses that were received, 30 were utilized to obtain a pilot survey to determine the reliability and validity of the research. Likert scaling offers a finer insight into the consumer mood, as it elicits different levels of agreement instead of binary answers. This design is consistent with Ganapati et al. (2021), who revealed that structured Likert-based online surveys can effectively measure behavioral differences in big and widely geographically distributed populations.
The construct validity of the questionnaires was supported by the fact that the development of these questionnaires was guided by the literature available about consumer behavior and adoption of digital payment. Google Form has been chosen as it can handle the responses automatically, which would ensure ethical compliance. The online survey was distributed through social media platforms, which have a high population of online consumers. Such an approach was also related to higher response rates and accelerated data collection, and that corresponds to the principles of objectivity and reliability in quantitative research.
[bookmark: _Toc216430770]3.6 Population and Sample
The research population was 100 active retail consumers in UK who use digital payment systems such as contactless card payment systems, mobile wallets (Apple Pay, Google Pay), and online payment gateways. Among them, 100 valid responses were given and left to analyze the data. The purposive sampling, which is a non-probability technique, was used to select respondents, enabling the researcher to select the participants who have a certain knowledge or experience in relation to the problem under study. Purposive sampling is effective when the researcher has in mind a specific population that can give proper information on technology adoption behavior (Ravikumar and Prakash, 2022). Targeting UK consumers who have proven to use the digital payment systems, the study avoided having the data gathered on speculative attitudes, but on real experiences.
The sampling technique was selected instead of random probability methods as the study had contextual specificity. The depth and relevance of purposive sampling is that the research is focused on participants who have direct exposure to digital payment technologies. In their analysis of technology adoption, Purposive methods offer more context-related information through the focus on users whose behavioral orientations meet postulates of the constructive construct, including trust, convenience, and perceived usefulness (Bharti et al. 2023). Moreover, purposive sampling enhances construct validity in quantitative consumer research to filter participants who meet the set behavioral criteria; therefore, improving the validity of the results (Adiprima et al. 2020).
The composition of the sample was a varied population based on age, gender, income and education, which was a cross-section of the average UK retail consumers. The sample size of 100 is within the quantitative methodological rules of a pilot-scale survey, as it is manageable and, at the same time, the data collected is analytically sound. Purposive sampling avoids inaccuracies that compromise the methodological accuracy in determining the applicable portions of consumers in the retail markets (Rais Oman, 2025). Thus, the sampling strategy allowed a valid, reliable, and context-sensitive understanding of behavioral implications of digital payment uptake among consumers in UK.
[bookmark: _Toc216430771]3.7 Data and Analysis
This research employed statistical analysis, where SPSS was used to code, validate and statistically interpret data. The methodology was accurate and reliable as it started with the screening of the data to retain only consistent answers. Structured survey data can be analyzed quantitatively as it measures the associations between independent and dependent variables and determines the statistical significance and theoretical correspondence (Zaidi et al. 2023). Demographic frequency analysis was the initial procedure that was used to ensure accuracy and representativeness of data provided by the respondents. This demographic profiling was necessary to ensure the heterogeneity of responses, which is a requirement of valid inferential analysis.
A pilot test was done on 30 responses and indicated that the data was verified to determine reliability and appropriateness of research variables. This step evaluated internal consistency through Cronbach's alpha and it was done to assess whether all items in a construct were effective in measuring the desired dimensions. Pre-test validation of pilot, as reiterated by Shaheen and Khan (2025), is an important process in quantitative research, as it assures consistency of the items before general analysis. After the pilot reported that reliable results were achieved, descriptive and inferential statistical methods were used in full-scale analysis.
Descriptive statistics were used as primary analysis tools to outline consumer perceptions toward the use of digital payment, comprising “mean, standard deviation, and percentage counts”. These findings laid a foundation of behavioral disposition and preferences of UK consumers. The interpretation of the results of correlation and regression is based on the descriptive results that provide a minimum level of understanding of how the data is distributed (Li and Tang, 2024). Then, correlation analysis was carried out to determine whether there is any significant relationship between the main variables, like perceived usefulness, trust, convenience, and behavioral intention to use digital payments. The theoretical assumptions were supported by the positive correlations found that have been made in previous quantitative studies of consumers (Chandel et al., 2025).
Regression analysis was used to find predictive relationships and how independent variables had an impact on the dependent behavioral outputs. According to Malik et al. (2025), regression models prove especially useful in fintech research efforts since they can measure direct impacts and uncover the behavior mechanism behind. Sudirjo et al. (2024) found that, through regression, empirical support of behavioral constructs has been provided to connect empirical data with theoretical predictions. Thus, using descriptive, correlation, and regression analyses in SPSS allowed conducting a systematic and plausible interpretation of the research consumer behavior. 
[bookmark: _Toc216430772]3.8 Reliability and Viability
The validity and reliability of the research instrument were guaranteed by various check-up procedures. A pilot survey on 30 respondents was used to test internal consistency, Cronbach's alpha, which indicated high reliability. The construct validity was assessed by means of factor analysis, as the items had to reflect the theoretical dimensions. These approaches, as Jasmine (2025) emphasizes, enhance the quality of qualitative research since they help to show the consistency among variables. Screening and attention controls were used to reduce the possibility of such problems as biased answers or inconsistency in the data. As in the case of such approaches taken by Poudel and Sapkota (2022) and Van Dinh (2024), these measures allowed making the instrument not only trustworthy but also appropriate to the study of consumer behavior in relation to digital payment systems.
[bookmark: _Toc216430773]3.8.1 Limitations of the Research
Although methodological rigour was met, this study has some limitations that quantitative survey research presents. There might be a bias in self-reported data because the participants might confuse the questions or respond socially desirable. The cross-sectional nature imposes the limitation of drawing causality between consumer behavior and the adoption of digital payment. The sample size (100) and purposive sampling restrict the ability to generalize the results to the UK retail industry. The same limitations apply to the digital payment research, where findings are relative and determined by the demographic diversities and changes in technological familiarity. Longitudinal or mixed-method research may be included in future research to gain deeper insight.
[bookmark: _Toc216430774]3.9 Research Ethics
The study complied with the ethical guidelines of “University of Wales Trinity Saint David” (UWTSD). The use of “UK Data Protection Act 2018” ensured that data were collected in a legal, fair, and transparent manner (Legislation.gov.uk, 2025). There was an ethical clearance that was sought and approved before data collection. A good explanation of the purpose, objectives, and voluntary nature of the study was given to the participants. The informed consent was done electronically before participating in the survey and respondents were clearly informed that they are free to pull out at any time along the way.
[bookmark: _14acp29a8rrt][bookmark: _blunib880zlq][bookmark: _2x1k9jyvsv2r]No personal information (names or contact details) related to the participants was gathered to preserve their anonymity and confidentiality. The information was kept safely in encrypted devices in the university that were available to the researcher only. The principles of “General Data Protection Regulation (GDPR)” were also adhered to, and the rights and privacy of the participants were upheld during the research process. Respondents were confident that their answers would be utilized in an academic context only and would be erased three months after the end of the project. This ethical care was in agreement with the best practices in online surveys of consumers, where transparency, voluntary participation and the safety of information used are the key factors. 


[bookmark: _Toc216430775]Chapter 4: Data Analysis
[bookmark: _p47ttw95qmr3][bookmark: _Toc216430776]4.1 Introduction
The chapter introduces the discussion of the collected quantitative data to determine the impact digital payment systems have on consumer purchase behavior. It starts with the frequency analysis of such key categorical variables as the main payment method, the shopping method, and the primary influencing factors. Attitudinal variables and behavioral variables are then summarized with descriptive statistics. After this, four hypothesis models are evaluated through correlation and regression. An analysis of important analytical insights is presented with a conclusion of the chapter.
[bookmark: _50w8susw1ctu][bookmark: _Toc216430777]4.2 Frequency Analysis
[bookmark: _l7fugxhpp9sh][bookmark: _Toc216430778]4.2.1 Main Method
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[bookmark: _Toc216430799]Table 4.1: Main Method
As per Table 4.1, Google Pay is most frequently used as a digital payment method (25%), and in the next place, there are card/contactless (20%), and mobile wallets (18.8%). Bank transfers are not so popular (12.5%), with only a small percentage (5) depending on other means.
[image: ]
[bookmark: _Toc216430796]Figure 4.1: Main Method
Figure 4.1 reveals that Google Pay is the most popular one with 20 users, which takes the largest portion. Comparatively, Other payment methods are insignificant, with only 4 users, which shows great consumer desire towards mainstream online platforms.
[bookmark: _qs0v5lrifwlr][bookmark: _Toc216430779]4.2.2 Shop method
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[bookmark: _Toc216430800]Table 4.2: Shop method
Table 4.2 shows that online shopping is the most preferred at 32.5% valid responses. The offline shopping comes in second at 27.3% and a percentage of 24.7% is a combination of both. The other category is the group with the smallest but significant difference in shopping tastes, 15.6%.
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[bookmark: _Toc216430797]Figure 4.2: Shop method
As per Figure 4.2, online shopping, which has 25 respondents, is the highest segment. The least segment is Other (12), which means that not many consumers follow alternative shopping strategies with traditional online methods or offline strategies.
[bookmark: _juhke1p6v4g4][bookmark: _Toc216430780]4.2.3 Main Factor Code
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[bookmark: _Toc216430801]Table 4.3: Main Factor Code
According to Table 4.3, other factors prevail with 37.3% meaning there are various motivations that are not predetermined in categories. Convenience and security stand at 24 and 21.3, respectively. Speed (13.3%) and rewards (4%) have a smaller effect and indicate that there are fewer consumers who use these attributes when selecting digital payment systems.
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[bookmark: _Toc216430798]Figure 4.3: Main Factor Code
Figure 4.3 illustrates the presence of different underlying motivations by how the other factors are the most crucial, with 28 respondents. The convenience (18) and security (16) seem to be the moderately important ones, and the rewards (3) section is the smallest. Speed (10) also scores lower, which confirms the fact that consumers give precedence to broader or unique factors of many other attributes of payment.
[bookmark: _txljugjn86uh][bookmark: _Toc216430781]4.3 Descriptive Statistics 200
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[bookmark: _Toc216430802]Table 4.4: Descriptive Analysis
As per Table 4.4, descriptive findings have provided useful information about consumer perception and behavior on digital payment systems. Average age of the participants is 29.57 years (SD = 8.68), which means that the sample is mainly young, a population which is well known to use digital technologies (Lupton, 2021). The average of FREQ-DIGPAY (M = 5.81, SD = 2.86) implies that consumers make digital payments rather often, which confirms the increasing penetration of this practice in daily transactions. Variables that are perception-based portray different attitudes. The ease of learning digital payments has a relatively low mean (EASE_LEARN: M = 1.42, SD = 2.00), which means that there are uncertainty or mixed levels of comfort. It indicates that perceived ease of use may vary based on familiarity of the user and design of the system (Nguyen et al. 2024). Speed perception, however, seems to be stronger with FASTER (M = 2.82, SD = 3.38), suggesting that a good number of consumers perceive digital payments as being faster than cash.
The moderate mean scores also exist with motivation-related attitudes. MOTIVATES_MORE (M = 2.29, SD = 3.32) and IMPULSE_BUY (M = 2.68, SD = 3.54) attest to the fact that the digital payment systems can implicitly influence the additional/unintended purchase. Such security attitudes as SAFE_ASpects (M = 5.00, SD = 4.28) and FRD_concerNS (M = 3.27, SD = 4.36) are more variable, and they reflect different perceptions of digital safety. The general trends in the descriptive patterns indicate the presence of a consumer base that makes regular utilization of the digital payments, yet the perception of ease, safety, and behavioral influence is widely different.
[bookmark: _y98nrsjjolj5][bookmark: _Toc216430782]4.4 Hypothesis Testing 
[bookmark: _2g1ac0oaux2t][bookmark: _Toc216430783]4.4.1 Hypothesis Model 1
H1: “Adoption of digital payment systems is positively associated with consumer purchase frequency.”
H0: “Adoption of digital payment systems is not associated with consumer purchase frequency.”
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[bookmark: _Toc216430803]Table 4.5: Correlation Analysis 1
The results of the correlation indicate that there is no significant correlation between the adoption-related variables and the frequency of using digital payments. The correlation between FREQ_DIGPAY and USE_DURATION_NUM is insignificant with a weak correlation rate of (r =.193, p =.114), which means that the experience of using digital payments does not raise the frequency of use. It has small and statistically insignificant correlations with MAIN_METHOD (r = -.202, p =.072), CONVENIENT (r =- .105, p =.363) and FASTER (r =- .212, p =.061). As “significant values” are higher than actual threshold of 0.05, it shows that there is no correlation (Stein et al. 2024). These results prove that perceived convenience, speed, or preferred payment method has no significant effect on the frequency of consumer use of digital payment systems. It provides a high chance of rejecting the anticipated positive relationship.
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[bookmark: _Toc216430804]Table 4.6: Regression Analysis 1
Table 4.6 shows a low ability to explain the variation in usage frequency with R =.257 as well as R2 =.066, indicating that the predictors only explain 6.6% of the variation in usage frequency. The insignificant predictive potential is proven by the adjusted R-squared of 0.003. The ANOVA statistic (F = 1.045, p =.392) indicate that the overall model is statistically non-significant, as a significant p-value is more than 0.05 (Trisna et al. 2024). Coefficient analysis reveals that there are no significant individual effects as convenient (p =.787), speed (p =.313), payment method (p =.391), and duration of use (p =.268) are far below the level of significance value, which is 0.05. Therefore, the regression analysis favours the retention of the null hypothesis of this model. Thus, “Adoption of digital payment systems is not associated with consumer purchase frequency.”
[bookmark: _bsplvaa0iwon][bookmark: _Toc216430784]4.4.2 Hypothesis Model 2
H2: “Ease of use, speed, and perceived security of digital payment systems positively influence consumer purchasing decisions.”
H0: “Ease of use, speed, and perceived security of digital payment systems do not influence consumer purchasing decisions.”
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[bookmark: _Toc216430805]Table 4.7: Correlation Analysis 2
Table 4.7 indicates that several adoption-based perceptions are strongly related to consumer motivation to make purchases with the help of digital payment. Motivation has a positive and significant relationship with ease of use (r = .261, p = .021), indicating that the easier the system, the higher the purchasing intent (Esmeli et al. 2021). The strongest correlation is the improvement in retail experience (r = .604, p < .001), indicating that consumers are more motivated when their overall shopping experience is enhanced with the help of digital payments (Shree et al. 2021). There is also a weak positive correlation between speed (r =.188, p =.099), but it is not significant. A significant relationship is not present between perceived safety and perceived safety (r =.063, p=.605). Comprehensively, partial support of H2 is found at the correlation level.
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[bookmark: _Toc216430806]Table 4.8: Regression Analysis 2
As per Table 4.8, R-Squared =.368, meaning that 36.8% of the variance in motivations is accounted by predictors. The outcome of ANOVA (F = 9.298, p =.001) shows that the predictors themselves have a strong impact on the purchasing motivation. Analyzing specific predictors, it is possible to note that only RETAIL_IMPROVE is a strong predictor (3.601, p <.001), which proves that enhanced retail experience is highly motivating. When it has to be controlled by other variables, ease of use (p =.709), speed (p =.607), and safety perception (p =.411) are not significant. These findings indicate that motivation is correlated with ease of use but does not make predictions about motivation. The regression results thus partially confirm H2, as the key cause of consumer purchasing motivation is the retail experience improvement.
[bookmark: _mmu1erjj0dnl][bookmark: _Toc216430785]4.4.3 Hypothesis Model 3
H3: “Demographic factors (age, digital literacy, shopping orientation) significantly influence consumer attitudes toward digital payment systems.”
H0: “Demographic factors (age, digital literacy, shopping orientation) do not influence consumer attitudes toward digital payment systems.”
[image: ]
[bookmark: _Toc216430807]Table 4.9: Correlation Analysis 3
Table 4.9 indicates that age is the only demographic characteristic that is significantly correlated with attitudes toward digital payments. The age shows a moderate positive relationship with EASE_LEARN (r =.362, p =.001), indicating that older users are more likely to learn digital payment systems more easily (Seldal and Nyhus, 2022). The shopping method has a negligible negative association with SOCIAL_INFL (r = -.272, p =.023) and it means that individuals who adopt different shopping ways are slightly different in terms of their vulnerability to social influence. Further correlations are insignificant and weak and provide minimal evidence of general demographic impact.
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[bookmark: _Toc216430808]Table 4.10: Regression Analysis 3
The predictors are statistically significant in the regression model in Table 4.10 of the effects of demographics on ease of learning digital payments (F = 3.432, p =.014), with the predictors accounting for the variance of 19.1% (R² = 0.191). Of all the variables, AGE is the only major predictor (p = 0.001), so that age affects the perceived ease of learning significantly. SHOP_METHOD has a marginal effect (p =.073) and the effects of AWARENESS_EFFECT and SOCIAL_INFL are not significant. Thus, the findings partially confirm H3, and the variable of age has apparent predictive value.
[bookmark: _ihiapjtt16l5][bookmark: _Toc216430786]4.4.4 Hypothesis Model 4
H4: “Convenience, security, and transaction speed significantly predict overall satisfaction with digital payment systems.”
H0: “Convenience, security, and transaction speed cannot predict overall satisfaction with digital payment systems.”
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[bookmark: _Toc216430809]Table 4.11: Correlation Analysis 4
Table 4.11 indicates that positive relationship between convenience and satisfaction is moderate (r =.398, p <.001), meaning that those users who find digital payments easier and more convenient are more likely to report a higher level of satisfaction. The relationship between speed and user satisfaction is even stronger (r =.527, p <.001), proving that the faster transactions are conducted, the more satisfaction users have. Contrary to that, security perceptions (r =.018, p =.879) and stress reduction (r =.018, p =.876) do not have any significant correlation.
[image: ]
[bookmark: _Toc216430810]Table 4.12: Regression Analysis 4
As per Table 4.12, the model has an R =.513 and R-squared =.263, which represents 26.3% of the satisfaction variance. The result of ANOVA (F = 5.611, p < .001) demonstrates that the model is statistically significant. The most significant predictor is the speed among the predictors, with a coefficient of (.407, p = .006), as a faster process of transaction processing has a significant impact on increasing satisfaction. The effect of convenience on it is positive yet not significant (p =.259), indicating that its impact is weakened under the control of other variables. Satisfaction is not significantly determined by security perceptions (p =.165) and stress reduction (p =.504). These findings reveal that convenience and speed are equally correlated to satisfaction, but speed is the most important variable in the determination of satisfaction. Thus, H4 is partially supported, and speed was found to be the most effective feature.
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Discussion on Objective 1
The literature repeatedly supports that the use of digital payments leads to an increase in the frequency of transactions and stimulates the impulse or low value buying. Brown et al. (2024) and Kurniawan et al. (2019) focus on convenience and immediate payment as a stimulus to make a purchase again, whereas Salamah (2024) and Bian et al. (2023) refer to psychological comfort and less friction in spending. Nevertheless, your results do not agree with these theoretical anticipations. The regression and correlation models indicate that there is no strong association between the variables of convenience, speed, length of use, and the method of payment and the purchase frequency. This questions the notion that the adoption of digital will naturally increase the purchase behavior. 
One reason is that the level of digital payment has become habitual to UK consumers, and does not affect behavior anymore, unlike Ghosh (2021) and Faraz and Anjum (2025), who suggest that digital tools make people spend more, especially young adults. Rather, the results suggest that the frequency can be determined by the economic or personal budgeting variables in a broader scope and not necessarily by payment technology. It implies that UK retail consumers, contrary to what has been seen in the earlier trends in the rest of the world, are digitally literate but behaviorally conservative, meaning that there is a disintegration of adoption and frequency of consumption.
Discussion on Objective 2
Literature is categorical in that the behavioral intention is determined by ease of use and security (Siagian et al. 2022; Sari et al. 2022). TAM-related literature confirms the role of user-friendliness in triggering trust and purchasing intentions, with Ashofi and Migunani (2025) also focusing on the factors that stimulate the positive checkout experience through speed. However, ease of use is associated with motivation (r =.261), but the regression outcomes demonstrate that it is not a significant predictor of purchasing choices when it is evaluated in combination with speed and security. 
Instead, it is the enhancement of the overall retail experience, which is the most significant predictor, as Verhoef et al. (2019) state that digital payments transform the shopping experience and not the single buying decision. Security, which is so commonly stressed as a requirement, was not important in the model, which is contrary to the statement that trust is a direct driver of purchase behavior (Hirschfield, 2022; Poudel et al. 2023). It implies that ease, speed, and security are the minimum expectations of consumers in the UK and are not facilitating factors. Digital payments affect behavior only by improving the overall retail interaction, which puts the functionalist assumptions of TAM-based research to the challenge.
Discussion on Objective 3
The literature indicates that demographic factors, especially age, income, and digital literacy, have a strong impact on demand for consumer attitudes regarding digital payment technologies. According to Banu and Sivagnanam (2025) and Purohit et al. (2022), younger customers tend to be more loyal to convenience and usability, and older people tend to be more sensitive to safety and confidence. Further confirmation of such a generational gap is provided by UK Finance (2025), which states that the rates of mobile payments are much higher among 16-24-year-olds than those aged over 65 years. Similar to these presumptions, the quantitative evidence of this research exposes a more detailed demographic situation.
The results of the regression suggest that only age was a significant demographic predictor and positively correlated with ease of learning digital payment systems (p =.001). This observation contradicts the claims that older adults are less digitally confident but partially concurs with Vinitha and Vasantha (2017), who observed that perceived usefulness differences by generations are declining with the maturity of the digital ecosystem. The outcome indicates the increase of technological familiarity among the older segments in the UK, which could probably be explained by the exposure to more mobile banking and contactless services.
On the other hand, the support of income and digital literacy, which Bordoloi and Babu (2024) and Majid et al. (2022) acknowledge as major determinants of digital adoption, did not show a considerable effect. This is contrary to what the theoretical expectations would dictate and can be interpreted as indicating that the high level of digital inclusion in the UK is possibly narrowing the socio-economic disparities in the use of payment technology. The results suggest that the differences in UK retail sector with attention to digital payment adoption may not be demographically motivated anymore but rather experience based. It means that the adoption of a digital payment system in UK retailing industry is progressing towards more homogenization of the groups of the population.
Discussion on Objective 4
The literature focuses on highlighting that retailers must focus on convenience, trust, and smooth integration (Chaveesuk et al. 2021; Hossain et al. 2024). Nevertheless, the results refine these suggestions by demonstrating that the overall retail experience improvement, rather than single attributes of payments, has the best behavioral influence. It is in contrast to other studies that postulate ease of use and speed are directly related to usage intention, including Sari et al. (2022) and Ashofi and Migunani (2025).
Since convenience, speed, and security have minor influences on the motivation in regression, the strategy needs to change towards the concept of retail journey optimization, such as far frictionless checkout process, integrated digital in-store experiences, and tailored promotional messages based on payment data (Revate, 2021; Salamah, 2024). Since the demographic effects were not much, the general-purpose solutions comprise standardized interfaces, user-friendly design of apps, and integrated trust signals that can be applied to all consumer segments (Perea-Khalifa et al. 2024). In this way, technological improvement should not be the center of attention in the strategies but designing payment with experience in mind. Retailers have to incorporate digital payments into systemic customer experience solutions, which is in line with Sagar (2024), where consistency and seamlessness work better than single functional attributes.
[bookmark: _mp8mmfbiks1h][bookmark: _Toc216430788]4.6 Summary
The quantitative analysis introduces the effects of digital payment systems on consumer behavior in the UK retail sector. Frequency analysis revealed that Google Pay was the most popular type of payment and online shopping was the most popular format of shopping. The descriptive statistics showed that digital payments were often used, but there were inconsistent perceptions of ease, security and behavioral influence. Tests of hypotheses revealed no significant correlation between purchase frequency and digital payment adoption, whereas retail experience improvement was the most predictive indicator of purchase motivation. The most important demographic variable that influenced attitudes was age. Speed was a major predictor of satisfaction, which showed partial alignment with the conceptual hypotheses.


[bookmark: _Toc216430789]Chapter 5: Recommendations and Conclusion
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The research aimed at analysing the effects of digital payment system on consumer buying behaviour in the UK retail market. Through the four principal aims, the study examined how digital payments are adopted, how often they are used, how easy to use, how fast, secure in their perceptions, how their demographics vary and their satisfaction. The results indicate that digital payment has a significant role in the development of the consumer experience but has less impact on actual purchasing behaviour compared to the commonly held view. The research sought to determine whether digital payments should be used or not, resulting in increased purchases. Convenience, speed and ease of access are factors that are often thought of as enlarging the spending opportunities, but the findings of this study did not find any significant association between these factors and the frequency of purchase. All the variables associated with adoption did not show a significant correlation with the frequency of consumer purchases with digital payment. It means that digital payments are such a norm in the UK that they do not make consumers think about them as triggers of higher spending. Rather, the buying behaviour seems to be influenced by the more general personal and financial considerations, as opposed tthe o payment mode.
The second objective tested the hypothesis of the influence of ease of use, speed, and security on consumer purchasing. These results partially supported this relationship. The variables of ease of use and speed were positively correlated with motivation to purchase and, in the regression model, could not be considered significant predictors of purchasing decisions independently. The remarkable effect of overall retail experience enhancement was what was notable instead. It means that consumers are more impacted by the way digital payments improve the overall shopping experience than by such individual characteristics as speed or convenience. The lack of issues like the lack of smooth checkout flows and waiting, stable systems, and stable functionality appears to have a more significant influence on encouraging customers to purchase. 
The third objective was demographic-based based especially in terms of age and orientation towards shopping. The only demographic predictor that was significant was age, as older consumers stated more problems in learning digital payment systems. This is indicative of a generation gap in learning and implies that retailers should take older users into consideration in designing or applying payment technologies. Shopping approach was also a factor with a slight impact, as online and omnichannel shoppers are more likely to have a positive view of digital payment than their competitors who choose to shop in stores. Tough, there was a low impact of demographics, implying that mass exposure to digital in UK has helped to close the adoption attitudes gaps between various groups.
The fourth aim attempted to determine what digital payment attributes are associated with consumer satisfaction. It was discovered that speed is the most effective factor that has a serious impact on an increase in the level of satisfaction. Retail experience will make more consumers have a positive experience when transactions are completed in a quick and efficient manner. Another factor that had a positive correlation with satisfaction was convenience, but it was not significant when the other factors were taken into consideration. The stress reduction and security perception had no significant effects on the satisfaction, meaning that the UK consumers regard these factors as mere expectations rather than added value features.
Therefore, findings concluded that digital payments can more significantly influence the quality of shopping experience, as opposed to behavioural outcomes and purchase frequency. Consumers like systems which are fast, easy and seamless, but they do not necessarily purchase more due to them. The payment system should be designed so that it becomes part of the broader retail experience, rather than the fact that a payment process is more or less convenient and secure. Thus, all research objectives were achieved, and the study can add to the fresh understanding of the role of digital payments in a digitally mature market. The results show that digital payment systems are more of an experience enhancer than a behavioural influencer in UK retail industry. They endorse customer anticipations of efficiency and convenience, and do not on their own stimulate expenditure behaviour or rate. These lessons are very instrumental to retailers aiming to enhance the customer experience and boost their online and in-store service platforms.
[bookmark: _Toc216430791]5.2 Recommendations for managerial practice
There are a number of valuable suggestions that can help UK retailers to enhance the system of digital payments and increase the level of consumer engagement.
Prioritising Transaction Speed as a Core Competitive Feature
The most powerful predictor of satisfaction was speed, which supports Ashofi and Migunani (2025), who demonstrate that the faster the system responsiveness, the greater the trust and retention. Retailers should then invest in the optimisation of payment terminals, minimisation of latency in processing of mobile wallets and stable network infrastructure. Some possible implementation options are the upgrade of the POS systems to the next-generation contactless terminals, allowing transactions in offline mode where feasible, and liaising closely with fintech partners to reduce delays in the busiest periods. The performance audit must occur after every quarter and compare the processing time with the industry standards.
Enhancing Usability through Simplified, Intuitive Payment Interfaces
The older customers had a perceived ease of learning, which made a difference in their purchase intention. Based on TAM, systems that are easily perceived will increase the perceived usefulness automatically (Siagian et al., 2022; Sari et al., 2022). It can therefore be recommended to retailers to streamline their apps and kiosks, use larger icons, give clear instructions and fewer steps between the checkout operation. It will be carried out by considering user testing sessions involving mixed age groups and behavioural feedback and redesigning the UI/UX based on them. There should also be an increase in employee training to assist the employees who face issues with their customers.
Strengthening Retail Experience Integration
The research discovered that consumer motivation significantly depended on the improvement of the retail experience. It confirms a proponent of digital payments being integrated in other retail ecosystems, like loyalty programmes, personalised offers, and contactless returns (Chatterjee, 2024). The retailers are expected to incorporate digital payment data into their CRM to provide the ability to deliver instant discounts, targeted coupons, and membership recognition at checkout. This implementation would need cross-system API integration, whereby payment events automatically cause personalised retail actions.
Customising Digital Payments for various demographics
Age was one of the aspects that influenced the learning process. Older consumers might be resistant to new features unless instructed to do so. As pointed out by Banu and Sivagnanam (2025), there is an increase in the rate of adoption with demographic responsiveness. The retailers can install Digital Help Desks in the retail outlets, have brief classes for the elderly customers or they can also provide them with printed instructional manuals. It will need to be realised through hiring trained workers to help in providing digital support during peak times and introducing one-on-one demonstrations in case of new payment implementation.
Using Digital Payment Analytics to Personalise Offers Responsibly
According to Chaveesuk et al. (2021), transaction information can show the trends in spending that can be used to generate individual promotions. Retailers ought to adopt data analytics systems that classify customer behaviour and automatically personalise rewards. Its implementation should comply with the requirements of ethical data privacy and GDPR through the application of anonymised insights wherever feasible. These suggestions provide an effective guide that the retailers in the UK can follow to boost the operational efficiency of digital payment systems as well as customer experience, satisfaction, and loyalty.
[bookmark: _Toc216430792]5.3 Contributions to theory
The study contributes a number of valuable additions to the theoretical knowledge about digital payment systems and consumer purchase behaviour, especially when it comes to a digital marketplace such as the UK. Although past research would imply that online payments lead to increased purchase frequency and intensified behavioural reactions, the results of the present research indicate a more complex interaction that introduces significant changes to the existing theory. To begin with, the study offers evidence that the use of digital payments does not always have a positive effect on the number of consumer purchases. The lack of meaningful correlation between adoption variables and purchase frequency argues against the hypothesis that the simplified or expedited payment procedures trigger the increased level of expenditure by default. This serves to add some theory, in that where digital payments are already normalised, adoption might be more of a maintenance behaviour, not a behavioural catalyst. This embraces a more adult perception of consumer behaviour where spending pattern is influenced by greater economic and psychological influences as opposed to technological convenience per se.
Second, the research contributes to the theoretical knowledge by identifying the difference between transactional characteristics and experiential characteristics. Though some of the digital payment functionalities, like convenience and speed, have been conceptualised as providing transactional benefits, the results reveal that they have the greatest effect on the overall shopping experience, rather than the decision to make a purchase. The regression findings indicate that motivational behaviour can be better predicted by retail experience improvement as opposed to isolated payment attributes. This helps advance theory by helping to make payment systems a more holistic constituent of the customer experience ecosystem than acting as discrete motivation determinants.
Third, the study also provides new knowledge on the role of demographics in shaping the attitude to digital payments. Although the literature used in the past tends to highlight the digital divide that is limited by age and digital literacy, this paper demonstrates that the digital divide is closing. The only demographic predictor that has significant values was age which indicates that younger and older consumers may vary in ease of learning digital payments but may not vary in their motivation or satisfaction. This has a theoretical contribution of showing a transitional phase in which digital payment adoption is not a demographics-based behaviour, but rather a global consumer pressure.
Fourth, the research contributes to the theoretical understanding of satisfaction drivers in online payment settings. The fact that speed is the most predictive factor of satisfaction supports the fact that consumers attach more importance to efficiency as compared to other qualities. Security perceptions and stress reduction, in their turn, did not significantly impact satisfaction, and it can be assumed that these two factors can now be considered as the basic expectations and not as the distinguishing ones. This helps develop theory because it establishes how consumer expectations are changing as the digital systems age and how satisfaction is now more and more determined by efficiency of performance than by risk-related perceptions.
Lastly, the study is advantageous because it offers a UK-specific interpretation of the digital payment behaviour. To a large extent, the current body of theory relates to the situation in international or emerging markets where digital payments are not yet fully evolved. This study contributes to the theoretical level of research by studying behaviour in a very digitised environment, providing information that shows the maturity of the retail and payment infrastructure in the UK. What this research contributes to the current body of theory is the refinement and expansion of theoretical views by showing that digital payment systems can with a greater impact on consumer experience than purchasing behaviour, and satisfaction is motivated by efficiency as opposed to innovative features or reduced risk. This will be a good basis for future theoretical advancements in digital retail behaviour.
[bookmark: _Toc216430793]5.4 Limitations of the study leading to areas of further research
Though the present study offers relevant information on the association between digital payment and consumer purchase behaviour, a number of limitations need to be noted. The study was based on self-reports of survey data, and this approach can cause bias depending on the perceptions of the respondents and not necessarily their behaviour. Respondents can either overestimate or underestimate their usage patterns and this restrains the accuracy of behavioural interpretation. It would be taken care of in future studies using transactional data or observation methods. The sample size was quite small and the respondents were a narrow demographic sample. This limits the extrapolation of the findings to the broader UK audience. More varied and larger samples would enhance the validity of results and provide a better understanding of differences in terms of income, region, lifestyle, and digital capability.
Some of the variables have missing responses, which lowered the statistical power of the analysis. The future research must make certain that more data collection is controlled and that there are mechanisms to reduce the missing values. Moreover, the research concentrated on the linear relationships primarily in correlations and regressions. The moderating or mediating factors that were not considered in this design may be a part of consumer behaviour. These complicated interactions could be investigated more efficiently using more advanced modelling methods, like structural equation modelling. The research did not analyse individual technologies individually, but on a general level of digital payments. It would be possible to compare the use of particular payment systems in the future, e.g. contactless cards, mobile wallets, or buy-now-pay-later services, to investigate the effects of the unique properties of payment systems on behaviour. Despite these drawbacks, the research provides a good basis on which future studies can be conducted on the behaviour of digital payment.
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In summary, this research will use an ethically sound, practical, and robust survey-based methodology. The combination of structured quantitative questions and limited qualitative feedback will allow for a comprehensive analysis of how digital payment systems affect consumer behavior in the UK retail sector.
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	Data will be collected using an online questionnaire created with Microsoft Forms. The survey will be distributed to approximately 150 UK adults who have used digital payment systems such as contactless cards, mobile wallets, or online platforms within the past three months.

Participants will be recruited via social media, email invitations, and online retail-related forums. A simple random sampling approach will be used to ensure participants are selected fairly and reduce bias.

The questionnaire will include multiple-choice and Likert-scale questions to capture structured, numerical data, along with a small number of open-ended questions to allow participants to share additional views. Topics will cover frequency of purchases, ease of use, speed, security, and demographic information such as age and income bracket.

The survey will be anonymous, and no names or identifying information will be collected. Participation will be voluntary, with clear instructions provided at the start. Respondents will be able to skip questions or withdraw at any time.

All responses will be collected online through Microsoft Forms and then exported securely for analysis using SPSS. No interviews, audio, or video recordings will be conducted.

Data will be stored on the University’s Office 365 cloud system, which is password protected and GDPR compliant. Data will only be accessible to the researcher and supervisor and will be deleted after the project is completed.



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	✔
	☒

	2
	Use of interviews?
	☒
	✔

	3
	Use of focus groups?
	☒
	✔

	4
	Use of participant diaries? 
	☒
	✔

	5
	Use of video or audio recording?
	☒
	✔

	6
	Use of computer-generated log files?
	☒
	✔

	7
	Participant observation with their knowledge?
	☒
	✔

	8
	Participant observation without their knowledge?
	☒
	✔

	9
	Access to personal or confidential information without the participants’ specific consent?
	☒
	✔

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☒
	✔

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☒
	✔

	12
	Investigation of participants involved in illegal activities?
	☒
	✔

	13
	Use of procedures that involve deception?
	☒
	✔

	14
	Administration of any substance, agent or placebo?
	☒
	✔

	15
	Working with live vertebrate animals?
	☒
	✔

	16
	Procedures that may have a negative impact on the environment?
	☒
	✔

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☒
	✔

	
	Details of any other primary data collection method:


No other primary data collection methods will be used. The research will rely solely on an online questionnaire administered via Microsoft Forms. This survey will include multiple-choice, Likert-scale, and limited open-ended questions to collect responses from UK adult retail consumers. No interviews, focus groups, diaries, or audio/video recordings will be undertaken.
	
	



If you have ticked NO to every question, then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☒
	✔

	2
	Adults (over the age of 18 and competent to give consent)?
	✔
	☒

	3
	Vulnerable adults?
	☒
	✔

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☒
	✔

	5
	Prisoners?
	☒
	✔

	6
	Young offenders?
	☒
	✔

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☒
	✔

	8
	People engaged in illegal activities?
	☒
	✔

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☒
	✔

	
	Details of any other participant groups:

Not applicable. All participants will be UK-based adults aged 18 and over who are fully competent to provide their own informed consent. No vulnerable groups, children, or individuals unable to give consent will be included in this study.
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	
Approximately 150 participants will be recruited. This number is manageable within the time frame of the dissertation while still large enough to provide meaningful data for statistical analysis.

	11
	Who will the participants be?

	
The participants will be UK-based adults (aged 18 and above) who have used digital payment methods such as contactless debit/credit cards, mobile wallets (e.g., Apple Pay, Google Pay), or online payment systems (e.g., PayPal) within the last three months.


	12
	How will you identify the participants?
	
Participants will be recruited through social media platforms, online retail-related forums, and email invitations. Inclusion criteria will be clearly stated at the start of the survey to ensure participants meet the requirements (UK resident, aged 18+, and recent user of digital payment systems). A simple random sampling approach will be used where possible to reduce bias and ensure demographic diversity across age, gender, occupation, and income.





	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	✔
	☒
	☒

	14
	Will you tell participants that their participation is voluntary?
	✔
	☒
	☒

	15
	Will you obtain written consent for participation?
	✔
	☒
	☒

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	✔
	☒
	☒

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☒
	✔

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	✔
	☒
	☒

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	✔
	☒
	☒

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	✔
	☒
	☒

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	✔
	☒
	☒

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☒
	✔
	☒

	25
	Is specialist electrical or other equipment to be used with participants?
	☒
	✔
	☒

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☒
	✔
	☒

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☒
	✔
	☒

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organizational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:

The main concern is potential mild discomfort when answering questions about spending behavior or attitudes towards digital payment systems. There is no collection of sensitive personal data, so risks of financial disclosure or harm are very low.

	How you will mitigate the risk to participants:

Participants will be informed that they may skip any question or withdraw at any stage without penalty. No identifying details will be collected, and responses will remain anonymous. Data will be stored securely in compliance with GDPR and deleted after project completion.


	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	
Not applicable. The study does not involve sensitive areas such as health, sexuality, or illegal activities. Questions focus only on consumer payment preferences and behaviors.


	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

Very low risk since all data collection is conducted online. Possible risks include receiving inappropriate messages from participants or managing large amounts of survey data.

	How you will mitigate the risk to the investigator:

All communications will be via secure University email and Microsoft Forms. No direct personal contact will be required. Data will be managed securely with password protection.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

Minimal. The only potential risks are breaches of data protection rules or reputational concerns if research were mismanaged.

	How you will mitigate the risk to the University:

The study will comply with UWTSD’s Research Ethics & Integrity Code of Practice and GDPR/DPA 2018. Data will be stored securely on the University’s Office 365 cloud system and will not be shared externally. Supervisor oversight will ensure compliance.


	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

None. The study is fully online and does not involve travel, laboratory work, or physical resources.

	How you will mitigate the risk to environment:

Not applicable, as no environmental impact is expected.




SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
At the end of the questionnaire, participants will see a short debrief message thanking them for their contribution and explaining the purpose of the study in simple terms. A dedicated email address will be provided so that participants may request a summary of the main findings after the project is completed. This ensures they have access to results without requiring individual reports.


	2
	Informed consent
Describe the arrangements to inform potential participants before providing consent of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	
Before beginning the questionnaire, participants will see an information and consent screen in Microsoft Forms. This will explain the purpose of the study, the voluntary nature of participation, the right to withdraw at any time, and how the data will be used and stored. Participants will be informed that by clicking the “Next” button they are giving their consent to take part in the study. No one will be able to proceed to the questionnaire without first reviewing and accepting this consent information.


	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
No names, addresses, or identifying details will be collected. All responses will remain anonymous, and participants will only be identified by a unique code within the dataset. Confidentiality will be maintained at every stage, and results will only be reported in aggregate form in the dissertation. No individual responses will be identifiable in any outputs, presentations, or publications.




SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☒
	✔

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labor Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☒
	✔

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behavior that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☒
	✔

	6
	University computers?
	✔
	☒

	7
	Private company computers?
	☒
	✔

	8
	Home or other personal computers?
	☒
	✔

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	✔

	10
	“Cloud” storage or websites?
	✔
	☒

	11
	Other – specify:

	☒
	✔

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
All data will be securely stored in password-protected cloud storage on the University’s Office 365 system, which is GDPR compliant. Only the principal researcher and supervisor will have access. No paper copies of data will be created. The dataset will be anonymised, and participants will be assigned codes instead of names to ensure confidentiality.

If a USB drive is required for temporary transfer, it will be password-protected and wiped once the data is uploaded to secure storage. No data will be stored on personal or private company devices.

All collected data will be retained only until the completion of the dissertation and assessment process, after which it will be permanently deleted.




	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	✔
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	✔
	☒

	15
	Sharing of data with other organisations?
	☒
	✔

	16
	Export of data outside the UK or importing of data from outside the UK?
	☒
	✔

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☒
	✔

	18
	Publication of data that might allow identification of individuals?
	☒
	✔

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	
All data transfers (e.g., downloading survey responses from Microsoft Forms to University systems) will be encrypted and password protected. Data will only be shared with the supervisor and, if necessary, examiners for assessment. No identifying information will be collected, and all responses will remain anonymous. Data will be stored until the completion of the dissertation and then permanently deleted. In line with GDPR and DPA 2018, participants will have the right to request deletion of their responses at any time before analysis.


	20
	List all who will have access to the data generated by the research activity:

	
	
· Principal researcher (student)
· Supervisor (Marie Pitson)
· Examination/assessment staff (if required)


	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
The principal researcher will be the custodian of the data.


	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	
All data will be stored on the University’s secure Office 365 cloud system, which is password protected and GDPR compliant. No data will be stored on personal or private company computers. If USB devices are temporarily used, they will be encrypted, password protected and reformatted after transfer. Data will be retained only until the dissertation and examination process is complete, then permanently deleted.


	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	✔

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	✔




SECTION I: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	HRUSHIKESH KAGITHA
	Date: 01.10.2025


	2
	Director of Studies/Supervisor:
	Marie pitson
	Date:01.10.2025

	3
	Signature:
	[image: Close-up of a handwritten name

AI-generated content may be incorrect.]

	





FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:


	2
	Name:
	

	3
	Role:
	

















                          PARTICIPATE QUESTIONNAIRE 

THE IMPACT OF DIGITAL PAYMENT SYSTEMS ON CONSUMER PURCHASE BEHAVIOUR IN UK RETAIL SECTOR

My name is Hrushikesh Kagitha, and I am a postgraduate MBA student at the University of Wales Trinity Saint David. This survey is part of my master’s dissertation, which focuses on understanding how digital payment systems influence consumer purchase behaviour in the UK retail sector. I sincerely appreciate your time and participation, as your responses will contribute valuable insights to my research.

Purpose of the Study You are invited to take part in this research study, which forms part of a master’s dissertation project. The study aims to evaluate how digital payment systems influence consumer purchase behaviour in the UK retail sector. Your responses will help the researcher understand how people use digital payments and how these systems affect shopping habits. What Does Participation Involve? This survey contains short multiple-choice and Likert-scale questions. It should take around 5 minutes to complete. The questions ask about your demographic information, your use of digital payments, and your opinions about ease of use, speed, trust, and purchasing behaviour. Confidentiality and Data Use
· Your responses will remain anonymous and confidential.
· No personal details (name, email, etc.) will be collected.
· The data will be used only for academic research purposes.
· Information will be stored securely following GDPR and data protection rules.
Voluntary Participation
· Taking part in this survey is completely voluntary.
· You may choose not to continue or exit the survey at any time before submission.
· There are no disadvantages or consequences for choosing not to take part.
Eligibility to Participate You can take part if you:
· Are 18 years or older
· Live in the United Kingdom
· Have used any digital payment method (e.g., contactless card, mobile wallet,)
Consent Statement By proceeding with this survey, you confirm that:
· You have read and understood the information above
· You meet the eligibility criteria
· You voluntarily agree to participate in this study

Your participation is voluntary. Your name will be kept anonymous and the responses shared by you will be kept confidential. The data will not be shared by anyone unauthorized

Thanking you in advance for your participation

1.What is your age? 
2.How frequently do you make purchases using digital payment methods?
3.How long have you been using digital payment methods?
4.Which digital payment method do you use most often?
5.What is your primary shopping method?
6.Do you find it easy to learn and adapt to new digital payment technologies
7.Are you able to complete digital payment transactions without needing assistance?
8.Do you believe digital payments such as Apple pay help customers avoid carrying multiple cards?
9.Do you use digital payment systems due to the time saved on checkout?
10.Are online payment systems more convenient and enjoyable to your general shopping experience?
11.Do you feel digital payments improve the overall retail experience compared to cash?
12.Do you believe that using digital payment mode enables you to transact faster than using cash payment mode?
13.Do you believe that digital payments reduce stress for customers during peak shopping hours?
14.Do you feel that the presence of digital payment methods motivates you to make more purchases?
15.The availability of digital payment options encourages me to buy more unplanned or impulse purchases (for e.g., items I did not intend to buy before entering the store or visiting the web site)
16.What is most important factor that influences your decision to use a particular digital payment method?
17.Rewards, discounts or cash back linked to digital payment influence my purchase decision's 
18.What prevents you from using digital payment methods more frequently
19.Do digital payments make it harder or easier for you to keep track of your spending compared to cash
20.Concerns about fraud or data security reduce my willingness to use digital payments methods.
21.Do you believe your purchase even if your preferred digital payment method is temporarily unavailable?
22.What aspects of digital payment systems make you feel safer or unsafe when conducting transactions?
23.How does the absence of physical money exchange influence your awareness of the cost of your purchases?
24.How much does seeing others (Friends, family, or other shoppers) using digital payments influence your own choice to use them?
25.How satisfied are you with overall experience using digital payment systems?
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MAIN_METHOD

Cumulative
Frequency Percent  Valid Percent Percent

Valid  Banktransfer 10 125 125 125
Mobile wallet/UPI 15 18.8 18.8 313
Card/contactless 16 20.0 200 51.2
Google Pay 20 25.0 25.0 76.3
Apple Pay 15 18.8 18.8 95.0
Other 4 5.0 5.0 100.0
Total 80 100.0 100.0
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SHOP_METHOD

Cumulative
Frequency Percent  Valid Percent Percent

Valid Online 25 31.3 325 325
Offline 21 26.3 27.3 59.7
Both 19 238 247 84.4
Other 12 15.0 156 100.0
Total 77 96.3 100.0

Missing  System 3 38

Total 80 100.0
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MAIN_FACTOR_CODE

Cumulative
Frequency ~ Percent  Valid Percent Percent

Valid Convenience 18 225 24.0 24.0
Security 16 200 213 453
Rewards 3 38 4.0 493
Speed 10 125 133 62.7
Other 28 35.0 373 100.0
Total 75 938 100.0

Missing  System 5 6.3

Total 80 100.0
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Descriptive Statistics

N Minimum  Maximum Mean Std. Deviation
AGE 76 18 66 29.57 8.677
FREQ_DIGPAY 80 2 9 5.81 2.860
USE_DURATION_NUM 68 1 15 4.01 2685
SATISF 79 1 9] 2.22 2.890
EASE_LEARN 79 0 9 1.42 2.004
NO_HELP 78 0 9 1.55 2178
AVOID_CARDS 76 0 9 1.41 2.054
TIME_SAVE_USE 78 0 9 1.64 2341
CONVENIENT 77 0 9 1.99 2.736
RETAIL_IMPROVE 77 0 9 1.75 2.498
FASTER 79 1 9 282 3377
LESS_STRESS 76 0 9 2.07 2.886
MOTIVATES_MORE 78 0 9 2.29 3.319
IMPULSE_BUY 77 0 9 2.68 3.537
REWARDS_INFL 78 1 9 3.46 3.716
BARRIERS_CODE Kl 0 1 .08 .280
FRD_CONCERNS 77 0 9 3.27 4.358
ALT_METHOD_BEHAV 74 0 9 2.77 3.575
SAFE_ASPECTS 70 0 9 5.00 4.280
AWARENESS_EFFECT 68 0 9 6.00 4.103
Valid N (listwise) 49
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Correlations

FREQ_DIGPA  USE_DURATI = MAIN_METHO CONVENIEN
ON_NUM D T FASTER
FREQ_DIGPAY Pearson Correlation 1 193 -.202 -105 -212
Sig. (2-tailed) 114 072 363 061
N 80 68 80 7 79
USE_DURATION_NUM  Pearson Conrslation 193 1 17 375" -3’
Sig. (2-tailed) 114 343 002 002
N 68 68 68 65 67
MAIN_METHOD Pearson Correlation -202 7 1 009 o1
Sig. (2-tailed) o072 343 935 9%
N 80 68 80 ” 79
CONVENIENT Pearson Correlation -105 -375" 009 1 837"
Sig. (2-ailed) 363 002 935 <001
N ” 65 7 7 76
FASTER Pearson Corslation -212 -an” o1 837" 1
Sig. (2-ailed) 061 002 926 <001
N 79 67 79 76 79

**_Correlation is significant atthe 0.01 level (2-tailed).
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Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .257% .066 .003 2824

a. Predictors: (Constant), FASTER, MAIN_METHOD,
USE_DURATION_NUM, CONVENIENT

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 33330 4 8.332 1.045 392°
Residual 470.608 59 7.976
Total 503.938 63
a. Dependent Variable: FREQ_DIGPAY
b. Predictors: (Constant), FASTER, MAIN_METHOD, USE_DURATION_NUM,
CONVENIENT
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig
1 (Constant) 6.095 1.317 4629 <.001
USE_DURATION_NUM 161 144 153 1.117 .268
MAIN_METHOD =211 244 -109 -.863 391
CONVENIENT 047 A75 047 .21 787
FASTER -1563 150 -175 -1.017 313

a. Dependent Variable: FREQ_DIGPAY




image12.png
Correlations

MOTIVATES_ EASE_LEAR SAFE_ASPEC  RETAIL_IMPR
MORE N FASTER OVE

MOTIVATES_MORE  Pearson Correlation 1 261" 188 063 6047

Sig. (2-ailed) 021 099 605 <001

N 78 78 78 70 7

EASE_LEARN Pearson Correlation 2617 1 305 -088 420"

Sig. (2-tailed) 021 007 469 <001

N 8 79 8 70 7

FASTER Pearson Correlation 188 305" 1 232 368"

Sig. (2-ailed) 039 007 053 <001

N 78 78 79 70 7

SAFE_ASPECTS _Pearson Correlation 063 -088 22 1 039

Sig. (2-tailed) 605 489 053 752

N 70 70 70 70 69

RETAIL_IMPROVE  Pearson Correlation 604" 420" 368" 039 1
Sig. (2tailed) <001 <001 <001 752

N ” 7 7 69 7

* Correlation is significant atthe 0.05 level (2-tailed).
* Corrslation is significant at the 0.01 level (2-tailed).
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Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 606* .368 .328 2767

a. Predictors: (Constant), RETAIL_IMPROVE,
SAFE_ASPECTS, EASE_LEARN, FASTER

ANOVA?
Sum of

Model Squares df Mean Square F Sig.

1 Regression 284.702 4 71.176 9.298 <001®
Residual 489.935 64 7.655
Total 774.638 68

a. Dependent Variable: MOTIVATES_MORE
b. Predictors: (Constant), RETAIL_IMPROVE, SAFE_ASPECTS, EASE_LEARN,
FASTER
Coefficients®
Standardized
Unstandardized Coefficients ~ Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 709 602 1179 243
EASE_LEARN .067 178 042 374 .709
FASTER -.058 112 -.058 -517 .607
SAFE_ASPECTS 068 .082 .086 827 411
RETAIL_IMPROVE 772 147 601 5.265 <.001

a. Dependent Variable: MOTIVATES_MORE




image14.png
Correlations

EASE_LEAR SHOP_METH  AWARENESS
AGE oD _EFFECT  SOCIAL_INFL
EASE_LEARN Pearson Correlation 1 362" o7 -058 064
Sig. (2-tailed) 001 539 641 597
N 79 75 7 68 7
AGE Pearson Correlation 362" 1 -173 070 004
Sig. (2-tailed) 001 143 580 976
N 75 7% 73 65 8
SHOP_METHOD Pearson Correlation o7t -173 1 -159 -217
Sig. (2-tailed) 539 143 201 023
N 7 73 i 66 70
AWARENESS_EFFECT _Pearson Correlation -058 070 -159 1 230
Sig. (2-tailed) 841 580 201 061
N 68 65 66 68 67
SOCIAL_INFL Pearson Correlation 064 004 217 230 1
Sig. (2-tailsd) 597 976 023 061
N 7 68 70 67 7

**. Correlation is significant atthe 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
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Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 4377 191 136 207

a. Predictors: (Constant), SOCIAL_INFL, AGE,
AWARENESS_EFFECT, SHOP_METHOD

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 58.875 4 14.719 3432 014°
Residual 248.776 58 4.289
Total 307.651 62

a. Dependent Variable: EASE_LEARN

b. Predictors: (Constant), SOCIAL_INFL, AGE, AWARENESS_EFFECT,
SHOP_METHOD

Coefficients”
Standardized
Unstandardized Coefficients ~ Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) -1.915 1.115 -1.717 .091
AGE .097 .029 406 3.364 .001
SHOP_METHOD 213 M7 | .226 1.829 .073
AWARENESS_EFFECT -.062 .066 -114 -.941 .351
SOCIAL_INFL .075 .065 142 1.147 .256

a. Dependent Variable: EASE_LEARN
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Correlations

CONVENIEN  SAFE_ASPEC LESS_STRE
SATISF T Ts FASTER Ss
SATISF Pearson Correlation 1 398" 018 521" 018
Sig. (2-tailed) <.001 879 <001 876
N 79 76 70 79 76
CONVENIENT ~ Pearson Correlation 398" 1 219 637" 151
Sig. (2-tailed) <001 073 <001 196
N 76 7 68 76 75
SAFE_ASPECTS  Pearson Correlation .018 219 1 232 400"
Sig. (2-tailed) 879 073 053 <001
N 70 68 70 70 69
FASTER Pearson Correlation 521" 631" 232 1 011
Sig. (2-tailed) <.001 <.001 053 927
N 79 76 70 79 76
LESS_STRESS  Pearson Correlation 018 151 -.400" o1 1
Sig. (2-tailed) 876 196 <001 927
N 76 75 69 76 76

**. Correlation is significant atthe 0.01 level (2-tailed).
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Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 513* 263 216 2528

a. Predictors: (Constant), LESS_STRESS, FASTER,
SAFE_ASPECTS, CONVENIENT

ANOVA?
Sum of
Model Squares df Mean Square F Sig
1 Regression 143.388 4 35.847 5611 <001°
Residual 402.494 63 6.389
Total 545,882 67

a. Dependent Variable: SATISF

b. Predictors: (Constant), LESS_STRESS, FASTER, SAFE_ASPECTS, CONVENIENT

Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig

1 (Constant) 1508 629 2540 014
CONVENIENT 168 147 169 1139 259
SAFE_ASPECTS -115 082 173 -1.403 165
FASTER 247 123 407 2817 006
LESS_STRESS -080 119 -081 -672 504

a. Dependent Variable: SATISF
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