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Abstract 

The study examines the factors that influence customer adoption of digital payment methods in 

the Indian retail sector. The study will particularly focus on customers' perspectives and 

organizations' operational performance. The research adopts a qualitative approach to critically 

analyze the findings in previous literature related to the retail industry and customer adoption. The 

study also develops a strategic framework for both customer and organizational perspectives to 

strengthen digital payment adoption across different groups. The study is expected to contribute 

to the existing studies by providing an in-depth understanding of digital payment adoption in the 

Indian retail sector.  The findings also support retail organizations in developing customer-oriented 

payment strategies that improve operational efficiency.  
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Chapter 1: Introduction 

Introduction 
The Indian retail industry is one of the most dynamic and fast-paced industry sectors. India is the 

third-largest country in the retail sector. The retail sector contributes 10% to India's GDP and 8% 

to employment. The traditional cash payment method is now gradually changing in the retail sector 

in India. Digital payment mechanisms have now been introduced in many places. The expansion 

of the Unified Payments Interface(UPI) is involved in changing financial behaviors and increasing 

the frequency of low-value and high-value digital transactions (Arif et al., 2026). Increasing digital 

payments in retail industries have strengthened consumers’ willingness to purchase and 

encouraged them to adopt digital payment methods (Frihatini et al., 2026).  The growth of instant 

payments is influenced not only by technological capabilities but also by institutional and 

regulatory conditions (Gorka, 2025). Youngsters are welcoming this technology. It has also made 

money transfer and money management much easier. Despite this, this technology is not easily 

accessible to all customers. Lack of digital literacy is one of the main challenges to implementing 

digital payments in the retail sector. The level of infrastructure and digital literacy is relatively low 

in rural India (Lakshmanan & Shanmugavel, 2025). Therefore, the ultimate goal of this research 

is to identify the key factors that influence the adoption rate of digital payment mechanisms, and 

this research also investigates some strategic frameworks to develop this technology successfully 

and enhance business growth in the future.  

Research Problem 
Digital payment systems are changing the way consumers and merchants conduct transactions in 

the Indian retail industry. Consumer expectations, trust, and facilitation conditions influence 

customer intention to adopt digital payments (Emini et al., 2026). Understanding the factors that 

influence adoption of QR-based mobile payments and consumer satisfaction among Indian 

customers remains an important research issue (Shunmugasundaram et al., 2026). Retailers need 

to consider affordability, customer support, and reliability within existing business processes. 

Trust did not have a significant relationship with use behavior; trust may influence digital payment 

adoption through other perceptions (Aljaradat & Shukla, 2026). There is a need to connect 

customer adoption with practical strategies for successful implementation. Therefore, this study 

will address the problem of insufficient knowledge in customer adoption and implementation in 
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India. Addressing these issues may help merchants develop effective strategies for implementation 

and customer adoption of digital payments.  

Research Aim 
To explore factors that influence customer adoption of Digital Payments in the Indian retail 

industry and develop a strategic framework to enhance the customer adoption rate and improve 

business growth for the future.  

Research Objectives 
RO1. To identify the factors that influence the adoption level of digital payments among customers 

and industries in India. 

RO2. To examine the key challenges and barriers affecting the adoption of digital payment systems 

in the Indian retail industry. 

RO3. To evaluate the management strategies and organizational practices required for the 

successful implementation of digital payment systems in the Indian retail industry.  

RO4. To provide an integrated framework that helps to enhance the adoption rate and successful 

implementation of digital payment systems in the Indian retail industry. 

Research Questions 
RQ1. What customer, technical, and organizational factors influence the adoption level of digital 

payment systems in the Indian retail industry? 

RQ2. What are the key challenges and barriers affecting the adoption of digital payment systems 

in the Indian retail industry? 

RQ3. What management strategies and organizational practices are required for the successful 

implementation of digital payment systems in the Indian retail industry?  

RQ4. What strategic framework can support the adoption rate and successful implementation of 

digital payment mechanisms in the Indian retail industry? 

Significance of the Study 

The study is significant because rapid development of digital technology is changing how 

customers make payments in India’s retail industry.  Digital payments can provide an efficient 
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payment experience and faster service for customers, while potentially reducing operational costs 

and improving efficiency. The study also suggests useful strategic frameworks for policymakers 

and other stakeholders to promote digital payments among retail consumers. Existing studies 

primarily focused on customer or technological aspects, while less attention was given to the 

relationship between customer adoption and financial performance.  The research also provides a 

foundation for future researchers to investigate digital payments in emerging economies. Overall, 

the research aims to improve the effectiveness of adoption and implementation of digital payments 

and contribute to the development of technology-enabled Indian retail industries.  

Scope of the Study 

This research investigates digital payments in the Indian retail industry.  The study examines how 

customers adopt digital payment technologies and how the adoption influences financial 

performance in the Indian retail industry. These include trust, service, security, privacy, perceived 

usefulness, ease of use, and customer familiarity with digital technologies. The research is limited 

to the Indian retail industry. The study examines whether digital payments can contribute to 

business financial performance. Therefore, the study extends beyond the technological 

characteristics of digital payments to investigate the strategies and implications for retail 

businesses in India. Existing studies from this background may be incorporated where they provide 

useful theoretical concepts for understanding digital payments adoption and business financial 

performance. However, the study does not cover detailed technical development of digital 

payments systems; instead, it focuses on customer adoption, implementation, and financial 

outcomes. The findings may assist retail industries in developing digital payments and enhancing 

customers’ experience, while also providing strategies for technology providers and policymakers.  

 

Key Definitions 

Digital payments 

Digital payment can be understood as a method in which payment instructions and information are 

transmitted through digital devices (Sahi et al., 2022).  The methods include mobile phone 

transactions, credit cards, UPI, OR code payments, internet-based payments, and other electronic 
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technologies (Khando et al., 2022). These methods enable customers to make payments 

conveniently through electronic devices. In this research, digital payments refer specifically to the 

internet-based payment methods used by customers in Indian retail industries.  

Retail industries 

The retail industries refer to the sector involving businesses that provide services directly to the 

consumers and increasingly use digital technologies, including chatbots, to improve customer 

engagement and business processes (Tatikonda et al., 2025). It represents the final stage of the 

supply chain, where products are made available to consumers through several forms such as retail 

stores, shopping centers, online platforms, and supermarkets. The retail industry has evolved from 

traditional store-based systems towards technology-enabled retailing, online platforms, and digital 

payments to improve customer experience and business performance (Har et al., 2022).  

Expected Contributions  

The study is expected to provide a better understanding of digital payment adoption, customer 

willingness, and influencing factors from the customer perspective. The study will consider 

potential effects such as customer retention, transaction efficiency, sales performance, cost 

reduction, and overall financial outcomes; this research will critically examine whether and under 

what conditions such benefits may occur. The findings could support decisions concerning 

technology investment, operational efficiency, payment system development, and customer 

service improvements. It may help retailers identify the factors that should be considered before 

investing in digital payment systems. Therefore, the research is expected to contribute not only to 

academia but also to strategy, technology adoption, and decision-making in Indian retail industries. 

 ` 

Chapter 2: Literature Review 

Introduction to Digital Transformation in the Indian Retail Industry  
Efficient use of developing technologies can be affected by weak digital infrastructure, policy 

challenges, and limited financial resources. However, the successful implementation of digital 

payments is influenced by infrastructure, government policies, and technology literacy (Singh et 

al., 2024). 
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In contrast, Popkova (2024) notes that the emerging use of digital technologies has encouraged 

organizations to adopt technology-based services to improve service quality and operational 

effectiveness. Digital technologies can enhance the efficiency, speed, and flexibility of business 

processes. Increasing the use of OR-based payments and other digital technologies also reflects 

the increasing shift from traditional transactions towards electronic-based transactions.  

Therefore, the successful technological transformation depends not only on the availability of 

technology, but also on the ability of businesses and individuals to develop the skills required to 

use technologies efficiently 

Development of Digital Payment System in India 
The COVID-19 pandemic significantly led to the growth of digital payment methods throughout 

India. Several factors led to the development of digital payment systems in the Indian market. Such 

factors included the access to smartphones, credit cards, and other technologies, as well as the 

government’s distribution of welfare funds during the pandemic (Saroy, 2022). 

The growth of digital payment methods in India also continues as a result of the government and 

the authorities of India having enacted some policies and initiated other programs to promote and 

develop the use of digital payments within the country. Such growth further indicates the 

importance of institutional and technological changes in the development of the Indian market for 

digital payments. Factors such as digital literacy, access to the internet, and consumer trust in the 

government policies regarding digital payments may influence the use of digital payments in the 

Indian market (Panwar & Singh, 2025). 

The development of QR payment methods is another component of India’s growth within the 

digital payments market. Two of the primary QR payment methods that were developed for India 

were QRIF and NOR. QR methods can further assist in the inclusion of all of the country’s 

consumers into the digital payments market and in the efficiency of their financial transactions. 

Bharat QR is another of India’s technologies that is part of the country’s growth in digital 

payments, showcasing India’s readiness for a market that is fueled by technologies of digital 

payments. However, other factors associated with digital payments may impact the development 

of digital payment methods in India, such as security, privacy, user acceptance, and other 

challenges.   

A key issue that may be hindering the use of digital payments in India is the disparity between the 
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growth of digital technologies in the country and the use of those digital technologies by the 

consumers within the country. Such a issue suggests that the development of digital technologies 

does not automatically lead to their use by all of the country’s consumers (Sarkar & Chavan, 2025). 

A further examination of the factors of digital payment methods within India, such as literacy, 

infrastructure, security, and trust in digital payments may assist in determining how the use of 

digital payment methods by consumers within the Indian market can be developed further. 

Digital Payment System and Digital Retail Transactions 
The shift from traditional checkout to technology-based methods is largely determined by the 

benefits customers see and the challenges they perceive. Customers who are more familiar and 

confident with the use of digital technologies are more likely to use self-checkout processes 

(Suvarna, 2026). In contrast, Jain et al. (2025) find that customers' trust in and convenience of the 

digital payment system are major determinants in customers adopting these technologies. 

Additionally, customers who are more familiar with digital payment technologies are more 

inclined to adopt and use the digital payment methods. Urban and younger customers tend to be 

more willing to adopt digital payment technologies than older customers from rural regions of the 

country. Jain et al. (2025) find that customers will be more likely to adopt digital payment 

technologies if they are simple for customers to use. As a result, retailers who seek to implement 

these technologies need to develop methods that are customer-focused to increase the willingness 

of customers to use these digital payment services. In addition to the technological features of 

these digital payment methods, the development and successful implementation of these 

technologies require retailers to implement customer-oriented strategies that consider the 

challenges and benefits that customers perceive in relation to these technologies. Thus, both 

technology and customer perceptions are required to implement digital payment systems 

successfully in the Indian retail industry. 

Customer Adoption of Digital Payment System 
Yadav et al. (2026), Rashid et al. (2025), Blackwell (2026), and Nayak et al. (2025) all indicate 

that digital payment adoption among customers may be influenced by technological benefits and 

customer-related factors. The development of digital payment methods has changed the 

conventional patterns of making purchases. Improving the availability of the internet has 

encouraged customers to adopt electronic-based purchasing methods. Payment security, trust, 
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digital literacy, awareness, and privacy concerns may affect customers’ willingness to adopt digital 

payment services (Yadav et al., 2026).  

According to Rashid et al. (2025), digital financial literacy enhanced perceptions of usefulness and 

ease of use. This suggests that a lack of knowledge of digital financial services could lead to 

difficulties for customers to adopt these technologies for payment. However, perceived financial 

risk negatively impacts the perceived usefulness of the services, and thus customers may be 

discouraged from accepting digital payment methods for their purchases. Finally, perceived ease 

of use for these services leads to positive customer attitudes towards their use and subsequently 

their intention to adopt these technologies (Rashid et al., 2025).  

Digital wallets have become an increasingly popular form of digital financial services that have 

made it convenient for customers to make payments without having to use physical currency. This 

convenience of digital payments may lead to customers making more purchases and engaging in 

more impulsive purchases (Blackwell, 2026). Digital payment technologies have led to changes in 

the way that financial transactions are made within the world of retail. The ease of making digital 

payments can reduce the dependency on cash for making these transactions. However, the ability 

to adopt and use digital payment methods does not ensure that customers will adopt these 

technologies. Different customers have different perceptions regarding the convenience, 

capabilities, and digital literacy required to adopt these technologies (Nayak et al., 2025). 

Therefore, while there are benefits associated with the development of digital payment 

technologies, there is a need to continue to study the factors that lead to the adoption of these 

technologies in order to improve customer adoption and use of these technologies. 

Barriers to Customer Adoption 
The COVID-19 pandemic played a significant role in the expansion of digital payment methods 

as customers and businesses relied on contactless methods of payment during this time. However, 

the expansion of digital payments can be affected by various challenges in the future, such as the 

financial literacy of the customers and the development of digital infrastructure in the country. 

Additionally, Bhulal and Kumar (2026) mentioned that the expansion of digital payment methods 

by businesses can improve the efficiency of those transactions. However, businesses need to 

consider the ability of customers to use and interact with digital payments when expanding the 

availability of such payment methods. Digital payment methods also experience some barriers that 
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can limit the adoption of these methods by businesses and customers. These barriers include the 

financial literacy of the customers and businesses, the development of digital infrastructure in the 

country, and the awareness of the customers to use and benefit from digital payment methods. 

Overall, Bhulal and Kumar (2026) and Bhopal and Devi (2025) both highlight similar points 

regarding the barriers to digital payment adoption in the retail sector in India. 

Digital Payment Adoption and Business Performance 
Digital Payment Adoption and Business Performance: In today's digital age, digital payment 

systems have an important role in the performance of businesses. The ability of businesses to make 

digital payments to suppliers and creditors significantly correlates with business performance. 

However, there was no significant correlation between business performance and either the ease 

of making payments to customers or the digital literacy of those payments. The value of a digital 

payment system to a business is determined by its ability to support the transactions of that business 

(Bhattarai et al., 2023).  

Digital payment activities have a positive correlation with the GDP of a nation. Additionally, 

digital payment activities have a bidirectional relationship with the GDP of that nation. Digital 

payment activities correlate with the consumption of goods and services by the households within 

a nation, the financial intermediation that takes place between the banks of that nation, and the 

productivity of the labor within that nation. Furthermore, the adoption and development of digital 

payments within a nation can play an important role in the growth of that nation's economy and 

financial sector (Kahveci & Gurgur, 2025).  

The payment platformUPI has become an important part of the payment systems within many 

nations. The ease with which businesses and customers can perform digital payments through UPI 

encourages the participation of those businesses in the digital economy. Additionally, the 

accessibility of UPI can lead to increased financial inclusion within those nations. The 

effectiveness of UPI in creating inclusive digitalization within those nations is dependent upon 

factors such as digital awareness and the perception of the trust of the individuals in the payment 

system (Varghese et al., 2026). 

Theoretical Perspectives on Customer Adoption 
Consumer adoption of digital payment methods is influenced not only by technology acceptance 

factors but also by customers' perceptions of safety, trust, and the risks of using digital payment 
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methods. Technology adoption is not limited to the availability of digital payment facilities; the 

security and ease of use of these payment methods are also crucial (Gupta et al., 2023).  

Khaled et al. (2025) determined that perceived usefulness, ease of use, and the functionality of a 

technology are the critical determinants of technology adoption within the Indian retail industry. 

Furthermore, these factors are indicative of the productivity of the retail industry. The functional 

benefits of a technology may be of more importance to the retail industry and its use of technology 

than ease of use. As such, the effectiveness of technology in the retail industry is dependent on the 

customers' perceptions of that technology.  

Based on these studies, it is clear that technology acceptance models have provided valuable 

insights into the behavior of technology users. However, they are insufficient in explaining the 

behavior of consumers when it comes to digital payment methods alone. Hence, there is a 

justification for the development of a strategic framework for the utilization of digital payment 

systems. 

Research Gap 
Existing studies focused on customer adoption or business performance separately. Limited 

attention has been given to how customer adoption of digital payment influences business 

performance. This creates a research gap because retailers require an integrated understanding of 

customer adoption and financial performance. The bulk of studies provides limited attention to 

digital payments within retail industries. Comparatively limited attention has been given to how 

customers perceive digital payment systems. There is also a contextual gap because infrastructure, 

literacy, and awareness across the Indian retail industries may positively impact digital payment 

adoption. Therefore, there is a need to investigate customer adoption factors and business 

performance together within a single strategic framework. The findings are expected to provide 

in-depth knowledge of customer adoption in digital payments and business performance in the 

Indian retail sector. By addressing these dimensions, the study aims to bridge a reasonable gap in 

the existing literature. 
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Chapter 3: Theoretical and Conceptual Framework 

The Role of Theory in Management Research 

Theories play a crucial role in management research; they give a systematic foundation for 

understanding organizational phenomena. Theories support research in the development of 

questions and objectives and guide variable selection, data collection, and interpretation of 

findings. Therefore, this chapter critically analyzes theories that contribute to the development of 

a strategic framework, thereby providing both theoretical and practical value for the retail 

industries in India.  

Technology Acceptance Model (TAM) 

According to the Technology Acceptance Model (TAM), users are likely to accept a new 

technology if they can see its usefulness and its ease of use. The model proposes two factors 1. 

Perceived usefulness and 2. Perceived ease of use that influence technology adoption. Perceived 

usefulness is an important factor in accepting any new technology. Studies have shown that users 

are more likely to accept a new technology if they understand its use. The perception of usefulness 

and ease of use of any technology can influence the attitude and behavior of users towards that 

technology. Positive perceptions of usefulness and ease of use of any technology are important to 

achieving the objectives of any organization (Almeida et al., 2025). The perceived ease of use of 

a technology can influence its perceived usefulness. Perceived ease of use influences perceived 

usefulness, while these two factors influence users' attitudes towards the technology and also 

influence behavioral intentions (Xue et al., 2026). In this study, TAM is used as a theoretical 

foundation to analyze how customers' perceptions of the usefulness and ease of use of digital 

payment systems influence their adoption. 

Stakeholder Theory 
Stakeholder theory was developed by R. Edward Freeman in 1984. This theory argues that 

organizations not only focus on the shareholders but also balance the needs of all the stakeholders 

affected by their work. Stakeholder theory was developed by R. Edward Freeman in 1984. This 

theory argues that organizations should focus on all the stakeholders involved in the organization, 

not just those who hold shares in the organization. The theory also states that stakeholders in an 

organization have an interconnected relationship with each other. This means that by benefiting 
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one group of stakeholders, another group of stakeholders benefits as well (Awa et al., 2024). In 

addition to these points, the characteristics of an organization and the benefits that can be provided 

to the stakeholders in the organization have a positive relationship (Esposito et al., 2025). Finally, 

the stakeholder theory suggests that organizations should take into consideration the different 

groups of stakeholders in their company (Ozdemir et al., 2023). Stakeholder theory focuses on 

increasing employee satisfaction, engagement with the community, and customers. The use of this 

theory can help researchers to analyze the relationships between the different stakeholders within 

an organization when it comes to the adoption of digital payment mechanisms. Stakeholder-

focused environments are focused on employee satisfaction, community engagement, and 

customer relationships. This theory helps to examine how the different groups influence and are 

affected by the acceptance of the digital payment mechanisms.  

Critical Comparison of Theoretical Perspectives 

Technology Acceptance Model factors: perceived usefulness and perceived ease of use can help 

explain whether users consider the digital payment system sufficiently easy to use. Particularly, 

this is relevant to the present study because customer adoption represents a core component of the 

research problem. However, this theory has a relatively narrow individual-level focus and may not 

fully explain the broad organizational factors that influence digital payment adoption. In contrast, 

stakeholder theory gives a broader perspective by recognizing that organizational decisions are 

influenced by the expectations of multiple stakeholders.  Therefore, the two theoretical 

perspectives differ in their analytical focus but can be viewed as complementary rather than 

competing explanations. Combining these two theories can provide a more comprehensive 

theoretical foundation for examining both customer adoption and the business implications of 

digital payment systems.   

Development of the Conceptual Framework 

The conceptual framework is developed to create a structured representation of key factors 

influencing digital payment adoption among customers in the Indian retail industry. This 

conceptual framework is derived from the combination of literature review findings and selected 

theoretical perspectives. However, customer adoption of digital payment technologies may be 

influenced by factors beyond the original TAM constructs. Stakeholder theory is used to analyze 
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the relationship between customer adoption and business outcomes. Therefore, this theory supports 

the inclusion of business performance within the conceptual framework. The conceptual 

framework also provides a foundation for developing strategic frameworks for increasing digital 

payment adoption in the Indian retail industry.  
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Chapter 4: Research Methodology 

Introduction 

A clearly defined methodology is important because the study seeks to generate credible evidence 

regarding both customer adoption and business performance. This chapter presents the 

methodological approach adopted to investigate the factors influencing digital payment adoption 

in the Indian retail industry.  The study focuses on understanding customers’ perceptions of digital 

payment systems. The methodological approach is developed in alignment with the research 

question and research objectives. Therefore, this chapter explains the research philosophy, 

approach, and research design.  

Research Philosophy 

Interpretivism was selected as the research philosophy to investigate this study on the adoption of 

digital payment systems in the Indian retail sector. Interpretivism focuses on exploring and 

understanding the meanings that people create from the world around them (Friese, 2026). The 

customers of the retail businesses may understand the benefits of the digital payment systems 

differently based on their previous experiences with such systems and their technology awareness 

(Potrac et al., 2025). Therefore, it is essential for the study to understand how each of these 

individuals understands the benefits of adopting digital payment systems. Potrac et al. (2025) 

emphasize interpretivism's focus on meaning, individual experiences, and the intentionality of 

individuals in the study. Interpretivism supports the exploration of the broader social and 

organizational context of digital payment systems within retail businesses (Kenayathulla, 2022). 

Finally, interpretivist research supports the exploration of the behaviors of individuals from the 

perspective of those individuals themselves, rather than an external perspective on the study 

(Kenayathulla, 2022). Thus, interpretivism is the most appropriate philosophical approach to the 

study of the digital payment systems within the Indian retail sectors. By utilizing interpretivism, 

the study will be able to explore the experiences and perceptions of the retail consumers; this helps 

in developing a strategy for the increase of digital payment adoption within these sectors and for 

the improvement of retail business performance. 
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Research Approach 

This study adopts a qualitative approach to analyze the factors influencing customer adoption of 

digital payment techniques in the Indian retail industry. The approach involves familiarizing the 

researcher with the dataset, developing variables, comparing cases, and checking credibility 

(Stapley et al., 2022). The approach can provide deeper insights into complex problems and 

different stakeholders' perspectives (Walker et al., 2024).  This approach is particularly appropriate 

for this study because customer adoption is influenced by several factors, including trust, perceived 

usefulness, ease of use, and privacy. In this research, particular attention is given to challenges 

such as digital literacy, weak digital infrastructure, security concerns, and privacy within the Indian 

retail environment. Qualitative approaches to research provide researchers with the ability to study 

the experiences that individuals have with a variety of concepts and topics within their lives 

(Eatough & Tomkins, 2022). Therefore, the qualitative approach adopted within this research is 

aligned with the interpretivist research philosophy that underpins this study. This research will aim 

to propose a strategy to promote the adoption of digital payment methods within the Indian retail 

industry and to ensure the future growth of this industry. 

Research Design 

For this study, a qualitative, literature-based research design is adopted because the research does 

not involve the primary data collection process; it relies on secondary data sources, including 

academic journals and books. A systematic and critical literature-based research approach is used 

to analyze existing research related to digital payments, customer behavior, and technology 

acceptance. In this research, particular attention is given to the theoretical perspectives that can 

explain technology adoption and business performance. The literature is compared and critically 

evaluated to identify the areas of difference and limitations in existing studies.  

Methodology factors Selected method Rationale 

Research philosophy Interpretivism  To understand different 

perspectives 

Research approach Qualitative method  To  critically examine existing 

knowledge 
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Research design Literature based This study uses secondary 

sources  

Data sources Peer-reviewed journals and 

books 

To obtain credible evidence 

Analysis Critical literature analysis To identify theoretical 

perspectives  

Theories Technology Acceptance 

Model and Stakeholder 

Theory 

To provide theoretical 

explanation 

 

Research Strategy 

In this study, a secondary literature-based research strategy is adopted to examine the factors 

influencing customer adoption in the Indian retail industry. The research strategy involves 

identification, selection, evaluation, and synthesis of related sources. A critical and interpretivist 

strategy is adopted rather than simply describing the findings of existing knowledge. This process 

supports how the Technology Acceptance Model and Stakeholder Theory can contribute to 

understanding of digital payment adoption in the Indian retail industry. The findings from the 

existing knowledge synthesized to support the development of strategic frameworks are intended 

to integrate the key factors identified from the literature and provide a theoretical basis for 

understanding and improving customer adoption.  

Theoretical Framework Application  
In this study, the Technology Acceptance Model and Stakeholder Theory are used to provide 

perspectives on customer adoption and broader implications of digital payment systems 

implementation for retail sectors. Perceived usefulness and perceived ease of use are important 

dimensions for understanding customer willingness to use technology-enabled payment methods 

(Lee et al., 2025). Technology Acceptance Model is primarily applied to examine the customer-

related factors that influence digital payment adoption. The study uses the concepts of perceived 

usefulness and perceived ease of use to interpret findings from existing literature. Perceived 

usefulness is considered in relation to whether customers perceive the digital payment system as 
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convenient and efficient, while perceived ease of use concerns the extent to which customers 

consider the technology easy to use. Stakeholder Theory is used to expand the analysis beyond 

individual customer adoption and consider the interests of stakeholders affected by the 

implementation of digital payments in their business operations. This theoretical approach 

supports the development of a stakeholder strategic framework (Dwivedi et al., 2025) for 

improving the adoption of digital payments in the Indian retail industry.  Their combined 

application can support the development of a theoretical strategic framework appropriate to the 

objectives of this study.  

Theory Concepts Application Analytical role 

Technology 

Acceptance Model 

Perceived usefulness 

and perceived ease of 

use 

Customer perceptions 

of digital payment 

methods 

Understand the 

factors influencing 

customer adoption of 

digital payment 

services 

Stakeholder Theory Stakeholders 

interests, 

relationships 

Retailers, employees, 

technology providers, 

and customers  

Examine 

organizational and 

stakeholder 

implications 

Integrated framework Customer adoption 

and stakeholder 

outcomes 

Adoption of digital 

payment system in 

Indian retail industry 

Supports developing a 

strategic framework 

for successful 

implementation of 

digital payment 

systems in 

organizational 

operations 
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Ethical Consideration 
Ethical consideration is an important part of this study because they ensure the research is 

conducted transparently, responsibly, and with academic integrity. There is no primary data 

collected directly from participants. All information, content, and findings obtained from existing 

studies are appropriately acknowledged through accurate citation (Amirzhanov et al., 2025).  The 

study ensures academic integrity and appropriate acknowledgment of sources, including academic 

journals, books, and other sources, which will be appropriately cited. This study avoids plagiarism 

by presenting other authors' ideas. The study also ensures the accurate and responsible 

representation of secondary sources. The researcher should protect personal information and 

ensure the data is handled responsibly (Dickins, 2025). The study will maintain confidentiality and 

privacy where secondary sources contain potentially identifiable information. Finally, the study 

will maintain transparency and researcher objectivity    

Limitations of the Methodology 
The methodology adopted in this study is suitable for analyzing customer adoption of digital 

payment systems in the Indian retail industry. There are several limitations acknowledged; first, 

the study relies on secondary sources rather than directly collecting data from participants. 

Therefore, the results depend on the quality, availability, and reliability of existing literature.  

Second, differences in geographical locations, digital literacy, infrastructure, and security concerns 

may influence digital payment adoption; researcher judgement may influence the interpretation of 

evidence. This creates a risk of interpretive bias.  

 

 

 

 

 

 

 



22 
 

Chapter 5: Results and Analysis 

Factors Influencing Customer Adoption 

This section identifies the key factors that influence the adoption of digital payment systems from 

the reviewed literature. There are several factors that influence customer adoption of digital 

payment systems. One of the key factors identified by the literature on digital payment systems is 

the perception of usefulness of the payment system by the customer. Customers are more likely to 

adopt digital payment systems if they perceive the systems to be useful in facilitating their 

transactions. Other key factors identified by the literature on digital payment systems are ease of 

use and contextual factors (Kiran & Vedala, 2025). There are other factors that influence the 

adoption of digital payment systems apart from usefulness and ease of use of the systems. For 

example, factors of privacy, trust, and literacy are other factors that influence the adoption of 

digital payment systems by customers. Finally, the adoption of digital payment systems is 

influenced by the digital awareness and digital literacy of the customers. Thus, the findings are 

directly connected to RQ1 in this study. 

Organizational Findings 

This study looks at how digital payments are implemented in the Indian retail industry and the 

factors that contribute to that success. It identifies employees and technology as the most important 

factors for the implementation of digital payments within the retail industry (Alqudah et al., 2025). 

Findings suggest that the employees must be trained on how to implement and utilize the digital 

payment systems within retail sectors (Girsang et al., 2025). Additionally, the study finds that the 

company must have a reliable digital payment infrastructure in place, digital payment systems that 

can be integrated within retail stores, and the employees must have received training on the 

management of those payment systems. Those companies within the retail industry with better 

technical infrastructure are most likely to succeed in implementing digital payment systems within 

their organizations in India. Moreover, digital payment systems within the Indian retail industry 

can provide many benefits to the organizations that use them, such as reducing the amount of time 

that employees spend on each transaction and reducing the amount of manual processes that exist 

within the retail organization. These findings support the answers that will be provided to RQ2 for 

this study. 
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Challenges  
The analysis of secondary sources suggests that several technological factors affect digital 

payment adoption in Indian retail sectors. Regulatory environment, technological infrastructure, 

and stakeholders' confidence may affect customer adoption (Mastilo et al., 2025). Customers may 

have access to use of digital payment services but may not possess sufficient knowledge to use 

them effectively. Improving digital literacy is necessary to use digital payment services effectively. 

Regulatory issues and cybersecurity concerns are other important barriers to digital payment 

adoption in organizations (Cordova et al., 2025). The findings also suggest that customer adoption 

is strongly connected to trust and security of digital payment systems. Therefore, retailers need to 

strengthen security mechanisms. These findings provide significant evidence to address RQ2 in 

this study.  

Key challenges Findings 

Technological infrastructure  Creates unequal adoption 

Digital literacy Reduces customer intentions to use digital 

payment services 

Security and privacy concerns Weakens adoption willingness 

Trust Lack of confidence in digital payment services  

Lack of awareness Limited awareness creates difficulties in 

adopting technologies 

 

 

 

 

Chapter 6: Conclusion 

Conclusion 

The paper concludes that adoption of a digital payment system is influenced by technological, 

security-related, and organizational factors. Therefore, the customer adoption of a digital payment 
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system cannot be considered solely as a technological issue; it is also influenced by security 

concerns, customer awareness, and experience.  The findings also indicate that differences in 

technological awareness and digital literacy are important challenges within Indian retail sectors. 

Although digital payment technologies have expanded considerably, not all customers possess the 

same level of knowledge in using digital payment services. Therefore, retailers and other 

stakeholders need to provide proper guidance and awareness to customers to effectively use digital 

payment services. The results also highlight that digital payment systems potentially improve 

transaction time, provide faster service, and contribute to improving operational performance. 

Overall, the study contributes to the development of a strategic framework for customer adoption 

and business performance.  

Theoretical Contributions 

The theoretical contribution of the study is integrating established technology adoption 

perspectives to explain customer adoption of the digital payment process. The study also 

contributes to the theoretical understanding of digital payment adoption in an emerging-market 

context. The Indian retail environment is characterized by differences in technological awareness, 

infrastructure, and digital literacy. Overall, the study contributes theoretically by bringing these 

perspectives together into a strategic framework for digital payment adoption in Indian retail 

sectors; it also provides a theoretical foundation for future research to test the proposed 

relationships qualitatively or quantitatively.  

 

 

 

Chapter 7: Development of the Strategic Framework 

Developing a strategic framework provides a structured approach for increasing customer adoption 

within the Indian retail industry sector. The strategic framework is developed from the findings of 

this study. First, identification of the factors influencing customer adoption. The findings of this 

study highlight that perceived usefulness and perceived ease of use, privacy, trust, and security can 
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influence customer willingness to use digital payment techniques. Therefore, these factors form 

the customer adoption framework. Indian retail organizations should ensure that digital payment 

services provide clear benefits and are convenient for customers. The second dimension of the 

framework is technological readiness. Poor digital literacy and awareness may create difficulties 

in digital payment adoption among customers. The third dimension of the framework is 

organizational implementation. Effective digital payment adoption requires retailers to provide 

appropriate infrastructure and effective implementation strategies. Continuous monitoring of 

transaction performance can help organizations identify problems and improve the experience. 

The final framework is trust and security concerns. Building customer trust is expected to 

strengthen confidence in digital payment adoption. Therefore, the strategic framework provides 

both a theoretical and practical basis for Indian retailers to develop strategies that encourage digital 

payment adoption.  
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Chapter 8: Implications, Recommendations and Future Vision 

Implications for Retail Organizations 

The results of this study provide important implications for retail managers to increase digital 

payment adoption among consumers. Retail organizations should focus on ensuring that the 

technology is convenient, secure, and accessible to customers. Organizations therefore provide 

clear instructions and user-friendly interfaces to reduce difficulties experienced by customers. In 

addition, the retail sector should improve customers' confidence by implementing proper security 

and privacy measures clearly. The results also highlight that investment in digital payment 

technologies should be considered as a strategic business decision.  

Implications for Policymakers and Regulators 

Policymakers should support the development of reliable and secure digital payment 

infrastructure. Therefore, the benefits of the payment technology can be accessed by customers 

across different backgrounds. The results highlight that digital literacy is an important barrier to 

customer adoption. Policymakers could strengthen digital literacy and awareness initiatives for 

customers who have limited digital knowledge. Clear regulatory requirements can increase public 

confidence in the digital payment system. Overall, increasing adoption of digital payment systems 

needs a coordinated approach that involves customers, organizations, and policymakers.  

Limitations 

The study has several limitations. The study is geographically focused on the Indian retail sector. 

Therefore, the results may not be directly generalisable to other countries. Differences in digital 

awareness and digital literacy may affect customer adoption. Consequently, this study should be 

interpreted in consideration of these differences in technological familiarity. The findings are 

influenced by the characteristics and sample size. Therefore, the sample may not fully represent 

the diversity of the Indian retail customer populations. The study was conducted within a rapidly 

changing environment. Customer expectations, cybersecurity practices, and government policies 

continue to develop. Overall, the study provides a useful foundation for understanding customer 

adoption of digital payment technologies and for developing a strategic framework that can support 

retailers in improving operational efficiency.  
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Future Directions  

In future studies, a longitudinal research design could be adopted to analyze changes in customer 

adoption and continued usage of digital payment systems. Future studies should also focus on 

urban and rural differences in the adoption of digital payments. Such research could contribute to 

the development of more inclusive strategies for customers who experienced difficulties in 

adoption. Future research should also consider the emerging technologies in digital payments, 

including artificial intelligence and machine learning techniques. Analyzing these developments 

could help retailers understand how technological innovations can be incorporated into future 

strategies. This would strengthen the theoretical and practical understanding of digital payments 

adoption among customers.  
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