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1. Introduction   

The digital revolution has transformed the financial landscape in India, with mobile payment applications 

becoming a crucial aspect of daily life. From settling utility bills to online shopping and money transfers, these 

applications provide users with a quick, convenient, and secure method to handle transactions. Government 

initiatives like Digital India and Demonetization have further boosted this transformation, prompting 

businesses and consumers to favor digital payments over cash transactions. Moreover, the growing 

affordability of smartphones and widespread internet access have made digital financial services more 

reachable than ever before. However, despite the swift rise in the use of mobile payment applications, keeping 

users engaged and ensuring they consistently utilize these platforms poses a considerable challenge for service 

providers. 

For any digital financial service, retaining users is equally as vital as acquiring them. Numerous users install 

mobile payment applications out of necessity or curiosity. However, they may stop using them due to issues 

such as inadequate service quality, security fears, technical difficulties, or the presence of superior alternatives. 

Research on mobile banking (Inan et al., 2021) indicates that an effortless user experience and high service 

dependability are crucial for customer satisfaction and sustained engagement. Furthermore, self-determination 

theory (SDT) offers important insights into user behavior. It highlights that when individuals feel capable of 

using an app, have control over their financial decisions, and experience trust and a connection with the 

service, they are more inclined to continue using it. 

For example, research on mobile banking and payment services shows that users who view an app as user-

friendly, dependable, and practical are likelier to remain engaged. If a payment application consistently 

provides a smooth and straightforward experience, ensuring swift transactions, secure payments, and 

responsive customer support, users cultivate a sense of trust and satisfaction, ultimately boosting retention 

rates. Conversely, they are more inclined to migrate to competing platforms if they face frequent transaction 

failures, security vulnerabilities, or a complex user interface. 

In the Indian market, where various digital payment applications such as Google Pay, PhonePe, Paytm, and 

others vie for consumer attention, providing a seamless experience and meeting customer expectations is 

crucial. The competition is fierce, and only those platforms that effectively tackle user concerns, improve 

service quality, and foster trust can maintain their customer base. This study intends to investigate the principal 

factors affecting mobile payment application usage in India, examining how service quality, autonomy, 

competence, relatedness, and intrinsic motivation influence customer retention. By comprehending these 

factors, service providers can devise strategies to bolster user engagement, enhance satisfaction, and ensure 

enduring loyalty in the shifting digital financial ecosystem. 
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2. Literature Review 

2.1 Theoretical Foundations of Continuance Intention (CI) in Payment Apps 

The Self-Determination Theory (SDT), formulated by Deci and Ryan (1985), addresses human motivation by 

differentiating between intrinsic and extrinsic influences (Deci & Ryan, 1985). It proposes that individuals are 

more inclined to engage in and persist with a behavior when three key psychological needs are met: 

Perceived Competence – The conviction that one can complete a task successfully. 

Perceived Autonomy – The feeling of having control over one’s actions and decisions. 

Perceived Relatedness – The experience of social connection and belonging. 

Initially utilized in psychology, healthcare, and education, SDT has broadened its application to digital finance 

to elucidate why users maintain engagement with payment applications (Manninen et al., 2022). In India, the 

demonetization process and regulatory encouragement for cashless transactions have hastened the adoption of 

digital payments (Lele & Jain, n.d.), rendering SDT an applicable framework for examining user retention. 

By comprehending how service quality, security, ease of use, and social influence affect these psychological 

needs, businesses can enhance user experiences and boost continuance intention (Ind and Vasbotan, 2024). 

 

2.2 Psychological Factors Affecting Continuance Intention (CI) 

2.2.1 Perceived Competence: Digital Literacy and User Confidence 

Perceived competence is essential in ascertaining whether users can effectively utilize payment applications. 

Aditi et al. (2021) argue that inadequate digital literacy levels contribute to payment errors and dissatisfaction, 

discouraging users from pursuing digital transactions. Users lacking confidence navigating payment systems 

are more inclined to forsake digital payment methods for traditional cash alternatives. 

Bhuvaneshwari et al. (2021) discovered that security and technological issues diminish users' confidence in 

digital payment platforms. Their investigation into consumer behavior concerning UPI (Unified Payment 

Interface) indicated that numerous first-time users hesitate to embrace digital payments due to fears of fraud, 

unfamiliarity with grievance redressal processes, and confusion surrounding transaction failures. 

To improve perceived competence, RBI regulations and NPCI initiatives have aimed at boosting digital 

literacy via awareness campaigns and user education programs (Rajput & Thakral, 2024). 

 

2.2.2 Perceived Autonomy: Control Over Transactions and Customization 

Autonomy significantly influences user satisfaction and retention in digital payments. Users favor payment 

applications that offer transparency, control, and customization, such as setting transaction limits, selecting 

authentication methods, and adjusting security settings (Ind & Vasbotan, 2024). 

Khanna et al. (2023) examined UPI-based payment systems in Northern India. They found that regulatory 

constraints and security concerns often restrict users' sense of control, resulting in diminished trust and lower 
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continuance intention. Problems like transaction failures, refund delays, and unresponsive customer support 

adversely affect user autonomy, causing reluctance to rely entirely on digital payments. 

Moreover, RBI’s stringent guidelines on preventing digital payment fraud have enhanced security measures; 

however, users frequently perceive the extra verification steps as making transactions less seamless and more 

limiting (Pamnani & Arora, 2024). Therefore, balancing security and user convenience is crucial for sustaining 

continuance intention. 

 

 

2.2.3 Perceived Relatedness: Social Influence and Network Effects 

Social influence is a significant factor in promoting the adoption and retention of digital payments. 

Bhavaneshwari et al. (2021) state that individuals who observe peers, family, and local businesses utilizing 

digital payment platforms are more inclined to keep using them. 

Khanna et al. (2023) research regarding UPI payment preferences revealed that recommendations from peers 

and word-of-mouth notably affect the intention to continue, especially in rural and semi-urban regions. The 

success of UPI-based transactions in India is primarily due to network effects, where a growing number of 

merchants and users embrace digital payments, enhancing trust and convenience. 

Nonetheless, trust in the financial system also influences perceived relatedness. Rajput & Thakral (2024) point 

out that concerns regarding financial cyber fraud and insufficient banking infrastructure obstruct the adoption 

of digital payments in rural areas. Enhancing trust through improved grievance redressal systems and fraud 

protection policies is crucial for boosting user retention. 

 

2.3 Service Quality and Digital Payment Retention 

Though psychological motivation is vital, service quality remains a key element affecting continuance 

intention in digital payments. Singh and Rana (2017) identified critical factors shaping consumer perception 

of digital payments, emphasizing: 

Security concerns – Users are apprehensive about fraud, phishing schemes, and unauthorized 

transactions. 

Technical failures – Transaction failures due to inadequate internet connectivity or application 

malfunctions result in dissatisfaction. 

Customer support – The absence of effective grievance resolution discourages long-term adoption. 

Pamnani & Arora (2024) evaluated RBI’s regulatory actions and discovered that while enhancements in 

security have fostered trust in digital payments, complicated verification processes and transaction limitations 

can occasionally diminish convenience, resulting in decreased retention rates. 

In addition, Aditi et al.'s (2021) research highlighted that unreliable infrastructure, including network 

disruptions and banking system outages, directly affects user satisfaction and their propensity to continue 

utilizing digital payment platforms. 

 

2.4 Regulatory Challenges and Policy Interventions 
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Regulatory frameworks serve a dual purpose in shaping continuance intention—while they improve security 

and trust, they can sometimes create friction in the user experience. 

RBI regulations regarding transaction security have bolstered fraud prevention yet introduced extra 

verification procedures (Rajput & Thakral, 2024). 

The NPCI’s UPI policy has simplified digital transactions, promoting adoption; however, data privacy and 

user control issues persist (Khanna et al., 2023). 

Demonetization and promoting a cashless economy have expedited adoption, but rural users continue to face 

challenges with access and financial literacy (Lele & Jain, n.d.). 

To balance security and user convenience, policymakers must ensure that payment applications are user-

friendly while upholding stringent fraud prevention measures (Pamnani & Arora, 2024). 

 

 

2.5 Conclusion 

Self-Determination Theory (SDT) offers a comprehensive framework to understand why users persist in using 

digital payment applications. The study illustrates that: 

Perceived Competence is affected by digital literacy and user-friendliness. 

Perceived Autonomy relies on user control, security, and transparency. 

Social factors, trust, and network dynamics influence perceived Relatedness. 

Moreover, service quality, regulatory measures, and security protocols are vital in facilitating user retention. 

 

3. Objectives 

1. Investigate the significance of self-determination theory in understanding the intrinsic and 

extrinsic reasons that keep consumers using payment apps. 

Consumers continue using payment apps when they provide convenience, security, reliability, and 

financial incentives. A user-friendly interface with quick and seamless transactions enhances the 

overall experience, making digital payments effortless. Security plays a crucial role, as users need 

assurance that their transactions and personal data are protected from fraud and unauthorized access. 

Cashback offers, discounts, and loyalty rewards encourage repeated use by providing tangible benefits. 

Widespread acceptance among merchants, businesses, and service providers strengthens user reliance 

on the app. By focusing on these factors, payment app providers can ensure long-term user retention 

and engagement. 

 

2. Examine the interaction of service quality and motivational elements to understand how they 

contribute to users' long-term engagement with payment apps. 

Service excellence is a significant factor influencing long-term user involvement. Users anticipate 

quick, dependable, and mistake-free transactions, and any setbacks or holdups can result in annoyance 

and dropout. Security must be robust yet user-friendly, providing fraud protection and authentication 

without complicating transactions. Customer support also plays a vital role—effectively handling 
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transaction problems, refunds, and questions boosts user contentment and confidence. Furthermore, 

smooth integration with banks, wallets, and e-commerce sites improves user experience. When these 

components of service quality match user expectations, they produce a seamless experience that fosters 

ongoing app engagement. 

 

3. Offer advice for payment app providers to increase user retention by improving service quality 

and meeting motivational needs. 

Payment applications must constantly improve their service quality and user experience to keep users. 

Improving transaction speed and minimizing failures guarantees seamless operations, while enhanced 

security features like encryption and fraud detection foster user trust. Personalized rewards, including 

cashback and discounts, add value and motivate regular transactions. Growing partnerships with 

merchants and businesses enhance the app’s functionality, making it a vital component of users’ daily 

transactions. Lastly, attentive customer support and intuitive updates aid in maintaining user 

involvement. By focusing on these elements, payment app providers can cultivate enduring loyalty 

and secure ongoing market expansion. 

 

 

4. Research Methodology 

This study’s methodology has been carefully designed to fulfill the research objectives and uncover the key 

factors influencing the continuance usage intention of payment applications in India. By integrating 

psychological constructs from Self-Determination Theory (SDT) with service quality parameters, this 

research adopts a structured and analytical approach to examine user retention in the digital payment 

ecosystem. 

 

4.1 Research Design 

This research adopts a descriptive and causal research design to investigate the relationship between 

service quality, SDT constructs, and continuance intention of users of payment apps in India. The descriptive 

aspect enables the systematic observation and documentation of user perceptions and behaviors. In contrast, 

the causal aspect analyzes how independent and mediating variables influence continuance usage intention. 

The study explains how and why perceived competence, autonomy, relatedness, satisfaction, and usefulness 

impact long-term user engagement with digital financial platforms. 

 

4.2 Data Collection 

To ensure comprehensive and reliable findings, the study collects both primary and secondary data: 

Primary Data: The primary data has been collected using a structured questionnaire administered to users 

of digital payment applications such as Google Pay, PhonePe, Paytm, and BHIM UPI. The questionnaire 

includes items measuring: 

 Service Quality: Perceptions related to responsiveness, reliability, security, ease of use, and support. 

 Perceived Competence: Users’ confidence in completing app transactions. 

 Perceived Autonomy: The degree of control users feel over the app’s functions and settings. 
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 Perceived Relatedness: The connection users feel with the app through social or trust-based factors. 

 Satisfaction: Overall contentment with the app experience. 

 Perceived Usefulness: Users' beliefs about the app's utility and advantages. 

 Continuance Intention: Likelihood of continued use of the application. 

A 5-point Likert scale ranging from “Strongly Disagree” (1) to “Strongly Agree” (5) was used to measure 

all constructs, ensuring consistency and reliability in user responses. 

Secondary Data: Secondary data was collected from: 

 Peer-reviewed journal articles 

 Industry reports on digital payment trends 

 Government publications (e.g., RBI and NPCI reports) 

 Past academic research related to mobile banking, user motivation, and service quality 

These sources provided valuable context regarding market dynamics, regulatory policies, and consumer 

behavior trends within India’s digital payments sector. 

 

 

 

 

4.3 Sampling Technique 

• Target Population: The population for this study includes digital payment app users in India, especially 

those who have made multiple transactions and have had prior experience with at least one digital wallet or 

UPI-based application. 

• Sampling Method: The study uses a convenience sampling technique due to practical limitations in 

reaching a randomized pool. The survey was shared digitally across social media platforms and 

academic/professional networks to capture a wide demographic range of users across urban and semi-urban 

regions. 

• Sample Size: A total of 250 valid responses were collected. This sample size was considered appropriate 

to ensure reliable statistical analysis, including regression modeling, and to support meaningful conclusions 

within the scope of the study. 

 

4.4 Data Analysis 

The data collected through the questionnaire were analyzed using Microsoft Excel and SPSS. The following 

analytical techniques were employed: 

Quantitative Data Analysis: 

 Descriptive Statistics: Used to summarize respondent demographics and overall response trends. 

 Reliability Analysis: Conducted using Cronbach’s Alpha to test the internal consistency of 

questionnaire items. A value above 0.7 was considered acceptable. 
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 Correlation Analysis: To understand the relationships among key variables. 

 Multiple Regression Analysis: Used to evaluate the impact of service quality and mediating variables 

(SDT constructs) on continuance usage intention. Regression helped identify which variables were 

statistically significant predictors of user retention. 

This multi-stage analysis thoroughly evaluated direct and indirect effects on continuance intention. 

 

4.5 Validity and Reliability 

Validity: 

 Content validity was ensured by aligning questionnaire items with established constructs from SDT 

and digital service quality literature. 

 A pilot survey was conducted with a small group of respondents (n=20) to refine ambiguous questions, 

improve clarity, and adjust scale formatting. 

 Expert reviews were conducted by faculty members and researchers in digital finance to validate the 

instrument’s alignment with the study objectives. 

Reliability: 

 Cronbach’s Alpha was used to assess the reliability of the scale items for each construct. A minimum 

threshold of 0.70 was used to confirm the internal consistency of scales. 

 The structured Likert-scale design contributed to consistent responses across participants.  

 

 

 

5. Results 

5.1 Data Analysis  

Data from all 224 valid respondents were included in the analysis to ensure consistency and 

comprehensiveness, with missing values imputed using column means. This revised model focuses instead on 

psychological motivation and perceived app performance. 

The key constructs evaluated are: 

 Service Quality 

 Perceived Competence 

 Perceived Autonomy 

 Perceived Relatedness 

 Perceived Usefulness 

These represent the core user experience and intrinsic motivation framework under Self-Determination 

Theory (SDT) and digital service quality. 

Descriptive Statistics of Constructs 
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1. Service Quality 

o Mean: 2.45 

o Standard Deviation: 0.45 

o Range: (1.2 to 5.0) This moderately high average indicates that users view payment apps as 

mostly functional regarding information delivery, commitment, and responsiveness. However, 

scores near the minimum suggest that some users still face significant service-related 

challenges. 

2. Perceived Competence 

o Mean: 2.34 

o Standard Deviation: 0.51 

o Range: (1.0 to 5.0) Users confidently use payment apps. However, the lower end reveals that 

digital literacy gaps or interface complexity may hinder a complete sense of mastery for some 

users. 

3. Perceived Autonomy 

o Mean: 2.43 

o Standard Deviation: 0.58 

o Range: (1.0 to 5.0) This construct scored consistently well, suggesting users feel empowered 

to make choices and control how they use the apps. Customization features and a sense of 

personal agency appear to play a supportive role in enhancing user autonomy. 

4. Perceived Relatedness 

o Mean: 1.86 

o Standard Deviation: 0.38 

o Range: (1.0 to 3.5) The lowest-rated factor, relatedness, reveals that users do not feel a strong 

social or emotional connection with the apps. This disconnect could reflect the lack of 

community-building features or limited user interaction mechanisms on most platforms. 

5. Perceived Usefulness 

o Mean: 2.36 

o Standard Deviation: 0.60 

o Range: (1.0 to 5.0) This metric reflects the practical utility of payment apps in daily life. While 

the mean suggests users generally find them beneficial, the wide range implies inconsistent 

experiences—some users find them essential, while others remain unconvinced of their value. 

 

5.2 Interpretation and Insights 

 Service Quality and Autonomy remain critical strengths, affirming that users appreciate ease of use 

and flexibility within digital payment ecosystems. 

 Competence levels are positive but highlight the need for user education, better onboarding, and 

intuitive design to eliminate usability barriers. 
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 Low perceived relatedness suggests a need for human-centered design—apps could benefit from more 

community features, customer engagement tools, or peer-based support features. 

 The variance in usefulness scores reflects a need for personalization and expanded functionality to 

address a broader spectrum of financial needs. 

 

5.3 Implications for Continuance Usage Intention 

This refined analysis supports the idea that user retention depends on technical performance and 

psychological satisfaction. Even without considering stress or direct satisfaction ratings, the data show that 

service design, user control, and perceived utility strongly influence continuance intention. 

 

5.4 Data Reliability 

 

Reliability Analysis by Construct 

1. Service Quality (8 items) 

 Cronbach’s Alpha = 0.608 

  Interpretation: Questionable reliability 

o Indicates that while items are somewhat related, they may not consistently measure a unified 

concept. 

2. Self-Determination Theory (SDT) Items (9 items) 

 Cronbach’s Alpha = 0.678 

  Interpretation: Borderline Acceptable 

o Shows better cohesion than service quality, but still below the ideal threshold of 0.70. 

Summary: 

 Overall reliability (previously calculated) = 0.769 → Acceptable 

 Subscale reliabilities: 
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o Service Quality = 0.61 → Needs refinement or item reassessment 

 

REGRESSION ANALYSIS 

 

Fig:- CORRELATION 

Regression Analysis on the Usage of Payment Apps in India 

A regression analysis was conducted to identify the key factors influencing the usage and recommendation of 

payment apps in India. The dataset, gathered through a structured questionnaire, includes variables such as 

satisfaction with features, productivity enhancement, perceived security, user confidence, and emotional 

responses to using payment apps. 

Target Variable 

For this analysis, the response to "I WILL RECOMMEND OTHERS TO USE PAYMENT APPS" was selected 

as the proxy for overall usage and endorsement of payment apps. The logic here is that if users are likely to 

recommend an app, it implies a positive and frequent experience. 

Key Influencing Factors 

The following variables showed the strongest correlations with the likelihood of recommending payment apps: 

1. Productivity in Transactions 

o “Usage of payment apps helps me to be more productive in my transactions” had the highest 

positive correlation (+0.13). 

o This indicates that users who feel that payment apps streamline their financial activities are 

more likely to endorse them. 

2. Information Transparency 

o Statements such as “Payment apps provide all the information related to the transaction I 

need” and “… in time” showed moderate positive correlations (~+0.07 to +0.09). 

o Clearly, timely and comprehensive transactional details affect user satisfaction and confidence. 

3. Perceived Usefulness and Ease of Use 

o Responses indicating perceived usefulness in daily financial needs and freedom in making 

choices via the apps showed a mild positive influence. 

o Although not very strong individually, these elements collectively contribute to a user's 

inclination to recommend the service. 

4. Emotional and Psychological Factors 



TIJER || ISSN 2349-9249 || © April 2025, Volume 12, Issue 4 || www.tijer.org 

TIJER2504140 TIJER – INTERNATIONAL RESEARCH JOURNAL  www.tijer.org 

a
 

PAG
E   \* 
MER
GEF
ORM

A 

o Negative correlation was observed with “I feel stress while using the payment apps” (−0.28), 

which emerged as the strongest negative influencer. 

o This implies that any stress-inducing aspects of app usage—technical glitches, user interface 

confusion, or transaction failures—can significantly dampen recommendation and usage. 

5. Confidence and Feature Engagement 

o Surprisingly, aspects like confidence in usage and engagement with interesting features showed 

weak or slightly negative correlations. 

o This suggests that these valuable attributes are not necessarily decisive in influencing user 

recommendation behavior. 

Insights and Implications 

From this analysis, we gather that efficiency, reliability, and stress-free experiences are the dominant forces 

shaping the usage of payment apps in India. Users are more likely to recommend apps that make them feel 

productive and offer timely, accurate information. 

Interestingly, while security and confidence are important, their impact seems more indirect or perhaps already 

assumed as a baseline by users. 

 

 

 

 

6. Conclusion 

This research explored the factors influencing continued engagement with payment applications in India, 

combining theoretical constructs from Self-Determination Theory (SDT) with service quality parameters. 

Through empirical analysis supported by regression modeling and reliability testing, the study 

comprehensively understands what sustains long-term usage in the digital payments space. 
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The regression analysis revealed that productivity, ease of access to information, and overall platform 

usefulness are among the strongest predictors of whether individuals are likely to continue using and 

recommending payment applications. Specifically, the statement “Usage of payment apps helps me to be more 

productive in my transactions” emerged with the highest positive correlation. Additionally, the clarity and 

accessibility of transactional information showed moderate positive correlations with continuance intention. 

These results suggest that platforms delivering precise, timely, and transparent data, especially regarding 

payment confirmations, history, and status, help build trust and encourage repeated usage. Conversely, features 

or processes that cause confusion or delays had a dampening effect, as seen in the negative correlation between 

usage and statements indicating stress or friction during transactions. 

Cronbach's alpha was used to validate the internal consistency of the constructs. The overall reliability score 

of the questionnaire was 0.769, which is considered acceptable for academic research. However, a breakdown 

of subscales revealed room for improvement. The Service Quality construct yielded a Cronbach’s alpha of 

0.608, suggesting questionable reliability. This indicates that the items may not cohesively measure a single 

unified concept while related. The SDT-based items (perceived competence, autonomy, and relatedness) had 

a higher alpha of 0.771, approaching the acceptable threshold, showing better but moderate internal 

consistency. 

The descriptive statistics also reinforce these conclusions. Perceived competence and autonomy had relatively 

high mean values, suggesting that users generally feel capable and in control while using these apps. However, 

perceived relatedness had the lowest mean, indicating a weaker connection or affinity with the platform. This 

points to a potential area for improvement—namely, fostering a greater sense of personalization, community, 

or platform familiarity. 

Moreover, service quality factors such as speed, technical reliability, and issue resolution were highlighted as 

essential operational pillars. Users expect seamless and dependable transaction processes. Delays, failures, 

and poor customer support continue to hinder long-term engagement, interestingly. At the same time, 

confidence and general platform experience contribute positively, but the absence of friction and the presence 

of convenience weigh more heavily in determining continued use. 

The study confirms that the intention to use digital payment apps in India is shaped by psychological 

motivation and functional performance. The regression analysis identified actionable predictors, while the 

Cronbach’s alpha reliability tests validated the strength and coherence of the measurement tools. Service 

providers must focus on improving transaction reliability, clarity of communication, and intuitive platform 

design. Enhancing users' sense of control and competence while minimizing operational disruptions will be 

key to fostering lasting engagement in an increasingly digital financial ecosystem. 

7. Limitations 

While the study makes significant contributions to understanding continuance intention in digital payments, 

it is important to acknowledge a few limitations: 

 Geographical Coverage: The sample primarily includes users from urban and semi-urban regions, 

which may not fully represent rural users who face different digital infrastructure challenges. 

 Sampling Bias: Convenience sampling limits the generalizability of the results across all demographic 

groups. 

 Cross-Sectional Nature: Since the study captures data at a single point in time, it may not reflect 

changes in user behavior over time. 

 Self-Reported Responses: The reliance on self-reported data may introduce response bias, including 

social desirability or selective memory. 
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