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Digital payment is payment without physical exchange of money. Such transactions are done through digital mode in 

Digital Financial Services industry. Different researchers have studied Various digital payment methods in developed 

nations but there is a strong research gap for such studies in developing country like India. Research objective for the 

study is to measure User opinion towards Digital Payment in Rural Gujarat. Study is based on primary research. Data 

analysis is done using SPSS 26.0. Study provides strong value addition to researchers, academia, industry and society as 

a whole. 
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1. Introduction 
Digital payments have spread and changed user behaviour as a result of app-based transfers. In remote places that were 

previously unaffected by digital payment methods, it is now easier to transfer money as a result. Numerous factors are promoting 

the development of digital payments and the transition away from an economy reliant on cash to one with less cash. The rising 

popularity of mobile internet access, one-touch payments, the expansion of the financial technology sector, and government 

programmes like tax rebates and incentive schemes are just a few examples of these enablers. Together, these elements are 

fostering an favourable environment for digital payments. 

In order to enable cashless transactions, the Indian government launched a number of digital payment options as part of its 

effort to make India a "Digital India": There are different methods such as: a) Banking Cards – Credit/ Debit cards fall into the 

category of "bank cards" and offer customers security, convenience and flexibility. Ensure transaction security with secure PINs 

and OTPs. Online payments are facilitated through the Aadhaar Enabled Payment System (AEPS), which makes use of the 

banking system. Since the Aadhaar card is used to verify transactions, it must be connected to the customer's account.Micro 

ATMs and biometrics are additional requirements for this process. B) Unified Payment Interface (UPI) ―Create a mobile 

application that combines a large number of bank accounts. This payment mechanism requires a smartphone with internet 

access and his PIN for mobile phones. C) Mobile Wallets – By connecting your mobile device's debit/credit information to your 

mobile wallet application, you can easily carry cash with your digital wallet. Paytm, Airtel Money, SBI Buddy, etc. are well-

known digital wallets. D) Internet Banking – It makes it possible for users to conduct financial transactions online. Different 

techniques are employed, such as National Electronic Fund Transfer (NEFT). E) Banks using Mobile – It allows clients to 

remotely perform various financial operations using their smartphones and tablets. Each bank offers a unique mobile banking 

app. Bank correspondents utilise these tiny ATMs to offer essential banking services to clients who are located distant from 

their branches. Rural people now have a platform to easily access micro banking services and benefit from financial inclusion 

(Kotecha P.S., 2018). 

 

2. Literature Review 
After China, India has the second-largest smartphone market worldwide. The use of digital wallets and other services with 

significant support from Internet service providers like Reliance Jio has increased. Internet access and mobile connectivity are 

crucial for online payments. More than half of India's 692 million active internet users come from rural areas, according to the 

"Internet in India" report, which was based on an ICUBE 2021 survey. The report forecasts that India's internet users will reach 

900 million by 2025, saying that "although most of the growth will continue to be driven by India's rural areas (351 million 

users), India's urban areas appear stagnant (341 million users). (Source: Internet in India 2021, IAMAI- KANTAR). 

Governments have expanded efforts to boost internet usage, while financial service organisations and other businesses have 

made significant efforts to increase online payments. Rural India is seeing a significant increase in penetration as well. 

 

2.1 Ease of use (Convenience in usage) 

Thanks to online banking services and other mobile applications, users now have greater ease while conducting their 

transactions anywhere and at any time as a result of the expansion of the internet (Varma, A. J., 2021). People find mobile 

applications and online banking services handy as a result of technological advancement and internet connectivity. By enabling 
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them to make purchases anywhere, at any time, it has increased consumer convenience (Andrew Stephen, 2015). As information 

and communication technology develops and Internet deployment prices fall, the convenience and ease of use of digital 

payments will increase their acceptability.(Reiss, D. G., 2018). 

 

2.2 Perceived Security (Secured Transactions) 

The digitalization process can be accelerated by developing better systems, increasing security, and obtaining collaboration 

from all parties (Shallu et al (2019). Teoh et al. (2013) found that security and trust had a negative association (Teoh et al, 

2013). Also, Akhila Pai wrote about these issues (Akhila Pai ,2018). Although debit and credit cards are frequently used for 

cashless transactions, J. Sobana Shanthini Dr. J. Immanuel Nallathmbi (2018) discovered that security was the biggest obstacle 

to acceptance. 

 

2.3 Perceived Benefits 

Digital/cashless transaction adoption brings benefits all on its own. Customers that use digital payments can track and manage 

their transactions, track cash back incentives and rewards, make payments directly from their bank accounts, receive payments 

remotely, and save money and time. A business owner experiences the same advantages (Kulkarni, S., 2021).Mobile wallets 

helped the growth of cashless electronic payments. In order for clients to profit from simple and quick transactions, the author 

looked into the compatibility of the mobile wallets (Venkatesh, V., 2012). 

 

2.4 Reliability 

Digital transactions have also been found to benefit from attributes such as trust, security, and how well technology helps users 

(Abdullah, 2020). In contrast to the negative association between risk and reliability, benefits and reliability (or perceived trust) 

were found to be positively correlated in another study. Customers' intentions to adopt digital payments were influenced by this 

trust (Park et. Al.,2018). Although plastic money is widely utilised because of its reliability, it was discovered that the primary 

barriers to using it are convenience and safety (Prasanth et. al., 2019). 

 

2.5 User Opinion  

When consumers assess a system in terms of how it will affect their payments, expectations are often formed with regard to 

how valuable they perceive it to be (Brown, S. A., 2012).The user's opinion toward and inclination to utilise mobile payment 

solutions will improve due to perceived usefulness. The Technology Acceptance Model (TAM) defines the degree to which a 

user thinks using a certain system would increase its efficiency and performance is known as user opinion.(Sahi et. Al., 

2021).User opinion can be influenced by factors like customer desire in using electronic payment systems, security concerns, 

and trust in these systems (Wibowo et. al., 2018). 

 

2.6 Need for Study and Research Gap 

This study aims to find out how rural consumers feel about adopting digital payments. Much research has been done on how 

consumers feel about using credit cards for purchases, but very little about how consumers feel about other payment methods 

and digital payments. Also, there are few studies that focus on rural populations. Here, Research Objective is to study user 

opinion towards Digital Payment in Rural Gujarat. 

 

2.7 Scope of the Study 

Research study is restricted to rural areas of Gujarat. It includes samples above the age of 18 who are the users of digital 

payment. For the study, age, gender, annual family income, marital status, number of residents in the home, and other factors 

based on the literature research were taken into consideration. 

 

3. Methodology 
Research Objective for current study is to measure user opinion towards digital payment in rural Gujarat.This study's target 

population consists of the digital payment users residing in rural areas of Gujarat state. Among descriptive research designs, a 

single cross-sectional study design was chosen. The questionnaire survey was administered. Respondents' informed consent 

was obtained prior to data collection. Snowball sampling was used in this research. Non comparative scaling technique is used 

in this study. Response time was around 7 minutes to fill up the questionnaire. Pilot testing was done over 51 respondents to 

validate the questionnaire. Data obtained from pilot survey were reliable as the Cronbach alpha value was 0.936. Pilot survey 

data was not utilized for the final survey. A number of other books, journals, websites and research articles were utilized for 

secondary data collection. The rural population of Gujarat's top 10 rural areas were the primary source of statistics who utilize 

digital payment modes, with help of the structured questionnaire. The rural areas include these districts, Dholka, Sanand, 

Daskroi, Dabhoi, Mahuva, Kamrej, Palsana, Jetpur, Gondal and Paddhari. Statements of questionnaires were extracted through 

literature review. Here researcher has utilized Likert scale for strongly agree to disagree options. The sample size for this 

research survey is 392 respondents. For analysis purpose SPSS, which is considered among the most powerful statistical 

analysis tools, was used in the research project. 
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4. Data Specification 
4.1 Reliability Analysis 

Variable No. Variable Cronbach Alpha Number of items 

1 Ease of use .912 4 

2 Perceived security .892 3 

3 Perceived Benefits .916 4 

4 Reliability .901 4 

5 User Opinion .921 5 

 

Acceptable values of Cronbach's alpha have to be greater than 0.70 (Nunnally J, Bernstein L., 1994). Here all the values are 

above 0.7 so, data is reliable for further studies. 

 

4.2 Demographic Analysis 

Factors Particulars 
 

Gender 

Male 261 66.6 66.6 

Female 131 33.4 100.0 

Total 392 100.0  

Age 

18-28 138 35.2 35.2 

29-38 173 44.1 79.3 

39-48 57 14.5 93.9 

49-58 24 6.1 100.0 

Total 392 100.0  

Marital Status 

Married 279 71.2 71.2 

Unmarried 113 28.8 100.0 

Total 392 100.0  

Annual Family Income 

Less than 2,00,000 30 7.7 7.7 

2,00,001-4,00,000 167 30.6 38.3 

4,00,001-6,00,000 131 33.4 71.7 

6,00,001-8,00,000 64 16.3 88.0 

Above 8,00,000 47 12.0 100.0 

Total 392 100.0  

Education 

SSC 11 2.81 2.81 

HSC 79 20.15 22.96 

Graduation 103 26.27 49.23 

Post-Graduation and above 199 50.77 100.0 

Total 392 100.0  

Members in household 

1-3 146 37.2 37.2 37.2 

4-6 188 47.95 47.95 85.15 

7-9 17 4.3 4.3 89.45 

Above 9 41 10.5 10.5 100.0 

Total 392 100.0 100.0  

 

4.3 Hypothesis Testing 

Ho1: There is no significant difference between an age and user opinion. 

H11: There is a significant difference between an age and user opinion. 

Average score of the user opinion taken as the testing variable and age, was taken as the grouping variable in the one-way 

ANOVA test. 

 

User Opinion 

 Sum of Squares df Mean Square F Sig. 

Between Groups 20.372 3 6.791 3.823 .010 

Within Groups 689.197 388 1.776   

Total 709.569 391    

Descriptives 

User opinion 
N Mean Std. Deviation 

18-28 138 3.43 1.424 

29-38 173 3.40 1.280 

39-48 57 4.02 1.172 

49-58 24 3.88 1.513 

Total 392 3.53 1.347 
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Interpretation: Here, Researcher rejects null hypothesis as the Significance value is 0.010 that is less than 0.05 that concludes 

a significant difference between an age and user opinion. The mean score of age group 39-48 years category is highest. 

Ho2: There is no significant difference between education and User opinion. 

H12: There is a significant difference between education and User opinion. 

Average score of the User opinion taken as the testing variable and education, was taken as the grouping variable in the one-

way ANOVA test. 

 

ANOVA 

User opinion 

 Sum of Squares df Mean Square F Sig. 

Between Groups .842 2 .421 .231 .004 

Within Groups 708.727 389 1.822   

Total 709.569 391    

 

Descriptives 

 
Education N Mean Std. Deviation 

SSC 11 3.55 1.422 

HSC 79 3.73 1.284 

Graduation 103 3.98 1.171 

Post-Graduation and above 199 4.02 1.513 

Total 392 3.68 1.372 

 

Interpretation: Here, Researcher rejects null hypothesis as the Significance value is 0.04 that is less than 0.05 that concludes 

a significant difference between education and User opinion. 

Ho3: There is no significant difference between Annual Family Income and User Opinion. 

H13: There is a significant difference between Annual Family Income and User Opinion. 

Average score of the User Opinion taken as the testing variable and Annual Family Income, was taken as the grouping variable 

in the one-way ANOVA test. 

 
ANOVA 

User Opinion 

 Sum of Squares df Mean Square F Sig. 

Between Groups 22.796 4 5.699 3.211 .013 

Within Groups 686.773 387 1.775   

Total 709.569 391    

 

Descriptives User Opinion N Mean Std. Deviation 

Less than 2,00,000 30 3.27 1.680 

2,00,001-4,00,000 120 3.47 1.216 

4,00,001-6,00,000 131 3.34 1.340 

6,00,001-8,00,000 64 3.95 1.290 

Above 8,00,000 47 3.83 1.404 

Total 392 3.53 1.347 

 

Interpretation: Here, Researcher rejects null hypothesis as the Significance value is 0.013 that is less than 0.05 that concludes 

a significant difference between Annual Family Income and User Opinion. The mean score of 600001-800000 income group 

is highest. 

 

4.4 Regression Analysis 

Researcher has utilised Multiple linear regression for measuring significant impact of the literature derived factors onto the user 

opinion. Following hypothesis are tested for measuring the same. 

H0: There is a significant impact of Ease of use, Perceived security, Perceived Benefits, Reliabilityon User Opinion. 

H1a: There is a significant impact of Ease of use onUser Opinion 

H1b: There is a significant impact of Perceived security onUser Opinion 

H1c: There is a significant impact of Perceived Benefits onUser Opinion 

H1d:There is a significant impact of Reliability onUser Opinion 

The dependent variable User Opinion was regressed on predicting variables of Ease of use, Perceived security, Perceived 

Benefits, Reliability. The independent variables significantly predict user opinion, F (4,164) =131.920, p < 0.00, which indicates 

that the four factors under the study have significant impact on User Opinion.Impact of Ease of useis positive and significant 
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on the user opinion towards digital payment with the standardized beta weight of 0.470 and value of significance p < 0.00, 

hence H1a is accepted. Impact of Perceived Securityis positive and significant on the user opinion towards digital payment with 

the standardized beta weight of 0.382 and value of significance p = 0.34, hence H1b is accepted. Impact of Perceived Benefitsis 

positive and significant on the user opinion towards digital payment with the standardized beta weight of 0.394 and value of 

significance p = 0.46, hence H1c is accepted. Impact of Reliabilityis positive and significant on the user opinion towards digital 

payment with the standardized beta weight of 0.373 and value of significance p < 0.00, hence H1d is accepted.Moreover, the 

R2= 0.757 depicts that the model explains 75.7% of the variance in User Opinion.  

 
Hypothesis Regression weight Beta Coefficient T P value Hypothesis Supported 

H1a Ease of use → User Opinion .470 

 

4.343 

 

.000 

 
Yes 

H1b Perceived Security → User Opinion .382 

 

4.153 

 

.034 

 
Yes 

H1c Perceived Benefits → User Opinion .394 

 

1.714 

 

.046 

 
Yes 

H1d Reliability → User Opinion .373 1.265 

 
.000 Yes 

R2 0.757     

F(4,391) 131.920     

 

 

 
 

Here UO3 is the user opinion factor 

The normal probability plot is a graphical technique for determining whether a data set is normally distributed (Chambers et 

al., 1983). The data is plotted against a theoretical normal distribution, with the points forming an approximate straight line. 

 

4.5 Proposed Research Model Based on Data Analysis 

 

 

Figure 1 Proposed Research Model Based on Data Analysis 

Note: *statistically Significant Regression Weights, HA-D Hypothesis H1a to H1d 

 

Figure 1 shows that Ease of use, Perceived security, Perceived Benefits and Reliabilityhave a significant immediate effect on 

the User Opinion. Moreover, the R2= 0.757 depicts that the model explains 75.7% of the variance in User Opinion. 

 

5. Results and Discussions 
5.1 Key Findings 

1. Cronbach’s Alpha can be defined as the reliability measurement tool, for the selected construct, it should be above 

acceptance standard 0.7. Lowest cronbach’s alpha was 0.805 for perceived image construct. It provides the good reliability 

of all the constructs. 

2. There is a significant difference between mean score of Age, Education and Annual Income. The mean score of age group 

39-48 years category is highest. As education level increases, mean score for user opinion also increases. From the Annual 

Family Income perspective, The mean score of 600001-800000 income group is highest. 
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3. Impact of Ease of use is positive and significant on the user opinion towards digital payment with the standardized beta 

weight of 0.470 and value of significance p < 0.00, hence H1a is accepted. Impact of Perceived Securityis positive and 

significant on the user opinion towards digital payment with the standardized beta weight of 0.382 and value of significance 

p = 0.34, hence H1b is accepted. Impact of Perceived Benefitsis positive and significant on the user opinion towards digital 

payment with the standardized beta weight of 0.394 and value of significance p = 0.46, hence H1c is accepted. Impact of 

Reliability is positive and significant on the user opinion towards digital payment with the standardized beta weight of 

0.373 and value of significance p < 0.00, hence H1d is accepted.Moreover, the R2 = 0.757 depicts that the model explains 

75.7% of the variance in User Opinion. 

4. The research model shows that Ease of use, Perceived security, Perceived Benefits and Reliabilityhave a significant 

immediate effect on the User Opinion. 

 

5.2 Key Implications 

The empirical finding about users’ perception has implications for digital payment platform or applications providers, as it 

concludes what user considers most important for utilizing their platform for digital payment. The model suggests managers 

can use a market segmentation strategy to facilitate consumer technology use in rural areas. The study findings will be useful 

to marketers too as there is a difference in opinion of users from different age-groups, education levels and income groups and 

to target them strategically. The study contributes to the existing pool of literature and can be helpful to other researchers as 

well. 

 

6. Conclusion and Scope for Further Study 
Attributes of digital payment with respect to user opinion are closely examined through this research and it has been found that 

higher education level leads to more positive perception of users towards digital payment modes. Through literature review 

concluded that 4 factors will be counted for overall opinion of users towards digital payment. This study is different from the 

past research in such a way that this study has taken holistic approach in measurement of User opinion towards Digital Payment 

in Rural Gujarat and it finds the effect of Ease of use, Perceived security, Perceived Benefits, Reliabilityon theUser Opinion.It 

was found that ease of use contributes the most in rural Gujarat’s digital payment user opinion for digital payment followed by 

perceived benefits, security and reliability. The study provides a basic framework for understanding digital payment users’ 

opinion. Further research should expand the geographic area, age group, and sample size, as well as employ probability 

sampling procedures. 
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