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Abstract - This research seeks to determine the drivers of
customer satisfaction with specific reference to ease of use,
transaction time, security, availability and integration, and
customer service on Mobile payment applications. Since
advanced payment solutions are still in development, awareness
of these elements is essential for improving user experiences and
confidence. The study identifies the research areas that are still
the subjects of discussion and debate, namely, personalization,
multiple hardware support, and offline payment. In fulfilling
these objectives, the study hopes to contribute some practical
suggestions for enhancing consumer satisfaction that may help
both business managers and policymakers realize the objective
of financial inclusion for an increased number of people across
different ages, genders, and geographical locations.

Keywords: Merchant & Consumer Satisfaction, Mobile Wallets
& Money Applications, Usability, Access to Basic Financial
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I. INTRODUCTION

The development of Mobile money in recent days has made
a tremendous change in how people perform their
transactions, thus bringing a major change in financial service
providers globally (Rahmadika et al., 2021). With MPAs or
Mobile payment applications growing in popularity, trying to
identify what shapes customers' or users' attitudes towards
these systems is important as it would help the businesses that
seek to keep their users or extend the base of customers
(Dhivya et al., 2023). Mobile payments have the advantages
of convenience, speed, and security. Several factors and
issues detract from the satisfaction of customers, especially
those in developing nations (Sowmya et al., 2023). Such
barriers can be related to usability, trust, security concerns,
system constraints, and the systems' underpinning
environment. It is crucial to investigate these factors to gain
a better understanding of the directions for application
development that will enhance usability and subsequently
increase the usage by users of Mobile payment applications.
The significance of knowing customer satisfaction in this
domain has thus been underlined in several papers, where
factors like usability, perceived security, and availability of
support services are known to be some of the most central to

the satisfaction level of a customer (Davis, 1989, Venkatesh
etal., 2012).

The study of the perceived ease of use and usefulness of
Mobile payments is based on the Technology Acceptance
Model (TAM) developed by Davis in 1989. Citing Venkatesh
et al., (2012), the study identifies that perceived ease of use
influences the acceptance and continued use of Mobile
payment systems because it is easy to use Fuw et al., (2011).
Moreover, emotional aspects, such as trust, linked to such
parameters as security and privacy, are important factors
affecting the satisfaction of the customer. Bikker, (2020); Liu
& Yang, (2020) argue that trust plays a crucial part in the use
of Mobile payment platforms, whereby doubt arising from
incidents such as data leakage or identity theft reduces user
satisfaction.

In addition, the quality of the customer support services
advanced by the various Mobile payment platforms
accelerates the level of customer satisfaction (Sushma et al.,
2024). A study carried out (Mackay, 2019; Munkhbat &
Ishikawa, 2018) shows that poor customer service, support
options, and fragmented technical support, particularly in
markets with low levels of Mobile literacy, can breed
frustration and thus deny the continued use of these means.
Another one is about transaction cost and restriction in the
amount of the transaction has been also among the factors of
satisfaction. According to (Chakrabarty & Raj, 2017; Singh
& Gupta, 2019), these two factors often deter users from
adopting or using Mobile payment systems, especially in
low-income areas, due to the high fees and limited
transactions allowable within a given period.

Another important source of customer satisfaction, such as
the Mobile divide, is examined (Ayo et al., 2016; Wills &
McDonald, 2021; Baggyalakshmi et al., 2023). This is so
because, in rural and underserved areas, network connectivity
and access to smartphones are often a major challenge; thus,
the usability and availability of Mobile payment systems will
determine the degree of satisfaction among users. Less
attention has been paid to the analysis of multiple factors
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influencing customers' satisfaction with Mobile payment
systems, their interdependence, and the impact of regional
and demographic factors on the mentioned process. Reducing
these gaps will help CHOs and policymakers understand
potential users' expectations and characteristics of effective
Mobile payment systems and facilitate delivering more
effective and trustworthy payment platforms for improving
financial inclusion, particularly in emerging and
underdeveloped countries/regions.

1. REVIEW OF LITERATURE

According to Davis's, (1989) Technology Acceptance Model
(TAM), perceived ease of use is one of the determinants of
technology acceptance. Thus, in terms of the GDS TAM
model, if a system is designated as easy to use and requires
less amount of effort from the user side of the equation, they
will use it. This is particularly important because users
assume Mobile payments to have seamless, easy-to-use
interfaces that require minimum training. Venkatesh et al.,
(2003) expanded the model further by postulating that system
complexity, or conversely, ease of use (as encompassed by
easy to understand and simple interface), is key to creating
positive attitudes toward usage. These papers also found that
usability determines user satisfaction, where users are more
satisfied when interfaces are easy to use and tend to use them
more often.

Mobile payment adoption: The convenience method was
analyzed (Ayo et al., 2016) while focusing on developing
countries, where the availability of the brick-and-mortar
banking sector infrastructure may be lacking. The study also
noted that Mobile payment applications have a competitive
edge because the user does not need cash or to visit banks.
Mobile payment systems in these regions give enhanced
immediate ease and flexibility as opposed to conventional
payment banking systems, making the consumers more
satisfied. One of the major aspects of promoting the use of
the technology is the flexibility of undertaking transactions at
one's own preferred time and caliber.

According to (Kshetri, 2017), one of the most directly related
characteristics to the users' satisfaction is fast transaction
processing. Long processing time cause the clients to feel
dissatisfied since they lose patience when faced with
circumstances that require them to make particular
transactions within a limited time. Consumers always prefer
systems that enable them to make transactions within the
shortest time possible because this enhances satisfaction.

As Bikker, (2020) also points out, when one has a paper trail,
Spending behavior can be monitored, the accuracy of the
transaction checked, and the existence of fraud signals
heeded. This is good for the general utilization of these
services since it makes the consumer have more trust in
Mobile payment systems, which would be an improvement
in the service appreciation. If payment platforms are
informative enough and readily accessible, users' feelings of
control or security would be increased, which leads to
payment satisfaction.
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Gupta & Srinivasan, (2020) found that a large merchant
acceptance increases the utility of the platform and the
probability of continued consumer use. This is particularly
important when you can travel to other merchants, cuisines,
and various other online services paying for goods and
services with the app — this increases consumers' perceived
value and makes them repeat users.

According to (Zhang & Li 2021), timely transaction
notifications — payment confirmation, etc.- and any
suspicious activity greatly enhance consumer satisfaction
because people are aware of their transactions. Such
proactive communication enhances their perceptions of
security, hence making the users have more confidence in the
use of Mobile payment systems.

In another recent work, Wills & McDonald, (2021) pointed
out that the payment system has to run successfully on the
diverse smart device suite, with proper platform app
connections, and under different network scenarios. In
addition, platforms should address the disabilities of users by
allowing for voice commands and voice assistants, such as
screen readers, alongside options for users' interfaces.
Making the product easily accessible has a positive effect on
customer satisfaction, especially those in the marginalized
areas or areas of low service delivery.

Zhou, (2014) has also explained that in cases where payment
systems link social networking, ride-booking, or e-shopping,
they provide clients with easier and better payment services.
This integration makes the user interface easier as many
services are now under one interface, hence making the user
happier as they can execute many tasks from one application.

Mackay also stressed that the usability element that greatly
affects user satisfaction is responsive and helpful customer
service since one issue may include transaction failure,
technical problems, and others. Having more than one
support channel, which includes live chat, phone support, and
email support on a platform, leads to high satisfaction
because customers feel that their concerns are well handled
by the support team.

Offline enabling, as stated (Ayo et al., 2016), makes it
possible for users who are in rural or scattered areas to use
the Mobile payment systems without the necessity of
frequently using the internet. This feature enhances usability
and pleasure by allowing users to finish transactions out of
the network service.

Following their research, Liu & Yang, (2020) noted that the
in-app features like payments of bills, P2P transactions, and
integration with loyalty programs when availed through the
app make the usage experience more comfortable and fun.
They enable the users to achieve a range of goals in the same
tool, which will lead them to stay as active users of the service
and also recommend other people to use the same service as
well.
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Thakur & Sharma, (2019) considered that the availability of
some languages makes it easier for users of different
language backgrounds to use payment systems, leading to
satisfaction and subsequently to cardinality of users in non-
English speaking nations.

According to (Zhou, 2014), the payment platform has some
strategies adopted in the payment, where the user is given
options such as cash-back offers, discounts, or even reward
points, so the user continues to use the payment platform.
These loyalty programs are beneficial for credit card users
and establish an element of privacy, something that would
encourage a sense of loyalty.

Employing the experiences of Kshetri in 2017, he noted that
users demonstrate more willingness to continue using the
most secure payment systems. The invite-only service has a
strong security system, offering users confidence that their
financial details will not be exposed to fraudsters, thus
increasing platform satisfaction and usage.

According to (Ayo et al., 2016), positive experience can be
achieved if Mobile payment systems are designed to meet the
customers' needs or if they adjust their products and services
depending on the experience of the users incorporating this
innovation. These sites want to retain their clients, and they
can do it by offering a more satisfying user experience by
customizing the interface, the promotions, or the payment
options.

Research Gap

A particular literature gap of comfort and perceived
usefulness of using convenient features as well as security
features that enhance Mobile payment systems in
underdeveloped countries. Most existing theories have
focused on the moderating factors of interface design and
reduction of transaction costs, but very little information has
been provided about localized factors, including Internet
Infrastructure, language, and the ability to integrate multiple
services while in low-resourced settings, which could have
profound impacts on the adoption rates. Moreover, although
convenience and security are consequences that are easily
associated with customer satisfaction, there is not enough
data regarding their links and the impact they have on users'
experience. Furthermore, the contribution of the given
personalized features, as well as merchant acceptance to the
potential, long-term satisfaction for the consumers in rural
and other materially deprived areas, is still insufficient. More
effort is thus required in studying the best ways to improve
customized, convenient, and secure Mobile payment systems
to suit a variety of international users.

I1I.STATEMENT OF THE PROBLEM

The use of Mobile payment applications has become very
popular with customers, making it easy, fast, and convenient
for customers to transact financially (Evans & Schmalensee,
2016). Nevertheless, existing in abundance, customer
satisfaction with Mobile payment systems is, as discussed in

this article, still a multifaceted issue (Venkatesh et al., 2003).
Users' satisfaction on these platforms varies depending on
factors such as usability, transaction time, online security,
accessibility, compatibility with other applications, technical
support, and whether the application offers a loyalty system
or point reward system, respectively suggested (Davis, 1989;
Zhou, 2011). Although this line of thinking is not new, the
literature remains relatively silent on the combined and
moderating effects of these factors on service satisfaction, the
effects that differ by customer characteristics and geographic
location (Gefen et al., 2003). In addition, the issues related to
the impact on users' satisfaction with individualized
interfaces, multi-device wusage, and offline money
transactions have not been investigated thoroughly (Pousttchi
& Wiedemann, 2007). This research gap hinders the setting
up of Mobile payment systems to provide a customized
service for different consumers' demands (Shaikh &
Karjaluoto, 2015). As such, this study aims to identify the
major sources of customer satisfaction with Mobile payment
applications; in this case, this study endeavors to establish
and understand the dynamics of the factors that lead to the
efficiencies regarding user experience, trust, and acceptance
of such systems (Kim et al., 2010).

To establish factors affecting customers' perception towards
Mobile payment applications with financial transactions,
offering convenience, speed, and accessibility (Evans &
Schmalensee, 2016). However, despite their widespread use,
customer satisfaction with Mobile payment systems remains
a complex and multifaceted issue (Venkatesh et al., 2003).
Several factors influence how satisfied users are with these
platforms, including ease of use, transaction speed, security
features, accessibility, integration with other apps, customer
support, and the presence of loyalty programs or rewards
(Davis, 1989; Zhou, 2011). While existing research
highlights the importance of these factors, there is still limited
understanding of how they collectively impact customer
satisfaction across different user demographics and
geographic regions (Gefen et al., 2003). Furthermore, the role
of personalized experiences, multi-device functionality, and
offline payment capabilities in enhancing user satisfaction
has not been fully explored (Pousttchi & Wiedemann, 2007).
This gap in research limits the ability of Mobile payment
platforms to optimize their services for diverse user needs and
preferences (Shaikh & Karjaluoto, 2015). Therefore, this
study seeks to explore the key factors influencing customer
satisfaction with Mobile payment applications, aiming to
provide a comprehensive understanding of how these factors
interact and contribute to overall user experience, trust, and
adoption (Kim et al., 2010).

IV.OBJECTIVE OF THE STUDY
To ascertain factors influencing customer satisfaction
towards Mobile payment applications.
V. SCOPE OF THE STUDY
The present study is based only on the Ernakulam district of
Kerala. More particularly, it explores personal profiles, bank
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profiles, and factors affecting customers' attitudes toward
Mobile payment applications.

VI1.RESEARCH METHODOLOGY

Data

The data to be used in the study is, therefore, primary and has
been obtained by the use of a questionnaire.

Sampling

In this study, a purposive sampling method was used where
it was restricted to clients who use applications for Mobile
payments. The questionnaires were administered to 560
Mobile payment users. Nevertheless, 156 returned
questionnaires were not filled in, while 54 had been partly
filled in. Therefore, the reduction of the number of
respondents down to the final sample amounts to 350
respondents.

Framework of Analysis

In this paper, the collected data have been analyzed by the
use of simple percentage and factor analysis.

VII. SIGNIFICANCE OF THE STUDY

The importance of this study is that it may contribute to the
understanding of the factors that can inspire and affect the
customer satisfaction level in the emerging area of Mobile
payment applications (Venkatesh et al., 2003). Since the
utilization of Mobile payment systems is progressively
expanding globally, identifying the determinants of user
satisfaction plays a critical role in business, software
development, and policymaking for providing further
efficiency to such platforms for various cross-sectional
people (Dahlberg et al.,, 2015). Based on features like
usability, time taken in transactions, security, generality, and
compatibility with other services, this research study will be
useful in finding other areas for making improvements that
would make the overall experience excellent, according to
(Shaikh & Karjaluoto, 2015).

From a business and service perspective, this paper has the
following theoretical implications for designing and
developing usable and effective Mobile payment solutions so
that customer loyalty is achieved and long-term usage is
likely (Pousttchi & Wiedemann, 2007). More awareness of
the bespoke needs of consumers will result in an
understanding of what features are of value to the target
clientele, making more efficient use of resources and leading
to better consumer satisfaction (Kim et al., 2010).

To customers, the study helps to improve the progress of
Mobile payment systems that meet the changing needs of
customers, providing new, safer, faster, and more convenient
transaction methods (Zhou, 2011). It also offers a better
understanding of factors such as security, transaction history,
and personalization, all of which have the potential of

1JISS Vol.15 No.1 January-March 2025

enhancing the level of consumers' confidence in such systems
(Gefen et al., 2003).

In addition, this research expands knowledge on promoting
Mobile inclusion because it will reveal the challenges that
lesser-served populations, including individuals in rural or
developing areas, may encounter; it will also provide
recommendations on how to improve inclusion for these
groups (Donovan, 2012). It may also in turn improve
financial access and enhance the use of Mobile payments in
developing economies and more generally, which are key
indicators for economic development important for stability
(Demirgli¢c-Kunt et al., 2018). In conclusion, the conclusion
derived from this study will be instrumental in progressing
the field of Mobile payments, and the approach of not only
meeting the technical and functional requirements of users,
but also the effective improvement of the user experience,
thus improving satisfaction, trust, and continued usage
(Evans & Schmalensee, 2016).

VIIL.LIMITATIONS OF THE STUDY

The data needed for the study is primarily collected;
therefore, it is primary data. The first drawback of primary
data is that they can often be influenced by a particular bias
(Paul & Velmurugan, 2025). Thus, a word of caution has to
be exercised to carry over the findings as they may not apply
across the board. The following Table I discloses the socio-
economic profile of Mobile payment application users.

TABLE | SOCIO-ECONOMIC PROFILE

Particulars Category Count Percentage
(n) (%)
Area of Residence Urban 150 42.90%
Semi-urban 120 34.30%
Rural 80 22.90%
Age (Years) Up to 30 120 34.30%
30-50 150 42.90%
Above 50 80 22.90%
Gender Male 190 54.30%
Female 160 45.70%
Educational SSLC 50 14.30%
Qualification
H.Sc. 70 20.00%
Diploma 60 17.10%
UG 100 28.60%
PG 50 14.30%
Professional 20 5.70%
Occupation Business 80 22.90%
Employee 120 34.30%
Homemaker 60 17.10%
Student 50 14.30%
Professional 40 11.40%
Type of Family Joint 130 37.10%
Nuclear 220 62.90%
Status in Family Head 100 28.60%
Member 250 71.40%
Marital Status Married 210 60.00%
Unmarried 140 40.00%
Monthly Income Up to 15000 120 34.30%
(Rs)
15001 - 140 40.00%
30000
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Above 30000 90 25.70%
Family Income (Rs) | Up to 40000 110 31.40%
40001 - 150 42.90%
80000
Above 80000 90 25.70%
Family Expenditure | Up to 20000 130 37.10%
(Rs)
20001 — 140 40.00%
40000
Above 40000 80 22.90%
Earning Members One 150 42.90%
Two 130 37.10%
Above Two 70 20.00%
Non-Earning One 140 40.00%
Members
Two 120 34.30%
Above Two 90 25.70%

The structured tabular format of the demographic profile of
the respondents helps in easy and clarity in interpretation.
Table I contains data in respect of important socio-economic
and demographic characteristics, such as age, gender, type of
area of residence, type of family, family status, marriage
status, monthly income, family expenditures, and number of
earning and nonearning persons. As seen in Table I, the study
sample included representation from all walks of life, with
different backgrounds and lives ranging from a wide
spectrum of social and economic segments.

The information from the area of residence data shows that a
large number of respondents 42.9% are living in urban areas,
34.3% in semi-urban areas, and 22.9% in rural areas. This
distribution shows the trend of urbanization and also reveals
the major role that the semi-urban population plays in
economic and social activities. The age distribution shows
that 34.3% of the respondents are aged 0-30, 42.9% are aged
0-50, and 22.9% are more than 50 years old. This goes on to
show that there were a huge number of the respondents that
were in the working age, which is crucial for contributions to
the economies and decisions.

The distribution of gender composition in the sample is very
close to being balanced, with 54.3% of males and 45.7% of
females. The balance is such that through this, it captures the
viewpoint of both genders comprehensively. On the
educational qualification, 28.6% of respondents belong to
undergraduate (UG), 20.0% Higher Secondary (H.Sc.),
17.1% diploma, 14.3% postgraduate (PG), 14.3% SSLC, and
5.7% professionals. The varied educational background
provides insight into how education influences different
socio-economic factors as well as various opportunities in
employment. Of the respondents, 34.3% are employees,
22.9% are business persons, 17.1% are homemakers, 14.3%
are students, and 11.4% are professionals. A variety of
occupations gives a more vivid picture of income distribution
and work-life relationships. In addition to classifying the
respondents based on the type of their family, the study finds
out that 62.9% percent of people fall in the category of the
nuclear family and 37.1% are members of the joint family. It
is important to make this distinction in understanding
financial dependencies and the ways the members of a
household make decisions together.

256

According to family role classification, 28.6% of the
respondents are heads of their families, whereas 71.4% are
members. Interpretation of this helps in the analysis of
financial responsibility and decision-making authority within
the households. Marital status information shows that 60.0%
of respondents are married, and 40.0% are not in a luminal
state in understanding financial planning, lifestyles, and
spending. Categorised income distribution is by personal and
family income levels. According to the study, 34.3% of
respondents get up to Rs. 15,000 per month, 40.0% between
Rs. 15,001 and Rs. 30,000, and 25.7% exceed Rs. 30,000. Of
all the families, 42.9% earn between Rs. 40,001 and Rs.
80,000, 31.4% earn up to Rs. 40,000, and 25.7% have
overcome Rs. 80,000. The income classes enable us to
understand the degree of financial well-being and
consumption behavior among the economic segment.

Family expenditure analysis reveals that 37.1% of the
households spend up to Rs. 20,000 per year, 40% spend
between Rs. 20,001 and Rs. 40,000, and as high as 22.9%
incur expenses of over Rs. 40,000. These insights concern the
financial priorities and the patterns of expenditure, which are
both important to determine the economic stability and the
pattern of spending. The number of earning and non-earning
members in the families is also studied. It introduces that
42.9% have only one earning member, 37.1% have two, and
20.0% have more than two. On the contrary, 40.0% of the
households have one non-earning member, 34.3 % have two,
and 25.7% have more than two. This is important data for the
analysis of financial relations and income distribution across
households.

Table 11 represents systematically an analysis on the socio-
economic characteristics of respondents, and this has
provided us with information about how financially stable
they are, their decision making, and the lifestyle they choose.
The second part of the research is to structure the data
presentation in Table Il because that gives us an
understanding of key trends within the data that is an essential
part of the research. This diversity of sample increases the
study’s generalisability and lets us draw meaningful
conclusions and informed policy recommendations about a
diverse sample and not just for a specific sample.

TABLE Il BANK DETAILS

Category Subcategory Count Percentage
(n) (%)
Type of Bank Public Sector 180 51.40%
Banks
Private Sector 120 34.30%
Banks
Foreign Banks 50 14.30%
Type of Savings 250 71.0%
Account
Current 100 29.0%
Periodicity Upto5 140 40.00%
(Years)
6-10 120 34.30%
Above 10 90 25.70%
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Category
_:4% Foreign Banks N
E; Private Sector Banks I
% Public Sector Banks I
0 50 100 150 200
m Count (n)

Fig. 1 Graphical representation of the Type of Bank

Count (n)

Type of Account Savings ~ ® Type of Account Current

Fig. 2 Graphical Representation of Type of Account

In this study, 350 respondents are studied as to their
preferences in choosing a bank type, an account type, and
account periodicity through categorization. Fig. 1 reports the
findings in which 180 respondents (51.4%) prefer public
sector banks, 120 respondents (34.3%) private banks, and 50
respondents (14.3%) foreign banks. The creation of this trend
is, to a certain degree, induced by a lesser degree of trust and
less easy accessibility of private and foreign banks, while
public sector banks are widely available, backed by
government, and shall be perceived as more stable.

As illustrated in Fig. 2, 250 respondents (71.0%) have
savings, and 100 (29.0%) have current accounts, thus, the
type of account held makes up a significant factor on this.
This preference for savings accounts could arise from the
preference given for the bank that secures profit and earns
interest and the personal preference of saving over business
banking. The trend becomes especially clear in self-
employed people and corporate entities: a lower percentage
of current accounts indicates that fewer respondents are
engaged in business banking.

Regarding the periodicity of account holders, 140
respondents (40.0%) had less than 5 years of account tenure,
implying many new account holders. At the same time, 120
respondents (34.3%) have held their accounts between 6 and
10 vyears, suggesting that there is a stable banking
relationship. Also noteworthy, 90 respondents (25.7%) have
accounts that are past 10 years, which speaks to a longtime
customer retention and satisfaction with banking services.
These findings reflect the consumer banking behavior that
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prefers public sector banks, savings accounts, and shorter
tenure, which are indicative of the changing banking scenario
driven by convenience, the adoption of digital banking &
financial awareness.

Customers’ satisfaction with using Mobile Payment
Application

Consequently, to understand the level of customer
satisfaction with mobile payment applications, Factor
Analysis is employed. To test the suitability of the sample for
factor analysis, the Kaiser-Meyer-Olkin (KMO) measure of
sampling adequacy and Bartlett’s Test of Sphericity were
conducted to test the suitability of the sample for factor
analysis. The results are presented in table Ill, which
indicates that the test values for both the tests were over 0.70,
thus establishing that the data is appropriate for factor
analysis. In addition, Bartlett's Test of Sphericity (3563.064,
df: ...) and Sig (Sig = 0.000) in table 11l and the value of the
KMO statistic (0.940) are also high and significant, so the
sample can be used for factor analysis.

TABLE Il KMO AND BARTLETT'S TEST

Kaiser-Meyer-Olkin Measure of Sampling .940
Adequacy.
Bartlett's Test of Sphericity | Approx. Chi-Square | 3235.064
df 105
Sig. .000

TABLE IV SATISFACTION ON USING MOBILE PAYMENT
APPLICATIONS

Particulars 1 2
Ease of Use .869
Convenience .823
Transaction Speed 817
Transaction History .798
Wide Acceptance .780
Notifications and Alerts 752
Accessibility .750
Integration with Other Apps .819
Customer Support .803
Offline Payments .780
In-App Features 767
Multi-Language Support 754
Loyalty Programs and Rewards 731
Security Features .633
Personalization .595
Eigen Values 9.224 | 1.558
% of Variance 61.494 | 10.384
Cumulative % of Variance 61.494 | 71.878

In factor analysis where Eigenvalues are greater than one, the
following two factors concerning clients' satisfaction with
mobile payment applications were obtained. The factors from
which web infrastructure should be evaluated to improve user
satisfaction are presented in Table IV. If the component
loading of a factor is greater than or equal to 0.5, it is
considered important, and the values in this study have a big
effect on user satisfaction. Table 1V details the other factors
found and prioritized, which are two broad categories that
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account for very significant differences in users’ experience
and attitude towards mobile payment platforms.

IX. SUGGESTIONS

The design of mobile payment applications should emphasize
ease of use, i.e., features of mobile payment apps should
emphasize an intuitive user experience and should be simple
and easy to use with outcomes of fewer transaction steps.
Navigation should be optimized, user guides should be
beginner, and the content should be cross-device compatible
for better usability. By supporting various payment methods
through QR codes NFC, and one-click features, the system
becomes more convenient for users, and the added utility bill
payment and shopping and transit services upgrade its
functionality. Users feel confident about using this service
because it features fast processing alongside efficient serving
systems and clear transaction log reports with export
capability. The use of voice control means the accessibility
features can be used by everyone, and it is based on global
acceptance and multilingual support. Reliability receives
additional enhancement through the combination of strong
customer support with Al chatbots and offline payment
systems. The protection of funds relies on three aspects:
biometric authentication, end-to-end encryption, and fraud
detection methods. They promote the user with personalized
recommendations, loyalty programs, and reward incentives.
Incorporating cutting-edge technologies and continually
improving their user-centric features, mobile payment
applications can peacefully provide a safe, concise, and
gratifying environment, thus shaping long-term use.

X. CONCLUSION

Analysis of data provides a holistic view of the various
factors that influence the adoption of mobile payment across
demographics and economic segments. First, adoption is
highest among rural users (44.9%), contrary to previous
notions that a lack of infrastructure hinders adoption,
followed by semi-urban users (25.1%) and urban users
(30.0%), which suggest a spurt of growth. Aged groups have
a dominant role with 62 percent in between 30 and 50, 11.7
percent of adults above 50 years appearing to be technically
literate. Financial inclusion initiatives likely explain the 62.9
percent of female users over males. Adoption is strongly tied
to education; 41.7% of users have completed post-graduate
degrees, making this a good example that more needs to be
done around creating broader digital literacy. Usage is also
reliant on employment/income levels, where professionals as
well as homemakers are among the most active users while
mobile payments are highly preferred in nuclear families
(79.7%), where there is independent financial management.
The highest adoption (37.7%) is in lower income groups (Rs.
<15,000), i.e., the number of users with access to adequate
income and accessibility, over which also would have a
greater user engagement. Mobile payment users are mostly
public sector banks (61.3 percent), underscoring government-
backed financial outreach, but private and foreign banks have
growth opportunities. Adoption is fostered on long-term
relationships; the preferred mode is savings accounts
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(89.1%). Core features (convenience, quick transactions, etc)
please customers, while integration with other services and
security are also very important. If mobile payment
applications can pay attention to usability, security, and
value-added features, this will improve user satisfaction and
long-term engagement. Here is a roadmap to increase
financial inclusion and ease of accessing digital and ensure
that mobile payment Ecosystems pave the way for further
expansion and embrace growth for users.

XI1.SCOPE FOR FURTHER RESEARCH

The Continuous advancements in mobile payment
applications enable multiple routes for research, which will
further develop customer satisfaction understanding.
Amongst them are areas that impact transaction security,
personalization, and resolving any real-time issue. Further
investigation must focus on explaining the effects of cultural
and economic factors involving payment behaviors alongside
regional security standards and language differences.
Researchers need to extend their investigation of
sustainability practices involving carbon-neutral deals and
behavioral-psychological elements that include mobile
literacy alongside trust and fraud concerns. Vulnerable
populations need to be included, and the accessibility
guarantees to continue, e-commerce and smart devices shall
be integrated, and early engagement solutions and dispute
resolution shall be still critical, among other issues. Users will
benefit from payment options, including physical and digital
payroll in combination with mobile payment platforms.
Besides this, it will reveal the examination of cybersecurity
threats, advances in security technologies, postadoption
satisfaction, membership rewards, and regulatory impacts on
customer experience. Research should focus on these areas to
develop innovations that both boost user satisfaction and
support different types of consumer requirements.
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