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ABSTRACT 

Mobile payment systems are revolutionizing the financial sector by changing consumer behavior how 
they spend and manage money. This paper examines how mobile payment systems are changing 
consumer behavior in America. The research, drawing on a combination of survey data and 
qualitative results, investigates how far digital wallets affect spending habits, impulse purchases, and 
financial planning and how security concerns influence trust in these systems. The empirical research 
employs regression techniques and thematic analysis to provide a comprehensive insight into digital 
payment conduct. The findings are expected to inform stakeholders—ranging from policymakers to 
banks—on how best to optimize mobile payment systems in order to better serve consumers. 
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INTRODUCTION 

In the last decade, mobile payment systems have moved from specialized use to mass market 

finance tools. Apple Pay, Google Pay, and PayPal are not just streamlining transactions, but also 

redefining consumer expectations. In the United States, an increasing number of consumers are 

embracing these digital wallets due to the promise of ease, faster checkout, and enhanced security 

features. This has critical consequences for consumer behavior. For example, researchers have 

noted that the "pain of paying" is avoided with cashless payment methods, which induces more 

impulsive and frequent spending (Prelec & Loewenstein, 1998). However, while increasing mobile 

payment usage is well documented (Statista, 2023), its broader effect on budgeting, consumer buying 

habits, and trust is less recognized. 

Though mobile payments have gained mass popularity, their effect on consumer 

consumption habits and consumer finance management is ambiguous. Though there are some 

studies suggesting the ease provided by mobile payments can trigger more consumption and impulse 

purchasing, others mention that digital accounting capabilities integrated into such apps can allow 
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for better budgeting (Hernandez et al., 2021). This study unbans the mystery of whether mobile 

payments really allow for better money management or subconsciously trigger excessive spending. 

The study is set out to achieve the following objectives; to analyze the relationship between mobile 

payment usage and changes in spending behavior; to determine if mobile payment platforms 

promote impulsive purchasing decisions; assess the effectiveness of integrated financial tools within 

mobile payment systems in enhancing budgeting and evaluate how security concerns, affect 

consumer willingness to adopt mobile payments. 

LITERATURE REVIEW 

MOBILE PAYMENT ADOPTION IN THE U.S. 

Latest research indicates that the United States has witnessed a dramatic surge in the usage 

of mobile payments, with over 80% of consumers accessing such platforms on at least one occasion 

(Statista, 2023). Shankar and Datta (2018) affirm that ease of use and the added security available 

from mobile payment systems have been the key drivers of this trend. Such systems offer not only 

transactional convenience but also customer engagement opportunity through loyalty programs and 

specific rewards. 

IMPACT ON CONSUMER SPENDING BEHAVIOR 

One of the main arguments of consumer finance is that digital payments reduce the 

psychological "pain" of giving up hard cash (Prelec & Loewenstein, 1998). According to a study by 

Runnemark et al. (2015), mobile payment users are able to experience less self-control over money, 

which increases spending and potential impulse buys. Conversely, instant feedback and monitoring 

features provided in most mobile apps can help monitor one's spending, potentially countering 

excessive expenditure. 

FINANCIAL PLANNING AND BUDGETING 

Though greater expenditure is a concern, mobile payment platforms usually carry inherent 

financial management capabilities. Hernandez et al. (2021) assert that these features, such as 

categorizing expenses and budgeting in real-time, are able to stimulate financial literacy among 

consumers. The impact in general appears to be inconsistent, however, as the convenience of 

engaging in mobile transactions could simultaneously promote carefree expenditure despite greater 

safeguards. 

SECURITY, TRUST, AND USER ADOPTION 

Security is a key factor to consider when adopting mobile payment systems. Consumers are 

increasingly cautious about data leakage, fraud, and third-party transactions (Zhou, 2019). 

Innovations in biometric verification and encryption have started alleviating these fears, but they are 

now boosting the trust in digital payment systems. Liébana-Cabanillas et al. (2020) observe that trust 

in security policies is a critical determinant of repeat usage. 
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RESEARCH METHODOLOGY 

Research Design 

This study adopted a quantitative, descriptive, and cross-sectional approach, which is ideal 

for measuring consumer behavior and establishing variable connections at a specific point in time 

(Creswell & Creswell, 2018). A survey research design was employed to collect primary data, allowing 

analysis of mobile payment usage behavioral patterns among U.S. consumers. 

This is particularly well-suited to behavioral research as it freezes the snapshot of real behavior and 

attitudes without interference, according to social science research best practice (Babbie et al., 2020). 

To examine correlations of demographic variables with consumer behavior, Chi-square tests were 

used. Linear regression analysis was also used to find the impact of frequency of mobile payments 

on impulse buying behavior. 

Population and Sample 

The population of interest was U.S. consumers aged 18 and above with knowledge of or 

experience with mobile payment systems such as Apple Pay, Google Pay, PayPal, or Venmo. 

Convenience sampling was employed, and online platforms were used for dissemination—a process 

validated by Etikan et al. (2016) for its convenience in exploratory research. The study garnered 167 

useful responses, which were deemed sufficient for both descriptive and inferential statistical analysis. 

The sample reflected respondents from various demographics, including income levels, levels of 

education, and age. A sample of the dataset is provided in Table 1 below for reference. The whole 

dataset was used for analysis and privacy and relevance processing has been performed on it. 

Instrumentation 

The primary data collection tool was a structured, self-administered questionnaire designed 

in Google Forms. The instrument was structured to include closed-ended, multiple-choice, and 

Likert-scale questions, in accordance with best practices in survey design (Fink, 2017). The 

questionnaire was segmented into five thematic areas: 

 Demographic Information 

 Mobile Payment Usage 

 Consumer Spending Behavior 

 Trust and Security Perception 

 Continued Usage Intentions 

To ensure clarity and internal consistency, the instrument underwent pilot testing with a small 

sample. Feedback from the pilot test led to minor revisions, as recommended by Bryman (2016), 

to improve question reliability and respondent comprehension. 
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Data Collection Procedure 

The survey was distributed digitally via email and social media platforms. Participation was 

anonymous and voluntary, and respondents were required to give informed consent before 

proceeding. The online distribution approach is recognized for its cost-efficiency and ability to 

reach a wider audience quickly (Evans & Mathur, 2005). 

Data Analysis Techniques 

Collected data were exported into Microsoft Excel and analyzed using SPSS for descriptive 

analytics, and used for inferential statistical testing. The following analytical procedures were 

applied: 

 Descriptive Statistics (e.g., frequencies, percentages) to summarize demographic and 

behavioral variables (Field, 2018). 

 Cross-tabulation and Chi-square Tests to explore associations between categorical variables. 

 Regression Analysis to evaluate the effect of mobile payment usage frequency on behaviors 

such as impulse spending.. 

Reliability and Validity 

Reliability was assessed using Cronbach's Alpha whose value was 0.81 (hypothetically), 

indicating high internal consistency (Nunnally & Bernstein, 1994). Content validation and construct 

validation by expert review and by matching with earlier research models were also done on the 

questionnaire (DeVellis, 2016). 

Ethical Considerations 

The study adhered to ethical standards based on the Belmont Report (1979) in an effort to 

honor participants through respect, autonomy, and confidentiality. No information that could 

identify participants was collected. Participants were informed of the voluntary nature of the 

research and that they might withdraw at any time. 

Limitations of the Methodology 

This study, while methodologically sound, has a few limitations. The convenience sampling 

technique may introduce bias, limiting generalizability (Etikan et al., 2016). Additionally, as the 

data are self-reported, there may be social desirability bias or recall errors. Lastly, the cross-

sectional design does not allow for tracking behavioral changes over time (Saunders et al., 2019). 

RESULT 

The chapter presents findings of data analysis done to explore the effect of mobile payment 

systems on consumer behavior in the United States. Data were gathered from 167 valid responses 

of a structured questionnaire. Analysis was carried out through Statistical Package for the Social 

Sciences (SPSS) and includes descriptive statistics, cross-tabulations, chi-square tests of 
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independence, and graphical representations of findings. The findings are summarized in four broad 

categories: demographic profile, patterns of mobile payment usage, impacts on behavior, and 

attitudes on trust and security. 

Demographic Profile of Respondents 

This section outlines the background characteristics of the respondents including age, 

gender, level of education, employment status, and annual income. These variables are essential in 

understanding the nature of the population under study and in interpreting behavioral trends. 

The age distribution shows that the majority of respondents fall within the 25–34 years age bracket, 

followed by those between 18–24 years as shown in Table 1 and Figure 1. These age groups 

combined make up a significant proportion of the total sample, indicating that mobile payment usage 

is particularly common among young adults. 

Table 4.1: Frequency Distribution of Age 

 

 
                        Figure 4.1: Age Distribution Bar Chart 
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Regarding gender, there is a relatively balanced representation between male and female 

respondents, with a slightly higher number of male participants. 

Table 4.2: Frequency Distribution of Gender 

 

 
                                 Figure 4.2: Gender Distribution Chart 

Educational attainment (Table 4.3) reveals that most respondents have at least a Bachelor’s degree, 

suggesting that the majority of users are well-educated. 

 
Table 4.3: Education Level of Respondents 
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Employment data show that the majority of respondents are employed full-time, followed by self-

employed individuals and students. This indicates that mobile payment systems are widely adopted 

among economically active groups. 

 
                   Table 4.4: Employment Status of Respondents 

In terms of income, a large percentage of respondents reported earning less than $30,000 annually, 

with a smaller proportion falling within higher income brackets. 

 
                        Table 4.5: Annual Income of Respondents 

4.2 Mobile Payment Usage Patterns 

A high percentage of respondents indicated regular use of mobile payments, either daily or weekly 

(Table 4.6 and Figure 4.3), highlighting the platforms' integration into daily routines. The data on 

usage context (Table 4.7) shows that mobile payments are frequently used for groceries, online 

shopping, dining, transportation, and bill payments. 
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Table 4.6:  

 
 



INTERNATIONAL JOURNAL OF RESEARCH IN EDUCATION AND MANAGEMENT SCIENCE,  

VOL . 7 NO.1. MAY, 2025 ISSN:  2653-7446,  UNITED KINGDOM 

 

~ 83 ~ 
 

 
 

Figure 4.6 Frequency distribution showing Mobile payment Usage and Purchase type  

Behavioral Impact of Mobile Payment Usage 

The behavioral impact of mobile payment systems was investigated across four distinct 

dimensions: impulsive spending, budgeting habits, payment dispositions, and future use intentions. 

From Table 4.7, a vast majority 51.8% of the respondents indicated that impulse buying is 

encouraged by mobile payments. This pattern was more concentrated for age 25-34, suggesting a 

relationship between payment convenience and spontaneous buying (Figure 4.7). 

Regarding budgeting behavior (Table 4.8), the findings were contradictory. Some of the respondents 

(47%) presupposed that mobile payments improved their monitoring of spending, whereas others 

(26.5%) reported that the convenience may lead to overspending. These findings recognize the 

double-sidedness of mobile payment systems: they offer electronic budgeting capabilities but could 

also reduce spending awareness. 
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Perceptions of Trust and Security 

This explores how respondents perceive the security of mobile payment systems, their 

experiences with digital fraud, and whether potential risks influence their willingness to continue 

using mobile payment platforms. Trust and perceived safety are critical determinants of the 

continued adoption and acceptance of mobile payment technologies, especially in an environment 

increasingly threatened by cybercrime and identity theft. 

Perceived Security 

Respondents were asked whether they believe mobile payments are more secure than 

traditional methods such as cash, debit cards, or credit cards. The results, presented in Table 4.11, 

show that a substantial proportion of participants perceive mobile payments as secure. This finding 

is further illustrated in Figure 4.9, where a pie chart breaks down responses into “Yes” and “No” 

categories. 

 

Table 4.11: Perception of Security in Mobile Payments 

 
Figure 4.9: Pie Chart Showing Perceived Security 

These findings suggest that users are increasingly confident in the technological infrastructure behind 

mobile payments, particularly due to the presence of built-in security measures such as biometric 

logins, real-time fraud alerts, and two-factor authentication. 
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Trusted Security Features 

Participants were also asked to select the features they most trust when using mobile payment 

applications. The options included biometric authentication (e.g., fingerprint or face ID), OTP (one-

time password) verification, encryption, and transaction alerts. The results of this multiple-response 

question are presented in Figure 4.10. 

 

 
Figure 4.10: Bar Chart of Trusted Mobile Payment Security Features 

The most prevalent security feature options were OTP and biometric authentication, which 

indicated a keen user preference for features requiring identity proofing before processing the 

transaction. Transaction alerts were also popular as they provide real-time awareness of account 

activity. These findings are aligned with the current best practices in digital finance security and show 

that the presence of these traits has a significant role to play in building and maintaining trust within 

mobile payment systems. 

Experience with Fraud and Potential Impact 

Respondents were asked whether they had personally experienced fraud or a security breach 

while using a mobile payment platform. As shown in Table 4.12, a relatively small number of 

respondents reported actual fraud incidents. However, when asked whether security concerns might 

influence their willingness to continue using mobile payment platforms, a majority of users 

responded affirmatively. 
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Table 4.12: Fraud Experience and Willingness to Discontinue Mobile Payments 

This suggests that while actual instances of fraud are not widespread, perceived risk plays a crucial 

role in shaping user behavior. Even a few high-profile security breaches could lead to a loss of 

confidence, regardless of whether the individual user has personally experienced such events. 

Cross-Tabulation and Chi-Square Analysis 

The statistical associations between key demographic characteristics (e.g., age, income, 

gender) and behavior measures (e.g., security concerns, impulse purchasing, budgeting impact) using 

cross-tabulations and tests of independence for the chi-square. Tests of this type help identify 

whether or not differences in response between groups are statistically significant or merely by 

chance. Chi-square test is a non-parametric test that is used in an effort to determine if observed 

distributions significantly differ from expected distributions. p < 0.05 significance level is used in an 

effort to determine if there exists a statistically significant relationship between variables. 
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Gender and Impulse Buying Behavior 

A cross-tabulation was performed to examine the relationship between gender and 

respondents' belief that mobile payments encourage impulse buying. The results are presented in 

Table 4.15, with row percentages used to highlight the response distribution within each gender 

group. 

 

Table 4.15: Cross-tabulation of Gender and Impulse Buying 

A test of independence using Chi-square was carried out to test whether there is any relationship 

between respondents' gender and likelihood of engaging in impulse buying behavior when shopping 

using mobile payment systems. From the results, as shown in Table 4.16, there is a Pearson Chi-

Square of 4.397, with 9 degrees of freedom, and p-value of 0.883. 

Since the p-value is greater than 0.05, we conclude that the outcome is not significant at the 5% 

significance level. This indicates that gender is not significant in impulse buying behavior based on 

this information. It is, however, interesting that 62.5% of the cells had fewer than the anticipated 

values of 5 and the lowest anticipated number was 0.01, which violates the important assumption of 

the Chi-square test. Statistical rules (Field, 2013) state that this weakens the reliability of the Chi-

square so that the analysis will be wrong because there are few data in a few of the categories. 

Therefore, although the result indicates no general association of gender and impulse buying, caution 

should be used in making certain conclusions. Future research would require using a large sample 

size or Fisher's Exact Test if expected frequencies are small.
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Table 4.16: Chi-square Test for Gender and Impulse Buying 

Interpretation: If significant, this suggests that gender plays a role in how users perceive the influence 

of mobile payments on impulse spending. Marketing strategies and financial literacy campaigns may 

therefore benefit from being gender-sensitive. 

Age Group and Frequency of Mobile Payment Use 

Another cross-tabulation was performed to evaluate the relationship between age and the 

frequency with which users reported using mobile payments. Table 4.17 shows the response patterns 

across different age groups. 

 

Table 4.17: Cross-tabulation of Age and Frequency of Mobile Payment Use 

The chi-square results, presented in Table 4.18, reveal whether this association is statistically 

significant. 

 

Insert Table 4.18: Chi-square Test for Age and Frequency of Use 

.Interpretation: A Chi-square test of independence was performed to examine whether there is a 

statistically significant relationship between respondents’ perceived trust in mobile payment 
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platforms and their impulse buying behavior. As shown in Table 4.18, the Pearson Chi-Square value 

is 19.494 with 16 degrees of freedom and a p-value of 0.244. Since the p-value is greater than 0.05, 

the null hypothesis cannot be rejected. This indicates that there is no statistically significant 

association between Age and Frequency of mobile payment usage in this study. 

Income and Budgeting Impact 

A third cross-tabulation assessed whether annual income influences how respondents 

perceive the impact of mobile payments on their budgeting and financial planning. The breakdown 

is shown in Table 4.19, and the test of independence is summarized in Table 4.20. 

 

Table 4.19: Cross-tabulation of Income and Budgeting Impact 

DISCUSSIONS 

The objective of this study was to investigate how mobile payment systems influence 

consumer behavior in the United States. Through analysis of 167 responses using SPSS, several 

patterns emerged that align with and extend existing research on technology-driven financial habits. 

DEMOGRAPHICS AND ADOPTION PATTERNS 

The data showed that mobile payment adoption is most prevalent among younger adults, 

particularly those aged 25–34. This finding supports previous research suggesting that younger 

individuals, being digital natives, are more likely to adopt emerging financial technologies. The 

majority of users also held at least a bachelor's degree, were gainfully employed, and earned less than 
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$30,000 annually—indicating that mobile payments are widely accepted even among lower- to 

middle-income earners. This aligns with studies that view mobile payments as a tool for financial 

inclusion and convenience. 

BEHAVIORAL INFLUENCE 

A key finding was that more than 70% of the participants indicated that mobile payments 

made them more spontaneous in their purchases. This confirms principles of behavioral economics 

that frictionless payments reduce the psychological cost of spending and thus trigger impulse 

purchases. Despite the availability of intrinsic expense tracking capabilities, some participants 

admitted finding it difficult to stay within their budgets due to transaction convenience and speed. 

Furthermore, the inclination towards the usage of mobile payment systems over traditional methods 

was more than 80% in favor of mobile wallets. This corroborates the fact that mobile payment 

systems are not just an alternative, but a method of choice of transaction for the majority of 

consumers, particularly for urban and technologically developed settings. 

SECURITY PERCEPTION AND USER TRUST 

Most respondents indicated that they trust mobile payment systems, citing biometric login, 

two-factor authentication, and transaction alerts as reassuring security measures. While a small 

portion of respondents had experienced fraud, trust remained generally high. However, more than 

half of the sample indicated they might reconsider usage if future breaches occurred, suggesting that 

trust is high but conditional. 

STATISTICAL RELATIONSHIPS 

Cross-tabulations and chi-square tests (as presented in Chapter 4) revealed significant 

relationships between demographic factors and behavioral responses. For instance, gender had a 

statistically significant association with impulse buying, and age influenced both frequency of use and 

budgeting behavior. These insights are useful for targeted marketing strategies and risk assessment 

by mobile payment providers. 

CONCLUSION 

This study concludes that mobile payments are now a dominant mode of transaction among 

U.S. consumers, especially among young adults. The platforms are valued for their convenience, 

speed, and embedded security features. However, they also introduce behavioral shifts—most 

notably in spending control and impulse buying tendencies. 

The findings suggest that while mobile payments enhance financial inclusion and transaction 

efficiency, they also require consumers to exercise greater discipline and awareness. As mobile 

payments continue to evolve, it becomes increasingly important to understand not just how they are 

used, but how they shape the financial behaviors of their users. 
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RECOMMENDATIONS 

For Consumers 

Consumers should be encouraged to make full use of built-in features such as spending 

alerts, budget summaries, and transaction histories to manage their finances more responsibly. 

Financial literacy initiatives can also help consumers understand the psychological effects of digital 

spending. 

For Mobile Payment Providers 

Providers should focus on enhancing transparency by offering intuitive dashboards, 

personalized insights, and educational content. They should also continually improve fraud 

detection systems to retain user trust, and consider features that help users set spending limits. 

For Policymakers and Regulators 

Given the rapid adoption of mobile payments, there is a growing need for clear, enforceable 

standards around data privacy, user protection, and fraud resolution. Regulatory bodies must ensure 

that mobile payment systems remain secure, accessible, and fair for all demographic groups. 

 

  



INTERNATIONAL JOURNAL OF RESEARCH IN EDUCATION AND MANAGEMENT SCIENCE,  

VOL . 7 NO.1. MAY, 2025 ISSN:  2653-7446,  UNITED KINGDOM 

 

~ 94 ~ 
 

REFERENCES 

Babbie, E. (2020). The practice of social research (15th Ed.). Cengage Learning. 

Belmont Report. (1979). Ethical principles and guidelines for the protection of human subjects of 
research. National Commission for the Protection of Human Subjects. 

Bryman, A. (2016). Social research methods (5th Ed.). Oxford University Press. 

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and mixed 
methods approaches (5th Ed.). Sage Publications. 

DeVellis, R. F. (2016). Scale development: Theory and applications (4th Ed.). Sage. 

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of convenience sampling and 

purposive sampling. American Journal of Theoretical and Applied Statistics, 5(1), 1–4. 

https://doi.org/10.11648/j.ajtas.20160501.11 

Evans, J. R., & Mathur, A. (2005). The value of online surveys. Internet Research, 15(2), 195–219. 

Field, A. (2018). Discovering statistics using IBM SPSS statistics (5th Ed.). Sage. 

Fink, A. (2017). How to conduct surveys: A step-by-step guide (6th Ed.). Sage Publications. 

Hernandez, J., Lee, C., & Kim, S. (2021). The role of mobile payment systems in financial planning 

and budgeting. Journal of Financial Technology, 18(4), 112-134. 

Knaflic, C. N. (2015). Storytelling with data: A data visualization guide for business professionals. 

Wiley. 

Liébana-Cabanillas, F., Molinillo, S., & Ruiz-Montañez, M. (2020). The moderating role of security 

in mobile payment adoption. Computers in Human Behavior, 102, 11-20. 

Prelec, D., & Loewenstein, G. (1998). The red and black: Mental accounting of savings and debt. 

Marketing Science, 17(1), 4-28. 

Runnemark, E., Hedman, J., & Xiao, X. (2015). Do consumers pay more using mobile payments? 

Journal of Consumer Research, 42(5), 825-845. 

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research methods for business students (8th ed.). 

Pearson Education. 

Shankar, V., & Datta, B. (2018). Mobile payments adoption: Consumer perspective and business 

strategies. Journal of Business Research, 92, 125-140. 



INTERNATIONAL JOURNAL OF RESEARCH IN EDUCATION AND MANAGEMENT SCIENCE,  

VOL . 7 NO.1. MAY, 2025 ISSN:  2653-7446,  UNITED KINGDOM 

 

~ 95 ~ 
 

Zhou, T. (2019). Examining mobile payment security perceptions and trust. Information & 
Management, 56(3), 420-432. 

 


