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Abstract

The study examines the impact of cashless transaction on consumer satisfaction and consumer spending
habits in Nepal. Consumer satisfaction and consumer spending habits are dependent variables. The selected
independent variables are ease of use, security, perceived usefulness, convenience, security, trust and fee charge.
The primary source of data is used to assess the opinions of respondents regarding ease of use, security, perceived
usefulness, convenience, security, trust, fee charge, consumer satisfaction and consumer spending habits. The
study is based on primary data of 160 respondents. To achieve the purpose of the study, structured questionnaire is
prepared. The correlation and multiple regression models are estimated to test the significance and importance of
cashless transaction on consumer satisfaction and consumer spending habits.

The study showed that several factors positively impact consumer spending habits and satisfaction with
cashless transactions in Nepal. The easier cashless transactions are to use, the more consumers spend and the more
satisfied they are. Better security measures make consumers feel more confident, leading to increased spending
and greater satisfaction. When consumers find cashless transactions useful, they tend to spend more and are more
satisfied. The more convenient cashless transactions are, the more they influence consumers to spend and the higher
their satisfaction. Higher levels of trust in cashless transaction systems encourage more spending and greater
satisfaction. Additionally, lower or reasonable fees associated with cashless transactions lead to higher consumer
spending and increased satisfaction. Overall, ease of use, security, perceived usefulness, convenience, trust, and
reasonable fees all play a significant role in shaping consumer spending habits and satisfaction in Nepal’s cashless
transaction landscape.

Keywords: ease of use, security, perceived usefulness, convenience, security, trust, fee charge, consumer satisfaction,
consumer spending habits

1. Introduction

A cashless transaction refers to any financial exchange that doesn’t involve physical
currency like coins or banknotes. Instead, it relies on electronic methods such as credit cards,
debit cards, mobile wallets, online banking, or electronic funds transfers (EFT). Cashless
economy does not mean a total elimination of cash as money will continue to be a means of
exchange for goods and services in the foreseeable future. It is a financial environment that
minimizes the use of physical cash by providing alternative channels for making payments
(Ajayi, 2014). Similarly, the practice of making purchases without the use of actual cash is
known as cashless transactions and it represents a means of advancing technology in the
global economy. People who stop using money to exchange goods and services by sending
electronic transfers or making non-electronic payments with checks are known as cashless
paymenters (Benny ef al., 2023).

* Ms. Karn is a Freelance Researcher, Kathmandu, Nepal and Mr. Pradhan is the Research Faculty, Uniglobe
College (Pokhara University affiliate), Kathmandu, Nepal.
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The idea behind a cashless economy is to promote transparency, reduce the burden
of cash handling, and promote financial inclusion by making banking services accessible to
the unbanked population (Gerrans et al., 2022). Similarly, online payment services such as
e-wallets as well as bank transfers, are becoming more popular as alternatives to the
traditional means of making electronic payments, such as debit and credit cards, and direct
bank deposits, as well as e-checks (Abubakar, 2013).

Hernandez et al. (2014) revealed that the preference of cash was to refrain from
overspending and to keep an insight into the volume of spending. Digital payment is a way
of payment which is made through digital modes. In digital payments, payer and payee
both use digital modes to send and receive money. It is also called electronic payment.
No hard cash (currency notes) is involved in the digital payments. All the transactions in
digital payments are completed through online. It is an instant and convenient way to make
payments (Franciska and Sahayaselvi, 2017). The rapid growth of cashless payments has
aroused the interest of academia and businesses in the changes that have occurred in the
global economy as a result of the progressive spread of cashless payments (Gorshkov, 2022).
Moreover, Daniel and Sathye (1999) defined E-Banking as the automated delivery of new
and traditional banking products and services directly to customers through electronic,
interactive communication channels. Klyton et al. (2021) stated that money loaded in the
e-wallet enables consumers to make payments by scanning the quick response (QR) code for
their purchases made. E-wallets were also linked to the customers’ credit cards and personal
details to provide convenience for point of sales shopping (Kaur et al., 2020). Similarly, the
internet and mobile banking allowed cashless transactions to be conducted without the need
to queue in the bank, almost 24/7 (Zhou et al., 2021). Likewise, the increased usage of the
internet and mobile banking was induced by the advancement of online businesses (Ho et al.,
2020). According to Dev et al. (2024), an E-payment is generally understood as an economic
situation where the buying and selling of goods are handled without physical cash, often
facilitated through E-payment or checks.

Ong and Chong (2023) discovered that charge cards, credit transfer and direct debit
payments will significantly affect the usage of mobile banking applications in the short run.
Furthermore, Brown ef al. (2023) concluded that the present biased consumers spend more,
the more often they use cashless payment instrument. Likewise, Dev et al. (2024) concluded
that the spending of people increased due to UPI and people feel convenient using UPIL.
Similarly, Benny et al. (2023) concluded that most of the youth use cashless payment and
it is easier, convenience and save their time. Likewise, Rafee e al. (2022) concluded that
there is a negative correlation exists between income level to mode of payment while going
out for shopping with family and friends, positive correlation growth in debt due to credit
cards, Paytm pay later, amazon pay later etc. and no correlation between income level to
overspending due to usage of credit cards pay later options.

Ahmad ef al. (2021) concluded that the benefits perceived and the adoption of
cashless transactions were linked positively and were of perceived importance and acceptance.
Furthermore, Yang et al. (2021) concluded that Polish consumers were less willing to pay
with cash during the pandemic than beforehand which is related with avoiding contact with
cash, as well as easy documentation of transactions, increasing their transparency. Similarly,
Mohd and Pal (2020) found that the respondents face many problems while making cashless
transactions such as no security, poor network connectivity, less digital awareness, problems
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ofiilliteracy, problems in making small payments, etc. Moreover, there is less awareness of the
latest modes of digital payments. Hasan ez al. (2020) found that the significant challenges that
are faced by Indian consumers are education, unawareness, lack of infrastructure, security
and privacy issues, behavioral constraints, extra charges. Moreover, Yuvraj and Eveline
(2018) revealed that privacy and security, convenience were the factors which influences
consumers towards cashless transactions and it was also found that consumers has enough
awareness on the information security in cashless transactions. Likewise, Hjelm and Brzoka
(2020) concluded that factors such as impulse buying and age are making a more significant
impact on on-the-co consumption and the usage of contactless payment methods than factors
such as city size or development of the technology.

Soodan and Pandey (2020) concluded that cashless transaction is increasing across
the world as more and more customers find it convenient and easy to manage their money.
Similarly, Kurniawan et al. (2019) concluded that digital payments affect public spending
patterns and many people feel helped by the existence of this digital payment because with the
existence of digital payments the public feels easier in making transactions. Likewise, Ohlan
(2019) found that cardholders were more likely to make bigger purchases than non-card
holders and mentioned that credit cards facilitate and induce purchases as compared to cash.
Kumar (2020) concluded that with the increasing popularity of transactions through cards,
cash is slowly but surely expected to die a natural death. Graziano et al. (2024) concluded
that the fear of contracting COVID 19 and the level of financial literacy had a direct influence
on the payment behavior of Italians. Similarly, Yuvaraj and Sheila (2018) concluded that
privacy, security and convenience positively affect consumers towards cashless transactions.
Moreover, Sultana (2015) study showed that majority of the customers make their
purchases from departmental stores and majority of respondents feel cash payment to be
easy and used more frequently. Educated and higher income people use plastic cards more
often.

Malik et al. (2017) study revealed that the scope of cashless society is expanding
in today’s reality and digital payment is one the segments of cashless society whose degree
is expanding progressively. Likewise, Podile and Rajesh (2017) revealed that some kind of
negative perceptions like security problems, poor network coverage, and lack of merchant
willingness, high transactional costs, lack of users’ knowledge on technology, defunct POS
machines, delayed reimbursement in case of failed transactions, procedures and financial
limits are holding back many from adopting the new system. Convenience in use of cashless
transactions and incentive system were the positive signs for the progress of cashless payments
in India. Similarly, Trutsch (2014) showed that policy makers should pay attention on regular
market monitoring to ensure balanced fee structures in the payment market, as more frequent
transactions put higher burdens on shop owners. Moreover, Tee and Ong (2016) concluded
that the vast development of cashless payment is fueled by the evolution in information
technology and innovation in mobile devices. The study also showed that transformation of
the current payment method to a total cashless one may not be possible in the near future,
but continuous innovation in technologically aided payment system will certainly expand the
society’s accessibility to cashless payment.

Ajayi (2014) concluded that the cashless policy has positively affected the
development of banks as it facilitates ease of operations and reduces queue and congestion
in the banking hall among others. Similarly, Akinyemi ef al. (2013) concluded that perceived
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usefulness, perceived ease of use, perceived credibility, trust and system accessibility
are significantly associated with intention. Likewise, Ming et al. (2013) concluded that
occupation, qualifications to apply for credit card and management of income vs. expenses
are not significantly related to credit card spending behavior among Malaysians. Singh and
Rana (2017) stated that there is no significant variance in consumer perception based on
the demographic factors such as gender, age, profession and annual income of the patients.
However, education was found to significant influence for adoption of digital payment. The
consumer perception of digital payment had a significant and positive impact on adoption of
digital payment. Moreover, Khan (2011) concluded that the participants who used cashless
payment tools tends to spent significantly higher than did the cash group and participants who
prefer to use cash or debit card exhibited positive feeling to their preferred payment mode
and Participants who used debit cards spent significantly higher than did the cash group.
Likewise, Ahmed and Hamid (2009) concluded that there is a positive relationship between
the income level of a person and his/her possession of the credit card. The study found that
the bankers hold negative attitude towards the use of a credit card.

Singhal and Padhmanabhan (2008) concluded that utility request, security, utility
transaction, ticket booking and fund transfer are major factors responsible for internet
banking. Moreover, Stavins (2001) revealed that consumers use of payment instruments
varies by demographic characteristics with younger, more educated consumer with higher
incomes are most likely to use electronic payment. Likewise, Tiwari (2013) concluded that
customers were satisfied with their basic Internet banking experience and due to lack of
awareness, trust on technology and low computer literacy rate customer hesitates to adopt
new technology.

In the context of Nepal, Gurung and pokharel (2023) concluded that customer
acceptance of electronic payment systems is influenced positively by factors such as
accessibility, knowledge, ecase of use, security, fee charged, and time-saving and ease of
use followed by security is the most significant factor that explains the changes in user
acceptance of the electronic payment system of Nepalese commercial bank. Acharya et al.
(2024) concluded that there is a critical positive relation between attitude, perceived behavior
control, and usage intention, whereas no significant relation among subjective norms, trust,
and usage intention for digital transactions Similarly, Poudel et al. (2023) concluded that
the use of digital payment system can be increased by providing secure digital payment
system, enhancing access to resources that support digital payments, and raising awareness
about the benefits of digital payments. Likewise, Karki (2023) concluded that individuals’
awareness of a cashless economy remains consistent, regardless of the payment method
they use. Moreover, Joshi (2015) found ATM service quality has positive impact on the
customer satisfaction. Some variables have very high customer satisfaction whereas some
variables have the lower customer satisfaction level. The factors which have lower customer
satisfaction level are the major concern area for the banks and there is need to pay more
attention. Similarly, Khanal (2023) concluded that the convenience and privacy/security have
significant positive effect on customer awareness of Nepalese commercial banks. Likewise,
Pradhan (2019) concluded that still a lot of customers especially adult citizen of SBI bank are
not aware about the e-banking services.

The above discussion shows that empirical evidences vary greatly across the studies
on the factors influencing cashless transaction on consumer satisfaction and consumer
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spending behavior. Though there are above mentioned empirical evidences in the context of
other countries and in Nepal, no such findings using more recent data exist in the context of
Nepal. Therefore, in order to support one view or the other, this study has been conducted.

The major objective of the study is to examine the factors influencing cashless
transaction on consumer satisfaction and consumer spending behavior in Nepal. Specifically,
it examines the relationship of ease of use, security, perceived usefulness, convenience,
security, trust and fee charge with factors influencing cashless transaction on consumer
satisfaction and consumer spending behavior in Nepal.

The remainder of this study is organized as follows: section two describes the
sample, data, and methodology. Section three presents the empirical results and final section
draws the conclusion.

2. Methodological aspects

The study is based on primary data of 160 respondents. To achieve the purpose of
the study, structured questionnaire is prepared. The respondents’ views were collected on
ease of use, security, perceived usefulness, convenience, security, trust, fee charge, consumer
satisfaction and consumer spending behavior. This study is based on descriptive as well as
causal comparative research designs.

The model

The model estimated in this study assumes that consumer satisfaction and consumer
spending behavior depends upon various factors associated with people of Nepal. The
dependent variable selected for the study are consumer satisfaction and consumer spending.
Similarly, the selected independent variables are ease of use, security, perceived usefulness,
convenience, security, trust and fee charge. Therefore, the models take the following forms:

CSH=,+B, P+p, E+ B, PU+ B, T+ B, S+ B, FC+ B, +e
CS=B,+B,P+B,E+B, PU+B, T+P, S+ P, FC+ P, +e
Where,

P= Privacy

E= Ease of use

PU= perceived usefulness

T= Trust

S= Security

FC= Fee charge

C= Convenience

CSH= Consumer spending habits

CS= Consumer satisfaction
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Privacy was measured using a 5-point Likert scale where respondents were asked to
indicate the responses using 1 for strongly disagree and 5 for strongly agree. There are 5 items
and sample items include “I am concerned about the privacy of my personal information
when engaging in cashless transactions”, “The level of privacy offered by cashless payment
systems significantly influences my willingness to use them.” and so on. The reliability of the
items was measured by computing the Cronbach’s alpha (o = 0.760).

Ease of use was measured using a 5-point Likert scale where the respondents were
asked to indicate the responses using 1 for strongly disagree and 5 for strongly agree. There
are 5 items and sample items include “Using cashless payment method is easy for me”, “I
think cashless payment systems are user-friendly.” and so on. The reliability of the items was
measured by computing the Cronbach’s alpha (a = 0.912).

Perceived usefulness were measured using a 5-point Likert scale where the
respondents were asked to indicate the responses using 1 for strongly disagree and 5 for
strongly agree. There are 5 items and sample items include “I believe that using cashless
payment methods makes my life easier”, “Cashless transactions are valuable to me because
they save time and effort”, and so on. The reliability of the items was measured by computing
the Cronbach’s alpha (o = 0.937).

Convenience was measured using a 5-point Likert scale where the respondents were
asked to indicate the responses using 1 for strongly disagree and 5 for strongly agree. There
are 5 items and sample items include “Cashless transactions offer me greater convenience
compared to traditional payment methods”, “The convenience of cashless transactions
influences my choice of payment method” and so on. The reliability of the items was
measured by computing the Cronbach’s alpha (o = 0.937).

Security was measured using a 5-point Likert scale where the respondents were
asked to indicate the responses using 1 for strongly disagree and 5 for strongly agree. There
are 5 items and sample items include “The level of security offered by cashless payment
methods influences my decision to use them”, “The security features of cashless payment
systems play a significant role in building trust and confidence”, and so on. The reliability of
the items was measured by computing the Cronbach’s alpha (o = 0.918).

Trust was measured using a 5-point Likert scale where the respondents were asked
to indicate the responses using 1 for strongly disagree and 5 for strongly Agree. There are 5
items and sample items include “I trust that my personal information is secure when using
cashless payment methods”, “I trust the institutions and companies behind the development
and implementation of cashless payment technologies”, and so on. The reliability of the
items was measured by computing the Cronbach’s alpha (o = 0.925).

Fee charge was measured using a 5-point Likert scale where the respondents were
asked to indicate the responses using 1 for strongly disagree and 5 for strongly Agree. There
are 5 items and sample items include “The fees charged for cashless transactions influence
my choice of payment method”, “The amount of fees charged for cashless transactions
affects my willingness to use them”, and so on. The reliability of the items was measured by
computing the Cronbach’s alpha (o = 0.918).
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The following section describes the independent variables used in this study along
with the hypothesis formulation.

Privacy

Privacy in the context of cashless transactions refers to the protection and control of
personal and financial information exchanged during digital payment processes. It involves
safeguarding sensitive data such as credit card details, transaction history, and personal
identifiers from unauthorized access, misuse, or disclosure. Aljawder and Abdulrazzaq
(2019) stated that privacy of contactless payments have a positive impact on the perceived
usefulness (PU). Adhikari (2023) concluded that there is a significant impact of Privacy and
Security on customers’ online transactions. Mukherjee & Nath (2003) concluded that the
security concerns and guidelines for the user’s dos and don’ts are among the critical factors
that influence customers to use electronic payment. Kim & Prabhakar (2004) concluded that
the concern for security, useableness, technical procedures are also important factors that
influence the perception of customers towards the E payment system. Based on it, this study
develops the following hypothesis:

H,: There is a positive relationship between privacy and customer spending behavior and
customer satisfaction.

Ease of use

Ease of use in cashless transactions refers to the simplicity, convenience, and
efficiency with which individuals can conduct financial transactions without the need for
physical currency. Oktania & Indarwati (2022) revealed that perceived ease of use positively
and significantly influences the intention to use. Syahril and Rikumahu (2019) discovered that
perceived ease of use has a positive and significant relationship with e-money usage. Ozturk
(2016) found that there are many reasons for users’ intention to adopt cashless methods and
the most important reason is the perceived ease of use (PEOU). Mun and Hwang (2003) found
that there is a significant relationship between perceived ease of use and behavioral intention
to use information system. Based on it, this study develops the following hypothesis:

H,: There is a positive relationship between Ease of use and costumer spending behavior and
customer satisfaction.

Perceived usefulness

Perceived usefulness refers to a degree to which an individual believes that using a
particular information system will lengthen their productivity (Davis, 1989). Danuarta and
Darma (2018) showed that perceived usefulness positively affected users’ use of cashless
payment system. Winarno et al. (2021) found results that perceived usefulness had a positive
and significant effect on behavioral intention. Some of the common factors affecting customer
satisfaction have been identified as perceived value, image, price, quality, reliability and
comfort (Muluka, 2015). According to Venkatesh et al. (2003), extended TAM model,
perceived usefulness found to be significant on behavioral intention and determine one of
the strongest factors to predict intention to use particular system. Mun and Hwang (2003)
found that there is a positive and significant relationship between perceived usefulness and
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behavioral intention. Based on it, this study develops the following hypothesis:

H,: There is a positive relationship between perceived usefulness and customer spending
behavior and customer satisfaction.

Convenience

Convenience is when a person believes that certain applications can be used simply
and do not need to spend more effort. The convenience factor is the main factor that is the
reason for people to switch from a cash payment system to a non-cash payment system (Adhi
Prakosa, 2020). Marpaung et al. (2021) found that the perceived convenience variable has
a positive and significant effect on Linkaja customer satisfaction. Sari (2021) found that
E-wallets allow the facility to make transactions anywhere and anytime with no limitation
of odd hours or holiday. Roy (2017) found that due to availability, convenience, easy
accessibility and understanding e-payment services can be used by all types of customers
even physically challenged. Latief & Dirwan (2020) stated that convenience has a significant
effect on usage decisions. Based on it, this study develops the following hypothesis:

H,: There is a positive relationship between convenience and customer spending behavior
and customer satisfaction.

Trust

Trust is the overall user perception of the service provided by the provider is good
and trustworthy. Namahoot & Laohavichien (2018) found that trust has a positive effect
on intention decisions. Hermawan & Paramita (2020) concluded that trust affects consumer
preferences in using e-wallet. Similarly, Namahoot & Laohavichien (2018) found that trust
has an effect on interest in using e-money. Oliveria ef al. (2010) concluded that customer
trust was the main important variable that positively and significantly affected all the other
variables. Similarly, Kini and Choobineh (1998) concluded that trust acts as a key factor
affecting users’ intension to go for shopping online. Based on it, this study develops the
following hypothesis:

H,: There is a positive relationship between trust and customer spending behavior and
customer satisfaction.

Fee charge

Transaction fee refers to fair and reasonable amount that is charged by the payment
service provider to transfer any amount to the receiver. Hodson et al/, (2014) found that the
service quality and price variables have a significant and jointly (simultaneously) influence
on customer satisfaction. Soman (2001) concluded that the variable price has a positive and
significant effect on consumer satisfaction. Fabris (2019) found that there is a significant
effect of Price on consumer satisfaction at JNE. Faber & Bouwman (2003) concluded that
consumers do not view payment as a service but rather as “a necessary evil.” Therefore,
rather than being order winners, low transaction fees, ease of use, and assured delivery are
“dissatisfiers.” This means that it’s critical for mobile payment providers to market payments
as an enabler of new value-adding services rather than as a standalone product. Khurana
(2017) concluded that low transaction fee & MDR has positive and significant effect on
effectiveness of PSPs. Based on it, this study develops the following hypothesis:
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H,: There is a positive relationship between fee charge and customer spending behavior and
customer satisfaction.

Security

Security in cashless transaction include protection features such as data encryption,
two-factor authentication, and other security measures that can protect sensitive user
information from unauthorized access or leaks. A strong security system can help prevent
fraudulent or fraudulent activities when using an E-Wallet. Doney and cannon (1997) stated
that security has a significant positive effect on interest in using e-money and also added that
if the security level is acceptable and meets user expectations, then the user is interested in
applying the E-wallet. Security has positive influence on the intention to use internet banking
in Gujarat (Patel & Patel, 2018). Good perceived security will increase behavioural intention
to use the new technology such as study in mobile payment (Oliveira et al., 2016). Madan
and Yadav (2016) concluded that perceived security has a significant positive influence on
behavioral intention to adopt e-wallet payment. The common man is very sensitive about
household and official activities which calls for safety and privacy (Parasuraman et al.,
2005). Based on it, this study develops the following hypothesis:

H.: There is a positive relationship between security and customer spending behavior and
customer satisfaction.

3. Results and discussion
Correlation analysis

On analysis of data, correlation analysis has been undertaken first and for this
purpose, Kendall’s Tau correlation coefficients along with mean and standard deviation has
been computed and the results are presented in Table 1.

Table 1
Kendall’s Tau correlation coefficients matrix

This table presents Kendall’s Tau coefficients between dependent variable and independent variables. The dependent
variables are CSH (consumer spending habits) and CS (consumer satisfaction).The independent variables are C
(convenience), P (privacy), EU (Ease of use), PU (perceived usefulness) S (security), T (trust) and FC (Fee charge).

Variables | Mean SD CS CSH C P EU PU S T FC
CS 1.796 0.636 1
CSH 1.880 0.747 | 0.650%* 1
C 1.756 0.722 | 0.686** | 0.523%%* 1
P 1.871 0.605 | 0.557** | 0.569%* 0525™ 1
EU 1.777 0.674 | 0.694*%* | 0.601%* | 0.742%* | 0.635%* 1
PU 1.701 0.630 | 0.738** | 0.564** | 0.751** | 0.608** | 0.770** 1
1.741 0.616 | 0.597** | 0.562%* | 0.663** | 0.574** | 0.655%* | 0.683** 1
T 1.896 0.681 | 0.636** | 0.510%* | 0.549** | 0.593** [ 0.603** | 0.631** | 0.508%* 1
FC 1.866 0.710 | 0.660** | 0.683** | 0.595%* | 0.581** | 0.635** | 0.638** | 0.689** | 0.554** 1
otes: The asterisk signs (¥¥) and (¥) indicate that the results are significant at one percent and five percent levels,

respectively.
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Table 1 shows Kendall’s Tau correlation coefficients between the variables. The
study shows that convenience is positively correlated to consumer satisfaction. It means
that increase in convenience leads to increase in consumer satisfaction. Likewise, privacy
is positively correlated to consumer satisfaction. It implies that increase in privacy leads to
increase in level of consumer satisfaction. Similarly, ease of use has a positive relationship
with consumer satisfaction indicating that increase in ease of use lead to increase in consumer
satisfaction. Furthermore, perceived usefulness has a positive relationship with consumer
satisfaction. It implies that perceived usefulness leads to increase in consumer satisfaction.
Likewise, security is positively correlated to the consumer satisfaction indicating that
security leads to increase in level of consumer satisfaction. Similarly, fee charge has a
positive relationship with consumer satisfaction indicating that increase in fee charge lead to
increase in consumer satisfaction. Likewise, security is positively correlated to the consumer
satisfaction indicating that security leads to increase in level of consumer satisfaction.

The study shows that convenience is positively correlated to consumer spending
habits. It means that increase in convenience leads to increase in consumer spending habits.
Likewise, privacy is positively correlated to consumer spending habits. It implies that
increase in privacy leads to increase in level of consumer spending habits. Similarly, ease of
use has a positive relationship with consumer spending habits indicating that increase in ease
of use lead to increase in consumer spending habits. Furthermore, perceived usefulness has
a positive relationship with consumer spending habits. It implies that perceived usefulness
leads to increase in consumer spending habits. Likewise, security is positively correlated to
the consumer spending habits indicating that security leads to increase in level of consumer
spending habits. Similarly, fee charge has a positive relationship with consumer spending
habits indicating that increase in fee charge lead to Increase in consumer spending habits.
Likewise, security is positively correlated to the consumer spending habits indicating that
security leads to increase in level of consumer spending habits.

Regression analysis

Having indicated the Kendall’s Tau correlation coefficients, the regression analysis
has been carried out and the results are presented in Table 2. More specifically, it shows the
regression results of are ease of use, security, perceived usefulness, convenience, security,
trust and fee charge on consumer satisfaction and consumer spending habits.

Table 2

Estimated regression results of convenience, privacy, ease of use, perceived usefulness, security,
trust and fee charge on consumer spending habits

Estimated regression result of are ease of use, security, perceived usefulness, convenience, security, trust and fee
charge on consumer satisfaction and consumer spending habits. The results are based on 160 observations using
linear regression model. The model is CSH = B+ B, P + B, E+ B, PU+ B, T + B, S+ B, FC+ B, +e, where the
dependent variable is CSH (consumer spending habits).The independent variables are C (convenience), P (privacy),
EU (Ease of use), PU (perceived usefulness) S (security), T (trust) and FC (Fee charge).
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Model| Intercept Regression coeflicients of Adj. SEE |F-value
FC T C P PU S EU |R bar2
1 (4%?2?** (130_'07;(3** 0517 | 0519 | 171.07
2 (3%22?** (11%3;226)** 0434 | 0.561 |123.028
3 (3,032(3);‘** (99622?** 0337 | 0.608 | 81.762
4 (2?61235)7** R 1(?;)87591)** 0417 | 0570 | 114758
3 (4%3(7)5** (]0(?'77]639)** 0417 | 0.570 | 114.758
6 (3?7.33)7** (100,572934)** 0.430 | 0.565 |119.319
7 (393'223** (130483009)** 0530 | 0512 |180.378
8 (?ji?g’) (7_06;2)0** (8:2;(5)) 0.585 | 0.481 | 112.850
9 (?Ql;ﬁ) (6_01;8)9** (4%28)6** (832?) 0582 | 0.482 | 74.927
10 (?izltﬁ) (4%25;‘** (2%22)7** (g:ggg) (297'%‘** 0.600 | 0.472 | 60.534
1 (8:235) (3?6.32)2** (1().91675())* (_332646) (2_.(())-6242)2** (>(())..71261) ((?522(?) (29é§§)2** 0.614 | 0463 | 37.194

i.  Figures in parenthesis are t-values

ii.  The asterisk signs (**) and (¥) indicate that the results are significant at 1 percent and 5 percent level
respectively.

iii.  Consumer spending habits is dependent variable.

The regression results show that beta coefficients for fee charge are positive with
consumer spending habits. It indicates that fee charge has a positive impact on consumer
spending habits. This finding is similar to the findings of Paudel (2022). Likewise, the beta
coefficients for trust are positive with consumer spending habits. It indicates that trust has
a positive impact on consumer spending habits. This finding is consistent with the findings
of Laohavichien (2018). Moreover, the beta coefficient for convenience is positive with
consumer spending habits. It indicates that convenience has a positive impact on consumer
spending habits. This finding is similar to the findings of Mukerji & Roy (2019). Further,
the beta coefficient for privacy is positive with consumer spending habits. It indicates that
privacy has a positive impact on consumer spending habits. This finding is consistent with
the findings of Aljawder and Abdulrazzaq (2019). Likewise, the beta coefficient for perceived
usefulness is positive with consumer spending habits. It indicates that perceived usefulness
has a positive impact on consumer spending habits. This finding is similar to the findings
of Baker-Eveleth and Stone (2015). Moreover, the beta coefficient for security is positive
with consumer spending habits. It indicates that security has a positive impact on consumer
spending habits. This finding is similar to the findings of Prasetya and Shuhidan (2023).
Likewise, the beta coefficient for ease of use is positive with consumer spending habits. It
indicates that ease of use has a positive impact on consumer spending habits. This finding is
similar to the findings of Rahmawati (2020).

Table 3. Shows the estimated regression results of convenience, privacy, ease of use,
perceived usefulness, security, trust and fee charge on consumer satisfaction in Nepal.

Table 3
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Estimated regression results of convenience, privacy, ease of use, perceived usefulness, security,
trust and fee charge on consumer satisfaction in Nepal

The results are based on 160 observations using linear regression model. The model is CS =8 +f P+,
E+ B, PU+ B, T+ B, S+ B, FC+ B, C+ e, where the dependent variable is CS (consumer satisfaction). The independent
variables are C (convenience), P (privacy), EU (Ease of use), PU (perceived usefulness) S (security), T (trust) and

FC (Fee charge).

Regression coefficients of Adj.
Model| Intercept SEE |F-value
FC T C P PU S EU |R bar2
! (5%22?** a 50,466975)** 0.600 | 0.402 | 239.22
2 (495'33)3** (148877103)** 0581 | 0.412 | 221.12
3 (79223?** (149'362612)** 0562 | 0.421 | 205.07
4 (393'33?** (119577195)** 0.460 | 0.467 | 136.40
3 (492'22)7** @ 19‘887735)** 0460 | 0467 | 136.40
6 (42&%2** (13(?‘275‘;8)** - 0523 | 0439 | 175.64
7| (5.063y+* (1gopoyss| 0523 | 0439 | 175.64
8 (?:éég) (5_04'22?** (793'32?** (4%33;** 0757 | 0313 | 166.40
’ ((1):;2% (s?iggZ** (59153)7** (495265)L* -Egﬁ);é) 0.756 | 0314 | 124.03
10 | 179 | @isnes | atans | (asre | 0910) |@iae | am | (s | O82 | 0269 | 10532
Notes:

i.  Figures in parenthesis are t-values
ii.  The asterisk signs (**) and (*) indicate that the results are significant at 1 percent and 5 percent level
respectively.

iii. ~ Consumer spending habits is dependent variable.

The regression results show that beta coefficients for fee charge are positive
with consumer satisfaction. It indicates that fee charge has a positive impact on consumer
satisfaction. This finding is similar to the findings of Handoko (2016). Likewise, the beta
coefficients for trust is positive with consumer spending habits. It indicates that trust has
a positive impact on consumer satisfaction. This finding is consistent with the findings of
Rembulan & Firmansyah (2020). Moreover, the beta coefficient for convenience is positive
with consumer satisfaction. It indicates that convenience has a positive impact on consumer
satisfaction. This finding is similar to the findings of Meileny and Wijaksane (2020). Further,
the beta coefficient for privacy is positive with consumer satisfaction. It indicates that privacy
has a positive impact on consumer satisfaction. This finding is consistent with the findings of
Dangol and Kautish (2019). Likewise, the beta coefficient for perceived usefulness is positive
with consumer satisfaction. It indicates that perceived usefulness has a positive impact on
consumer satisfaction. This finding is similar to the findings of Baker- Winarno et al. (2021).
Moreover, the beta coefficient for security is positive with consumer satisfaction. It indicates
that security has a positive impact on consumer satisfaction. This finding is similar to the
findings of Utami and Kusumawati (2017). Likewise, the beta coefficient for ease of use is
positive with consumer aatisfaction. It indicates that ease of use has a positive impact on
consumer satisfaction. This finding is similar to the findings of Panjaitan (2019).
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4. Summary and conclusion

Cashless transactions, involving credit/debit cards, digital wallets, online banking,
and cryptocurrencies, offer convenience, speed, and security, increasingly influencing
consumer spending by facilitating more frequent and higher-volume purchases. A cashless
economy is characterized by electronic transactions rather than physical cash, with increased
speed, ease, and safety. Studies have found that consumers prefer credit/debit cards and mobile
wallets due to privacy, security, and convenience, and young adults’ spending is influenced
by ease, promotions, and perceived liquidity. Perceived benefits are positively linked to the
adoption of cashless transactions, with factors like ease of use and social influence playing
a significant role in e-wallet adoption. Similar factors influence digital payment adoption in
Nepal.

The study attempts to examine the influence of cashless transaction on consumers’
spending habits and consumer satisfaction. The study is based on primary data of 160
respondents.

The major conclusion of the study is that higher the security, privacy, ease of
use, trust, convenience, perceived usefulness, fee charge, higher would be the consumer
spending habits and consumer satisfaction regarding use of cashless transaction in Nepal.
The study also concludes that perceived usefulness is the most significant factor followed by
convenience, ease of use, trust, security, privacy and fee charge that explain the influence of
cashless transactions on consumer spending habits and consumer satisfaction in Nepal.
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