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Navigating the Digital Wallet Landscape: A Study of Youth E-wallet
Migration Patterns

Abstract

This study utilizes primary datagathered via a structured questionnaire
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from 324 e-wallet users in Uttar Pradesh, India. Using multiple
regression analysis, the study identifies factors influencing youths'
switching intentions among e-wallets through the pull, push, and
mooring (PPM) approach. The findings highlight that the attractiveness
of alternative e-wallets is the most significant factor prompting users to
switch. The study's limitations include its focus on India, necessitating
further research for broader generalization, and the exclusion of other
potential antecedents and mediation/moderation effects. Practical
implications suggest that e-wallet providers should use social media to
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highlight appealing features and design visually attractive, customer-
centric e-wallets. This pioneering research addresses the under-explored
area of e-wallet switching behavior, offering original insights.
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Introduction

Digital payments, a cornerstone of modern financial transactions, have
evolved significantly over time. Originating from electronic funds
transfer systems in the mid-20th century (Barnes, 2018), their
widespread adoption surged with the internet's rise and technological
advancements in the late 20th and early 21st centuries.E-wallets, an
essential component of digital payments, allow users to store, manage,
aniii Singh and conduct financial transactions electronically via mobile apps or
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online platforms (PayPal, n.d.). They store payment details securely,
including credit cards, bank accounts, and digital currencies, providing a
convenient and secure payment method (PayPal, n.d.).

The concept of e-wallets gained prominence with e-commerce and
online banking's emergence in the late 1990s and early 2000s (PayPal,
n.d.). PayPal, founded in 1998, was pivotal, in revolutionizing online
payments globally (PayPal, n.d.). Its secure money transfer capabilities
paved the way for widespread digital wallet adoption.Today's e-wallets
have evolved with advanced features like loyalty programs, rewards,
mobile payments, and diverse payment method integration (Dahlberg et

al., 2008). They facilitate transactions across consumer-to-consumer,
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consumer-to-business, and online channels (Dahlberg et
al.,2008; Lee, 2019; Shin, 2009).

In India, digital payments have seen remarkable growth due
to factors like high internet connectivity, mobile data
accessibility, robust wireless networks, legislative support,
and financial inclusion initiatives (Patil et al., 2020; Pal et
al., 2020; Singh & Sinha, 2020). India's Digital Payment
Index (DPI) in 2023 stood at 418.77, with a robust annual
growth of 10.94% (MCIR, 2024). This growth is
significant, considering India accounts for 46% of global
digital transactions (RBI, 2024).

Younger consumers, driving this digital payment surge,
favor e-wallets and internet banking (Katz & Aspden,
1997). Their inclination toward internet banking is
expected to rise, emphasizing the need for retention
strategies due to their low brand loyalty (Akturan & Tezcan,
2012; RBI, 2020). Despite lower disposable incomes, their
substantial discretionary income fuels frequent shifts
between digital payment technologies (Sum Chau & Ngai,
2010; Pandey & Singh, 2024). In 2021, 65% of young
millennials and 57% of Gen Z were using e-wallets
(GlobalPayments, 2022). This popularity intensifies
competition among providers, necessitating a deep
understanding of customer switching behavior (Sinha
&Shanakar, 2017). Retaining customers and grasping their
decision-making dynamics is crucial amid intense market
dynamics (Liu et al., 2021; Salo & Makkonen, 2018; Wang
etal.,2019; Pandey etal., 2025a).

India's dynamic digital payment landscape, shaped by
technology, regulations, and consumer preferences,
highlights the strategic importance of user retention and
understanding switching dynamics. This study delves into
young e-wallet users' switching intentions and identifies
key influencing factors, employing the push-pull paradigm
to explore user behavior within the digital payments
realm.The present study aims to achieve two primary
objectives: first, to assess the switching intentions of young
customers towards e-wallets; and second, to identify the
key variables that act as barriers to their switching
behaviour. This study addresses three research questions:

»  What variables influence their decision to move from
one e-wallet to another?

* Dothese Variables have equal weight?

« What is the overall effect of these variables on the
intention to switch?

This research is the first in India to explore e-wallet
switching behaviuor among youth. In addition, this is the
first study that applies the pull, push, and mooring (PPM)
approach in case of India. The PPM model has been
regarded as one of the most extensive approaches to
accessing switching behavior(Bhattacherjee & Park, 2014;
Wu et al., 2017; Lin et al., 2021; Bhattarcaharjee et al.,
2024), but it has not been used in the context of e-wallets.
Thus, by applying the PPM model, the study aims to
identify and assess the factors that influence youth
switching behaviour in India.

Literature Review

Numerous studies have been conducted into e-wallets since
their inception in 1997, acknowledging them as a flagship
product of FinTech (Yolanda &Koesrindartoto, 2019). E-
wallets encompass a broad concept, serving as a digital
means to store money and conduct transactions across
devices like computers, smartphones, and tablets (Chawla
& Joshi, 2019). They also allow users to manage personal
information and various payment methods, akin to an
extension of online banking. While previous literature
primarily focused on e-wallet adoption and the challenges
therein (Di Pietro et al., 2015; Kapoor et al., 2013; Liébana-
Cabanillasetal.,2015; Munetal.,2017; Ozturk etal., 2017,
Kajol et al., 2022), recent studies have shifted attention
towards understanding the barriers and facilitators of
digital payments, including e-wallet usage (Alalwan et al.,
2016; Chawla & Joshi, 2019; Foroughi et al., 2019;
Liébana-Cabanillas et al., 2020; Makanyeza, 2017; Singh
etal.,2020; Sinhaetal.,2019; Wang & Lai, 2020).

However, the phase of switching between e-wallets has
been relatively overlooked in research (Zhou, 2013; Lu et
al., 2017). Limited models or theories exist to measure this
behavior among e-wallet users. One such model gaining
traction is the PPM (Push-Pull-Mooring) model, originally
derived from Heberle's pull-push paradigm and
Ravenstein's Laws of Migration (Heberle, 1938;
Ravenstein, 1885). While the PPM framework has been
successfully applied in various online service contexts such
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as instant messaging, social networks, cloud services, and
online gaming, its application to e-payment domains and
specifically to e-wallet switching behavior remains scarce
(Fang & Tang, 2017; Sunetal., 2017; Li & Ku, 2018; Xu et
al., 2014; Bhattacherjee& Park, 2014; Wu et al., 2017; Hou
etal.,2011; Laietal., 2012; Chen & Keng, 2019; Lin et al.,
2021; Hsieh et al., 2012; Chen & Chen, 2010; Ilgen et al.,
2011).

This study uses the PPM model to examine factors
influencing users' intentions of switching e-wallets. While
the PPM framework has been previously used in mobile
payment research, its application to e-wallet switching
behaviour in the Indian context remains unexplored,
making this study a novel contribution (Sun et al., 2017;
Chen &Keng,2019; Linetal.,2021). By identifying the key
drivers behind consumers' switching intentions, this
research offers deeper insights into user behaviour within
the evolving digital payment landscape.

Push Factors

A push factor is the “factor that motivates people to leave
the origin” (Stimson & Minnery, 1998). In service research,
the confrontational correlation between satisfaction with
the service provider and switching intention is well
documented (Bansal & Taylor, 1999; Cronin et al., 2000).
Based on the above understanding, the authors have
considered subscriber satisfaction as a push factor.

Subscribers' satisfaction

Subscribers' satisfaction has been regarded as a push factor
in numerous previous studies (Bansal et al., 2005; Zhang et
al.,2008; Chuang, 2011; Stimson & McCrea, 2004). It is the
discrepancy between what a consumer anticipates from a
product (i.e. before consumption) and the product's
absolute efficacy (i.e. after consumption) (Bhattacherjee,
2001; Kim et al., 2007)likewise, customers are pleased
when they acknowledge that a product or service matches
or outweighs their expectations in terms of reliability or
potency.The above literature helps to frame our first
hypothesis:

HO1: There is no significant association between
'Subscriber's Satisfaction' and their behavioral intention to
switch their e-wallet.
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Pull Factors

Pull factors are “positive factors drawing prospective
migrants to the destination”(Moon, 1995, pp. 507). Asitisa
formative rather than a reflecting entity, the pull effect is
conceptualized theoretically and empirically as a cluster of
indications or situations that prompts or nudges customers
to switch to a different service provider(Nimako & Ntim,
2013).

Alternative Attractiveness (AA)

From the standpoint of PPM, the availability of alternative
destinations is a pull factor because it has a beneficial
influence on enticing migrants from distant
locations(Moon, 1995). Alternative attractiveness arises
from the comparison when potential customers perceive the
pivotal traits of an alternative service to be preferable; they
are more inclined to switch to a certain choice(Jones et al.,
2000; Zengyan et al., 2009). This literature helps to frame
our second hypothesis.

HO2: There is no significant association between
'Alternative Attractiveness' and their behavioral intention
to switch their e-wallet.

Mooring Factors

Mooring factors refer to individual-specific psychological
elements that either hinder orfacilitate the intention to
switch. These factors play a crucial role in shaping
switching decisions, consciously or unconsciously, and can
exert both positive and negative influences on user
behaviour.

Switching Cost and Habit strength

Switching costs are the trade-offs or obligations that
prevent clients from switching offerings(Jones et al., 2007),
and encompass not only financial consequences but also
due process and interpersonal costs.(Burnham et al., 2003).
The study included proposes switching costs as a mooring
factor based on the study conducted by Sun et al., (2017).
According to past researchers, the habit has a substantial
impact on switching intentions, which is a prelude to
behavioural intentions(Jolley et al., 2006; Liao et al., 2006;
Yanamandram & White, 2006; Pandey et al., 2025b). Habit
is repeated behaviour, an expression of instinctive and
spontaneous reflexive behaviour (Pandey et al., 2024;
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Pandey et al., 2025¢). When users become accustomed to
something, they are less motivated to seek
alternatives.These studies provide the background for our
third and fourth hypothesis.

HO3: There is no significant association between 'Switching
Cost' and their behavioral intention to switch their e-wallet;

HO04: There is no significant association between 'Habit
Strength' and their behavioral intention to switch their e-
wallet.

Switching from one incumbent e-wallet to an alternative
one is an analogous process, even when it does not involve
any physical movement (Lo &Santoso, 2020). The PPM
model is most relevant for explaining e-wallet switching.
Figure 1 describes the proposed study paradigm.

Figure 1: Proposed Framework
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Data and Methodology

Primary data has been collected from the Indian state of
Uttar Pradesh, India. It has a total area 0f 243286 km2 and is
divided into 18 divisions and 75 districts (Kumar et al.,
2019). Uttar Pradesh, in particular, was chosen as a case
study for four reasons: i) It is the most populous state in
India; ii) It is also an IT-HUB of North India and the second-
largest economy in India (Bala & Singhal, 2018); iii) It has
the highest proportion of young people, and iv) As per the
census 2011, 77.73 percent of the state population lives in
rural areas. The study has been conducted on the youth of
Uttar Pradesh. "Youth' is often defined as the age whenan
individual leaves compulsory education, and finds his or
her first job (National Youth Policy 2014, India). Different
countries define the youth age group differently. Some
proportion of Generation Y and Generation Z can also be
represented in the given age group. As a result, a study on
youth could help researchers delve deeper into the subject.

The online collection of data was done using a structured
and close-ended questionnaire which is shared through
online mode with around 2000 people. A sample of 360
respondents was surveyed, yielding 324 valid replies for
this study. The profile of the respondent is given in Table-1.

Cost
Hos
Habit
Strength
Table 1: Profile of the respondents
Variables Frequency Percentage (%)
Gender
Male 186 57.41
Female 138 42.59
Age
15-29 years 324 100
Usage Frequency
Once a week 94 29.02
More than once a week 147 45.27
Once a month 83 25.62
Usage Experience
< 6 mnts 80 24.69
6 mnts - 1 yr 57 17.59
1yr-2yrs 62 19.14
2 yrs< 125 38.58

Source: Compiled by authors
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Individuals using e-wallets were the sampling unit of the
study. There were two partsto the questionnaire. In part one
of the questionnaire,some demographic and basic
information related to e-wallet usage are collected. The
second part of the questionnaire was a Likert-type scale
having 36 statements with 5 scale points for each of the
statements. The statements used in the scale are all positive
and hence the options are numbered from 1 to 5 with the
increasing level of their experience.The questionnaire is
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given in appendix 1. Since the researcher is interested in
knowing “the intention to switch” of e-wallet users so that is
the response variable (dependent variable) of this study.

Results

Table 2 shows the scale's reliability, assessed by Cronbach's
Alpha. Cronbach's Alpha coefficients above 0.70 confirm
the scale's strong internal consistency.

Table 2: Reliability Statistics

Constructs Cronbach's Alpha No. of Items
Switching Cost 0.802 11
Users Satisfaction 0.863 7
Alternative Attractiveness 0.837 5
Habit Strength 0.918 8

Source: Compiled by authors

Multiple regression is used to find e-wallet switching
factors. For a given respondent, the sum of scores across the
first five statements provides a quantification of his/her
intention to switch. Similarly, the sum across the next 11, 7,
5, and 8 statements provide the scores related to the factors.
The scores can be attained, given the fact that Likert Scales
are summative. So, the score for Switching Intention i.e.,
the sum of scores from the responses from 1 to 5 is taken as
the dependent variable. The independent variables
comprise Switching Cost, User Satisfaction, Alternative
attractiveness, and Habit Strength which are also obtained
by summing up the responses of an individual
corresponding to the statements mentioned above.
Eventually, a multiple regression equation is fitted using the

dependent and independent variables mentioned. The
general form of the regression equation used is as follows:

switch,; = atfiswitch ,g + Pousersas

+Bzalt ey + Pahabity,+€...(1)

The outcome of the multiple regression analysis with
“intension of switching (switch int)” as the dependent
variable and factors like Switching Cost (switchcost),
Subscriber satisfaction (usersat), Alternative attractiveness
(altattr), and Habit Strength (habitstr) as the independent
variables.The model also includes a constant term and an
error term. The results of the multiple regressions are
summarized in Table 3.1-3.3.

Table 3.1: Regression analysis

Regression Statistics
Multiple R 0.533772753
R Square 0.284913351
Adjusted R Square 0.275946748
Standard Error 3.358951375
Observations 324

Source: Compiled by authors
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Table 3.2: The regression ANOVA

ANOVA
Df SS MS F
Regression 4 1434.01 358.5026 31.77495
Residual 319 3599.135 11.28255
Total 323 5033.145

Source: Compiled by authors

Table 3.3: The coefficients of the regression equation

Coefficients Standard Error t Stat P-value

Intercept 5.05780678 1.551189 3.260601 0.001232
Switch Cost 0.016374025 0.035579 0.460219 0.645672
Subs_Sat -0.06625793 0.060225 -1.10018 0.272084
Alt_attr 0.67721803 0.063476 10.66886 6.29E-23
Habit_Str -0.02260381 0.048069 -0.47024 0.638507

Source: Compiled by authors

In the Table 3.1 regression analysis showsthe value of R2as
0.2849 which indicates that the independent variables can
explain only 28.49 % of the variation in the dependent
variable i.e. intention to switch. Table 3.2 displays the
ANOVA concerning regression and based on F-value the
regression coefficient is significant.Table3.3provides us
with the estimated regression equation which is given as
follows:

switch;,, = 5.057+0.016switch.,s; — 0.066userg,;
+0.677alt i — 0.022habity, +€...(2)

Figure 2: Results of Analysis
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The results of hypothesis testing are given in Table 3.3. Out
of the independent variables only “Alternative
attractiveness” has a p-value of less than 0.05 i.e. (p-value
6.29x10-23) indicating that this is the only significant
variable among the independent variables. Other
independent variables like the “Switching Cost”,
“Subscriber Satisfaction” and “Habit Strength” do not
influence “Intension of Switching”. Also, it might be noted
that the coefficient corresponding to “Alternative
attractiveness” is positive (as well as significant) this
indicates that with other e-wallets becoming more
appealing visually and offering enhanced features the
chance of switching of e-wallet of the respondent increases.

Discussion

The research findings highlight the significant impact of
alternative attractiveness on users' behavioral intention to
switch to an e-wallet in India. However, the study also
reveals that switching cost, user satisfaction, and habit
strength do not significantly influence users' intention to
switch. This contradictory finding has implications for
understanding consumer behavior in the e-wallet market.

The non-significant effect of users' satisfaction with their
current e-wallet on switching intention contradicts some
existing studies (Bansal et al., 2005; Zengyan et al., 2009;
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Zhou, 2015; Fu, 2011) but aligns with findings by Sun et al.
(2017) and Fan et al. (2021). This inconsistency may stem
from the fact that user satisfaction is subjective and based
on individual preferences and experiences. Some users may
prioritize specific features or benefits offered by alternative
e-wallets, leading them to switch despite being generally
satisfied with their current provider (Chawla & Joshi,
2019).

Similarly, the study's finding regarding the non-significant
impact of switching costs on switching intention
contradicts prior research (Bansal et al., 2005; Fan et al.,
2021; Hsieh etal., 2012; Kuo, 2020; Lai et al., 2012; Sun et
al., 2017). In India's evolving e-wallet market, where new
providers and features frequently emerge, switching costs
might be mitigated by offers like incentives or promotions,
reducing perceived barriers to switching (Sinha
&Shanakar, 2017).

The lack of significant influence of habit on switching
intention is consistent with some studies (Sun et al., 2017,
Hsieh et al., 2012; Lai et al., 2012), but contrasts with
findings by Loh et al. (2020) and Marseto et al. (2019).
India's digitally savvy population, particularly among the
younger demographic, may be more open to exploring new
technologies and platforms, reducing the impact of habit
strength on switching behavior (Katz & Aspden, 1997).

In contrast, alternative attractiveness significantly
influences users' intention to switch, aligning with previous
studies (Keaveney, 1995; Wieringa & Verhoef, 2007; Lai et
al., 2012; Wang et al., 2019; Bansal et al., 2005; Fan et al.,
2021; Kuo, 2020; Loh et al., 2020; Fu, 2011; Chang et al.,
2017). Intense competition among e-wallet providers in
India drives continuous innovation and improvements,
enticing users towards alternative options. Users'
perceptions of the value offered by alternative e-wallets,
such as better security and rewards, can also outweigh
considerations like switching costs or habit strength,
prompting them to switch if they perceive significant
value.The overview findings are presented in Figure 3.
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Figure 3: Summary of overall findings in Model
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Theoretical Implications

Existing literature extensively covers digital payment
adoption and usage in India, overlooking e-wallet
sustainability. Studies have not explored switching
intentions among e-wallet users in India, specifically in the
state of Uttar Pradesh. This research fills this gap by
identifying barriers to e-wallet switching and highlights
that unique features can deter switching, emphasizing
continuous innovation's role in retaining users. The PPM
model effectively measures switching intentions and can
extend to analyze transitions to new payment modes like
biometrics and face recognition systems. Given the rapid
evolution of digital payments, future research should use
this model to study user transitions from e-wallets to
emerging payment methods, promoting a comprehensive
understanding of user behavior in this dynamic sector.

Practical Implication

The study emphasizes that alternative attractiveness plays a
vital role in enhancing customer retention, suggesting that
service providers should prioritize this aspect over
customer habits and switching costs, which were found to
be insignificant in influencing switching intentions. Despite
younger customers having lower disposable incomes, they
possess substantial discretionary income and purchasing
power, making them a lucrative target market (Sum Chau &
Ngai, 2010). Leveraging the internet and social media,
which are widely accessed by the Indian population,
especially the youth, can be instrumental in attracting
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customers. Communicating appealing features tailored to
customer needs and preferences is crucial. Regular updates
and additions to e-wallet features should align with user
expectations (Singh & Choudhury, 2016).

Expanding e-wallet services to rural areas, incorporating
easy payment features like face recognition and biometric
payments, and encouraging merchants to accept multiple e-
wallets can enhance accessibility and usability. Leveraging
positive word of mouth from merchants for promotion can
further boost e-wallet adoption (Kajol & Singh, 2022).
Collaborative efforts between service providers,
policymakers, and merchants are essential to make e-
wallets more appealing, user-friendly, and widely accepted
across diverse demographics and geographic locations.

Limitations and scope of future research

The study examined the issue from the perspective of
Indian users, with data collected specifically from young
respondents residing in North India. As a result, the findings
may not fully capture variations in perceptions regarding
the tendency to switch to e-wallets across different
countries or among other age groups.Second, the model of
PPM does not stipulatethe use of fixed factors: push, pull,
and mooring.The study has been conducted by considering
only four factors. There are other antecedents that are not
referenced in the present study that could have profoundly
impededthe intention to switch e-wallets. Third, to mitigate
the inadequacyof past studies that researched electronic
payment systems from a comprehensive viewpoint, the
present study centered on e-wallets. However, another
mode of electronic payments has been neglected because of
such an approach. This study does not incorporate the
mediation and moderation effects of influencing factors.
Future researchers are encouraged to explore these effects
to gain deeper insights and enrich the understanding of the
underlying relationships.

Conclusion

The growing use of smartphones and enhanced internet
accessibility has led to a significant rise in the popularity of
digital payment options, like e-wallets.E-wallets offer
direct access via mobile and PC, facilitate communication
with banks and retailers, and manage data sharing among

users, issuers, and service providers. However,
understanding why users switch to e-wallets is crucial for
service providers.

This study employs the Pull, Push, and Mooring approach
(PPM) to delve into switching behavior among Indian
youth, focusing on factors influencing this behavior.
Through primary data from 324 e-wallet users in Uttar
Pradesh, India, the study evaluates the model's empirical
strength. It reveals that alternative e-wallet attractiveness is
paramount in driving switches, with the pull factor of
alternative attractiveness reducing switching intentions,
consistent with prior research (Keaveney, 1995; Wieringa
& Verhoef, 2007; Lai et al., 2012; Wang etal., 2019; Bansal
et al., 2005; Fan et al., 2021; Kuo, 2020; Loh et al., 2020;
Fu,2011; Changetal.,2017).

Contrary to past studies, this research finds that switching
costs do not significantly impact switching intentions in
India. Users tend to adopt e-wallets without switching
costs, and since many e-wallets are free of monetary
charges today, the influence of switching costs is negligible.
Additionally, the study does not observe a link between
habit and switching intentions in India, deviating from
previous findings.

The study's implications offer valuable insights for digital
payment providers and governments, emphasizing the
importance of understanding and leveraging e-wallet
attractiveness to retain users and enhance services.
However, the study acknowledges limitations, indicating
that findings may vary with geographic location or
methodological variations. Future research could build
upon these insights by addressing these limitations for a
more comprehensive understanding of e-wallet switching
behavior.

References

e Akturan, U., & Tezcan, N. (2012). Mobile Banking
adoption of the Youth Market. Marketing Intelligence &
Planning, 30(4), 444—-459. https://doi.org/
10.1108/02634501211231928

e Alalwan, A. A., Dwivedi, Y. K., Rana, N. P. P, &
Williams, M. D. (2016). Consumer adoption of Mobile
Banking in Jordan: Examining the role of Usefulness,

www.pbr.co.in



Ease of use, perceived risk and Self-efficacy. Journal of
Enterprise Information Management, 29(1), 118-139.
https://doi.org/10.1108/JEIM-04-2015-0035

Aron, J. (2018). Mobile Money and the Economy: A
Review of the Evidence. The World Bank Research
Observer, 33(2), 135-188. https://doi.org/
10.1093/wbro/lky001

Bala, S., & Singhal, P. (2018). Gender Digital divide in
India: A case of inter-regional analysis of Uttar Pradesh.
Journal of Information, Communication and Ethics in
Society, 16(2), 173-192. https://doi.org/10.1108/
JICES-07-2017-0046

Bansal, H. S. (2005). Migrating to New Service
Providers: Toward a Unifying Framework of
Consumers' Switching Behaviors. Journal of the
Academy of Marketing Science, 33(1), 96—115.
https://doi.org/10.1177/0092070304267928

Bansal, H. S., & Taylor, S. F. (1999). The Service
Provider Switching Model (SPSM): A Model of
Consumer Switching Behavior in the Services Industry.
Journal of Service Research, 2(2), 200-218.
https://doi.org/10.1177/109467059922007

Bansal, H. S., Taylor, S. F., & James, Y. S. (2005).
Migrating to New Service providers: Toward a Unifying
framework of Consumers' Switching Behaviors.
Journal of the Academy of Marketing Science, 33(1),
96—115. https://doi.org/10.1177/0092070304267928

Barnes, S. B. (2018). Digital Payment Systems And
Financial Inclusion: Contrasts in Policy
Coherence.Global Policy,9(4),466-473.

Bhattacherjee, A. (2001). An Empirical Analysis of the
Antecedents of Electronic Commerce Service
Continuance.Decision Support Systems, 32(2),
201-214. https://doi.org/10.1016/S0167-
9236(01)00111-7

Bhattacherjee, A., & Park, S. C. (2014). Why End-users
move to the Cloud: AMigration-Theoretic Analysis.
European Journal of Information Systems, 23(3),
357-372. https://doi.org/10.1057/ejis.2013.1

Bhattacharjee, J., Pandey, L., Singh, R., & Baker, H. K.
(2024). Factors affecting the Risk Perceptions of

www.pbr.co.in

Pacific Business Review (International)
Volume 17, Issue 12 June 2025

Cryptocurrency Investors. Journal of Behavioral
Finance, 1-13.

Burnham, T. A., Frels, J. K., & Mahajan, V. (2003).
Consumer Switching Costs: A Typology, Antecedents,
and Consequences. Journal of the Academy of
Marketing Science, 31(2), 109-126. https://doi.org/
10.1177/0092070302250897

Cao, X., Yao, J. and Chen, X. (2020). Exploring
Bloggers' Switching toward Microblogging. Internet
Research2, 30(6), 1811-1833. https://doi.org/
10.1108/INTR-01-2019-0016

Chang, H. H., Wong, K. H., & L1, S. Y. (2017). Applying
Push-Pull-Mooring to Investigate Channel Switching
Behaviors: M-Shopping Self-Efficacy And Switching
Costs As Moderators.Electronic Commerce Research
and Applications, 24, 50-67. https://doi.org/10.1016/
j-elerap.2017.06.002

Chawla, D., & Joshi, H. (2019). Consumer Attitude and
Intention to adopt Mobile Wallet in India — An Empirical
Study./nternational Journal of Bank Marketing, 37(7),
1590-1618. https://doi.org/10.1108/IJBM-09-2018-
0256

Chen, C. F., & Chen, F. S. (2010). Experience Quality,
Perceived Value, Satisfaction and Behavioral Intentions
for Heritage Tourists. Tourism Management, 31(1),
29-35. https://doi.org/10.1016/j.tourman.2009.02.008

Chen, Y.-H., & Keng, C.-J. (2019). Utilizing the Push-
Pull-Mooring-Habit framework to explore Users'
intention to Switch from Offline to Online real-person
English Learning Platform. Internet Research, 29(1),
167-193. https://doi.org/10.1108/IntR-09-2017-0343

Chuang, Y.-F. (2011). Pull-and-Suck effects in Taiwan
Mobile Phone Subscribers Switching Intentions.
Telecommunications Policy, 35(2), 128—140.
https://doi.org/10.1016/j.telpol.2010.12.003

Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000).
Assessing the effects of Quality, Value, and Customer
Satisfaction on Consumer Behavioral Intentions in
Service Environments. Journal of Retailing, 76(2),
193-218. https://doi.org/ 10.1016/S0022-
4359(00)00028-2



Pacific Business Review (International)
Volume 17, Issue 12 June 2025

10

Dahlberg, T., Guo, J., & Ondrus, J. (2015). A Critical
Review of Mobile Payment Research. Electronic
Commerce Research and Applications, 14(5),265-284.
https://doi.org/10.1016/j.elerap.2015.07.006

Dahlberg, T., Mallat, N., Ondrus, J., & Zmijewska, A.
(2008). Past, Present and Future of Mobile Payments
Research: A Literature Review.Electronic Commerce
Research and Applications, 7(2), 165-181.
https://doi.org/10.1016/j.elerap.2007.02.001

Dayal, Y. (2024). Monetary and Credit Information
Review. Reserve Bank of India, 11(10).
https://www.rbi.org.in/scripts/Publications View.aspx?1
d=22420

Di Pietro, L., Guglielmetti Mugion, R., Mattia, G.,
Renzi, M. F., & Toni, M. (2015). The Integrated Model
on Mobile Payment Acceptance (IMMPA): An
Empirical Application to Public
Transport. Transportation Research Part C: Emerging
Technologies, 56, 463—479. https://doi.org/10.1016/
j-trc.2015.05.001

Fan, L., Zhang, X., Rai, L., & Du, Y. (2021). Mobile
Payment: The Next Frontier of Payment Systems?-An
Empirical study based on Push-Pull-Mooring
Framework. Journal of Theoretical and Applied
Electronic Commerce Research, 16(2), 155-169.
http://www.scielo.cl/scielo.php?script=sci_arttext&pid
=S071818762021000200111&Ing=en&nrm=iso&tlng
=en

Fang, Y. H., & Tang, K. (2017). Involuntary Migration
in Cyberspaces: The Case of MSN Messenger
Discontinuation. Telematics and Informatics, 34(1),
177-193. https://doi.org/10.1016/j.tele.2016.05.004

Foroughi, B., Iranmanesh, M., & Hyun, S. S. (2019).
Understanding the Determinants of Mobile Banking
Continuance Usage Intention. Journal of Enterprise
Information Management, 32(6), 1015-1033.
https://doi.org/10.1108/JEIM-10-2018-0237

Fu,J.-R. (2011). Understanding Career Commitment Of
IT Professionals: Perspectives of Push—Pull-Mooring

Framework and Investment Model. International
Journal of Information Management, 31(3), 279-293.

https://doi.org/10.1016/j.ijinfomgt.2010.08.008

Heberle, R. (1938). The Causes of Rural-Urban
Migration a Survey of German Theories. American
Journal of Sociology, 43(6), 932-950. https://doi.org/
10.1086/217875

Hou, A. C.Y., Chern, C.-C., Chen, H.-G., & Chen, Y.-C.
(2011). Migrating to a New Virtual World: Exploring
MMORPG Switching through Human Migration
Theory. Computers in Human Behavior, 27(5),
1892-1903. https://doi.org/10.1016/j.chb.2011.04.013

Hsieh, J.-K., Hsieh, Y.-C., Chiu, H.-C., & Feng, Y.-C.
(2012). Post-Adoption Switching Behavior for Online
Service Substitutes: A Perspective of the
Push—Pull-Mooring Framework. Computers in Human
Behavior, 28(5), 1912—1920. https://doi.org/10.1016/
j-.chb.2012.05.010

Ilgen, J. S., Bowen, J. L., Yarris, L. M., Fu, R., Lowe, R.
A., & Eva, K. (2011). Adjusting our Lens: Can
Developmental Differences in Diagnostic Reasoning be
Harnessed to Improve Health Professional and Trainee
Assessment? Academic Emergency Medicine, 18,
S79-S86. https://doi.org/10.1111/ j.1553-
2712.2011.01182.x

Jolley, B., Mizerski, R., & Olaru, D. (2006). How Habit
and Satisfaction affects Player retention for Online
Gambling. Journal of Business Research, 59(6),
770-777. https://doi.org/10.1016/
j.jbusres.2006.01.017

Jones, M. A., Mothersbaugh, D. L., & Beatty, S. E.
(2000). Switching barriers and Repurchase Intentions in
Services. Journal of Retailing, 76(2), 259-274.
https://doi.org/10.1016/S0022-4359(00)00024-5

Jones, M. A., Reynolds, K. E., Mothersbaugh, D. L., &
Beatty, S. E. (2007). The Positive and Negative effects
of Switching Costs on Relational Outcomes. Journal of
Service Research, 9(4), 335-355. https://doi.org/
10.1177/1094670507299382

Kajol, K, Singh, R., Paul, J. (2022). Adoption of Digital
Financial Transactions: A Review of Literature and
Future Research Agenda, 184, 121991

Kajol, K., & Singh, R. (2022). Users' Awareness

www.pbr.co.in



towards Digital Financial Transactions: A Study
Conducted in India. In International Working
Conference on Transfer and Diffusion of IT (pp. 331-
345). Springer, Cham.

Kapoor, K., Dwivedi, Y. K., & Williams, M. D. (2013).
Role of Innovation Attributes in Explaining the
adoption intention for the Interbank Mobile Payment
Service in an Indian Context. /FIP Advances in
Information and Communication Technology,
402(2012), 203-220. https://doi.org/10.1007/978-3-
642-38862-0 13

Karimi, S., & Liu, Y.-L. (2020). The Differential Impact
of Mood on Consumers' Decisions, A Case Of Mobile
Payment Adoption. Computers in Human Behavior,
102, 132-143. https://doi.org/10.1016/
j.chb.2019.08.017

Katz, J., & Aspden, P. (1997). Motivations for and
barriers to Internet Usage: Results of a National Public
Opinion Survey. Internet Research, 7(3), 170-188.
https://doi.org/10.1108/10662249710171814

Keaveney, S. M. (1995). Customer Switching Behavior
in Service Industries: An Exploratory Study. Journal of
Marketing, 59(2), 71. https://doi.org/10.2307/1252074

Kim, H.-W., Chan, H. C., & Gupta, S. (2007). Value-
based Adoption of Mobile Internet: An Empirical
Investigation. Decision Support Systems, 43(1),
111-126. https://doi.org/10.1016/j.dss.2005.05.009

Koenig-Lewis, N., Marquet, M., Palmer, A., & Zhao, A.
L. (2015). Enjoyment and Social Influence: Predicting
Mobile Payment Adoption. The Service Industries
Journal, 35(10), 537-554. https://doi.org/10.1080/
02642069.2015.1043278

Kumar, J., Suryakiran, B. V., Verma, A., & Bhatti, T. S.
(2019). Analysis of Techno-Economic Viability with
Demand Response Strategy of a Gridconnected
Microgrid Model for enhanced Rural Electrification in
Uttar Pradesh state, India. Energy, 1-15.

Kuo, R. Z. (2020). Why do People Switch Mobile
Payment Service Platforms? An Empirical Study in
Taiwan.Technology in Society, 62(March), 101312.

www.pbr.co.in

Pacific Business Review (International)
Volume 17, Issue 12 June 2025

https://doi.org/10.1016/j.techsoc.2020.101312

LaCour-Little, M., & Riggins, K. F. (2011). The
Evolution of Online Banking. Journal of Banking &
Finance,35(4),847-858.

Lai, J. Y., Debbarma, S., & Ulhas, K. R. (2012). An
Empirical Study of Consumer Switching Behaviour
Towards Mobile Shopping: A Push-Pull-Mooring
Model. International Journal of Mobile
Communications, 10(4), 386. https://doi.org/10.1504/
1JMC.2012.048137

Lee, W. J. (2019). Evaluating Perceived Smartness of
Product from Consumer's Point of View: The Concept
and Measurement. Journal of Asian Finance,
Economics and Business, 6(1), 149-158.
https://doi.org/10.13106/jafeb.2019.vol6.no1.149

Li, C. Y., & Ku, Y. C. (2018). The Power of a Thumbs-
Up: Will E-Commerce Switch to Social
Commerce?/nformation and Management, 55(3),
340-357. https://doi.org/10.1016/j.im.2017.09.001

Liao, C., Palvia, P., & Lin, H.-N. (2006). The Roles of
Habit and Web Site Quality in E-Commerce.
International Journal of Information Management,
26(6), 469-483. https://doi.org/10.1016/
j-1jinfomgt.2006.09.001

Liébana-Cabanillas, F., Japutra, A., Molinillo, S., Singh,
N., & Sinha, N. (2020). Assessment of Mobile
Technology use in the Emerging Market: Analyzing
Intention to use M-Payment Services in
India.Telecommunications Policy, 44(9).
https://doi.org/10.1016/j.telpol.2020.102009

Liébana-Cabanillas, F., Mufioz-Leiva, F., & Sanchez-
Fernandez, J. (2015). Behavioral Model of Younger
Users in M-Payment Systems. Journal of
Organizational Computing and Electronic Commerce,
25(2), 169-190. https://doi.org/10.1080/
10919392.2015.1033947

Liébana-Cabanillas, F., Ramos de Luna, 1., & Montoro-
Rios, F. J. (2015). User Behaviour in QR Mobile
Payment System: The QR Payment Acceptance Model.
Technology Analysis & Strategic Management, 27(9),

11



Pacific Business Review (International)
Volume 17, Issue 12 June 2025

1031-1049. https://doi.org/10.1080/
09537325.2015.1047757

Lin, C.-L., Jin, Y. Q., Zhao, Q., Yu, S.-W., & Su, Y.-S.
(2021). Factors Influence Students' Switching Behavior
to Online Learning under COVID-19 Pandemic: A
Push—Pull-Mooring Model Perspective. The Asia-
Pacific Education Researcher, 30(3), 229-245.
https://doi.org/10.1007/s40299-021-00570-0

Liu, Z., (Chris) Zhao, Y., Chen, S., Song, S., Hansen, P.,
& Zhu, Q. (2021). Exploring Askers' Switching from
Free to Paid Social Q&A Services: A Perspective On
The Push-Pull-Mooring Framework./nformation
Processing & Management, 58(1), 102396.
https://doi.org/10.1016/j.ipm.2020.102396

Loh, X.-M., Lee, V.-H., Tan, G. W.-H., Ooi, K.-B., &
Dwivedi, Y. K. (2020). Switching from Cash to Mobile
Payment: What's the Hold-Up? Internet Research,
31(1), 376-399. https://doi.org/10.1108/INTR-04-
2020-0175

Lu, J., Liu, C., & Wei, J. (2017). How Important are
Enjoyment and Mobility for Mobile Applications?
Journal of Computer Information Systems, 57(1), 1-12.
https://doi.org/10.1080/08874417.2016.1181463

Makanyeza, C. (2017). Determinants of Consumers'
Intention to adopt Mobile Banking Services in
Zimbabwe.International Journal of Bank Marketing,
35(6), 997-1017. https://doi.org/10.1108/1JBM-07-
2016-0099

Marseto, F., Handayani, P. W., & Pinem, A. A. (2019).
Push, Pull, and Mooring Evaluation of User Switching
Intention from Social Commerce to E-Commerce. 2079
International Conference on Information Management
and Technology (ICIMTech), 575-580.
https://doi.org/10.1109/ICIMTech.2019.8843841

Merhi, M., Hone, K., & Tarhini, A. (2019). A Cross-
Cultural Study of the Intention to use Mobile Banking
between Lebanese and British consumers: Extending
UTAUT?2 with Security, Privacy and Trust.7echnology
in Society, 59(June), 101151. https://doi.org/10.1016/
j-techsoc.2019.101151

Moon, B. (1995). Paradigms in Migration Research:

Exploring 'Moorings' as a Schema. Progress in Human
Geography, 19(4), 504-524. https://doi.org/10.1177/
030913259501900404

Mun, Y. P., Khalid, H., & Nadarajah, D. (2017).
Millennials' Perception on Mobile Payment Services in
Malaysia. Procedia Computer Science, 124, 397-404.
https://doi.org/10.1016/j.procs.2017.12.170

Musa, A., Khan, H. U., & AlShare, K. A. (2015). Factors
influence Consumers' adoption of Mobile Payment
Devices in Qatar. International Journal of Mobile
Communications, 13(6), 670-689.
https://doi.org/10.1504/1JMC.2015.072100

Nimako, S. G., & Ntim, B. A. (2013). Construct
Specification and Misspecification within the
Application of Push-Pull-Mooring Theory of Switching
Behaviour. Journal of Business and Management
Sciences, 1(5), 83-95. https://doi.org/10.12691/jbms-1-
5-2

Owusu, G. M. Y., Bekoe, R. A., Addo-Yobo, A. A., &
Otieku, J. (2021). Mobile Banking Adoption among the
Ghanaian Youth. Journal of African Business, 22(3),
339-360. https://doi.org/10.1080/
15228916.2020.1753003

Ozturk, A. B., Bilgihan, A., Salehi-Esfahani, S., & Hua,
N. (2017). Understanding the Mobile Payment
Technology Acceptance based on Valence Theory.
International Journal of Contemporary Hospitality
Management, 29(8), 2027-2049. https://doi.org/
10.1108/IJCHM-04-2016-0192

Pal, A., Herath, T., De', R., & Rao, H. R. (2020).
Contextual Facilitators and Barriers influencing the
Continued use of Mobile Payment Services in a
Developing Country: Insights from Adopters in India.
Information Technology for Development, 26(2),
394-420. https://doi.org/10.1080/
02681102.2019.1701969

Pandey, L. K., & Singh, R. (2024, December). Assessing
Inhibitors to Digital Payment Adoption: A Multicriteria
Decision-Making Approach. In 2024 [EEE Sth
International Conference on Information and
Communication Technology (CICT) (pp. 1-6). IEEE.

www.pbr.co.in



Pandey, L. K., Bhattacharjee, J., Singh, R., & Singh, A.
(2024). Unravelling the determinants of Social Media
Payment Platform (SMPP) usage: A Qualitative Study
on User intentions and Adoption. Bangladesh Journal
Multidisciplinary Science Research, 9,33-41.

Pandey, L. K., Singh, R., Baker, H. K., & Laskar, H. R.
(2025a). Beyond the Screen: How YouTube Influencers
Shape Equity Investment Decisions. Journal of

Theoretical and Applied Electronic Commerce
Research, 20(1), 15.

Pandey, L. K., Singh, R., Baker, H. K., & Singh, A.
(2025b). Factors affecting the adoption of Social Media
Payment Platforms: A Social Network Analysis
Approach. Journal of Service Theory and Practice.

Pandey, L. K., Singh, R., & Singh, A. (2025¢). Adopting
Social Media Payment Platforms: A Systematic
Literature Review and Future Research Agenda.
Academic Marketing Studies Journal, 29, 1-20.

Patil, P., Tamilmani, K., Rana, N. P., & Raghavan, V.
(2020). Understanding consumer adoption of mobile
payment in India: Extending Meta-UTAUT model with
personal innovativeness, anxiety, trust, and grievance
redressal. International Journal of Information
Management, 54(February), 102144.
https://doi.org/10.1016/j.ijinfomgt.2020.102144
PayPal. (n.d.). About PayPal. Retrieved from
https://www.paypal.com/

Priya, R., Gandhi, A. V., & Shaikh, A. (2018). Mobile
Banking adoption in an Emerging Economy.
Benchmarking: An International Journal, 25(2),
743-762. https://doi.org/10.1108/B1J-01-2016-0009
Qasim, H., & Abu-Shanab, E. (2016). Drivers of Mobile
Payment Acceptance: The impact of Network
Externalities. Information Systems Frontiers, 18(5),
1021-1034. https://doi.org/10.1007/s10796-015-9598-6
Ravenstein, E. . G. . (1885). The Laws of Migration
Author. Journal of the Statistical Society of London,
48(2),167-235. https://www.jstor.org/stable/2979181
Researve Bank of India. (2024, March), Digital
Payments Awareness Week. https://pib.gov.in/
PressReleasePage.aspx?PRID=1973082

www.pbr.co.in

Pacific Business Review (International)
Volume 17, Issue 12 June 2025

Salo, M., & Makkonen, M. (2018). Why Do Users
Switch Mobile Applications? Trialing Behavior as a
Predecessor of Switching Behavior. Communications of
the Association for Information Systems, 42, 386—407.
https://doi.org/10.17705/1CAIS.04214

Shankar, A., Jebarajakirthy, C., & Ashaduzzaman, M.
(2020). How do Electronic Word of Mouth Practices
Contribute to Mobile Banking Adoption?Journal of
Retailing and Consumer Services, 52, 101920.
https://doi.org/10.1016/j.jretconser.2019.101920

Shaw, B., & Kesharwani, A. (2019). Moderating Effect
of Smartphone Addiction on Mobile Wallet Payment
Adoption. Journal of Internet Commerce, 18(3),
291-309. https://doi.org/10.1080/
15332861.2019.1620045

Shin, D. H. (2009). Towards an Understanding of the
Consumer Acceptance of Mobile Wallet. Computers in
Human Behavior, 25(6), 1343-1354.
https://doi.org/10.1016/j.chb.2009.06.001

Singh, R., & Choudhury, M. (2017). Measuring
Customers' Perception in Bancassurance Channel using
Psychometric Scale. DLSU Business & Economics
Review,26(2), 1-6.

Singh, N., & Sinha, N. (2020). How Perceived Trust
Mediates Merchant's intention to use a Mobile Wallet
Technology. Journal of Retailing and Consumer
Services, 52(June 2019), 101894. https://doi.org/
10.1016/j.jretconser.2019.101894

Singh, N., Sinha, N., & Liébana-Cabanillas, F. J. (2020).
Determining Factors in the adoption and
Recommendation of Mobile Wallet Services in India:
Analysis of the effect of Innovativeness, Stress to Use
and Social Influence. International Journal of
Information Management, 50(April 2019), 191-205.
https://doi.org/10.1016/j.ijinfomgt.2019.05.022

Sinha, A. K., & Shanakar, N. (2017). Role of E-wallets
in Financial Inclusion in Emerging Economies: An
Indian Perspective. In Advances in Agri-Management

(p-29).
Sinha, M., Majra, H., Hutchins, J., & Saxena, R. (2019).
Mobile Payments in India: The Privacy Factor.



Pacific Business Review (International)
Volume 17, Issue 12 June 2025

14

International Journal of Bank Marketing, 37(1),
192-209. https://doi.org/10.1108/1IJBM-05-2017-0099

Stimson, R. J., & McCrea, R. (2004). A Push — Pull
Framework for Modelling the Relocation of Retirees to
a Retirement Village: The Australian Experience.

Environment and Planning A: Economy and Space,
36(8),1451-1470. https://doi.org/10.1068/a36206

Stimson, R. J., & Minnery, J. (1998). Why People Move
to the “Sun-belt”: A Case Study of Long-distance
Migration to the Gold Coast, Australia. Urban Studies,
35(2), 193-214. https://doi.org/10.1080/
0042098984943

Sum Chau, V., & Ngai, L. W. L. C. (2010). The Youth
Market for Internet Banking Services: Perceptions,
Attitude and Behaviour.Journal of Services Marketing,
24(1), 42-60. https://doi.org/10.1108/
08876041011017880

Sun, Y., Liu, D., Chen, S., Wu, X., Shen, X.-L., & Zhang,
X. (2017). Understanding Users' Switching Behavior of
Mobile Instant Messaging Applications: An Empirical
study from the Perspective of Push-Pull-Mooring
Framework. Computers in Human Behavior, 75,
727-738. https://doi.org/10.1016/j.chb.2017.06.014

Wang, J., & Lai, J.-Y. (2020). Exploring Innovation
Diffusion of Two-sided Mobile Payment Platforms: A
System Dynamics Approach. Technological
Forecasting and Social Change, 157(May), 120088.
https://doi.org/10.1016/j.techfore.2020.120088

Wang, L., Luo, X. (Robert), Yang, X., & Qiao, Z. (2019).
Easy Come or Easy Go? Empirical Evidence on
Switching Behaviors in Mobile Payment Aplications.
Information and Management, 56(7), 103150.
https://doi.org/10.1016/j.im.2019.02.005

Wieringa, J. E., & Verhoef, P. C. (2007). Understanding
Customer Switching Behavior in a Liberalizing Service
Market. Journal of Service Research, 10(2), 174-186.
https://doi.org/10.1177/1094670507306686

Wuy, K., Vassileva, J., & Zhao, Y. (2017). Understanding
users' intention to Switch Personal Cloud Storage
Services: Evidence from the Chinese

Market.Computers in Human Behavior, 68, 300-314.
https://doi.org/10.1016/j.chb.2016.11.039

Xu, Y. C., Yang, Y., Cheng, Z., & Lim, J. (2014).
Retaining and Attracting users in Social Networking
Services: An Empirical investigation of Cyber
Migration. Journal of Strategic Information Systems,
23(3), 239-253. https://doi.org/10.1016/
j-Jsis.2014.03.002

Yanamandram, V., & White, L. (2006). Switching
barriers in Business-to-Business Services: A Qualitative
Study. International Journal of Service Industry
Management, 17(2), 158—192. https://doi.org/10.1108/
09564230610656980

Yolanda, L., & Koesrindartoto, D. P. (2019). Do People
aware of How Distinct E-Wallet Products Are?: Case of
Indonesia University Students'Perspectives.
Core.Ac. Uk, August, 7-9. https://core.ac.uk/download/
pdf/324148447 pdf

Zengyan, C., Yinping, Y., & Lim, J. (2009). Cyber
Migration: An Empirical investigation on Factors that
affect Users? Switch intentions in Social Networking
Sites. Proceedings of the 42nd Annual Hawaii
International Conference on System Sciences, HICSS,
1-11. https://doi.org/10.1109/HICSS.2009.140

Zhang, K. Z. K., Cheung, C. M. K., Lee, M. K. O., &
Chen, H. (2008). Understanding the Blog Service
Switching in Hong Kong: An Empirical Investigation.
Proceedings of the 41st Annual Hawaii International
Conference on System Sciences (HICSS 2008),
269-269. https://doi.org/10.1109/HICSS.2008.478

Zhou, T. (2013). An Empirical Examination of
Continuance Intention of Mobile Payment Services.
Decision Support Systems, 54(2), 1085-1091.
https://doi.org/10.1016/j.dss.2012.10.034

Zhou, T. (2015). An Empirical Examination of Users'
Switch from Online Payment to Mobile
Payment./nternational Journal of Technology and
Human Interaction, 11(1), 55—-66. https://doi.org/
10.4018/1jthi.2015010104

www.pbr.co.in



Pacific Business Review (International)
Volume 17, Issue 12 June 2025

Appendix 1: Statements used in the Questionnaire

S. No. Items
1. Probability to switch to another e-wallet from the current e-wallet.
2. Determined to switch to another e-wallet from the current/existing e-wallet.
3. Switching from one e-wallet to another e-wallet is a wise idea.
4. Planning to switch to a new e-wallet after the money kept in the current/existing e-wallet will be used.
5. Planning to switch to a new e-wallet when the subscription in the current/existing e-wallet will be expired.
6. Preparing documents while switching to using another e-wallet is troublesome.
7. Trouble in developing relationships again with a new e-wallet.
8. Time-taking switching procedures.
9. The trouble with learning the functions/operations/services of the new e-wallet.
10. A new e-wallet is comparatively more difficult.
11. The collection of information for a new e-wallet takes time and energy.
12. Discounts or contract continuation benefits provided by the existing e -wallet are poor.
13. Lack of service from the personnel of the existing e-wallet.
14. Fear of losing the relationship with the current e-wallet service provider.
15. Support the current/existing e-wallet service provider.
16. Current/existing e-wallet service providers have a good corporate image.
17. Satisfaction in keeping many e-wallet /payment channels.
18. Bill accuracy of current/ exiting e-wallet is satisfactory.
19. The time taken by the current/existing e-wallet to deal with complaints is satisfactory.
20. Satisfactory diverse subscription plans of current/ existing e-wallet.
21. The service quality of the current/existing e-wallet is satisfactory.
22. The connection frequency of the current/existing e-wallet is satisfactory.
23. Attitudes of the customer service personnel toward current/ existing e-walletsare satisfactory.
24, The attractiveness of promotion of other e-wallets.
25. Other e-wallets’ promotion meet needs better.
26. The attractiveness of services provided by other e-wallets.
27. The features and services of other e-wallets are delightful.
28. The visual attractiveness of other e-wallets.
29. The current/existing e-wallet comes to mind while making payments for services.
30. The current/existing e-wallet comes to mind while making any banking transaction.
31. The current/existing e-wallet comes to mind while making payments for products or services ordered online.
32. The first service provider comes to mind whenever friends ask for a recommendation.
33, The current/e)'iisting e-wallet comes to mind whenever someone (other than family and friends) asks for a
recommendation.
34. Current/existing e-wallet comes to mind while making payments at physical stores.
35. Whenever a new service is introduced, the first provider comes to mind.
36. The first provider comes to mind while setting up a new account.

www.pbr.co.in

15



