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ABSTRACT 

The rapid adoption of digital payments in India has encouraged fintech companies to design marketing 

strategies that influence consumer spending behavior. One such strategy is the use of targeted digital wallet 

offers, including cashback, discounts, and limited-time deals. This study examines the impact of such 

offers on consumer spending patterns among PhonePe users. Using a quantitative research design, data 

was collected through an online survey from 105 respondents aged 18–35, based in Mumbai. The findings 

indicate that digital wallet offers significantly increase transaction frequency, encourage impulse spending, 

and enhance user engagement. While these offers motivate short-term spending, their effect on long-term 

financial habits appears moderate. Additionally, user perception of these promotions is largely positive, 

suggesting that responsibly designed offers do not harm trust or satisfaction. The study provides valuable 

insights for digital payment companies to design effective and ethical promotional campaigns. 
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INTRODUCTION 

The growth of digital payments in India has transformed consumer transaction behavior, enabling faster, 

convenient, and cashless spending. Smartphones, affordable internet, and mobile wallet applications have 

made digital wallets an integral part of daily financial transactions. PhonePe, one of the leading fintech 

platforms, continuously innovates its marketing communication strategies to retain customers and increase 

transaction volume. 

Traditional promotional approaches are no longer sufficient in this competitive market. Companies 

increasingly use behavioral triggers to influence user spending. One prominent strategy is digital wallet 

offers—cashback, discounts, and limited-time deals designed to motivate transactions. PhonePe 

extensively uses notifications such as “Flat 20% Cashback on UPI Payment,” “Limited-Time Offer: Pay 

Before 8 PM,” and “Get ₹50 Cashback Instantly” across mobile app push notifications, SMS, and email 

alerts. These messages create a sense of urgency and encourage users to complete payments quickly. 

Consumers aged 18–35 are often early adopters of digital payments, tech-savvy, and responsive to app-

based notifications. This age group engages actively with smartphones and digital platforms, making them 

highly receptive to promotional offers. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260167857 Volume 8, Issue 1, January-February 2026 2 

 

While previous research has examined fintech marketing techniques and user engagement, there is limited 

empirical evidence on how digital wallet offers specifically influence consumer spending patterns in India. 

Therefore, this study focuses on PhonePe users to explore how promotional offers affect transaction 

frequency, impulse spending, and perception of financial management. 

 

LITERATURE REVIEW 

The use of digital wallet promotions has become a central strategy in influencing consumer spending 

behavior in India. Digital wallets, such as PhonePe, rely on targeted offers like cashback, discounts, and 

limited-time deals to motivate users to transact more frequently. These promotional techniques operate as 

behavioral nudges, subtly encouraging users to act without restricting their choices. Thaler and Sunstein 

(2008) define nudges as small interventions that steer decisions while preserving freedom of choice. In 

the context of fintech, nudges take the form of app notifications highlighting rewards, limited-time deals, 

or instant cashback, which can trigger immediate action and increase transaction volume. 

Behavioral psychology suggests that urgency and scarcity are powerful motivators in consumer decision-

making. Aggarwal, Jun, and Huh (2011) note that when consumers perceive a reward or offer as limited 

in time or quantity, they assign higher value to it, which accelerates decision-making. In digital wallets, 

messages such as “Offer valid today only” or “Flat ₹50 Cashback for the first 100 users” create a sense of 

urgency, often prompting unplanned payments. This aligns with studies indicating that small, immediate 

rewards can significantly influence consumer behavior, particularly in young, tech-savvy populations. 

Recent empirical studies confirm the strong impact of digital promotions on spending behavior. Sharma 

and Singh (2022) found that targeted notifications increase the frequency of transactions among 

millennials, who are particularly responsive to visual and time-sensitive cues. Similarly, Reddy and Kaur 

(2023) observed that limited-time cashback or reward notifications trigger impulsive payments, especially 

for routine or low-value transactions, highlighting the effectiveness of such offers in driving short-term 

engagement. 

At the same time, excessive reliance on promotional nudges can have drawbacks. Hodkinson (2019) 

emphasized that over-notification may result in alert fatigue, reducing user responsiveness and potentially 

eroding trust in the platform. Ethical design and moderation in sending notifications are therefore crucial 

to maintaining both user engagement and satisfaction. 

Consumer perception of digital wallet promotions also depends on age and digital literacy. Young adults 

aged 18–35, who frequently use smartphones and mobile apps for financial transactions, are more likely 

to respond positively to push notifications and rewards. They value immediacy, convenience, and novelty, 

which enhances their receptiveness to promotional cues. Understanding this behavior is critical for fintech 

marketers, as it allows the creation of campaigns that increase engagement while fostering positive 

financial habits. 

While there is growing literature on digital wallet incentives, scarcity marketing, and impulse spending, 

few studies focus specifically on PhonePe or other Indian wallets. Most research addresses general digital 

payments or app-based promotions, leaving a gap in understanding platform-specific consumer behavior. 

Additionally, the interaction between consumer perception—such as trust and satisfaction—and 

behavioral outcomes like spending frequency and impulse transactions remains underexplored. This study 

aims to fill that gap by analyzing how PhonePe’s digital wallet offers influence both consumer behavior 

and perceptions, providing insights into effective, ethical marketing practices in the fintech sector. 
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RESEARCH OBJECTIVES 

1. To examine the impact of digital wallet offers on transaction frequency among PhonePe users. 

2. To analyze the influence of promotional offers on impulse spending behavior. 

3. To assess user engagement with app-based notifications and promotional campaigns. 

4. To study consumer perception of digital wallet offers in terms of trust, satisfaction, and urgency. 

 

RESEARCH METHODOLOGY 

1. Research Design 

This study follows a quantitative research design using a structured online survey. Data was collected to 

analyze how digital wallet offers affect spending behavior among PhonePe users. Close-ended questions 

with Likert scales and multiple-choice options were used for straightforward analysis. 

2. Sampling Technique 

A non-probability purposive sampling method was employed. Respondents were selected based on age 

(18–35) and active use of PhonePe for financial transactions. The survey link was shared through social 

media and WhatsApp, using a snowball technique to reach additional respondents. 

3. Sample Size 

The survey targeted 105 respondents from Mumbai, representing active PhonePe users. 

 

DATA ANALYSIS 

The data collected through the structured questionnaire was analyzed using percentage analysis to 

identify patterns in consumer behavior, engagement with app notifications, and perception of promotional 

offers. The findings are organized according to the research objectives, providing a clear view of how 

PhonePe digital wallet offers influence user transactions and spending behavior. 

 

Objective 1: Impact on Transaction Frequency 

 
 

The analysis revealed that a majority of respondents reported an increase in transaction frequency after 

receiving promotional offers such as “Flat ₹50 Cashback” or “Limited-Time Offer: Pay Now.” About 38% 

of respondents stated that they frequently completed transactions immediately after receiving a 

notification, while 42% reported occasional increases in their transaction activity. Only a small portion 

(20%) indicated that such offers had little to no impact on their transaction habits. These findings suggest 
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that limited-time deals and cashback promotions effectively create a short-term surge in app usage, 

encouraging repeated interactions and driving higher transaction volumes on the platform. 

 

Objective 2: Influence on Impulse Spending 

 
Digital wallet offers also significantly influenced impulsive payment behavior. The survey indicated that 

32% of respondents frequently made unplanned payments due to time-sensitive notifications, while 45% 

reported occasional impulsive spending. Only 23% of users claimed that promotional alerts did not affect 

their spending habits. Limited-time cashback and reward notifications serve as behavioral nudges, 

prompting users to complete transactions they had not previously planned. This indicates that digital wallet 

offers can subtly encourage impulse spending, particularly for small-value or routine transactions, 

reinforcing the effectiveness of urgency-based marketing strategies in fintech applications. 

 

Objective 3: User Engagement 

The study found that app notifications and promotional alerts significantly increased user engagement. 

Many respondents reported checking the app after receiving offers, exploring available rewards, or 

revisiting the platform to browse additional services. Even in cases where immediate transactions did not 

occur, these notifications prompted users to interact with the app more frequently, highlighting the role of 

digital wallet offers in enhancing platform stickiness. This suggests that beyond boosting transactions, 

targeted promotions play a crucial role in maintaining user attention and ongoing engagement with the 

PhonePe ecosystem. 

 

Objective 4: Consumer Perception 
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The survey revealed generally positive user perceptions regarding digital wallet promotions. 

Approximately 40% of respondents found notifications helpful in keeping them informed about rewards, 

35% viewed them slightly positively, 20% were neutral, and only 5% considered them negative or 

intrusive. These results indicate that when promotional notifications are designed responsibly and 

delivered in moderation, they enhance both trust and satisfaction, while simultaneously encouraging 

engagement and transaction activity. 

Overall, the analysis confirms that digital wallet offers not only stimulate short-term spending but also 

strengthen user engagement and reinforce positive perceptions of PhonePe as a convenient and rewarding 

payment platform. 

 

FINDINGS 

1. Digital wallet offers such as cashback, limited-time deals, and reward notifications significantly 

increase transaction frequency among PhonePe users. 

2. Promotional notifications encourage impulsive spending, particularly for small or low-value 

payments, though not on a consistent basis. 

3. App-based alerts enhance user engagement by prompting revisits, browsing behavior, and interaction 

with app features beyond immediate transactions. 

4. Consumer perception of these promotions is largely positive, indicating that well-designed 

notifications maintain trust and satisfaction while encouraging desired behaviors. 

 

LIMITATIONS OF THE STUDY 

1. The sample size of 105 respondents may limit generalizability to all PhonePe users. 

2. The study focuses only on users aged 18–35; responses from other age groups or platforms may differ. 

Data was self-reported, which may introduce response bias or inaccuracies. 

3. The research captures only short-term behavioral impacts and does not examine long-term effects on 

spending habits, financial literacy, or loyalty. 

 

CONCLUSION 

 

The findings of this study clearly demonstrate that digital wallet offers such as cashback, limited-time 

deals, and app notifications play a significant role in shaping consumer spending behavior among PhonePe 

users. These promotions create a sense of urgency that encourages users to complete transactions more 

quickly rather than postponing them, resulting in increased transaction frequency and short-term 

engagement. Even in cases where impulsive spending does not occur consistently, the presence of time-

bound offers or reward notifications subtly nudges users toward occasional unplanned transactions, 

highlighting the behavioral effectiveness of urgency-based marketing strategies in digital payment 

platforms. 

Beyond driving transactional behavior, app-based notifications and promotional alerts enhance overall 

engagement with the platform. Users reported revisiting the app, checking available offers, and exploring 

additional features, even when no immediate transaction was made. This demonstrates that targeted 

promotional communication not only stimulates spending but also strengthens platform stickiness, 

creating opportunities for repeated interaction and awareness of additional services offered by PhonePe. 
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Consumer perception of these promotions remains largely positive, indicating that well-designed and 

responsibly delivered offers maintain user trust and satisfaction. Only a small portion of respondents 

perceived notifications as intrusive, suggesting that ethical implementation and moderation are key to 

balancing engagement with user comfort. By leveraging such strategies, PhonePe can increase transaction 

volume, enhance user retention, and reinforce positive perceptions without undermining long-term 

relationships. 

Overall, the study confirms the strategic value of digital wallet promotions in influencing user behavior. 

By combining urgency, personalization, and transparency, fintech platforms like PhonePe can drive both 

short-term engagement and long-term loyalty. These insights underscore the importance of understanding 

consumer psychology and behavioral triggers in digital marketing, particularly in highly competitive 

environments where small nudges can significantly impact user actions and perceptions. 

 

SCOPE FOR FUTURE RESEARCH 

1. Include a larger and more diverse sample across different age groups to examine generational 

differences in response to digital wallet promotions. 

2. Conduct comparative studies across other digital wallets such as Google Pay, Paytm, and Amazon Pay 

to enhance generalizability of findings. 

3. Undertake longitudinal research to investigate long-term effects of promotions on spending habits, 

financial literacy, and user loyalty. 

4. Use qualitative research methods such as interviews or focus groups to gain deeper insights into the 

psychological and behavioral drivers behind user responses. 

5. Explore ethical considerations in digital wallet promotions to ensure responsible spending while 

maintaining engagement and satisfaction. 
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