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Abstract:
Online payments are a gateway for promoting cashless economy by facilitating technological environment through various platforms like Gpay, Paytm, PhonePay, internet banking etc. Demonetization and COVID-19 has acted as catalyst in promoting online payments. This study is an attempt to measure the awareness levels of respondents towards online payments against their demographic profile. A sample of 360 respondents was taken for conducting this study and it was suggested that females, middle and old aged people, retired, homemakers should be encouraged for turning digital and practice online payments through formal and informal training.
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1. Introduction:
Electronic payment is defined as exchange in terms of electronic worth with the help of web browser for purchase of goods and services (Khan, Olanrewaju, Baba, Langoo, & Assad, 2017) either by using credit card, debit card, mobile wallets, UPI, QR code etc.  (He & Mykytyn, 2007). Online payments and mobile payments are different as online payments are not limited to specific device as they can be processed anywhere with the help of an internet connection (Neto & de Figueiredo, 2021). Mission launched by Honorable Prime Minister “Digital India” has helped in increasing its usage (Singh & Rana, 2017) by providing cashback points, rewards, coupons, discounts etc. in order to boost digital payments through various platforms like Gpay, Paytm, PhonePe, BHM etc. Cashless transactions are gateway for technological advancement as adoption of cashless transactions helps in creation of accountability, transparency and reduction of fraud (Kumari & Khanna, 2017) as proper records are automatically maintained while transacting which can serve as proof during any forgery.  E-commerce platforms have prompted digitalization and this in turn boosted online payment methods like credit/debit cards, mobile wallets etc. (Mukherjee & Roy, 2017) through smart phones, ATM machines, QR code scanners, (He & Mykytyn, 2007).  Financial literacy plays an important role in creating a mindset for easy adoption of online banking and payments irrespective of age, education, gender and paying capacity. Thus, this paper is an attempt to check the association of demographic variables (gender, age, education and occupation) against their awareness towards online payments.
2. Review of Literature:
Electronic payment is defined as utilization of Information and Communication Technology (ICT) in payment services (Huang & Cheng, 2012). Technological up gradation and innovation has acted as a catalyst in turning the economy of India into cashless economy where slowly the paper cash is being replaced with alternative sources of payment such as debit card/credit card, mobile wallet, UPI etc. (Kumari & Khanna, 2017).  Events like demonetization and COVID-19 has led increase in usage of internet and mobile phones which showed the growth in online payments from the last decade (Singh & Rana, 2017). Online/ Digital payment is defined as products and services purchased and the payment is made through internet banking or mobile banking (Singh & Rana, 2017).  There are many factors which decide the fate of adoption of mobile payment such as perceived technology, risk and security, social influence, innovativeness, hedonic motivation, effort expectation (Neto & de Figueiredo, 2021; Rahman, et al. 2020). Adopting mobile payment helps in getting more access to banking services, provides convenience with efficiency, discourage robbery and cash related crimes, gives more economic benefit with speed (Park, et al. 2019; (Nwankwo & Onyekachi Richard, 2013). However, every coin has two faces, so as mobile payments. Thus, besides many advantages there are many challenges such as availability of proper and adequate infrastructure, legal and social issues, security threats, confidentiality and privacy concerns, literacy issues, creation of technological anxiety (Khan, et al. 2017) which can create barriers in easy adoption of mobile payments. Despite of problems and challenges, adoption of digital payments is the need of the hour where clear and practical communication channels can be developed with higher level of security, creation of more awareness, training from banks, cooperative societies, financial institutions , minimal hidden charges, easy and simple process (Kumari & Khanna, 2017) can help to bridge the gap and this can help to create a technological environment facilitating online payments and upgrading to cashless economy.
Hence, this study is quite relevant in the current era with reference to demographics so that any loopholes and problems highlighted can be sort out and online payment can be facilitated among all masses irrespective of their gender, age, education and occupation.
3. Research Methodology:
This study was conducted with the objective to analyze the association of demographic variables (gender, age, education and occupation) against their adaption for online payment. So, for the same a sample of 360 respondents was taken from Udaipur City and convenience sampling was applied. Primary data was collected through a structured questionnaire prepared on Google Forms and secondary data was collected through various research journals, articles, websites, etc. Data collected was recorded in MS-Excel and research tools applied were independent samples t-test, one way ANOVA, post hoc analysis through SPSS.
4. Data Analysis and Interpretation:
Out of the total respondents, 62.5% were males and 37.5% were females. 20% belonged to the age group of 18years-30years, 35.83% were from 30years-40years, 17.51% were from 40years- 50 years, 14.16% were from 50years- 60years and remaining 12.5% were 60years and  above. Regarding the educational background 22.5% were school pass outs, 38.33% were graduates, 15% were post-graduates and 24.17% were professionals. In the occupation wise division, 22.5% were in service, 15.83% were homemakers, 28.33% were self-employed, 13.33% were students and 20% were professionally employed.
Regarding the awareness levels, maximum 86.67% were aware about cashless payment and few 13.33% are unaware about it. When it came to staring if using online payments, only 15% started between year 2015-17, 39.17% adopted between 2018 -2020 while majority 45.83% started using from 2021 till now. With reference to preference about mode of payment, 27.5% prefers cash payment only, 20.83% prefers online mode while maximum 51.67% prefers both the modes in a balanced way 
For statistically testing these findings through research tools, awareness levels was checked against the demographics (age, gender, educational background and occupational status) as follows:
· Gender:
Here, independent samples’ t-test was applied and following hypothesis was framed:
H0_1: There is no significant difference between the genders of respondents with regard to awareness about cashless payment device.



Table 1
Group Statistics for Gender against Awareness
	
	 Gender
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Awareness about cashless payment device
	1
	225
	1.11
	.309
	.021

	
	2
	135
	1.18
	.384
	.033



Table 2
Independent Samples Test for Gender against Awareness

	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	
	
	Lower
	Upper

	Awareness about cashless payment device
	Equal variances assumed
	14.575
	.000
	-1.926
	358
	.055
	-.071
	.037
	-.144
	.001

	
	Equal variances not assumed
	
	
	-1.826
	237.302
	.069
	-.071
	.039
	-.148
	.006



Interpretation: From the results of Table 1 & Table 2 it could be stated that p-value (0.000) is less than significant value (0.05) which lets the null hypothesis (H0_1) stands to be rejected i.e. there is significant difference between the means of gender of the respondents with regard to awareness about cashless payment device. Males were found to be more aware about cashless payment devices as compared to females.
· Age:
Here, one way ANOVA was applied and following null hypothesis was framed:
H0_2: There is no significant difference between the means of age groups with regard to awareness about cashless payment device.
Table 3
One way ANOVA for Age Groups

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	4.608
	4
	1.152
	11.057
	.000

	Within Groups
	36.992
	355
	.104
	
	

	Total
	41.600
	359
	
	
	


Interpretation: From Table 3, it could be interpreted that p value (0.000) is less than the significant value (0.05) which lets the null hypothesis (H0_2) gets rejected and accept the alternate hypothesis that there is significant difference between the means of age groups with regard to awareness about cashless payment device. For figuring out the difference in the age groups, post-hoc analysis was performed as follows:
Table 4
Multiple Comparisons about Age Groups

	(I) Age
	(J) Age
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval

	
	
	
	
	
	Lower Bound
	Upper Bound

	1
(18 Years- 30 Years)
	2
	.060
	.047
	.713
	-.07
	.19

	
	3
	-.107
	.056
	.306
	-.26
	.05

	
	4
	-.270*
	.059
	.000
	-.43
	-.11

	
	5
	-.117
	.061
	.318
	-.28
	.05

	2
(30 Years- 40 Years)
	1
	-.060
	.047
	.713
	-.19
	.07

	
	3
	-.167*
	.050
	.007
	-.30
	-.03

	
	4
	-.330*
	.053
	.000
	-.48
	-.18

	
	5
	-.177*
	.056
	.015
	-.33
	-.02

	3
(40 Years- 50 Years)
	1
	.107
	.056
	.306
	-.05
	.26

	
	2
	.167*
	.050
	.007
	.03
	.30

	
	4
	-.162
	.061
	.060
	-.33
	.00

	
	5
	-.010
	.063
	1.000
	-.18
	.16

	4
( 50 Years- 60 Years)
	1
	.270*
	.059
	.000
	.11
	.43

	
	2
	.330*
	.053
	.000
	.18
	.48

	
	3
	.162
	.061
	.060
	.00
	.33

	
	5
	.153
	.066
	.142
	-.03
	.33

	5
(60 Years & above)
	1
	.117
	.061
	.318
	-.05
	.28

	
	2
	.177*
	.056
	.015
	.02
	.33

	
	3
	.010
	.063
	1.000
	-.16
	.18

	
	4
	-.153
	.066
	.142
	-.33
	.03

	*. The mean difference is significant at the 0.05 level.



Interpretation: According to the results of Table 4, it could be stated that Age group 1 (18 years-30 years) & Age group 2 (30 years- 40 years) have difference with other three groups signifying that young aged people are more aware about cashless payment devices as compared to middle aged and old aged people.

· Educational Qualification:
Again, one way ANOVA was applied following hypothesis was framed:
H0_3: There is no significant difference between the means of groups of educational background with regard to awareness about cashless payment device.
Table 5
One way ANOVA for Groups of Educational Qualification

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.144
	3
	.381
	3.356
	.019

	Within Groups
	40.456
	356
	.114
	
	

	Total
	41.600
	359
	
	
	



Interpretation: From Table 5, it could be interpreted that p value (0.000) is less than the significant value (0.05) which lets the null hypothesis (H0_3) gets rejected signifying difference between the means of groups of educational background with regard to awareness about cashless payment device. For figuring out the difference in the groups of educational qualification, post-hoc analysis was performed as follows:

Table 6
Multiple Comparisons of Educational Qualifications

	(I)  Education Qualification
	(J)  Education Qualification
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval

	
	
	
	
	
	Lower Bound
	Upper Bound

	1 (Sr. Secondary)
	2
	.114
	.047
	.078
	-.01
	.24

	
	3
	.056
	.059
	.784
	-.10
	.21

	
	4
	.153*
	.052
	.018
	.02
	.29

	2 (Graduation)
	1
	-.114
	.047
	.078
	-.24
	.01

	
	3
	-.058
	.054
	.707
	-.20
	.08

	
	4
	.040
	.046
	.825
	-.08
	.16

	3 (Post- Graduation)
	1
	-.056
	.059
	.784
	-.21
	.10

	
	2
	.058
	.054
	.707
	-.08
	.20

	
	4
	.098
	.058
	.340
	-.05
	.25

	4 (Professional/ Doctorate/ Other)
	1
	-.153*
	.052
	.018
	-.29
	-.02

	
	2
	-.040
	.046
	.825
	-.16
	.08

	
	3
	-.098
	.058
	.340
	-.25
	.05

	*. The mean difference is significant at the 0.05 level.



Interpretation: From Table 6, it could be inferred that there exists significant difference between the groups of senior- secondary and professional education groups. The rest other groups have no significant difference. This implies that the less educated people have less awareness than any other three groups.

· Occupational Status:

Here also, one way ANOVA and following hypothesis was framed:
H0_4: There is no significant difference between the means of groups of occupational status with regard to awareness about cashless payment device.
Table 7
One way ANOVA for Groups of Occupational Status
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.128
	4
	.282
	2.474
	.044

	Within Groups
	40.472
	355
	.114
	
	

	Total
	41.600
	359
	
	
	



Interpretation: From Table 7, it could be interpreted that p value (0.000) is less than the significant value (0.05) which lets the null hypothesis (H0_4) gets rejected and accept the alternate hypothesis that there is significant difference between the means of groups of occupational status with regard to awareness about cashless payment device. For figuring out the difference in the groups of occupational status, post-hoc analysis was performed as follows:





Table 8
Multiple Comparisons of Occupational Status

	(I)  Occupation
	(J)  Occupation
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval

	
	
	
	
	
	Lower Bound
	Upper Bound

	1 (Service)
	2
	-.062
	.058
	.823
	-.22
	.10

	
	3
	.031
	.050
	.974
	-.11
	.17

	
	4
	-.039
	.062
	.968
	-.21
	.13

	
	5
	.106
	.055
	.295
	-.04
	.26

	2 (Home Maker)
	1
	.062
	.058
	.823
	-.10
	.22

	
	3
	.093
	.056
	.458
	-.06
	.25

	
	4
	.023
	.066
	.997
	-.16
	.20

	
	5
	.169*
	.060
	.040
	.00
	.33

	3 (Self-Employed)
	1
	-.031
	.050
	.974
	-.17
	.11

	
	2
	-.093
	.056
	.458
	-.25
	.06

	
	4
	-.070
	.059
	.762
	-.23
	.09

	
	5
	.076
	.052
	.588
	-.07
	.22

	4 (Student)
	1
	.039
	.062
	.968
	-.13
	.21

	
	2
	-.023
	.066
	.997
	-.20
	.16

	
	3
	.070
	.059
	.762
	-.09
	.23

	
	5
	.146
	.063
	.142
	-.03
	.32

	5 (Professional)
	1
	-.106
	.055
	.295
	-.26
	.04

	
	2
	-.169*
	.060
	.040
	-.33
	.00

	
	3
	-.076
	.052
	.588
	-.22
	.07

	
	4
	-.146
	.063
	.142
	-.32
	.03

	*. The mean difference is significant at the 0.05 level.



Interpretation: From the results of Table 8, it could be seen that only group 2 (Home Makers) & group 5 (Professional) have significant difference with each other. Thus, it could be interpreted that home makers have less access to digital payment transactions and simultaneously professional working people are more prone to these facilities. Rest all other groups have almost equal usage.


5. Conclusion:
Online payments are the need of the hour and government of India is trying hard to transform the economy of the country from cash to cashless by promoting digital payments and encouraging it through various sources like cashback points, redeemable rewards, discounts, coupons etc. It also helps to create transparency, accountability and reduce circulation of black money. This study is an attempt to measure the awareness levels of respondents towards online payments against the mentioned demographic variables. It was found that males were more aware about online payments which was also verified in the study conducted by (Singh & Rana, 2017). Further, young aged people have more awareness as compared to other aged people, less educated people (up to secondary and senior secondary) have less awareness and homemakers have less access to digital payments so have less awareness about online payments. Thus, it was suggested that gender gap should be covered regarding online payments and women should be encouraged for turning digital. Middle aged people and retired people should give formal and informal training for using online payments by explaining the pros and cons, safety measures and points to be kept in mind. Further, promotional measures and trainings in increasing financial literacy in rural areas, schools, colleges, etc. should be given to boost this campaign among less educated people. Further, self-employed, homemakers, retired people should try to adapt themselves in order to accept the changing situation and start using it. However, this study was limited to geographic region of Udaipur City only with a lesser sample size which could further be conducted with reference to different geographical area, larger sample size and period of time.
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