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Prithivi Raman Thapaliya (Malaysia), Padam Dongol (Malaysia)

FACTORS INFLUENCING THE USE
OF DIGITAL PAYMENT SERVICES
AND CUSTOMER SATISFACTION
IN BANKING SECTOR:
AN IMPLICATION FOR
TECHNOLOGICAL INNOVATION

Abstract

The purpose of this study is to investigate how digital payment services affect customer
satisfaction in commercial banks of Nepal. Employing a quantitative design, it evalu-
ates crucial determinants such as perceived usefulness, security, privacy, trust, and ease
of use to understand their role in shaping consumers’ satisfaction with digital payment
services. A structured online questionnaire was distributed in 2025 to users of digital
banking services. Out of 460 questionnaires, 386 valid responses were collected, giving
a response rate of 83.91%. The dataset was analyzed using descriptive statistics to out-
line respondent characteristics, while Pearson correlation and multiple linear regres-
sion were employed to identify significant relationships among the study variables. To
ensure the reliability and validity of the measurements, reliability tests were conducted,
and the Shapiro-Wilk normality test was applied to assess data distribution. The re-
spondent demographics show that 53.63% of participants were female, whereas 46.37%
were male. The finding shows that perceived usefulness (p = 0.001), privacy (p = 0.000),
trust (p = 0.000) and ease of use (p = 0.000) were found through multiple regression
analysis to have statistically significant positive effects on customer satisfaction, while
security had no significant effect (p = 0.713). A strong overall fit was indicated by the
model’s ability to explain 56.2% of the variance in customer satisfaction (R, = 0.562).
This emphasizes the crucial role digital payment services play in boosting customer
satisfaction in banking sector of Nepal.

Keywords digital payment, customer satisfaction, perceived
usefulness, trust, privacy, ease of use
JEL Classification D12, M15, M31, 196

INTRODUCTION

Rapid technological progress has transformed traditional payment
methods. Digital options such as online banking, mobile wallets, and
card payments now offer faster, more convenient, and more secure
transactions. In Nepal, digital banking has strongly influenced con-
sumer behavior, creating higher demand for professional and per-
sonalized services. According to research, 68% of consumers are “a
little satisfied” with e-banking, and 93% feel it is more cost-effective
than traditional banking (Sah, 2023). Effort anticipation, habit, and
enabling conditions all affect digital bank adoption but the best in-
dicator of acceptability is habit (Gautam & Sah, 2023). Banks should
pay attention to customer trust and service quality, building up repu-
tation in digital banking products (Subedi & Tamang, 2023). Hence,
e-banking products including mobile banking and internet banking
have brought major changes to commercial and retail bank transac-
tions in Nepal (Adhikari, 2024). The present situation has transformed
entirely because of digitization and technical progress, necessitating
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that clients automate their financial services (Behl et al., 2024). It has now come to be viewed as a neces-
sary part of business strategy to send customers service in their hands (Bajpai et al., 2022). The rapid use
of digital technology is changing completely the landscape of consumer financial transactions. More
people than ever are using smartphones and internet, so more of them can be reached session in per-
son (Akhlaq et al., 2022). However, as the pandemic forced entities toward digital platforms in ways
people may have initially resisted, service levels improved, and costs fell (B. Joshi & P. Joshi, 2023). The
popularity of smartphones and easy access to online networks made public digital payment more con-
venient and secure (Pathak, 2024). Many users still struggle with trust and security when using digital
payment systems. While digital payment service has advantages, its information-based nature can lead
to glitches, login issues, and changes in service providers (Trani & Tran, 2024). Further analysis of digi-
tal payment service and its effect on customer satisfaction is needed in the context of banking sector.
Many customers remain cautious due to concerns about usefulness, security, privacy, trust, and ease of
use. Identifying how these issues affect satisfaction helps reveal potential gaps as usage grows and offers

clearer insight into customer experience, efficiency, and innovation.

1. LITERATURE REVIEW

AND HYPOTHESES

Digital payment services have become an essential
component of modern financial systems, offering
improved speed, convenience, and operational ef-
ficiency compared to traditional cash-based trans-
actions. As digital transformation accelerates, un-
derstanding the drivers behind user adoption and
satisfaction has gained considerable importance.
Customer satisfaction with digital payment plat-
forms is shaped by a combination of technologi-
cal readiness, perceived value, and system perfor-
mance. Analyzing these factors is particularly rel-
evant in emerging economies, where digital literacy
levels and trust in online systems are still evolving.
Sthapit and Bajracharya (2019) explored how cus-
tomers perceive the netting of business schools
among students in Kathmandu. Their research re-
vealed that undergraduate students are influenced
by marketing strategies and Internet-related factors
in their willingness to support local educational in-
stitutions. The authors noted that younger consum-
ers tend to prioritize diminished perceived risks
and heightened awareness of the perceived benefits
of service offerings when considering the adoption
of e-banking. Singh (2023) explores the opportuni-
ties of digital transformation to increase consumer
convenience and value add by experiential immer-
sion. In addition, based on the 2017 Global Findex,
the study finds perceived usefulness to be the most
important factor that motivates customers to adopt
this technology. Sah (2023) investigated consumer
and perception of internet banking in the presence
of Nepalis studied. Researchers took into consider-
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ation the factors that influenced perception most,
and which would cause customers to perceive use-
fulness of a service as high and attach greater im-
portance to its dimension. Thakuri et al. (2023) also
examined the factors contributing to satisfaction
with mobile banking services with an emphasis on
important antecedents. The results from their study
indicated that overall consumer expectations such
as responsiveness, security, convenience and accu-
racy are among the determinants of users’ satisfac-
tion levels. Dangol and Kautish (2019) studied the
IT security implications for e-payment systems in
Nepal from public’s perspective. According to their
survey results, improving security level of e-pay-
ment is the top priority. Limbu (2024) analyzed con-
sumer satisfaction towards internet banking ser-
vice in the context of Nepal while investigating the
factors led to such satisfaction. The study found that
the security mechanism must be designed properly
to establish trust for online financial transactions
among the users.

Subedi and Bhandari (2024) explored the impact
of internet banking on customer satisfaction in
Nepalese commercial banks. Their conclusion was
that safety consideration had the strongest impact
on what factors influence customer satisfaction.
Further, Singh (2023) investigated customer adop-
tion of digital technology in digital banking and
highlights that trust in the use of digital banking
systems play a significant role in the decision to
embrace these technological artefacts. Utomo and
Yasirandi (2024) delved into the fast-paced devel-
opment of financial technology, with a snapshot on
digital wallets in the financial arena. They conclud-
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ed that what people fear most is how much of their
personal and private information will be protected
or not in digital wallet applications. Muhtasim et
al. (2022) pointed out that privacy is an essential
factor for producing digital wallet service user sat-
isfaction, since the security of personal informa-
tion is significantly associated with customer sat-
isfaction. Rumangkit et al. (2023) highlighted the
significance of privacy awareness on e-wallet user
happiness, and hence digital wallet service provid-
ers should always remain committed to ensuring
strong data protection. Susanto et al. (2023) found
that convenience, security, and usefulness positive-
ly affect customer satisfaction in Indonesia’s digital
banking, and this satisfaction strongly promotes
customer loyalty. Dhungana et al. (2023) reported
that convenience, accessibility, and security drive
customer adoption of digital financial services in
Pokhara, while privacy concerns still matter. They
emphasized that strengthening security, improv-
ing awareness, and enhancing user experience can
boost adoption. Limbu (2024) studied on customer
satisfaction regarding internet-banking services in
Nepal into three levels: high, medium, and low. This
classification aims to identify the primary elements
influencing customer contentment. The findings
indicated that the most significant factor affect-
ing satisfaction with online banking services was
user-friendliness. Likewise, Subedi and Bhandari
(2024) evaluated the effects of internet banking ser-
vice on customer satisfaction in Nepali commer-
cial banks, finding that the main reason customers
were satisfied was that the online services were easy
to use. Singh (2023) scrutinized the application of
digital technologies in digital banking operations.
Through this study; it is seen that the most decisive
step, which prompts users to put aside their tradi-
tional manner of saving and investing money, is
ease of use. Sah (2023) analyzed consumer attitudes
and behavior intentions regarding internet banking
in Nepal, proving convinced that ease of use has a
largely decisive influence over people’s positive per-
ception towards internet bank. Building on this un-
derstanding, the study seeks to investigate the key
factors affecting the use of digital payment services
and their impact on customer satisfaction in the
Kathmandu Valley. The results are anticipated to
yield useful insights and practical strategies, con-
tributing to policy discussions on how banks can
optimally structure and enhance their digital pay-
ment systems.

http://dx.doi.org/10.21511/im.22(1).2026.05
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To examine the elements that affect customer sat-
isfaction regarding digital payment services with-
in the banking sector, this research proposed the
following hypotheses:

HI:  Perceived usefulness significantly influences
customers’ satisfaction in digital payment
services.

H2:  Security significantly affects customers’ satis-

faction in digital payment services.

H_:  Trustsignificantly affects customers’ satisfac-
tion in digital payment services.

H4: Privacy significantly influences customers’
satisfaction in digital payment services.

H5: Ease of use significantly affects customers’
satisfaction in digital payment services.

2. METHODOLOGY

Descriptive and analytical research methods are
employed in this study to examine the impact of
digital payment services on customer satisfaction
within Nepalese commercial banks. The survey
aims to encompass all commercial banking cus-
tomers who are presently utilizing digital payment
services. For this research, the authors employed
quantitative methodology and acquired prima-
ry data themselves. In 2025, 460 online surveys
were sent out, resulting in a collection of 386 fully
completed and valid responses. This yielded a re-
sponse rate of 83.91%. The questionnaire was de-
veloped using a standardized Likert scale format:
1 (strongly disagree), 2 (disagree), 3 (neutral), 4
(agree), and 5 (strongly agree). The questionnaire
was divided into two sections, beginning with de-
mographic data collected through closed-ended
questions, followed by sections covering perceived
usefulness, security, trust, privacy, ease of use, and
overall satisfaction with digital payments. The
Shapiro-Wilk test was used to assess the normality
of the data, and histograms were used to visually
check for any skewed observations. The statistical
analysis relied on Cronbach’s Alpha to assess the
internal reliability and consistency of measure-
ment scales. The potential relationship between
variables was identified using Pearson correlation
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analysis. Descriptive statistics provided an over-
view of the data, while multiple linear regression
was employed to test hypotheses concerning re-
lationships between independent and dependent
variables.

The demographic profile of respondents is present-
ed in Table 1. Among the people who took part in
the study, 53.63% identified as female and 46.37%
as male, indicating a well-balanced gender distri-
bution. Similarly, age group of 16-24 years com-
prises the largest portion of respondents, mak-
ing up 60.10% (232). The 25-34 age group follows
at 29.79% (115), while age groups (35-44, 45-54,
55 and above) have significantly fewer partici-
pants, accounting for a combined total of 10.10%.
Likewise, the sample is mostly educated at the
Bachelor’s level, representing 70.73% (273) of the
participants. Fewer participants have higher qual-
ifications, such as Master’s (23.83%, 92), M. Phil.
(0.78%, 3), or Ph.D. (1.30%, 5), while 3.37% (13) re-
ported other qualifications.

Table 1. Demographic profile

Category variables Frequency %
Gonder Temale 207 . 5363
‘Male 179 4637

116-24 232 60.10

12534 : 115 2979

145-54 11 285

55 and above 1 0.26

“ Brahmin : 107 27.72

' Chhetri : 101 2617

Ethnicity Magar 8 207
 Newar 98 2539

 Others 72 18,65

High E 207

Family status | Low 9 © 233
R T

lBeavil‘e'or’S - m 70.73

Lo MPhL B 078
Qualification iMaste[’sIeveI 92 : 2383
" Others 13 S 337

S I
o e
iPrivatgsector 99 2565

Occupation iSeIf-emponedi 25 648
Student : 244 C 6321
Unemployed 6 155

Total : 386 100
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3. RESULTS

The finding of the results shows that among 386
respondents, with 53.63% female and 46.37%
male, indicating a balanced gender distribu-
tion. Ethnically, the largest groups were Brahmin
(27.72%), Chhetri (26.17%), and Newar (25.39%),
reflecting the typical urban demographic of the
Kathmandu Valley of Nepal. A significant major-
ity belonged to middle-income families (95.60%).
Educationally, most participants were well-quali-
fied, with 70.73% holding a bachelor’s degree and
23.83% a master’s degree, indicating that higher
education levels may contribute to greater use
of digital payment services. The summary of de-
scriptive statistics of digital payment service is
mentioned in Table 2.

Table 2 provides a detailed descriptive statistical
summary on 6 variables (PERU, SEC, TRU, PRI,
ETU and CSTDPS) of a sample of 386 partak-
ers is detailed in Table 2. Each of those variables
is measured in a 1.00 (minimum) to 5.00 (maxi-
mum) scale. The average scores of all variables
range from 3.70 (CSTDPS) to 4.19 (SEC), which
indicates that the responses, on average, are ori-
ented towards relatively high points of scales. SEC,
which has the highest mean of 4.19, indicates that
this variable receives higher-level scores on overall
ratings compared to other variables and CSTDPS
with a mean of 3.70 shows lower but still moder-
ate level of agreement or satisfaction. The respons-
es exhibit moderate variability and are clustered
around the mean, as evidenced by standard devia-
tions that range from 0.57 to 0.66 across different
variables. The presence of negative skewness val-
ues indicates that the data are positively skewed,
revealing that most participants assigned high-
er scores. For instance, PERU has a skewness of
-1.73, reflecting a significant negative skew, while
SEC’s skewness of -1.34 indicates a milder yet still
skewed distribution. The kurtosis values reveal
differences in the “peakedness” of the data, with
PERU showing a high kurtosis of 5.67, which in-
dicates a distribution that is sharply peaked with
long tails, suggesting that most responses are
concentrated around the mean. In contrast, PRI
has the lowest kurtosis at 1.36, pointing to a flat-
ter distribution and potentially more evenly dis-
tributed responses. Intermediate kurtosis levels
are observed in variables such as SEC (4.61), TRU

http://dx.doi.org/10.21511/im.22(1).2026.05
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Table 2. Descriptive statistics digital payment services

Mean

Variables

Skewness

Kurtosis

© std. deviation |

oS SN ctAc S SR h:is I S
N

Table 3. Correlation matrix

Variables PERU

1
A%

Note: **. Correlation is significant at the 0.01 level.

(3.28), and ETU (3.13), highlighting variations in
peakedness and tail thickness. Overall, there is a
discernible inclination towards higher values and
differences in the distribution and concentration
of responses across all variables, reflecting a gen-
eral trend towards elevated ratings. The data re-
veal a diverse range of concentration and distribu-
tion patterns.

Table 3 represents correlation coefficients among
only six variables. The results for PERU show that
it had a moderate positive relationship of 0.495**
with SEC and 0.500** with TRU, as PERU increas-
es so do both SEC and TRU. The relationship be-
tween PERU and PRI is slightly weaker at 0.387*%,
but still significant, in other words, there is a
moderate positive relationship. TRU and PRI are
strongly related with a coefficient of 0.508**. In the
same way, ETU shows relatively strong positive re-
lationships with other variables. It has coefficients
of 0.522** when correlated to PERU, 0.521** for
SEC and 0.516** on TRU - this follows a pattern
in which an increasing ETU value increases any
one of these three other variables similarly. The
correlation between CSTDPS and ETU is 0.627*%,
indicating an extremely strong positive relation-
ship; while correlations are of similar strength for
CSTDPS with TRU (0.621**), PRI (0.555**) and
SEC (0.409**), respectively.

Shapiro-Wilk normality test findings presented in
Table 4. Since all the p-values for CSTDPS, PERU,

http://dx.doi.org/10.21511/im.22(1).2026.05

SEC, TRU, PRI, and ETU are higher than 0.05, so
it can be concluded that these variables follow a
normal distribution. With this information avail-
able, the data from the collected variables exhibit
a normal distribution.

Table 4. Shapiro-Wilk test

Variables Statistic | df Sig.
PERU 086 . 38 005
SEC 0.904 386 0.05
TRU 0.938 38 .. 005
PR 0.953 386 ..0:05
ETU 0.922 386 0.05
CSTDPS 0954 | 38 0.05

Table 5. Reliability analysis

Cronbach’s N

Variables Full form Alpha of items
PERU Perceived usefulness ‘ 5
SEC_ Lseeurity 5
TRU Trust 5
e Pr'i‘vacy . 5
U Easiness to use S

i Customer satisfaction ¢
¢ through digital payment :
: services :

CSTDPS 080 i 5

Table 5 represents the Cronbach’s Alpha coeffi-
cient, which showed that all the values were over
the permissible level of 0.7. The scale items of
constructs in questionnaires range from 0.770 to
0.865, which is consistent in the study. Therefore,
the data are satisfactory for further analysis pur-
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Cronbach’s Alpha

0.865

09 0.836
g 0.85 0.819 : 0.82
(]
= 0.8
2
2 0.75
<

0.7

PERU SEC TRU PRI ETU CSTDPS
Variables

Figure 1. Reliability analysis

Histogram

Dependent Variable: CSTDP

60

Frequency

20

-2 0

Mean = -8.26E-15
Stl. Dev. = 0993
M =386

2 4

Regression Standardized Residual

Figure 2. Histogram of dependent variable

poses (Coopers & Schindler, 2006; Hinton et al.,
2004). The reliability analysis is also presented in
Figure 1.

Figure 2 shows the histogram of customer satis-
faction through digital payment. The histogram
of standardized residuals for CSTDPS shows an
approximately normal distribution, closely fol-
lowing the normal curve. The mean is near zero,
indicating no bias, and the standard deviation is

Table 6. Model summary — satisfaction of customer

close to one, confirming appropriate spread. These
results suggest that the normality assumption for
residuals is met, supporting the reliability of the
regression analysis.

Table 6 provides a comprehensive overview of the
model’s performance in explaining the variance of
the dependent variable. The independent variables
accounted for approximately 56.2% of the vari-
ance in CSTDPS, which based on R-square value

Model R-square

§Adjusted R-square :

i Std. error of the

. Durbin-Watson
estimate

1 749 0.562

0.556 0.42378 2.164
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Model ‘ Sum of squares '

' Mean square | F Sig.

[Regression :....87452

Total

Table 8. Regression analysis

. Unstandardized coefficients : Standardized coefficients . Collinearity statistics
Variables - : t Sig. -
B i Std. error Beta Tolerance VIF

(Constant) 0081 . ..0190 . .
PERU 0.139 0.043 0.599 1.669
T 0.317 0.049 0.596 1.678
PRI 0.201 0.040 0675 Las1
ETU 0.298 0.046 0.543 1.840

Note: Dependent variable: consumer satisfaction through digital payment services (CSTDPS).

of 0.562 is a good fit. Thus, the selection of predic-
tor variables for the optimal model indicates that
overfitting is not present. The adjusted R-square
value of 0.556 suggests a slight reduction in the
R-square. Additionally, the Durbin-Watson statis-
tic, which is 2.164, shows that there is no autocor-
relation among the residuals. Overall, the fit of the
model is satisfactory.

Table 7 displays the results obtained from the
ANOVA analysis. The analysis shows that p <
0.000 and F = 97.392, leading to the conclusion
that the model is highly significant.

Table 8 shows the outcomes of a multiple regression
analysis that was done to determine the impact of
five independent variables on consumer satisfac-
tion through digital payment service (CSTDPS).
These variables are PRU, SEC, TRU, PRI, and ETU.
There is no baseline effect when all predictors are
zero, as the constant term, which has an unstan-
dardized coefficient of -0.081, is not statistically
significant (p = 0.669). Statistically significant
positive effects on consumer satisfaction were ob-
served among the predictors PERU (p = 0.139, p =

Table 9. Hypothesis testing results

0.001), TRU (B = 0.317, p < 0.001), PRI (B = 0.201,
p < 0.001), and ETU (B = 0.298, p < 0.001). This
indicates that customers are more satisfied with
digital payment systems when they experience im-
provements in perceived usefulness, trust, privacy,
and ease of use. On the other hand, SEC demon-
strates a little and insignificant impact ( = 0.017,
p = 0.713). Because the Variance Inflation Factor
(VIF) values are within acceptable ranges (1.481 to
1.840) and the tolerance values are within accept-
able ranges (0.543 to 0.675), the collinearity statis-
tics show that multicollinearity is not an issue.

Hypothesis testing summary is presented in Table 9.

4. DISCUSSION

The regression results indicate that perceived use-
fulness, trust, privacy, and ease of use significant-
ly and positively influence customer satisfaction,
supported by their low p-values and notable beta
values. Ease of use and trust were the most influen-
tial variables, highlighting their importance in de-
termining user satisfaction. Perceived usefulness

Symbol Hypothesis

p-value Results

H1 : .
: payment services.

: Perceived usefulness significantly influences customers’ satisfaction in digital

0.001 Accepted

H2

0.713 . Rejected

H3 0.000 ccepted
H4 0.000 i Accepted
H5 Ease of use significantly affects customers’ satisfaction in digital payment services. 0.000 Accepted

http://dx.doi.org/10.21511/im.22(1).2026.05
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and privacy also played meaningful roles in the
model. However, security showed no significant
effect on the customers’ satisfaction. The analy-
sis of the first hypothesis (HI), which stated that
perceived usefulness positively impacts customer
satisfaction in digital payment service, turned out
to be statistically significant (p < 0.005). Thus, the
proposed hypothesis is accepted. It also indicates
that perceived usefulness plays an important role
in increasing customer satisfaction, consistent
with previous research. This finding reflects the
results of Sthapit and Bajracharya (2019) who be-
lieve that placing increasing importance on per-
ceived usefulness reduces the thinking about risks
and therefore makes it easier to attract customers.
Additionally, Singh (2023) proposed that in digital
banking sector, perceived usefulness has a signifi-
cant effect on customer decision. The analysis of
the second hypothesis (H2), which proposed that
security positively influences customer satisfac-
tion in digital payment service, revealed an insig-
nificant relationship (p > 0.713). This suggests that
the hypothesis is rejected. Thus, the study con-
cluded that in Internet banking, security vampires
do not really benefit from the viewpoint users.
This result contradicted Limbu (2014), who found
that digital banking platforms found security to
be vital in building customer confidence. Likewise,
Subedi and Bhandari (2024) discovered that a se-
cure setting brings about greater satisfaction as
well as wider distribution of online banking ser-
vices. Similarly, the third hypothesis (H3) stated
that trust significantly affects customers’ satisfac-
tion in digital payment services, found to be sig-
nificant (p < 0.005). Thus, formulated hypothesis
is accepted, the study found that trust is a major

reason for customer satisfaction This result sup-
ports earlier research, i.e., Limbu (2024) studied
that first to point out that lack of trust scares cus-
tomers away from digital finance. Singh (2023)
found it as an important factor affecting buying
inclination in the sector. Sah (2023) also showed
that trust is the most influential element affect-
ing users’ perceptions about online banking. The
fourth hypothesis (H4), which stated that pri-
vacy has a positively significant impact on cus-
tomer satisfaction of digital payment service.
Therefore, the posited hypothesis is accepted (p
< 0.005) and indicates privacy as fundamental to
the market for enhancing customer satisfaction.
Utomo and Yasirandi (2024) emphasized that
privacy has an impact on user satisfaction. In
their research, they found that customers aspire
to grant their personal data within digital wallet
systems for their priority. Muhtasim et al. (2022)
put much stress on the theme of privacy impact
on digital wallet services. The fifth hypothesis
(H5) posited that ease of use positively influenc-
es customer satisfaction with a digital payment
service. Therefore, the formulated hypothesis is
accepted (p < 0.0001), and ease of use does sig-
nificantly contribute to customer satisfaction in
digital banking services. The result underscores
Limbu’s (2024) contention that ease of use is
among the most important standpoints of online
banking satisfaction. Similarly, ease of use was
an indispensable prerequisite for online banking
satisfaction, according to Subedi and Bhandari
(2024), advised banks to make their sites more
user friendly. Singh (2023) discovered that ease
of use was a critical consideration in the user’s
final choice of bank.

CONCLUSION

This study aimed to examine the determinants influencing the adoption of digital payment services and
to assess their effect on customer satisfaction in Nepalese commercial banks. The findings reveal that
ease of use, trust, privacy, and perceived usefulness exert a positive and statistically significant impact
on customer satisfaction. Among these variables, ease of use was identified as the strongest predictor,
emphasizing the critical role of simple, intuitive, and accessible digital interfaces in enhancing user
experience. Trust also significantly influenced satisfaction, highlighting the importance of dependable
and credible digital transaction systems. Privacy emerged as another important factor, reflecting users’
strong concerns regarding the safeguarding and proper use of their personal data. Additionally, per-
ceived usefulness positively contributed to customer satisfaction, suggesting that users prefer digital
payment services that efficiently meet their financial needs and simplify transaction activities. Notably,
security was not found to have a statistically significant influence on customer satisfaction. This may
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indicate that users regard security as a standard or assumed feature of digital payment services, or that
they place greater emphasis on convenience and ease of use than on explicit security measures. the
study suggests that the successful implementation of digital payment systems in Nepal largely relies on
enhancing ease of use, trust, privacy, and functional effectiveness, particularly for young and educated
users. Therefore, banks, financial institutions, and policymakers are encouraged to strengthen the digi-
tal payment ecosystem to foster greater adoption, higher levels of customer satisfaction, and long-term

participation in the digital economy.
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