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CASHLESS?
Perceptions, usage and behaviour
towards digital payments in India:
pre and post demonetisation

To reach closer to a “cashless” economy, it is important that the number of digital transactions increases 

across the country and amongst all segments. The unorganised retail sector is one of the main 

contributors to economic activity and a “cash” economy. The “Going Cashless” study gives insights into 

various factors shaping behaviour, perception and usage of cash and digital payments amongst 

consumers and kirana retailers. This study highlights the key challenges and opportunities to create an 

inclusive enabling environment for digital transactions across the country.
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For more than a billion Indians, the evening of 8th 

November 2016 will be a day to remember for many years 

to come. Currency notes of the two highest denomination– 

INR 500 and INR 1000--ceased to be legal tender 

post-midnight, following an announcement by Shri 

Narendra Modi, the Prime Minister of India. Overnight, 86% 

of the currency in circulation could no longer be freely 

exchanged between parties except where notified until 

30th December, 2016. While it was not the first time that 

India had demonetised its currency, the previous efforts 

had not touched the lives of so many. Never before had 

demonetisation affected so many people. No major world 

economy had attempted it in recent days. The Government 

gave itself about 50 days to pull out the old notes and 

replace them with new notes. This was supposed to be 

India’s biggest fight against “black” money and 

“counterfeit” currency.

      What started as a crusade against “black” and 

“counterfeit” money soon became the main stimulant for 

cashless transactions. Old currency was no longer valid; 

the new notes were of higher denomination (INR 2000 and 

INR 500) and their infusion was not instant, which 

prevented easy change. Restrictions were imposed, 

though for a limited period, on value of new notes which 

could be withdrawn (and therefore held) by an individual. 

All these helped in creating a conducive environment for 

cashless transactions. 

    Acceptance infrastructure for digital payments (Point of 

Sale machines etc.) was put to greater use by merchants 

who already had them. Merchants, who did not, started 

exploring avenues of acquiring the infrastructure through 

banks, mobile wallets and other providers. They started 

using alternative methods of receiving payments such as 

account transfers - Immediate Payment Service (IMPS), 

National Electronic Funds Transfer (NEFT), Real Time 

Gross Settlement (RTGS) etc., using Point of Sale (POS) 

terminals of neighbours, bank accounts of family members 

- son, daughter etc. or mobile wallets. Consumers who had 

access to alternative payment instruments other than cash 

also started using them more frequently. As availability of 

cash was limited, many preferred to hold on to the cash 

they possessed than to use it.  For many, cashless payment 

modes became the preferred mode – cash was used only 

when it was necessary and where there was an absence of 

cashless options. Value was, suddenly, not an important 

consideration for digital transactions. During this period 

DEMONETISATION AND SIGNIFICANCE OF THIS STUDY01

65

DEMONETISATION

and thereafter, the Prime Minister also promoted “cashless 

economy” in his various dialogues with the nation, through 

tweets, “Mann Ki Baat” and various other fora. 

      Since November 2016, all modes of digital transactions 

have increased sharply, especially during the 

demonetisation period. Since then, while the 

month-on-month rise may not be as rapid when compared 

to the rise during demonetisation, the overall number of 

digital transactions continues to be substantially higher 

than in the period prior to demonetisation.

Consumers who had access to alternative payment instruments other than cash 
also started using them more frequently.

For many, cashless payment modes became the preferred mode – cash 
was used only when it was necessary, unavoidable and in the absence of 
cashless options.
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87 *(Data Sources: http://www.npci.org.in/documents/RETAIL_PAYMENTS_STATISTICS.pdf https://www.rbi.org.in/scripts/ATMView.aspx)

~76 cr

Sharp rise in the use of Rupay Cards during
demonetisation

IMPS is a widely used mode for cashless 
tranfers

Digital transactions in December,2016*

~54 cr Digital transactions in February,2017*



In order to reach closer to a “cashless” economy, it is 

important that the number of digital transactions increases 

across the country and amongst all segments. One of the 

main contributors to “economic” activity and a “cash” 

economy is the unorganised retail sector. According to 

some estimates, there are more than twelve million retail 

stores in India, of which the unorganized small retail 

outlets, popularly known as Kirana stores are a major 

part(1). In India, a Kirana store is a small neighbourhood 

retail store and is usually family-owned. Kirana stores 

stock a range of products – grain, cereals, packaged 

foods, beverages, non-food items (cosmetics- soap, 

shampoo, detergent), fruits and vegetables and dairy 

items. Based on preliminary observations from an 

on-going  study by CDFI in 11 low, medium and high 

“Monthly Per Capita Expenditure (MPCE)” districts, more 

than 94% of the consumers fulfil their daily needs from the 

unorganised Kirana stores in these locations whereas only 

35% of consumers visit an organised retail store for their 

daily needs. The above figure shows the prevalence of 

Kirana stores everywhere and that almost everyone is their 

customer. The average purchase value by a consumer in a 

single visit is INR 100 or less in more than 75% of the Kirana 

stores. Also, consumers visit a Kirana store more frequently 

than they visit an organised retail outlet. 

     Therefore, this is a segment which cannot be ignored in 

the cashless journey. A detailed study of the consumers 

and retailers would reflect the behaviour, usage patterns, 

access and literacy with respect to digital payments.
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USAGE OF VARIOUS CASHLESS PAYMENT OPTIONS 
BEFORE, DURING AND AFTER DEMONETISATION

(Data Sources: http://www.npci.org.in/documents/RETAIL_PAYMENTS_STATISTICS.pdf https://www.rbi.org.in/scripts/ATMView.aspx)(1) https://www.indianchamber.org/sectors/retail/retail-notes-june-2015/
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In this study, “before” or “pre demonetisation” refers to 

the period prior to 8th November, 2016. “During 

demonetisation” or simply “demonetisation” refers to the 

period between 8th November, 2016 and 30th December, 

2016. “Post” or “after demonetisation” refers to the period 

from 31st December, 2016 onwards.

     In this report, “Low and medium MPCE districts” are 

collectively referred to as “moderate consumption 

locations” or “locations with moderate consumption” 

whereas “high MPCE districts” are referred to as “sizable 

consumption locations” or “locations with sizable 

consumption”.
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SIGNIFICANCE OF THIS STUDY

Unorganised retail stores 
in India

12 Mn +
Consumers fulfil their daily 
needs from unorganised 
Kirana stores  

Retailers report an average 
purchase value of upto INR  
100 in a single visit

94% 77%

77%
upto INR 100

17%
INR 101 - 500

4%
INR 501 - 1000

3%
INR 1000 +

An understanding of the above changes would 
help highlight the various factors shaping 
behaviour, perception, and usage of cash and 
digital payments and thereby, create an 
inclusive enabling environment for digital 
transactions across the country.

Average purchase value in a single visit to a Kirana Store



small differential amount in the fare. Wherever the 

need to fill the gas did not exist, he either accepted 

old currency (which he used to fill gas/petrol later) or 

he used his friend’s mobile wallet to receive the fare 

electronically.

Bengaluru has its fair share of unorganised cab 

drivers, despite the presence of almost all types of 

cab aggregators. These cab drivers run their 

businesses as individuals or as small unorganised 

groups. Customer connect and trust is the foundation 

of their business. It may be expected that 

demonetisation would have disrupted their model, 

and customers would have been more likely to move 

to cab aggregators who could offer electronic 

payment services.  

     However, when we spoke to Ramesh (name 

changed), a cab driver who operates in Bengaluru, 

and discussed the impact of demonetisation on his 

business, he appeared to be completely unperturbed. 

Ramesh did not indicate any significant disturbance 

in his business after demonetisation. He said that 

most of his customers continued with him. Payment 

against the service was not a big issue and there were 

hardly any credit transactions. Most of his customers 

paid for the gas in his cab at a gas station with old 

notes or electronic instruments, depending upon the 

mode available and adjusted it with the approximate 

fare. Either Ramesh or the customer would forego any 

8 14

In hindsight, allowing usage of old notes at petrol 
pumps appears to have been a masterstroke. By 
allowing this, the Government ensured that 
transport, which is the lifeline of supplies and 
many service sector businesses, was not 
adversely affected.

This prevented major shocks to supplies and 
businesses and stopped the prices from 
escalating. This also helped continue sustaining 
livelihood of many in the unorganised sectors.

UNORGANISED CAB DRIVERS IN BENGALURU

UNPERTURBED BY DEMONETISATION
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ADVANCES TOWARDS USE OF
DIGITAL PAYMENTS
Fewer consumers “Always” use cash now | Palpable change in retailers reliance on cash  | 

Going cashless can alleviate cash pains | Rise in demand for pos machines | Towards a 

formal economy – Current accounts growing | More retailers willing to pay higher 

transaction charges. 



Cash has been the predominant medium to settle a 

transaction primarily because of its universal acceptability 

across the spectrum, across the country. It is not surprising 

that a large number of consumers probably settle all or 

most of their transactions in cash. Pre-demonetisation, 

almost 91% of the consumers in locations with moderate 

consumption levels were “always” using cash.    

Post-demonetisation, a significant reduction was observed 

in the number of consumers who “always” used cash as the 

medium to pay for the supplies. Post-demonetisation, only 

80% of the consumers in these locations “always” used 

cash. Fewer consumers in both rural and urban areas in 

these locations “always” used cash. 

     Since there has been no appreciable addition to the 

payment acceptance infrastructure in locations with 

moderate consumption levels from demonetisation to the 

period of this study (February-March, 2017), consumers 

who had access to cashless instruments but nevertheless 

“always” used cash must have explored the cashless 

option.  Fewer consumers reported primarily using cash at 

organised retail outlets. More consumers used modes 

other than cash at organised retail outlets probably 

because of the availability of multiple payment options at 

these stores. Overall, post-demonetisation, only about 

28% of the consumers “always” used cash at organised 

retail stores.

     Also, post-demonetisation, fewer consumers in 

locations with sizable consumption levels “always” used 

cash than those in locations with moderate consumption 

levels. Only 63% of the consumers in the sizable 

consumption locations “always” used cash to settle 

transactions.

     Post-demonetisation, overall 27% of the card holding 

consumers reported using the cards. More card holding 

consumers in locations with sizable consumption used 

cards compared to locations with moderate consumption. 

Overall 16% of the consumers who had smartphones used 

mobile phones for making payments in the period 

post-demonetisation. Use of mobile phone for payments 

was significantly higher amongst consumers in urban areas 

(~23%) than rural areas (~11%) and in locations with 

sizable consumption (~27%) than in locations with 

moderate consumption (~10%)

FEWER CONSUMERS “ALWAYS” USE CASH NOW
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ADVANCES TOWARDS USE OF
DIGITAL PAYMENTS

02
Consumers use of Cash, Cashless & Mobile Payments

Debit Card holders 
use Debit Cards

24%

29%

22%

44%

66%

30%

80%

91%

76%

Rural

Aggregate

82%

94%

77%

Urban

79%

87%

74%

Always  use Cash

More Credit card holders  used their cards compared  to Debit card holders

Credit Card holders 
use Credit Card

16%

27%

10%

Smartphone users

18%

31%

12%

Users with Internet 
connectivity

Locations with moderate consumption levels trailed locations
with sizable  consumption levels in usage of Cards

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

Post-demonetisation
(Locations with sizable
consumption levels)
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PALPABLE CHANGE IN RETAILERS
RELIANCE ON CASH

Kirana retailers’ reliance on cash is very high – both (a) to 

receive payments from their customers and (b) to make 

payments to their suppliers. It has been observed that 

Kirana retailers prefer to receive in cash and pay in cash in 

general. Since cash changes hands very frequently, prior 

to demonetisation, there was no incentive to deposit it in a 

bank account. Cash was always said to be in rotation. 

Demonetisation would have probably disturbed this 

rotation. As old currency ceased to be a legal tender, all 

old currency had to make its way to a bank account. As 

retailers’ cash also found its way to the bank accounts, we 

tried to explore whether post-demonetisation, retailers 

used cash less frequently and switched to using the 

alternative modes provided by the banks for transactions 

with their suppliers.

     As per our study, more than 80% of the retailers sourced 

their supplies from wholesalers. Therefore, we also tried to 

look at the changes in payments between the retailers and 

the wholesalers through the lens of the retailers.  

Post-demonetisation, there was a small but definite 

change in the retailers’ frequency of using cash to pay the 

wholesaler. Although most retailers still used cash in their 

transactions with the wholesalers, there was a marked shift 

towards reducing the frequency of usage. Although not 

very significant, but post-demonetisation, there was an 

increase in the number of retailers who used alternative 

modes frequently to pay the wholesalers in locations with 

moderate consumption levels.

     Post-demonetisation, there was a sharp decline in the 

number of retailers who recalled using cash “very 

frequently” to pay their suppliers. Although not significant, 

compared to 3% retailers who recalled using alternative 

modes (cards, cheques, account transfers and mobile 

payments) frequently in locations with moderate 

consumption levels, post-demonetisation, almost 9% 

retailers recalled using them frequently.

     Post-demonetisation, “digital payments” probably 

resonated with more than ever before - leading not only to 

increased usage but also to better awareness and recall 

about them.

     Post-demonetisation, cheques appeared to be the most 

widely and frequently used cashless mode in the 

transactions between retailers and wholesalers. Almost 7% 

of the retailers who sourced supplies from wholesalers 

used cheques to make these payments. Since even 

wholesalers have limited digital payments acceptance 
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infrastructure, it is likely that retailers used an alternate 

cashless payment mode (cheques) which they had access 

to and was accepted by their wholesalers.

Retailers usage of Cash & Cashless  to pay SuppliersRetailers usage of Cash 
& Cashless  to pay 
Suppliers Retailers use of Cashless modes to pay the wholesalers (Post-demonetisation)

Locations with 
sizable consumption 
levels

15%
9%
31%

6%
3%
14%

3%
2%
5%

7%
3%
17%

3%
3%
4%

3%
1%
10%

All 
Cashless 
modes

Debit 
Card

Credit 
Card

Cheques

Account 
Transfers

Mobile 
Payments

38%
39%
70%
38%

Retailers use of cash to pay 
wholesalers-Very Frequently

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

Post-demonetisation
(Locations with sizable
consumption levels)
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GOING CASHLESS CAN ALLEVIATE
CASH PAINS

During the demonetisation period, neither consumers had 

surplus cash to spend nor did retailers have ready cash to 

pay their suppliers. Credit was also not freely available to 

retailers. This resulted in several business constraints for 

the retailers. Businesses that already had and used digital 

payments acceptance infrastructure fared better than the 

ones who did not. We tried to explore whether the 

constraints in business caused by demonetisation actually 

resulted in a change in attitude (intent) towards using 

cashless systems and increasing cashless transactions 

amongst retailers.

     Post-demonetisation, more retailers agreed that they 

would like to increase cashless transactions in the future. 

This intent was observed in locations with both moderate 

and sizable consumption levels. Also this rise was seen in 

both rural and urban areas. Retailers who had access to 

cashless instruments such as debit cards etc. were more 

favourable towards using cashless transactions. It was 

also observed that the better educated retailers were more 

favourable towards using cashless transactions.

Post-demonetisation, there was a significant increase 

(over 130%) in the number of retailers who intended to use 

a cashless system in future in locations with moderate 

consumption levels. More retailers in these locations 

(66%) also expressed an intention to use a cashless 

system in future than those in locations with sizable 

consumption levels (54%). 

     Retailers intending to use cashless systems and 

transactions could have been driven by the need to hedge 

against cash dependence shocks on business by external 

events over which they have no control. Also, more 

retailers perceived that using a cashless system will help 

achieve more opportunities in business.

Retailers’ Intention to go Cashless in Future

Intend to use cashless system

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

*Locations with moderate consumption levels
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It is commonly known that merchant acceptance 

challenges slow down digital payments adoption and 

usage. Cards (Debit/ATM and Credit) are the most 

commonly understood cashless instruments with the 

consumers in India. Therefore, consumers’ usage of cards 

will increase if card payment acceptance infrastructure 

with the merchants is widespread and is available more 

often than not. While both demand and supply side interest 

in deploying card payment acceptance infrastructure has 

to be enhanced in addition to overcoming other economic 

and infrastructure barriers, we tried to explore whether 

demonetisation had led to an increased interest amongst 

the Kirana retailers to acquire card payment acceptance 

infrastructure.

     Post-demonetisation, overall 45% of the retailers 

agreed that they plan to buy a POS machine in future. More 

retailers in locations with sizable consumption levels 

agreed that they plan to buy a POS machine in future than 

those in locations with moderate consumption levels. More 

than 43% of the retailers in locations with moderate 

consumption levels agreed that they want to install a POS 

machine in the future – 80% more than the number of 

retailers before demonetisation. Post-demonetisation, 

In our qualitative interactions with the kirana 
retailers, many of them reported that since 
demonetisation, an increased number of 
consumers enquired with them – “Do you 
accept cards?” 

almost 43% of the retailers in rural areas and 50% in urban 

areas agreed that they plan to deploy a POS machine in 

future. 

     One of the reasons for this increased interest in 

deploying POS machines is probably the kirana retailers’ 

awareness of the changing consumer behaviour and 

preferences. There was also an increase in the perception 

amongst the retailers that consumers find it convenient to 

pay using cards.

RISE IN DEMAND FOR POS MACHINES

25

Retailers' Intention to deploy POS machine

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

Post-demonetisation
(Locations with sizable
consumption levels)



TOWARDS A FORMAL ECONOMY
– CURRENT ACCOUNTS GROWING

Higher number of current accounts amongst 
retailers in urban areas of locations with 
moderate consumption levels and rural areas of 
locations with sizable consumption levels.

the retailers interviewed in these locations had a bank 

account. 

     Increase in access to current accounts could possibly 

lead more retailers to use the banking channel for their 

business. Increased usage of bank accounts for business 

purposes may drive cashless transactions. Also, increased 

usage of current accounts is likely to make it easier for 

retailers to acquire digital payments acceptance 

infrastructure, particularly, POS machines as banks insist 

on the merchant having a current account with a branch of 

the bank. Transaction history in the accounts may give an 

indication of payment volumes of these Kirana retailers 

which could generate a greater interest amongst formal 

financial institutions to service these Kirana retailers 

including extending them business credits and loans.
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Had a Savings 
Account 84%

Had a Bank 
Account 97%

Locations with moderate consumption levels

Urban Rural

Urban Rural

14%

20% 17%

20% 11%

9%

Had a Current
Account

Had a Current Account

17%

Retailers access to Bank Accounts

Overall

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

Post-demonetisation, more retailers appeared to be 

having a current account in locations with moderate 

consumption levels. Overall, post-demonetisation, 17% of 

the retailers reported having a current account whereas in 

locations with moderate consumption levels, 14% of 

retailers had a current account.

     More retailers in locations with sizable consumption 

levels (~27%) had a current account as compared to those 

in locations with moderate consumption levels (~14%). 

While there is a significant increase in the number of 

retailers with a current account in urban areas of locations 

with moderate consumption levels, more retailers in rural 

areas of locations with sizable consumption levels had a 

current account.

     Owing to schemes such as the Pradhan Mantri Jan-Dhan 

Yojana (PMJDY), bank account penetration in India was 

already quite high prior to demonetisation and therefore, 

post-demonetisation, no significant change was observed 

in the number of retailers in locations with moderate 

consumption levels who had a bank account. 

Post-demonetisation, 97% of the retailers in locations with 

moderate consumption levels reported having a bank 

account. Even prior to demonetisation, more than 93% of 



Retailers willingness to pay for Cashless  transactions

1%Less 
than

62%

59% 38%

64%
33%
18%

49%

Across all locations

Locations with moderate
consumption levels

Locations with Sizable
consumption Levels

51%

59% 60%
UrbanRural

38% 39%
Rural Urban

1% or 
More

There was a significant 
increase in the number of 
retailers who were willing 
to pay more than 1% of 
transaction amount for 
having a digital payments 
acceptance infrastructure 
at their store
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MORE RETAILERS WILLING TO PAY
HIGHER TRANSACTION CHARGE

One of the reasons that deters merchants from acquiring a 

digital payments acceptance infrastructure is the cost 

associated in acquiring and using the infrastructure. 

Merchants with low payment volumes, small transaction 

values and smaller margins because of their geographic 

location and product categories in which they trade, are 

often reluctant to acquire digital payments acceptance 

infrastructure as the costs associated with it cuts into their 

margin. Cash is seen to be “painless” and “costless”.

      Demonetisation made cash appear a little painful.   

Post-demonetisation, we tried to assess whether retailers 

had a greater willingness to pay a transaction charge for 

having a cashless payment infrastructure in their stores.

Post-demonetisation, there was no significant change in 

the number of retailers willing to pay upto 1% of the 

transaction charge in locations with moderate 

consumption levels. However, there was a significant 

increase in the number of retailers who were willing to pay 

more than 1% of transaction amount for having a digital 

payments acceptance infrastructure at their store in these 

locations. Post-demonetisation, overall 38% were willing 

to pay a transaction charge in excess of 1% of the 

transaction amount. More retailers in locations with sizable 

Willingness of the retailers to pay a higher 
transaction charge can not only accelerate 
adoption of digital payments acceptance 
infrastructure but it also creates enough 
incentive to push digital services under a more 
viable business model.

consumption levels were willing to pay a higher 

transaction charge than those in locations with moderate 

consumption levels.

     Increase in the number of retailers intending to go 

cashless and willing to bear the cost of a cashless 

transaction shows the value perceived by the retailers in 

going cashless, post-demonetisation. More retailers 

willing to pay for the transaction also augurs well for the 

digital payments ecosystem as it reduces adoption and 

usage barriers for the consumers.

30

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

Post-demonetisation
(Locations with sizable
consumption levels)
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WILL CASHLESS JOURNEY
LEAPFROG TO MOBILE PAYMENTS
Youth and rural consumers leaning towards mobile payments | Mobile payments 

gaining mindshare amongst consumers | Consumers plan to use mobile payments 

frequently | Retailers upbeat about mobile payments | Customers, peers - driving this 

change amongst retailers.
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YOUNG AND RURAL CONSUMERS
LEANING TOWARDS MOBILE PAYMENTS

As per the 2011 census data, 41% of India’s population is 

below 20 years of age and about 50% of the population is 

between 20 – 59 years.  By 2020, the average age of the 

Indian population is expected to be around 29 years1. This 

indicates that for the next few years, India is going to 

remain a youthful country. And therefore, what the young 

consumers (those upto 30 years of age) think of “digital 

payments”, how they perceive its value and utility and the 

extent of access they have may set the pace for adoption 

and usage of digital payments.  As per the 2011 census 

data, almost 70% of the population resides in rural areas. 

No cashless journey can be complete without the rural 

population participating in it.

     Post-demonetisation, an increasing number of young 

consumers in locations with moderate consumption levels 

perceived mobile payment services to be useful and were 

planning to use mobile payments frequently. Overall, 

post-demonetisation, 51% of the young consumers 

perceived mobile payment services to be useful and 

planned to use them more frequently.

     Prior to demonetisation, a higher percentage of young 

consumers in locations with moderate consumption levels 

perceived cards to be useful compared to those who 

 WILL CASHLESS JOURNEY LEAPFROG
TO MOBILE PAYMENTS?
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Agreed Mobile Payment 
services are useful

51%

49%
35%

44%

40%
26%

Plan to use Mobile Payment 
services frequently

56%

54%
32%

46%

42%
26%

Consumers 
upto 30 years 
of age

Rural 
consumers

Agreed Cards are
useful

55%

53%

48%

47%

Plan to use Cards 
frequently

60%

58%

54%

52%
40%

Consumers 
upto 30 years 
of age

Rural 
consumers

Card vs. Mobile Payment – Narrowing Gap in Perception of Usefulness

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)
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perceived mobile payments to be useful. While there was 

no major change in the perception on the “usefulness” of 

cards amongst the young consumers in these locations, 

the perception that mobile payments would be useful 

appeared to be growing rapidly amongst young 

consumers.   Post-demonetisation, the percentage of 

young consumers in these locations who agreed that cards 

are useful and the percentage of young consumers who 

agreed that mobile payment services are useful appeared 

to be converging. There was a significant increase in the 

number of young consumers who planned to use mobile 

payment services, in these locations.

     Usage of mobile phones for payments increased 

substantially, post-demonetisation, amongst young 

consumers with smartphones in locations with moderate 

consumption levels. A higher percentage of young 

consumers with smartphones used internet (~81%) 

compared to any other age group. Post-demonetisation, 

access to cashless instruments such as credit cards, debit 

cards etc. was higher amongst young consumers (~57%) 

than any other age group.

     The perception that mobile payment services are useful 

was also rapidly growing amongst rural consumers in 

locations with moderate consumption levels 

post-demonetisation. Also, there was a significant 

increase in the number of rural consumers in these 

locations who planned to use mobile payments.

1Source - http://news.bbc.co.uk/2/hi/south_asia/6911544.stm 36
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LEARNING AND USING DIGITAL PAYMENT

Indications are that rural consumers, including 

females, who have access to digital payments are 

using them without any hesitation today.

     Monisha (name changed), a relatively affluent 

rural housewife, has a bank account and a debit card. 

She hardly uses her debit card in her home town as 

there are very few places where it is accepted. How-

ever, she finds the debit card very useful and secure 

when she visits nearby towns to make purchases. 

Should Monisha have more options locally to use her 

card, she will not only use it but may even help others 

use a card. 

     Another woman, Rama (name changed) from the 

same area spoke about her online purchasing experi-

ences. She has a bank account and a debit card but is 

not very conversant using them for online purchases. 

She requests one of her friends, who is comfortable 

using digital payments instruments, to make online 

purchases for her.

It is obvious that consumers, irrespective of 
where they are located, are willing to learn and 
use digital payments methods at all places where 
it is possible.

RURAL CONSUMERS NOT HESITATING TO USE DIGITAL PAYMENTS
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MOBILE PAYMENTS - GAINING MINDSHARE
AMONGST CONSUMERS

Mobile payments, in spite of being relatively less used and 

despite being a later entrant than cards, are fast gaining 

mindshare amongst consumers. 

     In the post-demonetisation period, a significant increase 

was observed amongst consumers who perceived mobile 

payment services as useful and convenient, in locations 

with moderate consumption levels. Post-demonetisation, 

overall 43% consumers agreed that mobile payment 

services would be useful. Also there was a significant rise in 

the number of female consumers who perceived mobile 

payments would be useful, in these locations.

     Post-demonetisation, a significant increase was 

observed amongst consumers who perceived that mobile 

payments would be “as easy to use as cards” and “as easy 

to use as cash” while there was no significant change in the 

perception that cards are “as easy to use as cash” within the 

same consumer group, in locations with moderate 

consumption levels. Overall, post-demonetisation, 45% of 

the consumers perceived mobile payments to be “as easy 

to use as cash” and “as easy to use as cards” whereas 48% 

of the consumers agreed that cards are “as easy to use as 

cash”. This increase was also observed in rural areas and 

amongst female consumers.

Gap in perception that cards would be more 
useful than mobile payments is diminishing 
amongst consumers

While more consumers still perceived card to be 
“as easy to use as cash” than those who 
perceived mobile payments to be “as easy to 
use as cash”, post-demonetisation, this gap 
seems to have reduced.

No significant negative change in perception with respect 

to cards indicate that they may continue to remain relevant 

in the near future. However, as consumers also continue to 

explore a variety of payment options, mobile payments 

appear set to gain ground post-demonetisation.

Increase in the number of consumers in 
locations with moderate consumption 
levels who agreed that Mobile Payments 
are useful

33%

Agreed Cards
would be useful

Agreed Mobile
Payment services
would be useful

&

Perception of  Cards vs Mobile Payments as 
Useful amongst Consumers

Gap in perception of  usefulness diminishing
amongst Consumers

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)



CONSUMERS TO USE MOBILE PAYMENTS
MORE FREQUENTLY

While there was an increase in consumers who see a 

greater value in digital payments, particularly mobile 

payments, post-demonetisation, we also explored whether 

the perceived value was strong enough to drive adoption 

and usage. We tried to explore whether, 

post-demonetisation, there was any change in the number 

of consumers who planned to use digital payments more 

frequently than before. Also “plan to use frequently” is an 

indicator of how ready consumers themselves feel in 

adopting digital payments - both cards and mobile 

payments.

     Post-demonetisation, there was a significant rise in the 

number of consumers in locations with moderate 

consumption levels who planned to use mobile payment 

services. This increase was significant in rural areas and 

amongst both male and female consumers in these 

locations. Consumers with access to one or more cashless 

instruments planned to use mobile payments frequently. 

Although not as substantial as mobile payments, there was 

a significant increase in the number of consumers in these 

locations who planned to use cards frequently. More 

consumers in rural areas (52%) of these locations planned 

41 42

Post-demonetisation, consumers plan to use 
both cards and mobile payments frequently; the 
increase is more substantial with respect to 
mobile payments

to use cards frequently than urban areas (47%). 

More consumers in locations with sizable consumption 

levels planned to use mobile payments and cards 

frequently than those in locations with moderate 

consumption levels.

Overall, about 52% consumers planned to use cards 

frequently, compared to 45% who planned to use mobile 

payments frequently, but this gap appears to have 

narrowed post-demonetisation. Post-demonetisation, 43% 

consumers in locations with moderate consumption levels 

(30% pre-demonetisation) planned to use mobile 

payments frequently compared to 50% who planned to use 

cards frequently (42% pre-demonetisation).

19%
Increase in Consumers who agreed 
that they plan to use Cards 
frequently

Plan to use Cards frequently 

Rural

Urban

Plan to use Mobile Payments frequently 

43%
Increase in Consumers who agreed 
that they plan to use Mobile Payments 
frequently

Upto 30 
years of age

52% 50%
42%

54% 52%
40%

48% 47%

60% 58%

48% 43%

Overall
Location with moderate
consumption levels

45% 43%
30%

46% 42%
26%

43% 43%

56% 54%
32%

41% 38%
27%

Overall
Locations with moderate
consumption levels

Female

Locations with moderate consumption levels

Cards & Mobile payments Consumers plan to use frequently

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)
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RETAILERS UPBEAT ABOUT MOBILE PAYMENTS

While mobile payments appear to be gradually finding 

space in the minds of the consumers because of their 

perceived value and usefulness, adoption and usage will 

continue to remain low if the perceived value for the 

merchants remain low or is not clearly understood by the 

merchants.  The merchants’ adoption of a card or a mobile 

payments acceptance infrastructure is likely to depend on 

(a) Perceived value of each of these payment acceptance 

modes 

(b) Knowledge and perception about access, adoption 

and usage of the available payment options by their 

customers and 

(c) Peer adoption

We explored the kirana retailers’ perceived value of a card 

and mobile payments acceptance infrastructure in terms 

of 

 

CONVENIENCE – Post-demonetisation, more kirana 

retailers in locations with moderate consumption levels 

perceived mobile payments to be convenient to use. There 

was no significant change in perception about payments 

with POS devices in these locations. Substantially more 

number of kirana retailers in locations with sizable 

Post-demonetisation, there was a substantial 
increase in perceived value of mobile payments

consumption levels perceived both mobile payments and 

cards payment acceptance infrastructure to be convenient 

to use than those in locations with moderate consumption 

levels.  Post-demonetisation, overall 36% of the kirana 

retailers perceived cards to be convenient to use 

compared to 30% who perceived mobile payments 

convenient to use.

 

INCREASES SALES VOLUME – Post-demonetisation, 

more kirana retailers in locations with moderate 

consumption levels perceived that mobile payments led to 

increased sales volume. There was no significant change 

in perception about payments with POS devices in these 

locations. Substantially more kirana retailers in locations 

with sizable consumption levels perceived that both 

mobile payments and cards payment acceptance 

infrastructure increased sales volume than those in 

locations with moderate consumption levels.  

Post-demonetisation, overall 36% of the kirana retailers’ 

perceived cards increased sales volume compared to the 

30% who perceived that mobile payments increases sales 

volume.

 

MAKES BUSINESS COST EFFECTIVE 

–Post-demonetisation, more kirana retailers in locations 

with moderate consumption levels perceived that mobile 

payments makes business cost effective. There was no 

significant change in perception about payments with 

POS devices in these locations. Substantially more kirana 

retailers in locations with sizable consumption levels 

perceived that both mobile payments and cards payment 

acceptance infrastructure makes business cost effective 

than those in locations with moderate consumption levels.  

Post-demonetisation, overall 38% of the kirana retailers 

perceived cards make business cost effective compared 

to 30% who perceived mobile payments make business 

cost effective.



Retailers agreed that 
Mobile Payments 
Increases sales volume

71%
Increase in locations
with moderate 
consumption level

Overall 30%

Retailers agreed that 
Mobile Payments are 
Convenient  to use

Overall 30%

Retailers agreed that 
Mobile Payments makes 
Business cost effective

Overall 30%

Retailers agreed that 
Mobile Payments are 
Cheaper than payments 
using a POS device

Overall 27%

71%
Increase in locations
with moderate 
consumption level

71%
Increase in locations
with moderate 
consumption level

27%
Increase in locations
with moderate 
consumption level
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Perceived value of payments using POS devices (Post-demonetisation)

Retailers agreed that POS devices
Increases sales volume

36%
30%
53%

Retailers agreed that POS devices 
are Convenient to use

36%
36%
36%

Retailers agreed that POS devices 
makes Business cost-effective

38%
31%
60%

Retailers agreed that POS devices 
are  Affordable

38%
31%
56%

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

Post-demonetisation
(Locations with sizable
consumption levels)

Retailers understand the value of mobile payments 

Post-demonetisation, more retailers feel Mobile Payments have value for them  



47 48

Retailers see higher consumer demand for mobile payments

Generally, the non-UPI mobile wallets can be used 
only after populating them from a bank account 
through internet banking or a debit / credit card. 
Therefore, for using a non-UPI mobile wallet, 
access and prior knowledge about and ability to 
use internet banking, cards etc. is crucial. 

Practically, it is difficult for non-UPI mobile 
banking to gain an advance over cards. 
With Bharat Interface for Money (BHIM) and *99# 
and a change in perception about mobile payments, 
probably the right environment is being created for 
mobile banking to leap ahead of cards. Since before 
demonetisation there was no BHIM, it is quite 
possible that a significant change in perception 
post-demonetisation was being driven by BHIM. 

     Retailers do not deploy cashless systems because the 

consumers do not ask for it or do not need it, and    

     Consumers cannot use cashless instruments at the 

Kirana stores as they do not have the required 

infrastructure.

CONSUMERS DRIVING CHANGE
AMONGST RETAILERS

In addition to perceived value, merchants’ decision to 

adopt a cashless system is likely to be influenced by (a) 

Knowledge and perception about access, adoption and 

usage of the available payment options by their customers 

and (b) Peer adoption.

     Pre-demonetisation, the retailers’ plan of adopting 

cashless systems was high when (a) peer retailers in the 

area provided mobile payment services and (b) when they 

had good access to banking products.   

     Post-demonetisation, customers’ push and interest in 

cashless systems, more so in mobile payments, appeared 

to be driving retailers’ plans to adopt cashless systems. 

The retailers’ perceived ease of use was also being driven 

by the perception that customers find it convenient to use 

mobile payment services. 

     During our qualitative discussions with retailers, they 

highlighted that that post-demonetisation more 

consumers were enquiring about the availability of 

cashless payment options including Unified Payments 

Interface (UPI) at their shops. Increased enquiries by 

consumers and intent of the retailers to acquire cashless 

system post-demonetisation could finally solve the 

circular problem. 

Retailers perception that 
customers expect them to 
have a working POS device.

Retailers agreed that consum-
ers expect  them to provide 
Mobile Payments.

Retailers perception that POS 
devices are popular amongst 
other store owners.

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)

Post-demonetisation
(Locations with sizable
consumption levels)



AFTER DEMONETISATION
Purchasing pattern of consumers: buy small, buy important  | Positive view on 

“Small Change”.



Generally consumers opted to buy small, buy 
important.Significant changes have been 
observed in the purchase of 
(a) cooking essentials / staples
(b) Packaged foods - more consumers in locations 
with moderate consumption bought items in these 
categories with a shorter stocking horizon.

PURCHASING PATTERN OF CONSUMERS:
BUY SMALL, BUY IMPORTANT
Kirana stores are an important place for procuring items 

required on a daily basis primarily because of the ease 

and convenience they provide. Trading mostly in cash and 

in smaller quantities, these stores hardly acquire options 

to accept consumer payments digitally thereby 

entrenching their consumers in cash. During 

demonetisation, as availability of cash in lower 

denominations declined, consumer behaviour was clearly 

set to change.  Consumers had the option of either 

switching to stores which accepted digital money or 

adjusting their purchasing pattern. Wherever an option to 

switch was available, consumers must have probably 

switched. This is evident from the increase in the number 

of digital transactions during that period. Still, switching 

was not an option for everyone, everywhere. Switching 

was possible only when the consumers had the necessary 

instruments to pay digitally and the point of transaction 

had the necessary infrastructure to accept payments 

digitally. Therefore, switching options were limited, 

particularly in the non-metro locations and amongst 

consumers who did not have access to digital payments 

instruments. As a result, a change in the purchasing 

pattern of the consumers was also imminent – at least in 

the short term. 

     Some of these changes in the purchasing pattern of the 

consumers are evident even post-demonetisation.  We 

analysed the change in purchasing pattern of the 

consumers across product categories (a) Cooking 

essentials / staples (b) Packaged foods (c) Drinks and 

Beverages (d) Non-Food Household Supplies / Cosmetics 

(e) Fruits and vegetables etc.

     

There was a sharp increase in the number of consumers 

who bought cooking essentials / staples for less than a 

week and a sharp decline in the number of consumers who 

bought them for more than 1 week. Similar changes were 

observed in “non-food household supplies /cosmetics” 

category for purchases that last 3 weeks.

     In the case of “drinks and beverages”, 

post-demonetisation, there was a significant decline in the 

number of buyers in locations with moderate consumption 

purchasing these items to last them 3 weeks. It could be 

because consumers treated some of the items in these 

categories as non-essential and therefore deferred their 

purchase or stocked them in smaller quantities. These 

AFTER DEMONETISATION04

behavioural changes may have continued from the 

demonetisation period when consumers, due to 

non-availability of adequate cash, may have had to resort 

to smaller purchases and avoid non-essential purchases.

     Fruits and vegetables, being perishable items, are 

normally stocked for immediate consumption and 

therefore, consumers may not have had enough scope to 

cut their consumption even during the demonetisation 

period.
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Purchasing patterns  of consumers

More consumers purchased for shorter periods
Consumers avoided / deferred non essential items

Fruits & 
Vegetables

No Appreciable 
Change in Perishable
Food Items in locations with
moderate consumption levels

More consumers purchased 
for shorter periods

76%

82%

Locations with 
moderate consumption 
levels

Locations with moderate 
consumption levels 

76%

Locations with 
moderate consumption 
levels

25%

Packaged
Food

More consumers purchased 
for shorter periods

Staples &
Cooking Essentials

Purchased to last 
less than a weekPurchased to last 

less than a week

35%14%
28%

Purchased to 
last less than a week

Overall 

Overall 

34%
Locations with 
moderate consumption 
levels 

Locations with moderate 
consumption levels 

30%

Overall 

Locations with 
moderate consumption 
levels

Drinks &
Beverages

Locations with 
moderate consumption 
levels

Locations with moderate 
consumption levels 

68% 72%85%
Locations with 
moderate consumption 
levels

Locations with moderate 
consumption levels 

 

61%53%

Purchased to 
last 3 weeks

Non-food 
household supplies 
cosmetics
Purchased to
last 3 weeks

Overall 

59%
Overall 

A sharp decline post-demonetisation 
in locations with moderate 
consumption levels More consumers 

purchased for 
shorter periods

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)



INFRASTRUCTURE FOR DIGITAL PAYMENT
HACCEPTANCE NEEDS A PUSH

USE OF BANKING PRODUCTS AND
SERVICES FOR BUSINESS LIMITED

Deployment of alternative payment acceptance 

infrastructure, other than cash, by the retailers continued 

to remain very low. Post demonetization, almost 100% of 

retailers accepted cash whereas only 3% of the retailers 

accepted cashless payments - credit / debit cards, 

cheques or mobile wallets. Only 2% of the retailers had 

deployed POS devices. Therefore, no significant change 

was observed in modes of accepting payments for goods 

and services from customers.

Also, no significant difference was observed at aggregate 

level in the possession of a cashless instrument by the 

retailers. Post demonetization, 61% of the retailers 

possessed one or more cashless instruments such as a 

credit card, debit card, mobile wallets etc.  There was no 

significant difference in the pre and post ownership of 

cashless instruments by the retailers in medium, low MPCE 

locations, rural and urban areas. 

Although there is intent to adopt cashless transactions and 

digital payment acceptance infrastructure amongst the 

retailers, the gap between the intent and actual 

deployment of digital payment acceptance infrastructure 

appears to be wide. Since this is the gap that could lead to 

either accelerated adoption or slow decline in intent, this 

gap needs to be abridged. Non availability of POS devices, 

procedures for obtaining a POS device, documentation, 

lead times, digital and financial literacy, gap between 

account holders and debit card holders amongst retailers 

etc. could be some of the causes of this gap.

Increased usage of business services linked to institutional 

bank accounts are key to go cashless. The usage by the 

kirana retailers of the following services linked to a bank 

account was assessed

• Credit / Loan from Banks  

• Overdraft facility

• Receiving payments from customers to a bank account

• Payment to suppliers from the bank account

No significant difference was observed, post and pre 

demonetization, in the usage of the above services by the 

retailers. The use of the above products and services 

continued to remain muted. Supply, demand and 

awareness - all appears to be low. Low demand in the 

supply chain could be one of the reasons for low 

awareness and usage of these services. Also our analysis 

points out that access to banking products makes retailers’ 

perceive cashless systems are easy to use. Therefore, 

demand in the supply chain for digital payments has to be 

created to increase adoption and usage of these banking 

products and services.
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POSITIVE VIEW ON SMALL CHANGE

“Small change (Chillar)” has always been an irritant in cash 

transactions. Often consumers end up buying unnecessary 

items in lieu of “small change”. Retailers, such as the local 

kirana stores, thrust unnecessary items, often candies, to 

consumers in lieu of the change they are expected to 

return. This is irrespective of whether the consumer needs 

these fringe items or not. The retailers do not like to forego 

the change as it affects their margins while the consumers 

are left with no other choice but to accept non-formal 

alternatives to “small change” that may be due to them. 

Thus, even prior to demonetisation, alternative currency in 

the form of small value merchandise which could be used 

only by the retailer to pay the consumer has been common 

and a market for trading in currency coins has been in 

existence. Post-demonetisation, as higher denomination 

currency notes were used to remonetise the economy at a 

faster pace, it became important to understand the effect 

of demonetisation on use of this alternative currency and in 

the trade of “change currency”. 

In the pre-demonetisation period, almost 41% of the 

consumers in moderate consumption locations reported 

a. Whether there was an increase in the number 
of consumers who had to buy unnecessary 
items in lieu of change
b. Whether retailers had to buy “small change” 
currency    
c. Whether “small change” was a hindrance to 
transaction

often buying unnecessary items due to non-availability 

of change. Post-demonetisation, fewer consumers 

(~30%) reported often buying unnecessary items due to 

non-availability of change in these locations. Overall, 

post-demonetisation, ~35% consumers reported often 

buying unnecessary items due to non-availability of 

change. 

Seven weeks post-demonetisation in locations with 

moderate consumption, fewer consumers than those in the 

period before demonetisation considered non-availability 

of “small change” to be a hindrance in transaction. 

However, post-demonetisation, no significant difference 

from pre-demonetisation was observed in the number of 

retailers who reported “small change” to be a hindrance in 

transactions. But there is a sharp decline in the number of 

retailers who bought “small change” currency 

post-demonetisation in these locations.

Therefore, post-demonetisation, despite greater 

circulation of higher denomination currency notes, there 

appeared to be a decline in the need to make unnecessary 

purchases in lieu of change. Also there was no major 

opportunity to trade in “small change” currency.

Post-demonetisation, fewer consumers 
in locations with  moderate consumption 
levels bought unnecessary items due to 
unavailability of change

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

41%

30%



Fewer Retailers bought “small change” currency

83%

63%

69% Overall 

Locations with 
moderate consumption 
levels 

Locations with 
moderate 
consumption levels 

Fewer Consumers considered 
“small change” to be a hindrance 
to transactions 

Consumers

Agree

14% Locations with moderate 
consumption levels   

31%
34%

Disagree

Locations with moderate 
consumption levels 

Overall 

Locations with moderate 
consumption levels 

78% Locations with moderate 
consumption levels 

Overall 

57%
56%

“Small change” is a 
hindrance to transactions

Retailers 

53%
52% Locations with moderate 

consumption levels 

Overall

31%
34%

Disagree

Locations with moderate 
consumption levels 

Overall 

Agree

Retailers buying “small  change”

57

Non-availability of small change

Pre-demonetisation
 (Locations with moderate
consumption levels)

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)



CONSUMERS MAKE SMALL ADJUSTMENTS

People supported demonetisation wholeheartedly 

and made many adjustments for a larger cause.

     Asha (name changed), a matriculate homemaker, 

is one such example. She is able to make calls on her 

mobile. She usually relies on her children, who are 

well versed with mobiles and Internet, to carry out 

cashless transactions, whenever required. She has a 

savings account and owns a debit card that she has 

used at times for buying durables such as a television. 

She also knows about various other wallets and 

cards. However, she does not use any of these modes 

for her local grocery shopping. Cash is her preferred 

mode of transaction for grocery shopping, which she 

does primarily at the local markets. Asha strongly 

feels that the Kirana shopkeepers are also more 

comfortable accepting cash.

     Just after demonetisation in November, 2016, she 

and her family were short of cash. The household 

salary comes directly to their bank account and 

despite having money in the account, sufficient cash 

was not readily available at hand always. Asha 

resorted to controlled spending. She bought items as 

and when they were required and in lesser quantities 

than before. Around this period, her purchase of 

Kirana items decreased by half.

60

Asha is not alone. Many people in their own 
small ways made adjustments in support of 
demonetisation.

ALL FOR A LARGER CAUSE



HOW PREPARED ARE WE FOR
CASHLESS PAYMENTS?
Modest smartphone ownership and limited internet holding back digital payments | 

Infrastructure for digital payments acceptance needs a push | Use of banking products 

and services for business limited | Consumers now less wary of digital payments than 

before | Tax implications, security and privacy - rising concerns amongst retailers in 

using digital payments. 
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Overall

Mobiles

Smartphones

Male Female Urban Rural Use Internet
(Mobile phone users)

85% 93% 77% 86% 84% 29%

36% 41% 30% 36% 36% 74%

Amongst those who
have a mobile phone

(Smartphone users)

Overall

Mobiles

Smartphones

Locations with
moderate consumption levels Urban Rural

Use Internet
(Mobile phone users)

94% 93%

34%

94% 94% 33%

41% 41% 41% 80%
Amongst those who

have a mobile phone

Penetration of mobile phones and usage of internet 

(Smartphone users)

Consumers

Retailers

Post-demonetisation
(Locations with moderate
consumption levels)

Post-demonetisation
(Across all locations)
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MODEST SMARTPHONE OWNERSHIP AND LIMITED
INTERNET HOLDING BACK DIGITAL PAYMENTS

Innovations in the digital payments space predominantly 

uses the mobile phone. The penetration of mobile phones 

is high, use of internet on mobile devices is increasing and 

there have been successful payments stories on mobiles 

for others to replicate. Opening up of the payments space 

to non-banking institutions has given a further impetus to 

payments using mobiles. Digital payments options using 

mobile phones today have become so common that even 

traditional players such as card technology and payment 

service providers have been forced to rethink their digital 

payments instruments to accommodate mobile phones 

also. While all this is happening in the payments space, 

the mobile phone instruments themselves appear to be on 

the move – shifting from basic feature phones to 

smartphones amongst its user base. Smartphones and 

digital payments appear to be perfectly suited for each 

other – as smartphones make digital payments easier with 

a wide variety of options and digital payments in turn 

could provide that added value which drives consumers to 

aspire for a smartphone. Post-demonetisation, we 

explored the extent of smartphone ownership and internet 

usage on mobiles.

      Pre or post-demonetisation, ownership of mobile 

phones was substantially high amongst consumers and 

kirana retailers. Post-demonetisation, almost 85% of the 

consumers and 94% of the retailers reported possessing a 

mobile phone. Mobile phone penetration was highly 

widespread in locations with both sizable and moderate 

consumption levels and in urban and rural areas.

     Amongst those consumers and retailers who owned a 

mobile phone, no significant change was observed with 

respect to ownership of a smartphone in locations with 

moderate consumption levels. Smartphone ownership was 

more widespread amongst consumers and kirana retailers 

in locations with sizable consumption levels than those in 

locations with moderate consumption levels. 

     No significant change was observed before and after 

demonetisation amongst consumers and retailers in 

locations with moderate consumption levels in the usage of 

Internet on the mobile phone.  Expectedly, Internet usage 

was more amongst smartphone owners than amongst 

non-smartphone owners. Overall, about 74% of the 

consumers and 80% of the retailers who had a smartphone 

had Internet on their mobiles.

HOW PREPARED ARE WE FOR CASHLESS PAYMENTS05
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SIZABLE SAVINGS ACCOUNT OWNERSHIP
BUT ACCESS TO CASHLESS INSTRUMENTS IS TRAILING

The “Unbanked” have to rely heavily on cash. “Banking” 

the “unbanked” is therefore, the first step to provide an 

opportunity to the “unbanked” to acquire and use other 

payment options. As a part of its financial inclusion 

initiatives, the Government has taken many steps to 

provide a bank account to the “unbanked”. Under the 

Pradhan Mantri Jan-Dhan Yojana (PMJDY), almost every 

household has been provided with a bank account. Our 

study also points out that a sizable number of consumers 

and retailers have a bank account. Post-demonetisation, 

overall, 97% of the kirana retailers had a bank account, 

while 79% of the consumers had a savings bank account. 

Also savings bank account ownership amongst 

consumers was widespread in both rural and urban areas, 

amongst both males and females and across age groups. 

Therefore, expectedly, between pre and 

post-demonetisation, no significant change was 

observed in bank account ownership amongst consumers 

and retailers in locations with moderate consumption 

levels.  

     However, amongst the account holders, access to one 

or more cashless modes of payment was low. Only about 

62% of the consumers with a savings bank account and 

about 71% of the retailers with a bank account had access 

to one or more cashless modes of payment. This is not 

surprising considering that many of the accounts are either 

dormant or being used for basic transactions such as once 

in a while deposit, withdrawal, balance enquiry etc. Using 

the bank accounts and related products and services for 

payments is yet to catch on.  

     Both amongst consumers and retailers the gap between 

account holders and debit card holders appears to be 

wide. Post-demonetisation, only about 43% of the 

consumers with a savings bank account and 41% of the 

kirana retailers who had a bank account had a debit card. 

     Usage of the bank account for other products and 

services including other cashless instruments remains low. 

Overall, post-demonetisation, only 7% of the consumers 

had access to credit cards and only about 5% of the 

consumers had access to other cashless instruments such 

as Mobile wallets, UPI etc. Overall, post-demonetisation, 

only 11% of the kirana retailers had access to credit cards 

and only about 7% had access to other cashless 

instruments such as mobile wallets, UPI etc. In the case of 

kirana retailers, the ones in locations with sizable 

consumption levels had better access to digital payments 

Most of the consumers and retailers had access to 
only one digital payments instrument (excluding 
cheques) – mainly Debit Card. They hardly 
leverage their access to bank account / Debit Card 
to acquire other digital payment instruments.

instruments than those in locations with moderate 

consumption levels.
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INFRASTRUCTURE FOR DIGITAL PAYMENTS
ACCEPTANCE NEEDS A PUSH

In the Kirana ecosystem, the consumers and Kirana 

retailers are deeply entrenched in cash. Uniform regularity 

and relatively high frequency of these transactions make 

them a low value affair, and therefore, conducive to cash 

transactions. Even if consumers’ access to cashless 

instruments is increased tremendously, these 

transactions would continue to be cash-oriented because 

of the entrenched habit of transacting in cash. This 

entrenched habit is hard to change unless there is a 

proliferation of stores that accept digital payments. This in 

itself is hard to achieve. Post-demonetisation, while 

almost everyone accepted cash, overall, only about 11% of 

the kirana retailers accepted digital payments for the 

goods they sell to their customers. Only about 5% of the 

kirana retailers reported having a POS / card reading 

machine. More kirana retailers in locations with sizable 

consumption levels had a POS / card reading machine 

than those in locations with moderate consumption levels. 

Retailers in locations with sizable consumption levels also 

had access, even though low, to mobile wallets.

     Post-demonetisation, despite the intent amongst 

retailers to adopt cashless transactions and deploy digital 

payments acceptance infrastructure, actual availability of 

digital payments options were low with the kirana stores. It 

would be unrealistic to expect that immediately upon or 

after demonetisation there would a noticeable spurt in 

acceptance of digital payments and deployment of digital 

payments infrastructure. During our qualitative interactions 

with the kirana retailers, however, some of them had 

indicated that they have applied for POS devices in the 

banks. 

     Non-availability of POS devices, procedures for 

obtaining a POS device, documentation, lead times, digital 

and financial literacy, etc. could be some of the other 

reasons that could have made immediate adoption a little 

difficult and far-fetched.
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INFRASTRUCTURE FOR DIGITAL PAYMENT
HACCEPTANCE NEEDS A PUSH

USE OF BANKING PRODUCTS AND
SERVICES FOR BUSINESS LIMITED

Deployment of alternative payment acceptance 

infrastructure, other than cash, by the retailers continued 

to remain very low. Post demonetization, almost 100% of 

retailers accepted cash whereas only 3% of the retailers 

accepted cashless payments - credit / debit cards, 

cheques or mobile wallets. Only 2% of the retailers had 

deployed POS devices. Therefore, no significant change 

was observed in modes of accepting payments for goods 

and services from customers.

Also, no significant difference was observed at aggregate 

level in the possession of a cashless instrument by the 

retailers. Post demonetization, 61% of the retailers 

possessed one or more cashless instruments such as a 

credit card, debit card, mobile wallets etc.  There was no 

significant difference in the pre and post ownership of 

cashless instruments by the retailers in medium, low MPCE 

locations, rural and urban areas. 

Although there is intent to adopt cashless transactions and 

digital payment acceptance infrastructure amongst the 

retailers, the gap between the intent and actual 

deployment of digital payment acceptance infrastructure 

appears to be wide. Since this is the gap that could lead to 

either accelerated adoption or slow decline in intent, this 

gap needs to be abridged. Non availability of POS devices, 

procedures for obtaining a POS device, documentation, 

lead times, digital and financial literacy, gap between 

account holders and debit card holders amongst retailers 

etc. could be some of the causes of this gap.

Increased usage of business services linked to institutional 

bank accounts are key to go cashless. The usage by the 

kirana retailers of the following services linked to a bank 

account was assessed

• Credit / Loan from Banks  

• Overdraft facility

• Receiving payments from customers to a bank account

• Payment to suppliers from the bank account

No significant difference was observed, post and pre 

demonetization, in the usage of the above services by the 

retailers. The use of the above products and services 

continued to remain muted. Supply, demand and 

awareness - all appears to be low. Low demand in the 

supply chain could be one of the reasons for low 

awareness and usage of these services. Also our analysis 

points out that access to banking products makes retailers’ 

perceive cashless systems are easy to use. Therefore, 

demand in the supply chain for digital payments has to be 

created to increase adoption and usage of these banking 

products and services.
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USE OF BANKING PRODUCTS AND SERVICES
FOR BUSINESS LIMITED
In India, digital payments services are generally viewed as 

services provided by the Banks even though there are a 

quite a few non-banking players now in this space. 

Therefore, the extent of a merchant’s consumption of other 

banking products and services may be equally critical in 

driving adoption and perception of digital payments. We 

explored the extent of other banking products and services 

used by the kirana retailers such as 

• Credit / Loans from the banks  

• Overdraft facility

• Receiving customer payments to a bank account

     The study reveals that the use of other banking products 

and services, such as those mentioned above, was 

relatively low. Overall about 5% of the kirana retailers 

availed credit / loans from the Banks and less than 1% of 

the kirana retailers availed overdraft facility. Amongst the 

other products and services, use of insurance was 

relatively high compared to use of other products and 

services. No significant difference was observed, pre and 

post-demonetisation, in the usage of the above products 

and services by Kirana retailers, in locations with moderate 

consumption levels.

Availed loan /
credit from Banks

Availed 
overdraft facility

Received customer 
payments to a 
bank account

Availed 
Insurance

4% <1%

5% 9%

Use of Banking Products and Services by Retailers

Post-demonetisation
(Across all locations)

Post-demonetisation (Across all locations)



INFRASTRUCTURE FOR DIGITAL PAYMENT
HACCEPTANCE NEEDS A PUSH

USE OF BANKING PRODUCTS AND
SERVICES FOR BUSINESS LIMITED

Deployment of alternative payment acceptance 

infrastructure, other than cash, by the retailers continued 

to remain very low. Post demonetization, almost 100% of 

retailers accepted cash whereas only 3% of the retailers 

accepted cashless payments - credit / debit cards, 

cheques or mobile wallets. Only 2% of the retailers had 

deployed POS devices. Therefore, no significant change 

was observed in modes of accepting payments for goods 

and services from customers.

Also, no significant difference was observed at aggregate 

level in the possession of a cashless instrument by the 

retailers. Post demonetization, 61% of the retailers 

possessed one or more cashless instruments such as a 

credit card, debit card, mobile wallets etc.  There was no 

significant difference in the pre and post ownership of 

cashless instruments by the retailers in medium, low MPCE 

locations, rural and urban areas. 

Although there is intent to adopt cashless transactions and 

digital payment acceptance infrastructure amongst the 

retailers, the gap between the intent and actual 

deployment of digital payment acceptance infrastructure 

appears to be wide. Since this is the gap that could lead to 

either accelerated adoption or slow decline in intent, this 

gap needs to be abridged. Non availability of POS devices, 

procedures for obtaining a POS device, documentation, 

lead times, digital and financial literacy, gap between 

account holders and debit card holders amongst retailers 

etc. could be some of the causes of this gap.

Increased usage of business services linked to institutional 

bank accounts are key to go cashless. The usage by the 

kirana retailers of the following services linked to a bank 

account was assessed

• Credit / Loan from Banks  

• Overdraft facility

• Receiving payments from customers to a bank account

• Payment to suppliers from the bank account

No significant difference was observed, post and pre 

demonetization, in the usage of the above services by the 

retailers. The use of the above products and services 

continued to remain muted. Supply, demand and 

awareness - all appears to be low. Low demand in the 

supply chain could be one of the reasons for low 

awareness and usage of these services. Also our analysis 

points out that access to banking products makes retailers’ 

perceive cashless systems are easy to use. Therefore, 

demand in the supply chain for digital payments has to be 

created to increase adoption and usage of these banking 

products and services.
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CONSUMERS NOW LESS WARY OF DIGITAL
PAYMENTS THAN BEFORE
Cash is preferred because it is also perceived to be safe. 

Critics of cash may argue that cash can be stolen and 

counterfeit currency can find its way into one’s wallet. 

While digital payments also face many threats and security 

challenges, what increases these fears is the unclear  

world of its operations and a lack of adequate 

understanding and knowledge of how it works. One’s own 

knowledge and understanding of the digital payments 

leads one to make his/her own assessment of these threats 

and create compelling reasons to adopt or stay away from 

this medium. We assessed some of these fears and the 

extent to which they are embedded in the minds of the 

consumers and the kirana retailers. As demonetisation was 

also a significant event for cashless transactions, we 

explored whether it dispelled false fears and brought to the 

fore the real ones. 

     Post-demonetisation, amongst consumers in locations 

with moderate consumption levels there was a significant 

decrease in fears related to payments using debit / credit 

cards. Overall, fewer consumers in these locations 

appeared to be fearful of

• Losing PIN codes and it ending up in wrong hands

• Making mistakes since the correctness of the entered 

information is difficult to check from the screen

• Debit / credit card issuers providing personal information 

to other companies without consent

• Debit / credit card issuers endangering privacy by using 

personal information without permission

Post-demonetisation, fewer consumers in these locations, 

were fearful of

• Losing mobile PIN codes and it ending up in wrong hands

• Mobile service issuers endangering privacy by using 

personal information without permission

• Mobile running out or connection being lost while doing a 

transaction

     However, consumers in these locations were still wary of 

mobile payments (a) tapping the information of the bill 

wrongly and (b) receiving spam / spam SMS.
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INFRASTRUCTURE FOR DIGITAL PAYMENT
HACCEPTANCE NEEDS A PUSH

USE OF BANKING PRODUCTS AND
SERVICES FOR BUSINESS LIMITED

Deployment of alternative payment acceptance 

infrastructure, other than cash, by the retailers continued 

to remain very low. Post demonetization, almost 100% of 

retailers accepted cash whereas only 3% of the retailers 

accepted cashless payments - credit / debit cards, 

cheques or mobile wallets. Only 2% of the retailers had 

deployed POS devices. Therefore, no significant change 

was observed in modes of accepting payments for goods 

and services from customers.

Also, no significant difference was observed at aggregate 

level in the possession of a cashless instrument by the 

retailers. Post demonetization, 61% of the retailers 

possessed one or more cashless instruments such as a 

credit card, debit card, mobile wallets etc.  There was no 

significant difference in the pre and post ownership of 

cashless instruments by the retailers in medium, low MPCE 

locations, rural and urban areas. 

Although there is intent to adopt cashless transactions and 

digital payment acceptance infrastructure amongst the 

retailers, the gap between the intent and actual 

deployment of digital payment acceptance infrastructure 

appears to be wide. Since this is the gap that could lead to 

either accelerated adoption or slow decline in intent, this 

gap needs to be abridged. Non availability of POS devices, 

procedures for obtaining a POS device, documentation, 

lead times, digital and financial literacy, gap between 

account holders and debit card holders amongst retailers 

etc. could be some of the causes of this gap.

Increased usage of business services linked to institutional 

bank accounts are key to go cashless. The usage by the 

kirana retailers of the following services linked to a bank 

account was assessed

• Credit / Loan from Banks  

• Overdraft facility

• Receiving payments from customers to a bank account

• Payment to suppliers from the bank account

No significant difference was observed, post and pre 

demonetization, in the usage of the above services by the 

retailers. The use of the above products and services 

continued to remain muted. Supply, demand and 

awareness - all appears to be low. Low demand in the 

supply chain could be one of the reasons for low 

awareness and usage of these services. Also our analysis 

points out that access to banking products makes retailers’ 

perceive cashless systems are easy to use. Therefore, 

demand in the supply chain for digital payments has to be 

created to increase adoption and usage of these banking 

products and services.
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TAX IMPLICATIONS, SECURITY AND PRIVACY
-RISING CONCERNS AMONGST RETAILERS IN USING DIGITAL PAYMENTS
Post-demonetisation, kirana retailers in locations with 

moderate consumption levels seemed to be more wary of 

mobile payments than before while there was no 

significant change in various fears related to card 

payments. More kirana retailers appeared to be wary of 

both card and mobile payments in locations with sizable 

consumption levels than those in locations with moderate 

consumption levels.

     The topmost concern of kirana retailers in locations with 

sizable consumption levels was tax implications in using 

POS machines and mobile payments. As high as 73% of the 

kirana retailers in these locations fear tax implications in 

using POS machines. Besides, tax implications, a large 

number of retailers in these locations feared that the POS 

machines / mobile might share their or their customers’ 

information to other people without consent. 

     Kirana retailers in locations with moderate consumption 

levels feared that the POS machines / mobiles may share 

information belonging to them or their customers with 

other people without consent. While tax implications do 

worry them as well, more kirana retailers in these locations 

were concerned about (a) malfunction of POS machine / 

mobile (b) mistakes made by them or their customers in 

entering the right amount / information.

     Post-demonetisation, there was a significant decrease 

in the number of retailers who believed that it takes a lot of 

time using POS machines to complete a transaction. 

However, more retailers in locations with sizable 

consumption levels believed that it takes a lot of time to 

complete a transaction both using POS machines and 

using mobile phones than those in locations with moderate 

consumption levels. More retailers in locations with sizable 

consumption levels also avoided using POS machines / 

mobile phones as most transactions are of low value.
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CONVERT CHALLENGES
INTO OPPORTUNITIES
Invest in digital and financial literacy | Close gaps to fulfil intent | Create need based and 

innovative products.  
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CURRENT CHALLENGES PRESENT OPPURTUNITY06

INVEST IN DIGITAL &  FINANCIAL LITERACY

Digital and financial literacy is key to 
increasing adoption of digital payments 

AWARENESS CREATION AND INFORMATION 
DISSEMINATION

Government and service providers have to devise intelligent literacy 
campaigns. The reach and pervasiveness of mobile phones has to be 
used for digital and financial literacy.

Despite an increasing number of consumers and 
retailers perceiving digital payments instruments 
to be useful, there is still a sizeable section that 
has reservations on the usefulness. Right 
communication can create awareness on the 
benefits of digital payments and allay concerns on 
digital payments. Concerns on privacy, consumer 
protection and security should be adequately 
addressed through proper literacy campaigns and 
information dissemination by stakeholders.

LITERACY ON FINANCIAL PRODUCTS
AND SERVICES

Increased usage of financial products and services 
can increase adoption of digital payments. Usage 
of financial products and services will increase 
when people are empowered to choose the right 
financial product. Banks and other financial service 
providers need to educate their customers on the 
various products and services that are made 
available to them. This will enable them to select 
right products and services based on their 
requirements and risk assessment.

DIGITAL PAYMENTS LITERACY 

While there is a sizable population which has 
access to bank accounts, these accounts are not 
being used to transact and to acquire digital 
payments instruments. Most of these account 
holders do not know how to activate the digital 
payments instruments associated by default with 
their account or to acquire new digital payments 
instruments. Lack of interest in actively acquiring 
digital payments instruments could be on account 
of inadequate knowledge and confidence in using 
these instruments. Therefore, digital payments 
literacy is essential on each major mode of digital 
payments. Literacy has to be imparted on the utility 
of these instruments, ways to acquire them, how 
and where to use them, precautions to be taken in 
using these instruments and the risks associated 
with them.

Kirana retailers have to be educated on digital 
payments acceptance infrastructure – what to 
acquire, where to acquire, and on how to acquire 
and use.
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“FAST FORWARDING” DIGITAL PAYMENTS

India’s younger population could potentially 

fast-forward digital payments in the country. 

     This is what can be said after the experience of a 

retailer in an urban area of a medium MPCE district. 

Venkat (name changed), a Kirana retailer, does not 

have a POS device at his store but he has a credit 

card. His son Ashwin, who stays and works in a 

metro, has helped him to get a credit card from a 

private commercial bank. Venkat uses his credit card 

wherever it is accepted, including for procuring 

supplies for his store. Ashwin had helped Venkat to 

learn how to use the card. Although he has access to 

a nearby bank, Ashwin pays his credit card bills 

online. Having used a credit card, realises and 

appreciates the benefits of cashless transactions. 

      There are many such examples wherein the 

younger generation is helping the older generation 

connect to the digital world. This is not only true in 

digital payments but also in using digital media such 

as smartphones, social networking etc. The youth 

today is familiarising the older generation with these 

products and services. They are helping the older 

generation overcome their apprehensions and 

appreciate the benefits of such an experience.

The youth today is familiarising the older 
generation with these products and services. 
They are helping the older generation 
overcome their apprehensions and appreciate 
the benefits of such an experience.

YOUTH CAN HASTEN DIGITAL PAYMENTS USAGE
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Appropriate policies, processes and incentives should be 
formulated to convert these challenges into opportunities.

CLOSE GAPS TO FULFIL INTENT

Improving access and connectivity presents a 
huge opportunity to increase digital payments

INCREASING ACCESS TO DIGITAL 
PAYMENTS INSTRUMENTS 

Although bank account ownership is sizeable 
amongst consumers and retailers, access to 
digital payments instruments is trailing. Of the 
79% consumers who had a bank account, only 
62% possessed a cashless instrument and 43% 
had a debit card. 97% of the kirana retailers had 
a bank account but only 41% had a debit card. 
Card issuers and service providers have to 
identify means to increase the penetration of 
digital payment instruments. 

INCREASING ACCESS TO DIGITAL 
PAYMENTS ACCEPTANCE INFRASTRUCTURE

About 63% retailers intended to acquire a 
digital payments acceptance infrastructure but 
only 11% actually accepted cashless payments. 
Only 5% had deployed a POS. Digital payments 
can be increased substantially if digital 
payments acceptance infrastructure is made 
ubiquitous. Measures have to be initiated to 
address this gap.

INCREASING SMARTPHONE OWNERSHIP AND 
USAGE OF INTERNET 

About 85% of the consumers had a mobile phone 
but only about 36% of them had a smartphone and 
only about 26% of them used Internet. Lower cost 
of smartphones and internet on mobile can drive 
digital payments upwards.

IMPROVING CONNECTIVITY 

While connectivity is there in most locations across 
the country, it is not reliable. A high percentage of 
retailers reported that POS machines and mobile 
payments do not work most of the time as there are 
connectivity issues. Improving connectivity can 
promote greater consumption of internet on mobile 
which is essential for mobile payments.
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FAST, SIMPLE AND EASY TO LEARN AND USE 

CREATE NEED-BASED
AND INNOVATIVE PRODUCTS

We feel that the current perception amongst consumers will 
drive adoption and usage of digital payments in the near 
future. Our study indicates that the main perceptions that 
will drive Kirana consumers intent and their adoption of 
digital payments are  
• digital payments would help would help in quicker 
payments
• digital payments are as easy to use as cash
• learning to use digital payments would be easy
Time taken to complete a transaction was a major reason 
cited by kirana retailers for avoiding digital payments. 
Digital payments products that meet the above functional 
requirements have the potential to convert a large number of 
consumers and retailers who are non-users or moderate 
users, but optimistic about digital payments, into active 
adopters and users.

EVOLVE WITH THE CONSUMERS 

Financial products and services have to be evolved along 
with the customers as they migrate from one stage of 
adoption to another - from uncertain explorers to 
enthusiasts. As consumers use the digital payments 
products, their needs and priorities will change. Every 
stage of adoption will create customer transaction data 
that should be continuously mined and experimented with 
to identify latent needs of customers and then offer 
relevant financial and non-financial value added services.

GOES BEYOND PAYMENTS TO CATER TO 
IMMEDIATE NEEDS 

Products have to go beyond just payments and quickly 
fulfill immediate customer needs on the platform. Tapping 
immediate needs can boost cashless transactions. For 
instance, post-demonetisation, immediate need for short 
term credit had arisen. Credit period and suppliers credit 
had reduced in the kirana ecosystem. Availability of credit 
from informal sources such as friends, relatives / family, 
moneylender had also declined. 
Need-based offerings will result in strong and sustainable 
business models in a manner that they benefit both the 
providers and their customers.

SAFE AND SECURE 

Both retailers and consumers worry about losing PINs, 
making mistakes while entering or tapping information and 
their privacy. In a transaction, information must be tapped 
by the party less likely to make a mistake or more 
confident of entering or inputting the correct information. 
Policy, process and technology innovations are required to 
keep things simple, yet safe and secure. 
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The “Going Cashless” study was done in two stages – 

pre-demonetisation and post-demonetisation. In this 

study, “before’ or ‘pre demonetisation” refers to the period 

prior to 8th November, 2016. “During demonetisation” or 

simply “demonetisation period” refers to the period 

between 8th November, 2016 and 30th December, 2016. 

“Post” or “after demonetisation” refers to the period from 

31st December, 2016 onwards.

     Monthly Per Capita Expenditure (MPCE) data (NSS 

2011-12) was used for the study. For a household, MPCE is 

the total consumer expenditure over all items divided by its 

size and expressed on a per month (30 days) basis. Based 

on the MPCE data (Uniform Reference Period), all the 

districts were divided into three categories - low, medium 

and high MPCE districts. Thereafter, the districts for the 

study were randomly selected. Within each district, rural, 

semi-urban and urban locations were selected.

     While pre-demonetisation primary field data of 

consumers and kirana retailers was collected in rural and 

urban areas of low and medium MPCE districts, 

post-demonetisation primary data was collected in rural 

and urban areas of low, medium and high MPCE districts. 

The primary field data for the pre-demonetisation phase of 

the study was collected in September, 2016, about six 

weeks before demonetisation as part of another research 

study. The pre-demonetisation phase of the study 

provided baseline data for

• Footfalls at various types of stores and purchasing / 

sourcing patterns

• Mobile phone penetration and usage for various 

purposes including mobile payments

• Usage of various payment modes for paying to the 

suppliers - cash and cashless modes such as Credit Card, 

Debit Card, Prepaid Cards, Internet Banking, Mobile

• Banking, Mobile Wallets, UPI, IMPS, Demand Drafts, 

Cheques and Vouchers

• Access to banking accounts by financial institutions 

• Access to banking products and services such as Credit 

Cards, overdraft facility, loan / credit from banks, Fixed 

Deposit, Recurring Deposit, Insurance, Mutual funds etc.

• Digital payments acceptance infrastructure at these 

locations

• Perception about cards, mobile wallets, cash etc. in terms 

of usefulness, ease of use, efficiency, learning to use, 

intent to use etc. and associated fears

Post-demonetisation primary field data was collected 
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about seven weeks after the demonetisation period in the 

pre-demonetisation districts and well as other districts. 

     The consumers for the study were primarily selected 

from random households and by using “Right Hand Rule” 

with three skips after a successful consumer interview. 

Snowball sampling method was used to select the kirana 

retailers for the study.
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about seven weeks after the demonetisation period in the 

pre-demonetisation districts and well as other districts. 

     The consumers for the study were primarily selected 

from random households and by using “Right Hand Rule” 

with three skips after a successful consumer interview. 

Snowball sampling method was used to select the kirana 

retailers for the study.

Selected locations

Low

CATEGORY (MPCE) STATE DISTRICT

Medium

High

Orissa
Bihar
West Bengal
Assam

Karnataka
Rajasthan
West Bengal
Tamil Nadu

Delhi
Kerala
Maharashtra

Kendujhar
Bhagalpur
Murshidabad
Karbi Anglong

Davanagere
Alwar
South 24 Parganas
Theni

South West
Malappuram
Thane

No of Respondents

Consumers 305

PRE-DEMONETISATION

1715

Retailers 88 535

POST-DEMONETISATION



Centre for Digital Financial Inclusion (CDFI) was 

established in September, 2014 at the Institute for 

Financial Management and Research (IFMR), Chennai. 

The primary objective of the Centre is to reduce inequities 

in financial access and services using technology. CDFI’s 

work spans across agriculture, health, governance, 

education, financial services and MSME sectors. To 

achieve its objectives, the Centre focuses on four key 

areas – Research, Innovation & Scale, Programme 

Strategy & Support and Dissemination. Research is used 

to develop deep field level understanding of relevant 

issues, identify and assess intervention areas, understand 

facilitators of cashless transactions and evaluate impact 

post intervention. Since its inception the Centre has 

initiated research studies, program support and 

technology intervention projects in various domains.

Visit www.cdfi.in for more information.
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