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I've been using Super.money for the past few weeks and here's how I'd read it as
a fintech-adjacent PM.

TL;DR: Super.money's cashback and referral incentives aren't really the product,
they're the customer-acquisition cost for the credit business (secured cards,
BNPL, FDs) that actually makes money. The onboarding and reward mechanics
are genuinely excellent; the home screen's information hierarchy buries the two
actions that matter most: UPI activation and referrals.

1. The Moment

"The first thing that hit me was how little friction there was no KYC paperwork,
permissions batched into a single ask, and a cashback offer already waiting on the
home screen before I'd made a single payment. It felt like the app wanted to earn
my trust fast, but also wanted me transacting before I'd had time to think about
why supermoney and not Gpay or Paytm.

2. Business Context

e Problem it solves: Positioned as a free, rewarding UPI payments app but
structurally built as an acquisition funnel into higher-margin credit products.

o Target user: Indian UPI users generally, with reported focus on professionals
aged 20-35 with steady incomes, many new to formal credit, and many
already inside Flipkart's existing user base.

o Competitors: PhonePe, Google Pay, Paytm, CRED, Amazon Pay, BHIM.
Notably, Super.money has already overtaken CRED, WhatsApp Pay, Amazon
Pay, and BHIM to become India's 5th-largest UPI platform by transaction
volume with a lean team and low marketing spend relative to that scale.

» How it makes money: Not from UPI itself - merchant fees on UPI are barred by
regulation, so payments are genuinely free. Revenue comes from secured
credit cards (issued via a small finance bank partnership, several hundred
thousand issued and growing), fixed deposits, lending partnerships, and now
SplitStore.
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Product What it offers Cost to user

Send/receive via QR, UPI ID, or

UPI Payments Free

contact; up to 5% cashback
SuperCard (2 RuPay secured credit cards, flat Lifetime free, refundable
variants) 1%/3% cashback security deposit

Zero-interest installment checkout Free to user (revenue via

SplitStore

Referral Program

financing merchant/lending side)

%21 per friend invited; up to ¥500 if  Free (cost sits with

a friend activates SuperCard Super.money)
Fixed Deposits / FDs and personal loans via banking Interest-bearing, product-
Loans partners dependent

3.

First 60 Seconds & Onboarding

Sign-up friction: Low, with one well-handled edge case.

Immediately asks for the mobile number linked to a bank account, then phone
verification (SMS + SIM) required by NPCI with help/FAQ/AI bot available inline
throughout.

All permissions (location, contacts, notifications, SMS, calls) requested
together in one batch, not repeatedly - most users allow it without friction.

Bank account linking is one tap and auto-fetches account details; if the wrong
bank is selected, a clear "no account found" message appears with a help
option, not a dead end.

Multiple bank accounts supported, with a primary account selection for money
receiving (changeable later) even for single-account users.

Camera permission is asked only after reaching the home screen and not
blocking the core signup flow.

No physical documents or formal KYC step required, and the flow resumes
exactly where you left off if the app is closed mid-onboarding.
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The activation moment: Triggered on arrival, not on drop-off.

o Within about 2 minutes of reaching the home screen, a popup offers cashback
(up to *100) for sending just ¥1. The same message also sits permanently
above the QR code, alongside "up to 5% cashback on all UPI spends."

o Super.money's uses generosity to pull users into a first transaction
immediately with a structurally different mechanism aimed at the same goal:
getting a real behavioral commitment as early as possible.

Super.money
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Notification and incentive behavior (continues post-onboarding):

» Notifications never explicitly permitted still surface passively inside the in-app
notification icon which avoids repeatedly re-prompting for permission.

» Incentive layering continues throughout: cashback tracked and visible in the
Rewards tab, referral sharing pre-built with one-tap WhatsApp sharing and a
GenZ-friendly Ul (cricketer memes), and every small feature (Split Store, UPI
Lite, cashback types) backed by an inline explainer popup.

Super.money
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4. Core User Journey

Step What happens What it's optimizing for
. Phone/bank linking, batched Fast activation with minimal
1. Onboarding & . . L . . .
Activation permissions, first 1 payment for friction; converting signup into
cashback a first real transaction quickly

Daily engagement and retention

UPI payments via QR/contact, through the cashback loop;
2. Payments & . .

cashback tracked in Rewards and  driving repeat UPI usage
Rewards Loop . . =

History tabs, referral sharing specifically through

Super.money

SuperCard application
(progressive disclosure:
DOB/income/pincode first),
SplitStore checkout financing,
FD/loan offers surfaced
throughout the app

Converting payment-layer
engagement and transaction
history into the higher-margin
credit and lending products that
are the actual revenue engine

3. Credit Cross-sell

5. The Product's Point of View

Super.money's team seems to believe payments should be free and frictionless
because payments aren't the business they're the acquisition and trust-building
layer for a credit business. Every onboarding and UX choice (batched
permissions, one-tap bank linking, immediate cashback, low-friction referrals) is
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optimized to get as many users transacting as fast as possible, because
transaction volume and behavioral data are what qualify users for the products
that actually generate revenue: secured cards, BNPL, FDs, loans.

The unusually dense layer of contextual help and inline explainers across the app
suggests a belief tells that this team seems to know that trust and clarity and not
just incentives are the real prerequisite for a user eventually linking income data or
applying for credit. Super.money is optimizing for earned trust, on a longer and
more deliberate timeline.

6. Strengths

Strength 1 - Frictionless, resumable onboarding

o Whatitis: No paperwork or formal KYC step, permissions batched into a
single ask, one-tap bank account fetch, and a flow that resumes exactly where
a user left off if the app is closed mid-onboarding.

o Why it works: Removes the two most common onboarding killers long forms
and repeated permission interruptions while resumability protects against
losing users who get interrupted mid-flow, a common real-world drop-off
cause that's rarely designed for this carefully.

o Metric it likely drives: Onboarding completion rate / time-to-first-transaction.

Strength 2 - Progressive disclosure on credit products

e Whatitis: SuperCard applications ask only for DOB, income, and pincode
upfront to check eligibility, before requesting full documentation.

o Why it works: Lowers the perceived commitment of starting a credit
application by capturing intent before asking for the harder information, likely
reduces application abandonment compared to one long upfront form.

o Metric it likely drives: Credit-card application start-to-completion conversion
rate.

Strength 3 - Incentive layering tied to genuine product
understanding

Super.money
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o Whatitis: Cashback, referral rewards (¥21to ¥500), and most features carry

an inline "learn more" explainer popup.

Why it works: Ties financial incentive directly to actual comprehension rather
than presenting rewards as opaque gamification which keeps the app legible
despite a genuinely large feature surface (UPI, cards, shopping, gold, FDs,
loans).

Metric it likely drives: Feature adoption rate across products beyond core UPI
payments.

7. Weaknesses & What's Missing

Weakness 1 —» Poor information hierarchy on the home screen

 What slowed down: UPI ID / UPI Lite activation which is arguably the single

most core payment action in the app sits near the bottom of the home screen,
while the high-converting referral program is buried below generic, redundant
category listings.

Why I think it happened: The home screen appears optimized to surface the
widest possible set of monetizable products (shopping, gold, FDs, cards)
rather than to prioritize the one action a brand-new UPI user actually needs
first.

Gap: No visible hierarchy logic that prioritizes "what a new user needs most"
over "what Super.money wants to cross-sell most."

Weakness 2 - Redundant content adds scroll without adding
value

 What slowed down: The category/item listings below the SplitStore box

largely repeat what SplitStore's own preview box already shows.

« Why I think it happened: Likely incremental feature shipping over time without

a home-screen content audit.

o Gap: No visible content-deduplication pass across sections that were

probably built at different points in the product's life.



™
111148 & O R® 4dE86% 191285 @® o Zrall €
SIlit .
t ore Q search View all Q = Q © orders
299/m ¥3499/m B ‘»\ oo w 1 1
Exclusively Electronics Mobiles \4 : 1% SIS AU Cotinck s fes o 7 :
For You 4 X 3 o o = r@‘
Spllt N3 msns'a;\
o & xae * o *ao SHOP WITH UPI S
2299/m 2129/m 298/m . |
- 2199/m 299/m 7
-~ = Pay 1/3 at checkout | 0% interest | No Fees S |
Beauty Fashion Medium 25 L Men Clogs Men Slim Fit
Backpack Ming sandal Checkered Spre st Flpkart

& \
I

Handpicked for you

e . t U o
m W i
e 0 W <

_
o
- 1! IE 1§ CREATINE -
\ ;.. 4‘( T R R _— * 42 * 40 * 37
£ E ., :' ¥698/m ¥138/m 2147/m

victori one slide TSHOT PREMIUM Men Regular Featured Brands
o il . Men Slides LIMITED Analo..  Fit Solid Spread.
2142/m ¥229/m ¥166/m
2% oFF 77% 0FF
Australian Sunscreen - SPF Monohydrate @
TeaTree AntiD..  SPF5O+PA+++.  2XMicronizedZ.. X E=RLLECH mokobara LG
' L m

- y - |
!_% \& . L Gfoveps  LUOREAL  PHILIPS
W “:{’ * 42 *43 *42
" LS ¥289/m ¥2.365/m ¥1.999/m
=3
uPI

Minimalist SNMSUNG

vel =

8. Deep-Dive: My Recommendation

Chosen issue: Poor information hierarchy on the home screen, burying the core
UPI activation action and the high-converting referral program below lower-
priority content likely costs Super.money both faster activation and cheaper
organic growth.

Proposed fix: Move UPI ID/UPI Lite activation directly beneath the QR code at the
top of the home screen. Reposition the referral/invite-friends module immediately
after SplitStore, ahead of the generic category listings.

Success metric: % of new users activating UPI Lite within session 1; referral-
share tap-through rate.

How I'd validate first: A/B test the reordered home screen against the current
layout with a cohort of new users in their first session, tracking activation
completion and referral engagement as separate outcomes.

9. Closing Insight
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Tearing this down taught me that in a market where the core product is regulated
to be free, the real product strategy lives in what you build on top of it.
Super.money's cashback and referral incentives aren't the business, they're the
customer-acquisition cost for the credit products that actually make money.

It's a more patient version of Kuku TV's reactivation-first design: instead of
urgency, Super.money uses generosity to build usage and trust quickly, because
trust is the actual prerequisite for someone eventually linking their income and
applying for credit. Good fintech design, it turns out, has to earn the right to sell
you something serious before it ever asks.
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