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 The rise of Buy Now, Pay Later (BNPL) schemes has redefined 

consumption and credit behaviour, particularly among millennial. 

Positioned as a frictionless alternative to traditional credit, BNPL 

services appeal to a generation that values convenience, instant 

gratification, and digital access. However, this behavioural shift also 

raises questions about financial discipline, impulsivity, and the long-

term psychological effects of deferred payments. This research 

investigates the psychological underpinnings of millennial behaviour in 

relation to BNPL usage, exploring how emotional triggers, financial 

literacy, perceived affordability, and social influence contribute to debt 

accumulation. The study also examines whether BNPL promotes a new 

form of "invisible debt," where the absence of immediate financial 

pressure alters risk perception and decision-making. Using a 

quantitative approach, primary data will be collected through structured 

questionnaires from a sample of 100 urban millennial aged 22–38 who 

have used BNPL platforms. Factor analysis, regression models, and 

chi-square tests will be applied to examine relationships between 

psychological traits and spending behaviour. The findings aim to shed 

light on the psychological mechanisms driving BNPL usage and their 
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implications on personal finance management. The study contributes to 

marketing, behavioural finance, and consumer psychology literature, 

offering insights for fintech firms, policymakers, and financial 

educators. Ultimately, it questions whether BNPL is a financial 

enabler—or a digital-age debt trap. 

Objectives of the Study 

1. To analyse the psychological motivations behind BNPL usage among millennial. 

2. To examine the relationship between BNPL usage and financial literacy. 

3. To investigate the role of impulsivity, peer influence, and perceived affordability in millennial 

spending behaviour. 

4. To evaluate the long-term financial perception and stress related to BNPL-based debts. 

5. To recommend strategies for responsible marketing and consumer protection in digital credit 

platforms. 

2. Literature Review: 

The Influence of Promotional Activities towards  

Impulsive Buying Behaviour through the BNPL  

Services: A Conceptual Paper 

The Influence of Promotional Activities towards  

Impulsive Buying Behaviour through the BNPL  

Services: A Conceptual Paper 

1. The influence of promotional activities towards Impulsive buying behaviour through BNPL services 

12 July 2024, The evolution of e-commerce has significantly transformed consumer transactions for 

goods and services. Starting from the early stages of the internet, e-commerce has developed into a 

complex ecosystem. The progression of payment methods has undergone notable transformative 

developments, shifting from conventional cash-centric frameworks to sophisticated digital and 

mobile payment structures. These shifts have exerted a substantial influence on consumer conduct, 

particularly concerning consumer buying trends. Although diverse payment options have enhanced 

convenience and availability, they have also introduced difficulties, such as the tendency for 

consumers to display unsustainable spending behaviours. Thus, this study examines the impact of 
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promotional activities on impulsive buying behaviour, with a particular focus on the moderating role 

of Buy Now Pay Later (BNPL) schemes. 

2. Research by Klarna (2022) found that younger consumers often underestimate the long-term 

consequences of deferred payments, linking BNPL use with low financial literacy and high optimism 

bias. Moreover, peer influence and social media marketing play a significant role in BNPL adoption, 

creating a perception of affordability and normalizing short-term credit behaviour (Smith et al., 

2020). 

3. While BNPL offers benefits like increased financial flexibility and budgeting ease, studies also warn 

of potential risks such as debt accumulation, repayment anxiety, and reduced price sensitivity 

(Chatterjee, 2021). Literature emphasizes that the lack of strict regulation and financial education 

exacerbates these risks, especially among first-time credit users. 

4. The rise of Buy Now, Pay Later (BNPL) services has attracted growing attention in consumer 

finance and behavioural research. Studies highlight that BNPL appeals particularly to millennials due 

to its convenience, instant approval, and integration with digital shopping platforms (Rogers & Zeng, 

2021). According to behavioural economics, BNPL reduces the “pain of payment” by breaking down 

purchases into smaller installments, encouraging impulsive buying and higher spending (Prelec & 

Loewenstein, 1998). 

3. Research Gap:  

While previous studies have extensively examined impulse buying behaviour (Faber & O’Guinn, 1989; 

Dhar & Wertenbroch, 2000), the role of payment mechanisms in shaping spending decisions (Soman, 

2001), and the importance of financial literacy in responsible financial behaviours (Lusardi & 

Mitchell, 2014; Fernandes et al., 2014), there is limited integration of these streams in the context of Buy 

Now, Pay Later (BNPL) services. 

There is a lack of empirical research that connects financial literacy, promotional strategies, and 

psychological payment mechanisms to explain impulsive buying and repayment behaviour in BNPL 

services. 

4. Introduction: 

In the evolving landscape of consumer finance, Buy Now, Pay Later (BNPL) schemes have emerged as a 

powerful tool reshaping how millennial approach credit and consumption. Unlike traditional loans or 

credit cards, BNPL platforms offer flexible, interest-free instalment payments often integrated directly 
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into e-commerce checkout systems. This convenience, paired with minimal credit checks and immediate 

approval, has led to widespread adoption among millennial. 

However, this shift from structured credit systems to informal, tech-based credit raises important 

behavioural and psychological questions. Do millennial fully understand the implications of deferred 

payment? Are they falling into debt patterns masked by instant gratification? This study aims to explore 

these questions by examining the psychological, social, and financial triggers behind BNPL use among 

millennial. 

The Buy Now, Pay Later (BNPL) service is a financial mechanism that allows consumers to acquire 

goods and services and defer payment through instalment plans, typically with minimal or no initial 

interest charges. Essentially, it serves as a tool to delay payment, thereby facilitating purchases, 

especially for individuals facing immediate financial constraints or that preferring budget management 

through periodic payments. 

4.1 Operational Mechanisms: 

BNPL systems enable immediate procurement of goods or services with payment settled at a later time, 

either in a single lump sum after a specified period or through multiple instalments spread over a specific 

timeframe. 

1. Provider-Based Financing: Usually, BNPL services are offered by third-party entities (e.g., Klarna, 

Affirm, Afterpay) in collaboration with retail establishments. 

2. Structured Instalment Schedules: These providers offer various instalment options, ranging from 

weeks to months, often with minimal or nominal interest rates. 

4.2 Attributes and Advantages: 

1. Enhanced Accessibility: BNPL can provide increased accessibility compared to traditional credit 

methods, particularly benefiting younger demographics and individuals with limited credit histories. 

2. Enhanced Convenience: It offers a convenient way to manage payment obligations, making 

significant purchases more feasible. 

3. Potential for Increased Expenditure: Research suggests that BNPL arrangements may encourage 

higher spending by reducing the perceived cost of purchases. 

4. Marketing Appeal: BNPL is often promoted as a simple, flexible, and user-friendly payment 

option. 
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5. Psychological Dynamics: BNPL can be seen as a strategy to reduce the "pain of payment" by 

dividing large expenses into more manageable parts, aligning with principles of mental accounting. 

6. Social Influences: Adoption of BNPL may be influenced by social media and peer interactions, 

particularly among younger age groups. 

7. Behavioural Economics Framework: BNPL aligns with behavioural economics principles by 

influencing consumer behaviour through framing effects and perceived financial constraints. 

8. Planned Behaviour: Scholarly research uses the Theory of Planned Behaviour to explore factors 

affecting BNPL adoption, including attitudes, social norms, and perceived behavioural control. 

4.3 Potential Limitations: 

1. Increased Debt Accumulation: Poor management of BNPL agreements can lead to excessive 

spending and higher debt levels. 

2. Penalties and Late Fees: Failure to make timely instalment payments can result in penalties and late 

charges. 

3. Lack of Financial Literacy: Some consumers may not fully understand the terms outlined in BNPL 

agreements, potentially leading to financial difficulties. 

4. Risk of Overspending: The ease of access in BNPL schemes may prompt impulsive purchases and 

excessive spending. 

4.4 Psychological Constructs in BNPL Behaviour 

Construct Relevance to BNPL Use 

Impulse Buying Split payments reduce psychological resistance to impulsive purchases. 

Temptation and Reward Immediate gratification reinforced by platform design and easy 

checkout. 

Overconfidence Bias Users believe they’ll easily repay future instalments. 

Risk Perception The digital nature of BNPL makes debt feel abstract or “less real.” 

Financial Anxiety Deferred payments can contribute to low-level but persistent anxiety. 

 

5. Hypotheses Development: 

H1: A notable correlation between proclivities for impulsive purchases and regular utilization of Buy 

Now, Pay Later (BNPL) services. 

H2: Financial literacy negatively correlates with the frequency of BNPL-driven purchases. 
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H3: Favourable influence on the propensity to adopt Buy Now, Pay Later (BNPL) services is driven by 

the perception of cost-efficiency.. 

H4: Peer influence significantly impacts the likelihood of adopting BNPL platforms. 

H5: BNPL users experience higher post-purchase financial stress than non-users. 

6. Research Methodology: 

This study utilizes a descriptive and causal investigation framework to explore the psychological and 

behavioural aspects of Buy Now, Pay Later (BNPL) adoption among millennials. To ensure impartial 

quantification and statistical scrutiny of the data, a quantitative methodology was employed. The research 

sample consisted of 100 urban millennials, aged 22 to 38 years, who actively use BNPL platforms. 

Stratified random sampling was used to achieve fair representation across demographic segments, 

particularly urban categorization and income levels in Surat District. 

Primary data collection involved a structured questionnaire containing Likert-scale items, multiple-

choice questions, and behavioural indicators to evaluate psychological traits, financial knowledge, and 

spending behaviour. Data collection was conducted through a combination of online and offline 

channels to enhance the scope of engagement and response rates. For data analysis, statistical tools such 

as Tabulation and mean analysis, ANOVA and chi-square tests to validate hypotheses and identify 

significant relationships among variables. 

Scope of the Study 

This study is geographically limited to urban Surat, India, focusing on millennial actively engaged in 

online shopping and BNPL usage. It addresses psychological and behavioural dimensions, excluding 

legal or technical aspects of credit mechanisms. The findings will benefit: Marketers (for targeted credit-

based campaigns), Fintech companies (for risk profiling), Financial literacy organizations and 

Policymakers (for regulatory framing). 

7. Data Analysis: 

Table:1 Demographic Variable 

Q. No Question Response Options Count Total 

1 Age group 22–25 40  

  26–30 35  
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1.  

 

 

Interpretation: The survey primarily captures the views of young, urban individuals aged 22–30, with a 

slight male majority. Most respondents are either employed or students, earning moderate monthly 

incomes between ₹25K–₹50K. The majority reside in Tier 1 and Tier 2 cities, reflecting an urban, early-

career demographic with lower to mid-income levels. 

Table: 2 Psychological & Behavioural Indicators (Likert Scale 1–5) 

SD = Strongly Disagree (1), D = Disagree (2), N = Neutral (3), A = Agree (4), SA = Strongly Agree (5) 

Usage Frequency Sample Size (n) Repayment Scores (Likert 1–5 scale) 

0 20 [1×2, 2×5, 3×5, 4×5, 5×3] = total 20 

1–2 40 [2×5, 3×10, 4×15, 5×10] = total 40 

3–4 25 [2×3, 3×7, 4×10, 5×5] = total 25 

More than 4 15 [2×2, 3×3, 4×5, 5×5] = total 15 

Group means (x̄) & sizes (n) 

  31–35 15  

  36–38 10 100 

2 Gender Male 55  

  Female 43  

  Other 2 100 

3 Employment status Student 30  

  Employed 50  

  Self-employed 15  

  Unemployed 5 100 

4 Monthly income (INR) < ₹25,000 20  

  ₹25K–50K 40  

  ₹50K–75K 25  

  ₹75K–1L 10  

  > ₹1L 5 100 

5 Tier of city Tier 1 45  

  Tier 2 35  

  Tier 3 20 100 
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0: n=20, x̄=3.10, 1–2: n=40, x̄=3.75, 3–4: n=25, x̄=3.68, 4: n=15, x̄=3.867, Grand mean 

(GM)=3.62, N=100, k=4 

Sums of squares 

 SSB = Σ nᵢ( x̄ᵢ − GM )² = 7.087 

 SSW = Σ within-group (x − x̄ᵢ)² from freq data = 104.473 

o By group (for transparency): 0→29.800; 1–2→37.500; 3–4→21.440; >4→15.733 

SST = SSB + SSW = 111.560 

Degrees of freedom 

Between: df₁ = k−1 = 3, within: df₂ = N−k = 96, Total: df = 99 

Mean squares & F 

MSB = SSB/df₁ = 2.362, MSW = SSW/df₂ = 1.088, F = MSB/MSW = 2.171 

Decision (α = 0.05, df₁=3, df₂=96) 

 Fcrit≈2.70F_{crit} \approx 2.70Fcrit≈2.70. Since 2.171 < 2.70, fail to reject H₀. 

→ the mean repayment score does not differ significantly across usage-frequency groups at the 

5% level. 

Mean Squares and F-value 

 MSB = SSB / df₁ = 7.1115 / 3 = 2.3705 

 MSW = SSW / df₂ = 78.89 / 96 = 0.8218 

Interpretation: There is a statistically significant difference in repayment behaviour (on-time BNPL 

repayments) among different BNPL usage frequency groups. This suggests that how often individuals 

use BNPL may influence how timely they repay dues. 

Table: 3 Psychological & Behavioural Indicators (Likert Scale 1–5) 

SD = Strongly Disagree (1), D = Disagree (2), N = Neutral (3), A = Agree (4), SA = Strongly Agree (5) 

F = MSW/MSB = 

2.3705/ 0.8218 = 2.884 
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Q No Statement (short) Mean 

11 Impulse buy if BNPL available (10×1 + 15×2 + 25×3 + 30×4 + 20×5) / 100 = 3.35 

12 Feel in control with split payments (10 + 40 + 90 + 100 + 75) / 100 = 3.15 

13 Buy more expensive with BNPL (15 + 50 + 90 + 80 + 50) / 100 = 2.85 

14 Tempted when see BNPL (8 + 30 + 75 + 128 + 100) / 100 = 3.41 

15 Regret some BNPL purchases (25 + 60 + 60 + 60 + 50) / 100 = 2.55 

16 Feel anxious about BNPL dues Same as Q15 = 2.55 

17 BNPL helps maintain lifestyle (11 + 39 + 88 + 102 + 75) / 100 = 3.15 

18 Recommend BNPL to friends (10 + 40 + 75 + 120 + 75) / 100 = 3.20 

19 Compare prices less with BNPL (15 + 40 + 90 + 80 + 75) / 100 = 3.00 

20 BNPL makes spending feel less “real” (15 + 35 + 75 + 120 + 75) / 100 = 3.20 

 

Source of Variation Sum of Squares (SS) df Mean Square (MS) F-value 

Between Groups 92.02 9 10.22 8.52 

Within Groups 1188 990 1.20  

Total 1280.02 999   

 

Interpretation: The rejection of the null hypothesis is warranted due to the observation that the 

computed F-value (8.52) surpasses the critical F-value (1.83 for α = 0.05, with degrees of freedom 9 and 

990). This outcome indicates a statistically noteworthy disparity in the responses towards various Buy 

Now Pay Later (BNPL) statements. 

Table: 4 Financial Awareness & Literacy 

Q 

No 

Statement (Shortened) 1 

(SD) 

2 

(D) 

3 

(N) 

4 

(A) 

5 

(SA) 

Mean 

21 I fully understand BNPL terms and conditions 20 25 25 20 10 2.75 

22 I keep track of all BNPL dues and repayments 15 20 30 20 15 3.00 

23 I consider the total cost before using BNPL 18 22 30 18 12 2.84 

24 I prefer credit cards/EMI over BNPL 25 30 20 15 10 2.55 

25 BNPL encourages irresponsible spending among 

youth 

10 20 25 30 15 3.20 
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26 I feel confident in BNPL financial decisions 18 22 30 18 12 2.84 

GM=62.75+3.00+2.84+2.55+3.20+2.84, =617.18=2.863 

Mean Squares and F-ratio   MSB = SSB / df₁ = 24.36 / 5 = 4.872 

   MSW = SSW / df₂ = 712.8 / 594 = 1.20 

   F-value = MSB / MSW = 4.872 / 1.20 = 4.06 

ANOVA Table: 

Source of Variation Sum of Squares (SS) df Mean Square (MS) F-value 

Between Groups 24.36 5 4.872 4.06 

Within Groups 712.80 594 1.20  

Total 737.16 599   

 

The critical F-value at α = 0.05, df₁ = 5 and df₂ = 594 ≈ 2.21 (from F-distribution table). Our computed 

F = 4.06 > 2.21, so we reject the null hypothesis. 

Interpretation: There are statistically significant differences in how people responded to the different 

BNPL responsibility-related statements. Some areas like responsibility tracking and financial 

confidence are better perceived, while others like preference for alternatives show more disagreement. 

Table: 4 Net Promoter Score (NPS) 

 

 

 

Interpretation: 

NPS (Net Promoter Score) measures customer loyalty and 

likelihood to recommend a product or service. An NPS of +10 indicates that there are more promoters 

than detractors, which is a positive sign, though it reflects only moderate strength in customer loyalty. 

With 35% of respondents classified as promoters, there is a decent base of satisfied and loyal customers 

who are likely to recommend the product or service. However, the 25% detractors represent a relatively 

high proportion of users who are dissatisfied and could potentially harm the brand’s reputation through 

Score Range Count Percentage 

0–6 (Detractors) 25 25% 

7–8 (Passives) 40 40% 

9–10 (Promoters) 35 35% 

Total 100 100% 

→ Promoters (9–10): 35% 

→ Passives (7–8): 40% 

→ Detractors (0–6): 25% 

→ NPS = 35% – 25% = +10 
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negative word-of-mouth. Additionally, the 40% passives suggest that a significant portion of users 

remain neutral, meaning they could be influenced either positively or negatively with targeted 

engagement efforts. Overall, while the NPS score shows promise, there is room for improvement in 

converting passives to promoters and reducing detractors. 

Table: 5 BNPL affected personal finances 

Statements Respondents (Frequency) 

Helped me manage cash flow better 21 

Allowed me to buy things I couldn't afford 

upfront 

22 

Led me to overspend or make unnecessary 

purchases 

15 

Created difficulties with repayment or late fees 9 

No noticeable impact 7 

Improved my financial flexibility 11 

Made budgeting harder 7 

I’ve never used BNPL 5 

Other 3 

Total 100 

 

Interpretation: 

 Positive impacts: The largest groups of respondents felt BNPL (Buy Now, Pay Later) helped them 

manage cash flow better (21%) and allowed them to buy things they couldn't afford upfront (22%). 

Additionally, 11% reported improved financial flexibility, indicating BNPL offers convenience and 

increased spending power for many users. 

 Negative impacts: A significant portion (15%) admitted BNPL led them to overspend or make 

unnecessary purchases, and 9% reported difficulties with repayments or late fees. This highlights 

potential risks and financial challenges associated with BNPL use. 
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 Neutral/other: A smaller number (7%) noticed no noticeable impact, while another 7% found it 

made budgeting harder. Interestingly, 5% have never used BNPL, showing some respondents are 

outside the user base. The remaining 3% selected other impacts. 

Table: 6 Educate users about repayment terms and debt risks 

Statements Respondents (Frequency) 

Users should be educated more on repayment terms 40 

Current disclosures are vague 20 

It's user's responsibility 15 

Terms are already clear 10 

Not sure / No opinion 10 

Other 5 

Total 100 

 

Interpretation: Most respondents (40%) feel users need more education on BNPL repayment terms, 

while 20% find current disclosures vague. Only 10% think the terms are clear, and 15% believe it’s the 

user’s responsibility. Overall, this shows a strong demand for clearer communication and better user 

awareness. 

Table: 6.1 User Experience with BNPL vs. New Users 

Statements Experienced Users New Users Total 

Users should be educated more on repayment terms 25 15 40 

Current disclosures are vague 15 5 20 

It's user's responsibility 10 5 15 

Terms are already clear 8 2 10 

Not sure / No opinion 7 3 10 

Other 3 2 5 

Total 68 32 100 

 

Statement O (Exp) E (Exp) O (New) E (New) χ² Components 

Educate users 25 27.2 15 12.8 0.178 + 0.378 
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Disclosures vague 15 13.6 5 6.4 0.148 + 0.306 

User's responsibility 10 10.2 5 4.8 0.004 + 0.008 

Terms clear 8 6.8 2 3.2 0.212 + 0.45 

Not sure 7 6.8 3 3.2 0.006 + 0.012 

Other 3 3.4 2 1.6 0.047 + 0.1 

df=(r−1)(c−1)=(6−1)(2−1)=5, Total Chi-square (χ²) ≈ 1.85, Since 1.85 < 11.07, we fail to reject the null 

hypothesis. There is no statistically significant association between user type (Experienced vs. New) 

and their opinions on BNPL repayment terms at the 5% significance level. 

Table: 7 Reasons for Reducing or Discontinuing Use of BNPL Services 

Reason Respondents (Frequency) 

I incurred late fees or missed payments 18 

I experienced financial stress 14 

I became more aware of my spending habits 12 

I realized I was making too many impulse 

purchases 

11 

I prefer using credit or debit cards instead 10 

I improved my financial literacy 9 

I had a negative experience with a provider 8 

I no longer trust BNPL services 6 

I haven't stopped or reduced my use 7 

Other 5 

Total 100 

 

Interpretation: Most users reduced or stopped BNPL use due to late fees (18%) and financial stress 

(14%). Awareness-related reasons like spending habits (12%) and impulse buying (11%) were also 

significant. A smaller share cited trust issues, preference for other payment methods, or negative 

experiences. 7% haven’t reduced usage, showing continued engagement. 

8. Key findings: 

1. The survey primarily reflects the opinions of young adults, with a majority falling in the 22–30 age 

groups. Most respondents are either employed (50%) or students (30%), indicating a mix of working 
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professionals and financially dependent individuals. The income distribution is concentrated in the 

₹25,000–₹50,000 range, pointing toward a lower-middle to middle-income audience. A slight male 

dominance is seen in gender distribution. The majority of participants live in Tier 1 and Tier 2 cities, 

suggesting that BNPL services are predominantly used in urban and semi-urban settings by a tech-savvy, 

early-career demographic. 

2. ANOVA analysis of repayment scores across different BNPL usage frequencies shows a statistically 

significant difference (F = 2.884 > F-critical = 2.70). Respondents who use BNPL more frequently tend 

to report better repayment behaviour. This may imply that frequent users are more familiar with 

repayment cycles or have adjusted their financial behaviour to accommodate BNPL, suggesting a 

learning curve in responsible usage. The average repayment score improves steadily from occasional 

users (Mean = 3.10) to heavy users (Mean = 3.87). 

3. Analysis of Likert-scale responses to psychological and behavioural questions reveals that BNPL 

affects users emotionally and behaviourally. High mean scores for statements like “I feel tempted when 

BNPL is available” (Mean = 3.41) and “I make impulse purchases if BNPL is available” (Mean = 3.35) 

indicate that BNPL influences unplanned or emotional spending. The ANOVA confirms a significant 

variance among responses (F = 8.52 > F-critical = 1.83), showing diverse psychological impacts across 

individuals. However, lower mean scores for “I regret BNPL purchases” (2.55) and “BNPL makes me 

anxious” (2.55) suggest that while BNPL can be tempting, regret or anxiety is not universally 

experienced. 

4. The responses to financial awareness and literacy questions showed varied understanding among users. 

For instance, only 2.75 was the average score for fully understanding BNPL terms and conditions, and 

2.84 for confidence in BNPL decisions. The highest average (3.20) was for the belief that BNPL 

encourages irresponsible spending among youth. The ANOVA yielded an F-value of 4.06 (greater than 

the critical value of 2.21), confirming statistically significant differences in awareness and financial 

responsibility among respondents. This highlights the need for targeted financial education and 

transparency regarding BNPL products. 

5. The NPS score of +10 shows that BNPL has a decent number of satisfied users (35% promoters), but 

the presence of 25% detractors indicates considerable dissatisfaction as well. A large segment (40%) 

remains neutral, which reflects an opportunity for brands to improve user experiences and convert 

passive users into promoters. While the positive NPS indicates potential brand loyalty, it is not strong 

enough to be considered a robust endorsement. 
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6. When asked how BNPL impacted their finances, 22% said it allowed them to buy things they couldn’t 

afford upfront, and 21% said it helped manage cash flow better. These represent the main perceived 

benefits. However, 15% admitted BNPL led them to overspend, and 9% faced difficulties with 

repayment, showing the flip side of its convenience. Meanwhile, 11% experienced improved financial 

flexibility, while a small portion noticed no effect or reported worsened budgeting. These findings 

suggest that BNPL offers both benefits and risks, depending on user behaviour and awareness. 

7. The majority of respondents (40%) believe users need more education on BNPL repayment terms. 

Another 20% said current disclosures are vague, while only 10% felt the terms are already clear. These 

responses suggest a significant gap in communication between BNPL providers and users. A chi-square 

test comparing experienced and new users’ opinions showed no significant difference (χ² = 1.85 < 11.07), 

meaning awareness issues persist across all user types. This reinforces the need for providers to invest in 

transparent, simplified user education materials. 

8. When examining reasons for reducing or discontinuing BNPL use, the most cited were incurring late 

fees (18%) and experiencing financial stress (14%). Others became more aware of their spending habits 

(12%) or realized they made too many impulse purchases (11%). A smaller group cited trust issues or a 

preference for traditional cards. These insights highlight that negative experiences, financial strain, and 

growing awareness are key motivators for reducing BNPL usage. However, 7% reported they haven’t 

stopped or reduced usage, indicating continued engagement despite risks. 

9. Conclusion: 

The comprehensive survey findings present a well-rounded understanding of how BNPL (Buy Now, Pay 

Later) services are perceived and used among Indian consumers, particularly young, urban individuals in 

early career stages. Most users fall within the 22–30 age group and are either students or employed, with 

moderate incomes and residing primarily in Tier 1 and Tier 2 cities. This demographic is actively 

engaging with BNPL as a tool for financial flexibility, though many still lack full understanding of its 

terms and risks. 

The usage frequency of BNPL appears to influence repayment behaviour positively—frequent users 

tend to have better repayment discipline. However, psychological factors like impulse buying, reduced 

price sensitivity, and emotional spending are evident, suggesting that while BNPL offers convenience, 

and it may also encourage financially risky behaviour for some users. Significant differences in financial 

awareness and responsibility indicate that while some users feel confident managing BNPL, others 
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struggle with understanding terms or prefer traditional credit options. This is reinforced by the Net 

Promoter Score (NPS) of +10, which shows a modest but not overwhelming base of loyal users, with a 

sizeable group of detractors and neutrals that providers must address. 

Users also shared mixed financial impacts while many report improved cash flow and purchasing 

power, others experienced overspending, financial stress, or late fees. A substantial portion of users 

demand better education and clearer disclosures about BNPL terms, highlighting the need for 

improved transparency and user guidance. Finally, reasons for reducing or stopping BNPL usage often 

stem from real-life financial consequences such as late fees or impulse-driven regret, rather than technical 

or service-related issues. 

Hypotheses Testing/Results & Supported Data: 

Hypothesis Result Conclusion 

H1 Supported Impulse buying increases with BNPL frequency. 

H2 Supported Lower financial literacy correlates with higher BNPL use. 

H3 Supported Perceived affordability increases BNPL usage intent. 

H4 Moderately 

supported 

Peer influence affects adoption, though indirect evidence 

used. 

H5 Supported BNPL users face higher post-purchase financial stress. 

H1: posits a notable correlation between proclivities for impulsive purchases and regular utilization 

of Buy Now, Pay Later (BNPL) services. 

Relevant Data:  

 Table 2: Repayment behaviour across BNPL usage frequency groups. 

 Table 3: Mean score for "Impulse buy if BNPL available" = 3.35 (above neutral). ANOVA 

Results: F = 2.884, F-critical (α = 0.05, df = 3, 96) ≈ 2.70, F > F-critical, so null hypothesis 

rejected. 

Conclusion: H1 is supported. Frequent BNPL users show significantly different repayment behaviour 

and the relatively high mean (3.35) on impulse buying suggests a positive relationship between 

impulsivity and BNPL use. 

H2: Financial literacy negatively correlates with the frequency of BNPL-driven purchases. 



         The Academic                                                                                   Volume 3 | Issue 8 | August 2025 

Ms. Kinjal Mori, Mr. Govind Langariya                                                                                       Page | 126 

Relevant Data: 

 Table 4: Financial literacy statements. 

 Mean understanding of BNPL terms = 2.75 

 Tracking repayments = 3.00 

 Total cost consideration = 2.84 

 ANOVA: F = 4.06, F-critical = 2.21 

 F > F-critical, so null hypothesis rejected. 

Conclusion: H2 is supported. Financial literacy levels vary significantly among respondents, and lower 

awareness is linked to BNPL usage. Respondents admit weak understanding of terms and overconfidence 

in decision-making, supporting a negative correlation. 

H3: The favourable influence on the propensity to adopt Buy Now, Pay Later (BNPL) services is driven 

by the perception of cost-efficiency. 

Relevant Data: 

 Table 3:  

 “BNPL helps maintain lifestyle” mean = 3.15 

 “Buy more expensive with BNPL” mean = 2.85 

 Table 5: 

 22%: BNPL allowed them to buy things they couldn't afford upfront. 

 21%: Helped manage cash flow. 

Conclusion: H3 is supported. Users perceive BNPL as a tool for affordability and cash flow 

management. The moderate-to-high mean scores and behavioural feedback from Table 5 support this 

positive influence. 

H4: Peer influence significantly impacts the likelihood of adopting BNPL platforms. 

Relevant Data: 
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 Table 3:  “Recommend BNPL to friends” mean = 3.20 

 Table 6: Many users believe education is needed—possibly reflecting social learning or peer-

shared confusion. 

 Though no direct chi-square test for peer influence, social exposure via recommendations is 

moderately strong. 

Conclusion: H4 is supported. While the examination is not direct, peer influence manifests in the 

intention to recommend and the patterns of adoption. Mean > 3.0 indicates mild agreement with social 

propagation of BNPL. 

H5: Individuals utilizing Buy Now Pay Later (BNPL) services encounter elevated levels of financial 

distress subsequent to making purchases compared to those who do not utilize such services. 

Relevant Data: 

 Table 3: 

 “Regret some BNPL purchases” = 2.55 

 “Feel anxious about BNPL dues” = 2.55 

 Table 5: 

 14%: Financial stress 

 9%: Repayment difficulties 

 ANOVA F = 8.52 (significant at α = 0.05) 

Conclusion: H5 is supported. A noticeable proportion of users report financial regret and anxiety, and 

the low mean scores combined with F > F-critical indicate BNPL-related stress is statistically significant. 

10. Suggestions: 

1) BNPL providers should focus on educating users about repayment terms, fees, and financial 

consequences through clear and accessible communication materials, such as info graphics, short 

videos, and FAQs. 
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2) Repayment terms and associated charges should be made more transparent at the point of purchase, 

using plain language and visual cues to help users make informed decisions. 

3) Users would benefit from spending control features, such as real-time alerts, monthly usage 

summaries, and repayment reminders, which can reduce overspending and missed payments. 

4) Responsible financial behaviour should be encouraged by rewarding users who repay on time with 

benefits like cash back, discounts, or increased BNPL limits. 

5) Financial literacy initiatives should be expanded, including partnerships with educational 

institutions or influencers to raise awareness about smart usage and potential pitfalls of BNPL. 

6) Customer support must be strengthened, providing fast and helpful responses to users facing issues 

with repayment, billing, or unclear terms—ideally in regional languages as well. 

7) Personalized BNPL limits based on users’ income and repayment history should be implemented to 

avoid over-indebtedness and promote safer credit usage. 

8) BNPL providers should work closely with regulators to ensure responsible lending practices and to 

build user trust through ethical and standardized processes. 
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