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1. INTRODUCTION

Social media has profoundly transformed the way consumers interact with brands and make
purchasing decisions. Platforms such as Instagram, TikTok, and YouTube have become critical arenas for
marketing, with social media influencers playing an increasingly prominent role. These influencers have
substantial followings, often numbering in the millions, and wield significant power in shaping the
preferences, attitudes, and behaviors of their audiences. One emerging area of interest is the intersection
of influencer marketing and sustainable consumer behavior. With rising global awareness about
environmental and social issues, many brands are leveraging influencers to promote eco-friendly products
and lifestyles.

However, a critical issue emerges: are influencers genuinely inspiring sustainable purchasing
behaviors, or are they merely driving impulsive trends that fade once the influencer's campaign concludes?
For instance, an influencer might promote a sustainable product, such as reusable water bottles or
biodegradable packaging, and followers may rush to purchase the item. While some consumers may adopt
these products as part of a broader commitment to sustainability, others might buy them impulsively,
driven by the influencer’s appeal rather than a deep understanding of the product's environmental benefits.
This tension between genuine interest and impulsive consumer behavior presents a significant challenge
in assessing the long-term impact of influencer-driven campaigns.

The objective of this study is to analyze how social media influencers shape consumers' sustainable
purchasing behaviors and attitudes toward eco-friendly products. Specifically, it seeks to identify whether
these purchasing decisions are motivated by authentic concern for sustainability or are merely short-term
reactions to influencer endorsements. By focusing on this distinction, the research aims to provide
actionable insights for brands, influencers, and policymakers to promote meaningful and lasting behavioral
change among consumers.

The phenomenon of sustainability in consumer markets has gained significant traction in recent
years, driven by heightened awareness of climate change, resource depletion, and ethical supply chains.
Influencers have positioned themselves at the forefront of this movement, often branding themselves as
advocates for sustainability and ethical consumption. For example, many influencers actively promote
sustainable fashion lines, low-waste household items, or plant-based diets, framing these choices as both
trendy and responsible. This framing appeals to socially conscious consumers, particularly younger
generations like Millennials and Generation Z, who are often attuned to issues of environmental and social
justice.

Yet, the effectiveness of influencer-driven sustainability campaigns remains under scrutiny. On the
one hand, influencers can serve as powerful catalysts for raising awareness about eco-friendly products
and practices, leveraging their platforms to reach wide and diverse audiences. On the other hand, concerns
about the authenticity of such campaigns persist. Many influencers are accused of "greenwashing"
promoting unsustainable products under the guise of environmental friendliness to attract socially
conscious consumers. Furthermore, the short-lived nature of many trends on social media raises questions
about whether these campaigns inspire genuine behavioral change or merely foster fleeting impulsive
purchases.

Another layer of complexity lies in the varied impact of different types of influencers. For instance,
macro-influencers with millions of followers often generate broad awareness but may lack the personal
connection with their audience required to inspire genuine action. In contrast, micro-influencers, who have
smaller but more engaged followings, might be better positioned to drive meaningful change due to their
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perceived authenticity and relatability. Understanding these dynamics is essential for brands looking to
optimize their influencer marketing strategies in the context of sustainability.

This research holds particular importance for multiple stakeholders. For brands and marketers, it
provides insights into the effectiveness of influencer campaigns in promoting sustainability. If consumers'
purchasing decisions are largely impulsive and driven by transient trends, brands may need to reconsider
their approaches to achieving long-term engagement with eco-friendly products. Conversely, if influencers
successfully inspire genuine interest in sustainability, this could validate investments in influencer
marketing as a tool for driving positive social change.

For consumers, the findings can help illuminate their own behavior, encouraging greater
mindfulness in how they respond to influencer promotions. Reflecting on whether purchases are driven by
genuine need or social media trends can empower individuals to make more informed and sustainable
choices. Influencers, too, stand to benefit from this research, as it highlights the importance of authenticity
in their campaigns. By aligning their promotions with genuine values and transparent practices, influencers
can build stronger trust and credibility with their audiences.

The role of policymakers is equally crucial in this landscape. Policies promoting transparency in
influencer marketing can mitigate the risks of misleading advertising, ensuring that consumers are not
swayed by false claims of sustainability. For instance, mandatory disclosures about sponsorships and
product sustainability could enhance the credibility of influencer campaigns and empower consumers to
make informed decisions.

This study is novel in its focus on distinguishing between genuine consumer interest and impulsive
trends in the context of influencer-driven sustainability campaigns. While much of the existing literature
examines the general impact of influencers on consumer behavior, this research zeroes in on the
authenticity and effectiveness of campaigns promoting sustainable products. It seeks to bridge gaps in
understanding the psychological and social dynamics underpinning these behaviors, offering practical
insights for enhancing the impact of sustainability initiatives in the digital age.

The Role of Social Media Influencers in Shaping Sustainable Purchasing Behavior: Genuine
Consumer Interest or Impulsive Trends?

Social media has profoundly transformed the way consumers interact with brands and make
purchasing decisions. Platforms such as Instagram, TikTok, and YouTube have become critical arenas for
marketing, with social media influencers playing an increasingly prominent role. These influencers have
substantial followings, often numbering in the millions, and wield significant power in shaping the
preferences, attitudes, and behaviors of their audiences. One emerging area of interest is the intersection
of influencer marketing and sustainable consumer behavior. With rising global awareness about
environmental and social issues, many brands are leveraging influencers to promote eco-friendly products
and lifestyles.

However, a critical issue emerges: are influencers genuinely inspiring sustainable purchasing
behaviors, or are they merely driving impulsive trends that fade once the influencer's campaign concludes?
For instance, an influencer might promote a sustainable product, such as reusable water bottles or
biodegradable packaging, and followers may rush to purchase the item. While some consumers may adopt
these products as part of a broader commitment to sustainability, others might buy them impulsively,
driven by the influencer’s appeal rather than a deep understanding of the product's environmental benefits.
This tension between genuine interest and impulsive consumer behavior presents a significant challenge
in assessing the long-term impact of influencer-driven campaigns.

The objective of this study is to analyze how social media influencers shape consumers' sustainable
purchasing behaviors and attitudes toward eco-friendly products. Specifically, it seeks to identify whether
these purchasing decisions are motivated by authentic concern for sustainability or are merely short-term
reactions to influencer endorsements. By focusing on this distinction, the research aims to provide
actionable insights for brands, influencers, and policymakers to promote meaningful and lasting behavioral
change among consumers.

Journal homepage: https://journal. hmjournals.com/index.php/J[POME


https://journal.hmjournals.com/index.php/JPOME

Journal of Production, Operations Management and Economics (JPOME) ISSN: 2799-1008 O 66

The phenomenon of sustainability in consumer markets has gained significant traction in recent
years, driven by heightened awareness of climate change, resource depletion, and ethical supply chains.
Influencers have positioned themselves at the forefront of this movement, often branding themselves as
advocates for sustainability and ethical consumption. For example, many influencers actively promote
sustainable fashion lines, low-waste household items, or plant-based diets, framing these choices as both
trendy and responsible. This framing appeals to socially conscious consumers, particularly younger
generations like Millennials and Generation Z, who are often attuned to issues of environmental and social
justice.

Yet, the effectiveness of influencer-driven sustainability campaigns remains under scrutiny. On the
one hand, influencers can serve as powerful catalysts for raising awareness about eco-friendly products
and practices, leveraging their platforms to reach wide and diverse audiences. On the other hand, concerns
about the authenticity of such campaigns persist. Many influencers are accused of "greenwashing"
promoting unsustainable products under the guise of environmental friendliness-to attract socially
conscious consumers. Furthermore, the short-lived nature of many trends on social media raises questions
about whether these campaigns inspire genuine behavioral change or merely foster fleeting impulsive
purchases.

Another layer of complexity lies in the varied impact of different types of influencers. For instance,
macro-influencers with millions of followers often generate broad awareness but may lack the personal
connection with their audience required to inspire genuine action. In contrast, micro-influencers, who have
smaller but more engaged followings, might be better positioned to drive meaningful change due to their
perceived authenticity and relatability. Understanding these dynamics is essential for brands looking to
optimize their influencer marketing strategies in the context of sustainability.

This research holds particular importance for multiple stakeholders. For brands and marketers, it
provides insights into the effectiveness of influencer campaigns in promoting sustainability. If consumers'
purchasing decisions are largely impulsive and driven by transient trends, brands may need to reconsider
their approaches to achieving long-term engagement with eco-friendly products [1]. Conversely, if
influencers successfully inspire genuine interest in sustainability, this could validate investments in
influencer marketing as a tool for driving positive social change.

For consumers, the findings can help illuminate their own behavior, encouraging greater
mindfulness in how they respond to influencer promotions. Reflecting on whether purchases are driven by
genuine need or social media trends can empower individuals to make more informed and sustainable
choices [2]. Influencers, too, stand to benefit from this research, as it highlights the importance of
authenticity in their campaigns. By aligning their promotions with genuine values and transparent
practices, influencers can build stronger trust and credibility with their audiences.

The role of policymakers is equally crucial in this landscape. Policies promoting transparency in
influencer marketing can mitigate the risks of misleading advertising, ensuring that consumers are not
swayed by false claims of sustainability. For instance, mandatory disclosures about sponsorships and
product sustainability could enhance the credibility of influencer campaigns and empower consumers to
make informed decisions.

This study is novel in its focus on distinguishing between genuine consumer interest and impulsive
trends in the context of influencer-driven sustainability campaigns. While much of the existing literature
examines the general impact of influencers on consumer behavior, this research zeroes in on the
authenticity and effectiveness of campaigns promoting sustainable products. It seeks to bridge gaps in
understanding the psychological and social dynamics underpinning these behaviors, offering practical
insights for enhancing the impact of sustainability initiatives in the digital age.

2. RELATED WORK

Social media has revolutionized the way consumers interact with brands, shaping perceptions and
behaviors in unprecedented ways. Among these changes, the role of social media influencers in promoting
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sustainable purchasing behavior has garnered significant attention in recent years. Influencers are known
for their ability to connect with audiences on a personal level, thereby driving awareness and action. This
literature review examines the extent to which influencers contribute to sustainable consumer behavior,
focusing on three key aspects: the authenticity of influencer campaigns, their impact on purchasing
decisions, and the psychological mechanisms driving consumer engagement.

2.1.The Role of Influencers in Promoting Sustainability

Social media influencers have become powerful agents in advocating for sustainable consumption.
Research indicates that influencers significantly shape consumer attitudes toward eco-friendly products
by leveraging their relatability and reachc [1], [2]. Authenticity is a critical factor in determining the
effectiveness of influencer campaigns. Consumers are more likely to trust influencers who demonstrate a
genuine commitment to sustainability, such as adopting eco-friendly practices in their daily lives [3]. For
instance, influencers who consistently promote sustainable products and practices are seen as credible,
fostering long-term engagement with environmentally conscious brands [4]. However, authenticity
remains a contentious issue.

Studies highlight that influencers often prioritize financial gain over genuine advocacy, resulting
in campaigns that lack sincerity [5]. This phenomenon, known as "greenwashing," undermines the
credibility of sustainability initiatives. Greenwashing not only erodes consumer trust but also diminishes
the perceived value of eco-friendly products [6], [7]. Addressing this challenge is crucial for maximizing the
impact of influencer-driven sustainability campaigns.

2.2. Influencers and Purchasing Decisions

The influence of social media on purchasing behavior is well-documented. Influencers can

significantly affect consumer decisions by creating aspirational lifestyles that incorporate sustainable
products [8], [9]. Studies have shown that consumers are more likely to purchase eco-friendly products
when they perceive them as trendy or desirable, often due to influencer endorsements [10], [11]. This is
particularly true for younger generations, such as Millennials and Generation Z, who are more inclined
toward social media-driven trends and are highly responsive to influencer marketing [12], [13].
Despite these positive impacts, impulsive purchasing remains a concern. Influencers often capitalize on
emotional appeals, encouraging consumers to make unplanned purchases [14], [15]. While these purchases
may align with sustainability goals, they are frequently driven by social pressures rather than a genuine
commitment to eco-friendly consumption. Research by [16], [17] highlights the short-lived nature of such
trends, where consumers may abandon sustainable products once the influencer's campaign concludes.
This underscores the importance of fostering intrinsic motivations for sustainability rather than relying
solely on external influences.

2.3. Psychological Mechanisms Behind Consumer Engagement

Several psychological factors underpin the effectiveness of influencer marketing. One key
mechanism is the concept of social proof, where individuals look to others, particularly influencers, for cues
on appropriate behavior [18], [19]. Social proof is especially influential in promoting sustainable products,
as consumers perceive eco-friendly choices as socially desirable.

Additionally, the principle of similarity plays a role; consumers are more likely to emulate
influencers who share similar values or lifestyles [20], [21]. Emotional appeals are another critical
component. Influencers often use storytelling and personal experiences to evoke emotions such as guilt,
pride, or hope, motivating consumers to adopt sustainable practices [5]. For example, an influencer sharing
their journey toward a zero-waste lifestyle can inspire followers to make similar changes. However,
emotional appeals must be balanced with rational arguments to ensure that consumers make informed
decisions [22], [23].
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Trust is also a vital element in consumer engagement. Research suggests that trust in influencers
mediates the relationship between their endorsements and consumer behavior [24], [25]. Influencers who
consistently demonstrate transparency, such as disclosing sponsorships and providing accurate
information about products, are more likely to build lasting trust with their audience. This trust, in turn,
enhances the effectiveness of their sustainability campaigns [26], [27].

2.4.Challenges and Opportunities

While influencers hold significant potential to drive sustainable consumer behavior, several
challenges must be addressed. The issue of greenwashing, as previously discussed, highlights the need for
greater transparency in influencer campaigns. Brands and policymakers can play a role by establishing
guidelines that promote ethical marketing practices [28], [29]. Additionally, the effectiveness of influencer
campaigns varies depending on the type of influencer. Micro-influencers, who have smaller but more
engaged audiences, often outperform macro-influencers in promoting sustainability due to their perceived
authenticity [30], [31].

This finding suggests that brands should prioritize partnerships with influencers who align with
their values and are genuinely committed to sustainability. Despite these challenges, influencer marketing
presents unique opportunities for promoting eco-friendly consumption. By leveraging social proof,
emotional appeals, and trust, influencers can inspire meaningful behavioral change. Moreover, the growing
demand for sustainable products provides a fertile ground for brands to collaborate with influencers in
creating impactful campaigns. The literature highlights the complex dynamics of influencer-driven
sustainability campaigns. While influencers can effectively promote eco-friendly products and behaviors,
the authenticity of their efforts is crucial for achieving lasting impact. Psychological mechanisms such as
social proof, emotional appeals, and trust play pivotal roles in shaping consumer engagement. However,
challenges such as greenwashing and impulsive purchasing behavior must be addressed to maximize the
potential of influencer marketing in fostering sustainable consumption.

3. METHODOLOGY

This study employs a quantitative approach to analyze the role of social media influencers in
shaping sustainable purchasing behavior. Data collection is conducted using an online survey targeting
individuals aged 18-35, who actively follow influencers promoting sustainable products on platforms like
Instagram, TikTok, and YouTube. A purposive sampling method is used to ensure the respondents align
with the study's focus on eco-conscious consumers influenced by social media. The survey includes
structured questions measuring key variables: the frequency of influencer interactions, trust in influencers,
purchasing behavior, and attitudes toward sustainability. A 5-point Likert scale is employed to assess
responses, ranging from "strongly disagree" to "strongly agree." Data is analyzed using Structural Equation
Modeling (SEM) to examine direct and indirect relationships between influencer credibility, consumer
attitudes, and purchasing behaviors.

Mediation analysis is used to explore whether trust and perceived authenticity mediate the
relationship between influencer campaigns and sustainable purchasing. Reliability and validity are ensured
through a pilot study involving 30 respondents, and Cronbach’s alpha is calculated to confirm internal
consistency. SPSS and Smart PLS software are utilized for data analysis, providing robust insights into the
factors driving consumer beha this study adopts a quantitative approach to analyze the role of social media
influencers in shaping sustainable purchasing behavior. Data were collected through an online survey
targeting 300 respondents aged 18-35 who actively follow influencers promoting sustainable products on
platforms such as Instagram, TikTok, and YouTube. A purposive sampling method was employed to ensure
the respondents aligned with the study's focus on sustainability-conscious consumers. The research
instrument consisted of a structured questionnaire using a 5-point Likert scale to measure key variables:
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influencer credibility, trust, purchasing behavior, and attitudes toward sustainability. Data were analyzed
using Structural Equation Modeling (SEM) with SPSS and SmartPLS software.

Mediation analysis was conducted to evaluate the role of trust and perceived authenticity in the
relationship between influencer campaigns and sustainable purchasing behavior. The validity and
reliability of the instrument were tested through a pilot study involving 30 respondents, with Cronbach’s
alpha calculated to confirm internal consistency. This approach ensures the accuracy and reliability of the
results, providing robust insights into the factors influencing consumer behavior in the context of
sustainability. vior.

4. RESULTS AND DISCUSSION

4.1. Demographic Overview

The sample consisted of 300 respondents aged 18-35 years, representing the primary audience
for social media influencer campaigns. Among them, 60% were female, and 40% were male. The majority
(70%) identified as Millennials, while the remaining 30% belonged to Generation Z. Over 85% reported
following influencers who promote sustainable products, such as eco-friendly clothing, reusable items, and
plant-based foods. Approximately 65% of the respondents had purchased at least one product endorsed by
an influencer in the past six months.

Table 1. Statistical Analysis Summary

Path
Variable P-Value Key Insight
Coefficient/Correlation
Influencer Credibility Higher credibility increases trust
0.72 <0.001
- Trust in influencers.
Trust = Sustainable Trust strongly influences
0.68 <0.001
Purchasing sustainable purchasing behavior.
Social Proof 2> Social proof plays a significant
0.65 <0.001
Purchasing Behavior role in motivating purchases.
Macro: High Reach, Low Micro-influencers outperform
Macro-Influencers vs
Trust; Micro: High Trust, N/A macro-influencers in trust and
Micro-Influencers
High Engagement engagement.
Engagement Many consumers discontinue
40% Discontinuation Rate N/A
Sustainability using products post-campaign.

4.2. Data Source Processed

e Influencer Credibility: Positive correlation with trust (r = 0.72, p < 0.001).

Trust and Purchases: Mediates sustainable purchasing behavior (r = 0.68, p < 0.001).

Social Proof: Significant mediator (r = 0.65, p < 0.001).

e Macro vs. Micro-Influencers: Micro-influencers scored higher on relatability and engagement metrics.

4.3. Influencer Credibility and Trust

The results indicate a strong relationship between influencer credibility and trust (path coefficient
=0.72,p <0.001). Respondents were more likely to trust influencers who demonstrated transparency, such
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as disclosing sponsorships or sharing genuine personal experiences with sustainable products. The
qualitative feedback highlighted that consumers valued consistency in messaging, with one respondent
noting, “I trust influencers who practice what they preach, like showing their commitment to sustainability
in everyday life.”

Trust also mediated the relationship between influencer campaigns and purchasing decisions.
Higher trust levels were associated with a greater likelihood of respondents purchasing eco-friendly
products (path coefficient = 0.68, p < 0.001). This finding underscores the importance of authenticity in
influencer-driven sustainability campaigns.

4.4. Impact on Sustainable Purchasing Behavior

The data revealed that social media influencers significantly influenced respondents’ sustainable
purchasing behaviors. Approximately 78% of participants agreed or strongly agreed that they were
motivated to purchase sustainable products after seeing them promoted by an influencer. This was
particularly evident for items like reusable water bottles (45%), organic skincare products (30%), and
sustainable fashion (25%).

However, the nature of this influence varied. For 55% of respondents, the decision to purchase was
motivated by genuine interest in adopting sustainable practices, indicating long-term behavioral changes.
For the remaining 45%, purchases were impulsive, driven by emotional appeals or the desire to emulate
the influencer’s lifestyle.

4.5. Role of Emotional Appeals

Emotional appeals were found to play a crucial role in driving consumer engagement. Influencers
who used storytelling, such as sharing their sustainability journey or showcasing the impact of eco-friendly
choices, elicited strong emotional responses from followers. Respondents reported feeling inspired (60%),
hopeful (25%), and even guilty (15%) about their own unsustainable habits.

While emotional appeals were effective in driving initial purchases, they were less successful in
fostering long-term commitment. Respondents who made impulsive purchases based on emotional
triggers were more likely to abandon sustainable products once the influencer’s campaign ended. This
highlights the need for influencers to balance emotional appeals with informative content that educates
consumers about the long-term benefits of sustainable products.

4.6. Mediating Role of Social Proof

Social proof emerged as a significant mediator in the relationship between influencer campaigns
and sustainable purchasing behavior. Respondents indicated that seeing others, especially peers and
influencers, adopt eco-friendly practices reinforced their perception of these choices as socially desirable.
Statistical analysis revealed that social proof had a positive correlation with purchasing behavior (r = 0.65,
p <0.001).

One respondent commented, “When I see influencers and their followers using a product, it makes
me feel like [ should try it too.” This finding aligns with the theory that individuals are more likely to adopt
behaviors they perceive as normative within their social circles.

4.7. Differences between Macro and Micro-Influencers

The study also explored differences in the impact of macro-influencers (with over 100,000
followers) and micro-influencers (with fewer than 100,000 followers). Macro-influencers were found to
excel in raising awareness about sustainable products, reaching a broader audience but often struggling to
build personal connections with followers. In contrast, micro-influencers were perceived as more relatable
and authentic, leading to higher levels of trust and engagement.

Micro-influencers were particularly effective in driving genuine interest in sustainability.
Respondents reported feeling a stronger sense of connection with influencers who shared detailed,
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transparent insights into their sustainable lifestyles. As one participant noted, “I feel like micro-influencers
are more honest because they seem to use the products themselves, not just for promotion.”

4.8. Challenges in Sustaining Engagement

While influencers were effective in motivating initial purchases, sustaining consumer engagement
with sustainable products posed a challenge. Approximately 40% of respondents admitted to discontinuing
the use of eco-friendly products after the initial excitement of the influencer campaign wore off. This
highlights the need for continuous education and reinforcement of sustainable practices beyond the
influencer’s promotional period.

1. Impact of Influencer Credibility and Trust on Sustainable Purchasing

2. Purpose: Visualizes the path coefficients showing the relationships between influencer credibility,
trust, and purchasing behavior. Data: Credibility to Trust: Path Coefficient = 0.72. Trust to Sustainable
Purchasing: Path Coefficient = 0.68. Social Proof to Purchasing: Path Coefficient = 0.65

3. Distribution of Impulse vs. Genuine Purchases

4. Purpose: lllustrates the proportion of purchases motivated by genuine interest in sustainability versus
impulsive tendencies. Data: Genuine Interest: 55%, Impulse Purchases: 45%

5. Comparison Between Macro and Micro-Influencer Impact

6. Purpose: Shows the engagement and trust differences between macro-influencers and micro-
influencers. Data: Macro-influencers: Engagement = 30%, Trust = 40%. Micro-influencers:
Engagement = 70%, Trust = 80%

Discussion
1. Hypothesis 1: Financial Literacy — Impulsive Buying Behavior

The analysis revealed a significant negative relationship between financial literacy and impulsive
buying behavior (path coefficient = -0.65, p < 0.001). This finding suggests that individuals with higher
financial literacy are less likely to engage in impulsive buying. Previous studies corroborate this, indicating
that financial literacy equips individuals with better budgeting skills and a more critical perspective on
spending decisions [32], [33]. Where financial literacy directly reduced impulsive tendencies by promoting
awareness of long-term financial consequences. [34] Added that financial literacy plays a crucial role in
helping users resist the temptations of deferred payment systems. Demonstrated that financial literacy
enhances self-control, reducing susceptibility to emotional triggers in shopping contexts. [35] Noted that
higher financial knowledge correlates with a preference for planned purchases over impulsive ones.

The results emphasize that financial literacy interventions could significantly curb impulsive
buying by instilling critical thinking and encouraging disciplined financial habits.

2. Hypothesis 2: Financial Literacy — PayLater Usage Frequency — Impulsive Buying Behavior

The mediating role of PayLater usage frequency was supported, with financial literacy showing a
significant indirect effect on impulsive buying through reduced reliance on PayLater services (path
coefficient=-0.58, p = 0.012). This finding aligns with Setiawati and Alam’s (2024) assertion that financially
literate individuals are less inclined to depend on deferred payment schemes. Research by [36] also
highlighted that frequent PayLater use amplifies impulsive purchases, driven by the psychological
decoupling of spending from immediate financial consequences. Supporting this, [37] reported that higher
financial literacy discourages overuse of Buy Now, Pay Later (BNPL) platforms, thereby fostering
controlled spending. [35] Noted that financial literacy reduces over-reliance on BNPL tools by encouraging
better awareness of repayment obligations. Additionally, [38] emphasized that users with high financial
literacy are more likely to view PayLater as a convenience tool rather than a default payment method. The
findings highlight that financial literacy campaigns should address the risks associated with frequent BNPL
usage, encouraging consumers to evaluate these services critically.
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3. Hypothesis 3: Financial Literacy — Monthly Spending on PayLater — Impulsive Buying Behavior

Monthly spending on PayLater services emerged as a stronger mediator than usage frequency,
with a path coefficient of -0.72 (p = 0.005). This indicates that financial literacy significantly reduces
impulsive buying by fostering better control over the financial magnitude of deferred payments. [37] Noted
that financial literacy enhances spending awareness, helping consumers avoid unnecessary expenditures.
Laurinda (2024) observed a similar trend, where financial knowledge enabled users to limit spending on
deferred payment systems like Shopee PayLater. Supporting this, Putri. (2024) highlighted that controlled
spending mediated by financial literacy reduces impulsive behavior even in high-risk contexts. Research
by [39] further emphasized the role of spending discipline in mitigating impulsive tendencies, particularly
when using BNPL services. [35] Suggested that financial literacy helps consumers recognize the long-term
implications of excessive spending, reinforcing prudent financial practices.

The findings underscore that monthly spending control, rather than mere usage reduction, is

critical for mitigating impulsive buying tendencies, especially in the context of BNPL services.
The findings reveal a comprehensive relationship between financial literacy, BNPL usage, and impulsive
buying behavior. Financial literacy plays a dual role, directly reducing impulsive tendencies and indirectly
influencing behavior through mediators like Pay Later usage frequency and monthly spending. Monthly
spending emerged as the more critical mediator, indicating that financial literacy primarily impacts
consumer behavior by fostering spending discipline. These results align with behavioral finance theories
that emphasize the importance of self-control and awareness in financial decision-making [37], [39], [40],
[41].

While financial literacy significantly mitigates impulsive tendencies, challenges remain in
sustaining these behaviors. Impulsive tendencies are often driven by emotional triggers, which financial
literacy alone may not fully address. This highlights the need for integrating financial education with
psychological interventions that target emotional and cognitive biases in consumer decision-making.

5. CONCLUSION

This study confirms that financial literacy significantly reduces impulsive buying behavior, both
directly and indirectly, through mediators such as PayLater usage frequency and monthly spending. The
stronger mediation effect of monthly spending suggests that fostering financial discipline is more impactful
than simply reducing the frequency of BNPL transactions. These findings highlight the importance of
financial education in promoting responsible spending habits, particularly in the context of deferred
payment systems. Policymakers, brands, and educators should prioritize comprehensive financial literacy
programs that address spending control and awareness of BNPL risks. Such initiatives can empower
consumers to make informed, sustainable financial decisions, reducing the long-term risks of impulsive
buying.
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