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Abstract: 
 

The emergence of PayLater has brought significant changes to consumer consumption 
patterns, including the decision to adopt PayLater. This study expands the PayLater literature 
by exploring the impact of risky indebtedness behavior on long-term PayLater adoption. 
Unlike previous research, which predominantly examines PayLater as a trigger for financial 
distress, based on the theory of planned behavior, this study aims to analyze the role of risky 
indebtedness behavior and the mediating role of attitudes toward PayLater, PayLater use, and 
impulse buying on long-term PayLater adoption. Integrating behavioral factors into an 
adoption model can provide a more comprehensive understanding of consumer decision-
making. Using a purposive sampling method, data from 256 Indonesian college students were 
obtained and analyzed using PLS-SEM. The results indicate a direct relationship between risky 
indebtedness behavior, attitudes toward PayLater, and PayLater use on long-term PayLater 
adoption. However, no direct relationship or mediating role was found for impulse buying. 
Practically, this study suggests that PayLater service providers should provide responsible 
lending practices and monitor consumer behavior to reduce excessive borrowing, while 
policymakers need to strengthen consumer financial literacy initiatives to avoid harmful 
lending practices.  
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1. Introduction 
 
Mobile connectivity has advanced rapidly, enabling the majority of the global 
population to stay connected. Many use mobile internet access for more than just 
talking, but also for work, study, digital connectivity, shopping, and even financial 
solutions (GSMA, 2025; Ritchie et al., 2023). The increasing use of digital technology 
has enabled the emergence of more flexible, platform-based alternative financial 
services (Punwatkar & Verghese, 2018) such as digital payments. Alongside the 
growth of digital payments, e-commerce and social commerce have also experienced 
significant growth, both of which have changed consumer consumption patterns 
(Nabila et al., 2025). The emergence of digital payments and their integration into e-
commerce and social commerce have led to a decline in consumer cash use in 
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transactions, as many rely on instant payments (Bakar et al., 2022; Zhu et al., 2022). 
The widespread use of instant payments has led to the emergence of a new financing 
scheme, namely buy now, pay later (BNPL), also known as PayLater.  
 
PayLater is a credit scheme that offers consumers the convenience of delaying 
payments with low or no interest (Berg et al., 2025). Several large companies offer 
PayLater payment schemes, such as Klarna, Afterpay, Paidy, and Clearpay to provide 
easy-to-manage and faster credit access without complex administrative procedures 
like conventional credit services (Abu Seman, 2025; Tijssen & Garner, 2021). 
According to Juniper Research (2022), the number of PayLater service users has 
reached 360 million in 2022 and will continue to increase to 900 million by 2027. In 
Indonesia, PayLater service users as of February 2025 had reached 17.26 million (The 
Leap, 2025). Disbursements reached IDR 36.24 trillion, growing ~27.65% YoY, with 
the largest number of users being Millennials (~48.27%), Generation Z (~39.94%), 
and the remaining generations above them (Candika et al., 2025; Kontan, 2025). 
PayLater's growth in Indonesia is faster than credit card growth (Untari, 2025). 
 
PayLater is a credit scheme that allows consumers to defer payments until a later date 
(Zhu, 2025), allowing them to purchase products even if they don't have the full funds. 
A survey of millennials and Generation Z in Indonesia also found that PayLater can 
help manage monthly expenses, enable transactions even when they don't have enough 
money, and enable them to utilize PayLater for promotions and other offers (Katadata, 
2024). Payments made in installments, especially those with interest or even without 
interest, create a perception of low cost (Maesen & Ang, 2025). This indicates that 
PayLater provides consumers with easy, fast credit access for transactions. 
Furthermore, Cindy et al. (2024) also emphasized that some productive age groups in 
Indonesia, including college students, frequently use PayLater for online shopping, 
reflecting a strong trend of fintech service adoption among this group.  
 
Studies of students who take out loans show a tendency toward present bias, 
prioritizing short-term financial gains over long-term repayment obligations (Barr et 
al., 2021), including long-term use of PayLater. In the context of educational loans, 
overconfidence can trigger risky debt behavior and increase reliance on long-term 
loans (Raj, 2023). This suggests that college students who perceive themselves as 
capable of meeting their loan obligations and perceive debt as providing short-term 
financial benefits often engage in risky behavior. Aisjah (2024) also emphasized that 
students' financial experiences shape their attitudes toward PayLater, where positive 
evaluations of credit services decrease when they have had negative financial 
experiences. Easy access to digital credit can cause psychological stress that 
influences students' attitudes toward these credit services (Geriadi & Dwijayanthi, 
2024). Furthermore, fear of missing out was found to be a factor influencing students' 
evaluations of online loans (Noor & Fatihat, 2025; Putri Permatasari & Yuhertiana, 
2025), which impacts the use of online loans, such as PayLater. In a digital 
environment, students are highly engaged, resulting in faster and less rational 
decision-making (Qi, 2025). In this regard, PayLater simplifies the decision-making 
process by reducing the direct payment hurdle (Coelho et al., 2023). 
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However, PayLater not only offers benefits but also carries risks that consumers must 
face. PayLater can increase consumers' risk of getting trapped in loan stacking, a 
condition where individuals take out installments simultaneously, resulting in 
mounting debt (Consumer Financial Protection Bureu (CFPB), 2022). Previous 
research on individuals' decisions to use PayLater shows that PayLater users tend to 
make impulsive purchases (Keil & Burg, 2023) because they perceive that the 
products purchased using PayLater are cheaper (Hartanto, 2022). Overall, PayLater 
can provide benefits to its users, but it is important to emphasize that these benefits 
are not without risks. These potential risks clearly influence the level of PayLater 
adoption by consumers.  
 
Research on consumers in Poland regarding the decision to use PayLater as a payment 
option found that individuals' decisions to choose PayLater were driven by a 
propensity for debt and a history of frequent borrowing (Waliszewski et al., 2024). 
Other studies also emphasize that individuals are more willing to take on debt when 
they have a propensity for risk (Flores & Vieira, 2014). This risky behavior fosters 
individuals' dependence on repeated borrowing (Davidsson & Eriksson, 2025; Hamid, 
2025). Hamid (2025) stated that dependence on credit is driven by individuals' 
inability to assess their ability to repay obligations. Temporal orientation due to 
excessive debt also leads individuals to focus on short-term obligations and 
encourages the use of loans for survival (Davidsson & Eriksson, 2025). Consequently, 
PayLater is currently a widely used credit alternative. 
 
Risky indebtedness behavior (Davidsson & Eriksson, 2025; Hamid, 2025; 
Waliszewski et al., 2024) is a triggering factor for individuals to take out loans through 
PayLater. Furthermore, this has prompted discussion regarding other factors 
influencing consumers' decisions to adopt the service. Edgina et al. (2025) emphasized 
that attitudes play a role in shaping intentions to use PayLater, which is a result of an 
individual's perceived trust. The study also explained that subjective norm and 
individual behavioral control influence the intentions to use PayLater. Similarly, Relja 
et al. (2024) findings indicate two distinct attitude groups, those with negative 
sentiments view PayLater as an untrustworthy service, while those with positive 
sentiments believe PayLater can help them manage their finances. This suggests that 
attitude is a key determinant of a person's intention to use PayLater. 
 
Keil & Burg (2023) explain that PayLater, which is now integrated into the 
marketplace, often eliminates individuals' self-control and makes them prone to 
impulsive behavior due to the availability of financial resources. Other research also 
shows that PayLater has become a preferred choice for those who use marketplaces 
to purchase various types of goods, so this convenience encourages impulsive 
purchases (Parameswari & Ginny, 2022). Even in a study of e-retail consumers who 
use digital payments when shopping online, it was found that impulsive behavior to 
fulfill needs and instant gratification drives consumers to adopt PayLater (Kumar & 
Nayak, 2025).  
 
Despite the growing discussion about PayLater services, most studies on PayLater 
emphasize psychological factors such as attitudes, trust, and impulse buying as 
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antecedents of PayLater adoption intention. However, understanding the factors that 
maintain long-term PayLater adoption after consumers become users of the service 
remains limited, particularly for users with risky indebtedness behavior. Previous 
research generally positions risky indebtedness behavior as an indirect predictor 
operationalized through psychological factors such as impulse buying and attitudes. 
Therefore, the direct influence of risky indebtedness behavior on long-term PayLater 
adoption remains insufficiently explored. This study addresses this limitation by 
examining the direct influence of risky indebtedness behavior on long-term PayLater 
adoption and testing PayLater use also attitudes toward PayLater both directly and as 
a mediator. Several studies related to PayLater have been conducted in Asian markets, 
such as Vietnam, Malaysia, and even Indonesia. Although Indonesia is a significant 
PayLater market, studies on long-term adoption are limited. Furthermore, existing 
studies generally examine Millennials and Generation Z samples in general, while 
college students, as part of Generation Z and Millennials, have distinct characteristics, 
such as higher exposure to digital financial literacy and relatively low average 
incomes. 
 
This study further examines how long-term PayLater adoption occurs among college 
students through three mediation pathways. The purpose of this study is to examine 
the relationship between attitudes toward PayLater, PayLater use, and impulsive 
buying in the context of PayLater services, and to explain the risky indebtedness 
behavior factors mediated by attitudes toward PayLater, PayLater use, and impulsive 
buying to understand the long-term PayLater adoption decisions by college students. 
This study contributes to the limited literature on PayLater in the Indonesian context, 
providing a new perspective on risky indebtedness behavior and long-term PayLater 
adoption, and practically helping to understand consumer conditions that trigger long-
term PayLater adoption to avoid detrimental decisions.  
 
2. Theoretical Background 

Risky Indebtedness Behavior: Risky indebtedness behavior is the behavior of 
individuals who take on repeated, dangerous debts that exceed their financial 
capabilities (Abrantes-Braga & Veludo-de-Oliveira, 2020). Individuals' inability to 
assess their own capabilities makes them more susceptible to credit, often leading 
them to normalize debt-taking. This puts consumers in financial difficulty, leading to 
anxiety (Amit et al., 2020). Anxiety drives individuals to overspend, which further 
exacerbates financial difficulties (Cachón-Rodríguez et al., 2025). PayLater, a 
transaction process that separates purchases and payments, is considered an 
appropriate instrument for addressing anxiety (Waliszewski et al., 2024). This also 
occurs because individuals with risky indebtedness behavior have weak financial 
planning, making them more vulnerable to credit-based purchasing mechanisms 
(Vieira et al., 2023). Fundamentally, this behavior changes the way individuals 
evaluate credit products. Consumers experiencing debt stress have a higher sensitivity 
to risk (Leandro & Botelho, 2022), thus encouraging cognitive and affective 
evaluations that shape consumer attitudes toward services (Nguyen & Pham, 2024). 
Furthermore, financial stress resulting from debt exceeding financial capabilities leads 
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to low self-control. Low self-control encourages impulsive behavior (Schomburgk & 
Hoffmann, 2023), which shapes the tendency to adopt online credit services due to 
the instant gratification and encourages instant purchases (Ma & Yao, 2023). 

Attitude Toward PayLater: Attitude is defined as a predisposition that determines a 
positive or negative response to an object or situation (Ajzen & Fishbein, 1970). In 
this study, attitude toward PayLater represents an individual's positive or negative 
evaluation of the PayLater service. Attitude plays a crucial role in driving adoption 
because it is a key determinant of behavior, ultimately impacting actual usage (Ajzen, 
2020). Studies related to technology adoption have found that attitude plays a crucial 
role because it can reduce barriers and accelerate the adoption process (Irimia-
Diéguez et al., 2023). This indicates that the convenience offered by a technology or 
service shapes user attitudes, which can drive adoption. As explained by (Mukherjee, 
2025) the drive to adopt PayLater arises from the service's convenience. Previous 
studies related to PayLater also found that positive attitudes toward the service are 
formed due to perceived convenience (Raj et al., 2024b) and the absence of immediate 
pressure because of the reduced pain of paying (Liu, 2020). This increases users' 
willingness to adopt the service in the long term. These perceived benefits form a good 
evaluation despite having no previous experience (Dadra et al., 2024). 

PayLater Use: PayLater usage contributes to increased adoption through behavioral 
mechanisms. PayLater usage is a condition where consumers utilize the buy now, pay 
later option in transactions (Kumar & Nayak, 2025; Relja et al., 2024). The initial user 
experience serves as a learning process that introduces consumers to the ease of 
transactions and installment schemes that can increase user engagement (V. A. Raj et 
al., 2024a). This direct experience contributes to increased trust and reduced user risk 
perceptions towards the service. Studies related to PayLater emphasize that initial 
usage can form user habits that strengthen ongoing commitment (Kumar & Nayak, 
2023). PayLater usage is often associated with user familiarity with the service, which 
can strengthen adoption. Previous studies related to financial technology services also 
revealed that technology use can strengthen user familiarity, reduce risk perceptions, 
and increase user trust in the service, ultimately encouraging long-term usage 
(Bergmann et al., 2023). Furthermore, PayLater usage also reduces the psychological 
financial burden that increases impulse purchases. Unplanned purchases by PayLater 
users occur because they consider the service as a temporary financial tool, not as 
risky debt (Relja et al., 2024). 

Impulsive Buying: Impulsive buying is a consumer behavior that indicates 
spontaneous and unplanned purchases (Redine et al., 2023). Studies show that 
consumers with impulsive tendencies are more likely to adopt PayLater compared to 
consumers with long-term financial planning (Kumar & Nayak, 2025). This occurs 
due to low self-control, making it difficult for them to avoid impulsive purchases. 
Previous studies have emphasized that the inability to resist the temptation to shop 
indicates low self-control, which ultimately leads to impulsive purchases (Nyrhinen 
et al., 2024; Xu et al., 2020). Impulsive consumers will find it easier to use payments 
that provide immediate gratification. For impulsive consumers, PayLater is the right 
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choice because of its preference for immediate rewards, instant gratification, minimal 
rational evaluation, and its service that facilitates spontaneous purchases (Keil & 
Burg, 2023; Ma & Yao, 2023). Based on this, impulsive buying strengthens PayLater's 
long-term use. 

Long-Term PayLater Adoption: PayLater adoption is the willingness of individuals 
to use PayLater services for future transactions (Kumar & Nayak, 2023, 2025). In this 
study, long-term PayLater adoption refers to an individual's willingness to continue 
using the service in the long term. Previous studies in the context of PayLater have 
shown that adoption is often influenced by factors such as attitude, user familiarity, 
and impulsivity (Raj et al., 2024a; Tang et al., 2025b). Even in research related to 
financial technology, the decision to use a service long-term is also driven by attitude 
and perceived benefits during use (Bergmann et al., 2023). Attitudes, in this case, are 
formed due to convenience and suitability, which eliminate barriers to the adoption 
process. Furthermore, usage also strengthens adoption motives through behavioral 
mechanisms. Successful transaction experiences accelerate the integration of the 
service into everyday financial practices (Powell et al., 2023). Even previous studies 
have suggested that impulse buying drives adoption because consumers tend to view 
PayLater as a consumption tool, not a debt (Kumar & Nayak, 2023). These factors 
lower perceived psychological barriers to adoption, thus enabling long-term adoption. 

3. Methodology 
 
This study uses a quantitative methodology to test theories or hypotheses and 
systematically measure variables (Creswell, 2009). The population of this study was 
Indonesian college students who use PayLater, because college students have better 
financial literacy and often avoid debt (Geriadi & Dwijayanthi, 2024) merits further 
investigation. Using a purposive sampling technique through an online questionnaire-
based survey, respondents must meet the sample criteria, Indonesian college students 
who have used PayLater at least once and are at least 17 years old. The interpretation 
of the results of this study is an empirical representation of PayLater student users 
with similar characteristics to the research sample (Andrade, 2021). Generalizations 
are made analytically to the target population, not as statistical generalizations of all 
students in Indonesia. This study adheres to ethical aspects by ensuring that all 
respondents participate voluntarily and that the researcher provides information about 
the research objectives, data confidentiality, and the respondent's right to withdraw 
without consequence. 
 
The sample size calculation is based on the criteria of Hair, et al. (2019) a sample of 
256 PayLater student users in Indonesia was obtained who met the criteria. The 
research instrument was adapted from a scale validated in previous research and then 
adapted to the research context. The collected primary data were then analyzed using 
PLS-SEM with SmartPLS 4 software. The questionnaire utilized a five-point Likert 
scale ranging from 1 (strongly disagree) to 5 (strongly agree) to capture the extent of 
respondents' agreement with each statement (Kandasamy et al., 2020). This study 
focused on psychological factors, risky debt behavior (RIB), and other factors such as 
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attitudes (ATT), PayLater use (PU), and impulsive buying (IMB), which are believed 
to influence long-term PayLater adoption (ADP) among Indonesian students. Tests 
conducted on the data included reliability, validity, and hypothesis testing. 

 
Figure 1. Research Framework 

 
4. Empirical Findings/Result 
 
Respondent Characteristics 
The respondents of this study were 256 PayLater college student users in Indonesia 
who were then classified based on gender, age, education level, and province of origin. 
Based on gender, there were 65 males (25.4%) and 191 females (74.6%). The majority 
of respondents were in the 17-22 age group, 156 people (60.9%), then 89 people 
(34.8%) were in the 23-28 age group, and the remaining 11 people were in the age 
group over 28 years (4.3%). Educational levels were quite varied: 189 people (73.8%) 
were undergraduate students, 37 people (14.5%) were applied undergraduate students, 
16 people (6.3%) were master's students, and the remaining 14 people (5.5%) were 
diploma students. Based on province of origin, the study showed that PayLater users 
were dominated by college students from Java. A total of 78 people (30.5%) came 
from West Java, 39 people (15.2%) from Central Java, PayLater users from DKI 
Jakarta and East Java had the same number of 38 people (14.8%), as many as 18 
people (7.0%) from DI Yogyakarta, as many as 16 people (6.3%) from Banten, and 
the rest came from several other provincial areas (11.4%) located on the islands of 
Sumatra, Kalimantan, and Sulawesi.  
 
Outer model analysis 

 
Figure 2. Model Calculation and Value of Loading Factor for Each Indicator 
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To obtain consistent test results, reliability testing is necessary. Reliability testing 
measures the extent to which items measure the same construct (Hair et al., 2021). 
The criteria used in this study (Hair et al., 2021) include a composite reliability (CR) 
of at least 0.60 and a Cronbach's Alpha (α ≥ 0.6) to demonstrate internal consistency.  

Table 1. Reliability and Convergent Validity Test Results 
Variable Cronbach’s 

Alpha 
Composite 
Reliability 

AVE 

Risky Indebtedness Behavior (RIB) 0.923 0.943 0.767 
Attitudes Towards PayLater (ATT) 0.752 0.858 0.669 
PayLater Use (PU) 0.835 0.879 0.549 
Impulsive Buying (IMB) 0.894 0.915 0.575 
Long-Term PayLater Adoption (ADP) 0.896 0.935 0.828 

(Source: Primary Data, 2026) 
 
To explain the uniqueness of a measure by examining the low correlation between 
measurement scales of different constructs, a discriminant validity test was conducted. 
The heterotrait-monotrait ratio (HTMT) parameter was used as an indicator to assess 
the level of discriminant validity problems in this study (Hair et al., 2021; Henseler et 
al., 2015). The criterion used was that the HTMT value must be less than 0.85. Thus, 
the level of uniqueness of the measurement scales of different constructs is declared 
valid when the HTMT value in this study is less than 0.85. The following table shows 
the measurement results from the discriminant validity test. 

Table 2. Discriminant Validity Test Results 
Variable RIB ATT PU IMB ADP 

RIB      
ATT 0.480     
PU 0.841 0.696    

IMB 0.577 0.654 0.829   
ADP 0.519 0.759 0.685 0.530  

(Source: Primary Data, 2026) 
 
Structural model analysis 
Collinearity testing is performed by examining the level of collinearity in each 
predictor construct in the model, as indicated by the variance inflation factor (VIF) 
value. A high VIF value indicates the potential for multicollinearity, and the VIF value 
must be equal to or no greater than 5 to avoid collinearity (Hair et al., 2021). The test 
results indicate that this study does not indicate critical multicollinearity issues. This 
is because the VIF values for all study variables are less than 5 (VIF < 5). 

Table 3. Collinearity Test Results 
Variable RIB ATT PU IMB ADP 

RIB  1.000 1.192 2.194 2.194 
ATT   1.192  1.533 
PU    2.194 3.496 

IMB     2.225 
ADP      

(Source: Primary Data, 2026) 
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Referring to Hair et al. (2021), the function of the number of predictor constructs is 
indicated by the R-square value. The number of predictor constructs tends to be higher 
when the R-square value is higher. Based on the criteria, the results indicate that all 
endogenous variables in the study are acceptable (R2

(AT) = 0.158; R2
(PU) = 0.621; R2

(IMB) 
= 0.519; R2

(ADP) = 0.475). This indicates that the endogenous variables can well 
explain all exogenous variables. To understand the level of fit or fitness between the 
model and data in structural testing, Q-square is used in predictive relevance or 
goodness of fit. Hair et al. (2019) stated that there is an indication of predictive 
relevance when the Q2 value is greater than or equal to zero (Q2 ≥ 0). The test results 
show that all endogenous variables have values greater than zero (Q2

(AT) = 0.153; 
Q2

(PU) = 0.538; Q2
(IMB) = 0.275; Q2

(ADP) = 0.216).  
Table 4. Coefficient Determination and Q-Square Results 

Variable R-Square R-Square Adjusted Q-Square 
Attitudes Towards PayLater (ATT) 0.161 0.158 0.153 
PayLater Use (PU) 0.624 0.621 0.538 
Impulsive Buying (IMB) 0.523 0.519 0.275 
Long-Term PayLater Adoption (ADP) 0.484 0.475 0.216 

(Source: Primary Data, 2026) 
 
The hypothesis testing indicates that all hypotheses are significant except H11 and 
H12, as shown in Table 4. These results confirm that IMB has no direct relationship 
with long-term PayLater adoption (β = -0.025, p > 0.05, t = 0.326), rejecting H11. 
IMB does not mediate the relationship between RIB and long-term PayLater adoption 
(β = 0.000, p > 0.05, t = 0.020), rejecting H12. RIB is positively related to several 
variables, such as long-term PayLater adoption (β = 0.078, p < 0.01, t = 9.626); 
attitude towards PayLater (β = 0.401, p < 0.01, t = 8.783); PayLater use (β = 0.614, p 
< 0.01, t = 21.784), confirming H1, H2, and H3. RIB is negatively related to IMB (β 
= -0.004, p < 0.01, t = 10,988) thus not supporting H4. The result also indicates that 
there is a direct effect of ATT on PayLater use (β = 0.308, p < 0.01, t = 6.669) and 
long-term PayLater adoption (β = 0.432, p < 0.01, t = 9.707) therefore, H5 and H7 are 
accepted. Furthermore, the result confirms H6 and H9, PU has a direct impact on IMB 
(β = 0.726, p < 0.01, t = 5.584) and long-term PayLater adoption (β = 0.316, p < 0.01, 
t = 3.626). Regarding the mediation effect, it was found that the relationship between 
risky indebtedness behavior and long-term PayLater adoption was mediated by ATT 
(β = 0.173, p < 0.01, t = 5.249) and PU (β = 0,194, p < 0.01, t = 2.988) therefore, H8 
and H10 are accepted.  

Table 5. Hypotheses Testing Results 
Hypotheses Structural path Path coefficient t-value Conclusion 
H1 RIB → ADP 0.078 9.626 Accepted  
H2 RIB → ATT 0.401 8.783 Accepted  
H3 RIB → PU 0.614 21.784 Accepted  
H4 RIB → IMB -0.004 10.988 Not supported 
H5 ATT → PU 0.308 6.669 Accepted  
H6 PU → IMB 0.726 5.584 Accepted  
H7 ATT → ADP 0.432 9.707 Accepted  
H8 RIB → ATT → ADP 0.173 5.249 Accepted  
H9 PU → ADP 0.316 3.626 Accepted  
H10 RIB → PU → ADP 0.194 2.988 Accepted  
H11 IMB → ADP -0.025 0.326 Not supported 
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H12 RIB → IMB→ ADP 0.000 0.020 Not supported  
(Source: Primary Data, 2026) 
 
5. Discussion 
 
The findings of this study highlight the relationship between risky debt behavior and 
long-term PayLater adoption among Indonesian college students, both directly and 
through the mediating role of attitudes toward PayLater, PayLater usage, and 
impulsive purchases. The results indicate that risky debt behavior significantly 
influences long-term PayLater adoption. Risky indebtedness behavior is often 
triggered by excessive consumption (Hayashi & Routh, 2025) and individuals' 
inability to assess their ability to repay obligations (Hamid, 2025), resulting in the 
perception that credit is a reasonable financial solution to adopt in the long term. As 
individuals begin to normalize this, dependence develops over time (Waliszewski et 
al., 2024) and credit like PayLater is no longer just a payment alternative but a part of 
their finances. Even among college students, credit like PayLater is sometimes used 
to meet personal and lifestyle needs (Amelia & Syafrini, 2024). Coffey et al. (2024) 
stated that PayLater for young people is part of a financialization process. Other 
studies have also emphasized the tendency to adopt credit instruments like PayLater 
when individuals face risky indebtedness behavior (Kumar & Nayak, 2023). Thus, it 
can be argued that risky debt behavior increases individuals' long-term adoption of 
PayLater. 
 
Long-term PayLater adoption is also influenced by other factors, such as attitude. 
Tang et al. (2025a) stated that attitude is the result of an evaluation or the level of 
conformity of an individual's expectations that determines the decision to adopt 
PayLater. Individuals with positive evaluations typically perceive the convenience 
and flexibility offered by PayLater, potentially increasing long-term PayLater 
adoption. Previous studies have also emphasized that flexibility is a key feature of 
PayLater, which can influence attitudes (Dadra et al., 2024). Furthermore, attitudes 
toward PayLater also mediated the relationship between risky debt behavior and long-
term PayLater adoption. Individuals with risky debt behavior were more likely to 
adopt PayLater in the long term, depending on their attitudes. This is because 
individuals with risky indebtedness behavior typically have low self-control, and 
taking on new debt is less of a concern. Moreover, the convenience and flexibility 
offered by PayLater also improved their evaluation of PayLater, making long-term 
adoption of the service more likely. Previous studies have also emphasized that low 
self-control leads individuals to take on more debt than others and potentially default 
on repayments (Pulk & Riitsalu, 2024), although they are more willing to take out 
another loan (Grohmann & Hamdan, 2021).  
 
PayLater use also shows a direct influence on adoption rates. As explained by Raj et 
al. (2024) initial usage serves as a learning process that increases user engagement 
with the service. The results of this study indicate that PayLater usage can increase 
user familiarity and experience, which can encourage long-term PayLater adoption, 
especially among young tech-savvy consumers. This is also consistent with (Tang et 
al., 2025b) who stated that familiarity creates a positive experience and shapes the 
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tendency to adopt PayLater. This mediating role can also be seen in PayLater usage. 
In this case, PayLater usage stems from risky debt behaviors, which often bind 
individuals to PayLater and encourage long-term adoption of the service. This aligns 
with a study that found individuals with risky debt behavior exhibit a dependency on 
PayLater (Abrantes-Braga & Veludo-de-Oliveira, 2020), where initial use provides 
direct experience and forms habits that can strengthen ongoing commitment. 
Furthermore, another study found a dependency on other credit options to pay bills 
(Guttman-Kenney et al., 2023). This suggests that PayLater use can mediate the 
relationship between risky indebtedness behavior and long-term PayLater adoption 
because during use, users develop a close relationship with the service, even when 
they are at risk. This study also found that PayLater use was positively correlated with 
user impulse buying. It can be said that impulse buying increases when individuals 
use PayLater, because they do not experience immediate financial consequences and 
fulfill their desires immediately. This aligns with a study by Ayu et al. (2021), which 
found that PayLater use is a triggering factor of impulsive buying. This concordance 
between the research findings and previous studies validates that PayLater users are 
more prone to unplanned purchases. 
 
This study found a negative effect of risky indebtedness on impulsive buying. This 
may occur because individuals with debt exceeding their financial capabilities are 
more aware of their current financial situation, increasing their caution in making 
purchases. This phenomenon aligns with the concept of debt aversion, where 
individuals with excessive debt tend to reduce discretionary spending (Meissner & 
Albrecht, 2022). These results differ from previous studies that found that unplanned 
purchases were a way to relieve stress and anxiety caused by risky indebtedness (Raj 
et al., 2024a; Zhang & Shi, 2022). Similar results were found regarding the direct 
relationship and mediating role of impulsive buying on long-term PayLater adoption. 
This indicates that the tendency to make impulsive purchases alone is not sufficient 
to explain consumers' decisions to adopt PayLater in the long term. These results differ 
from previous studies that found that impulsive buying drives adoption intentions 
(Kumar & Nayak, 2023). In this case, it can be said that impulsive buying does not 
encourage individuals to adopt PayLater in the long term due to the risk of debt burden 
that must be borne. This can occur in the context of students in particular, because 
students are indicated to have a better level of financial literacy (Geriadi & 
Dwijayanthi, 2024), so they tend to avoid credit instruments even to satisfy 
impulsiveness. Furthermore, risky indebtedness behavior also forms negative 
financial experiences due to debt accumulation and the risk of default (Hesniati et al., 
2025). Thus, it can be said that risky indebtedness behavior does not encourage 
individuals to make unplanned purchases. Impulsive buying also does not provide a 
significant incentive for those with this condition to adopt PayLater in the long term, 
due to the burden of risk that must be borne in the long term. 
 
The majority of study participants were undergraduate students or equivalent, 
predominantly from the Generation Z age group, with a small number of advanced 
students. This suggests that young students' digital familiarity makes it easier for them 
to adopt PayLater. Furthermore, research data also confirms that the higher a student's 
education level, the lower their likelihood of using credit instruments like PayLater. 
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Individuals with higher levels of education have better financial literacy and more 
critical thinking skills regarding credit decisions, both conventional credit and 
PayLater. The results of this study confirm previous research that students with higher 
levels of education tend to have higher financial literacy, structured risk evaluation, 
and greater caution (Phung, 2025). The study confirmed the twelve hypotheses 
formulated. Broadly speaking, long-term PayLater adoption can be influenced by 
risky indebtedness behavior, both directly and through the mediating role of attitudes 
toward PayLater and PayLater usage. This research finding differs significantly from 
the models proposed previously by Kumar & Nayak (2023) and Raj et al. (2024), 
which discuss risky indebtedness behavior, attitudes toward PayLater, PayLater use, 
impulsive buying, and PayLater adoption. 
 
6. Conclusions 
 
This study has both academic and industry implications. Research related to PayLater 
still has limitations, with most studies identifying PayLater as a determinant of debt. 
Few studies address long-term adoption of PayLater; the few that do exist only address 
the intention to adopt the service without considering the sustainability of adoption. 
This study found that individuals with risky indebtedness behavior are still likely to 
adopt PayLater in the long term. Kumar & Nayak (2023) emphasized the intention of 
individuals with RIB to adopt PayLater through the mediating role of impulsive 
buying. However, this study found that RIB directly drives long-term adoption of 
PayLater, and impulsive buying does not play a mediating role. Furthermore, this 
study also adds insight into PayLater use, where individuals who have used PayLater 
are more likely to adopt the service long-term due to familiarity and previous 
experience. This study expands the literature on planned behavior, where attitudes are 
a determinant of individuals' continued use of the service, particularly in the context 
of BNPL.  
 
This study provides recommendations for PayLater service providers and 
policymakers. PayLater service providers need to implement responsible lending 
practices and monitor users to prevent borrowing beyond their means, thereby 
preventing them from becoming trapped in a vicious cycle of debt. Furthermore, to 
maintain relationships with customers, companies need to provide services that offer 
convenience, flexibility, and low risk through more targeted communications, 
particularly for those with pre-existing debt. Meanwhile, policymakers should provide 
facilities for the public to improve financial literacy and prevent them from entering 
into harmful debt, particularly for low-income individuals, allowing them to still 
utilize PayLater, even if they have limited funds, but with more careful consideration. 
 
The data of the study were collected from university students in Indonesia, a 
developing country with a relatively low average income compared to other countries. 
Furthermore, other factors, such as hedonism and social norms, still need to be 
explored in future studies. This study only used attitudes and PayLater usage as 
mediators of long-term adoption, future research could explore the mediating role of 
these variables simultaneously, or even add other variables. Future studies are 
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expected to overcome the limitations of the cross-sectional approach in this study 
through experiments and longitudinal approaches.  
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