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ABSTRAK

The rapid development of financial technology has led to a significant increase in the use of pay-later services, in Indonesia, offering transactional convenience but also raising concerns over rising consumerist behavior. This study aims to analyze the influence of self-control, social pressure, and promotional strategies on the consumptive behavior of pay later users, with financial literacy serving as a moderating variable. A quantitative research approach was employed, using questionnaires distributed to active pay later users in West Jakarta. Data were analyzed using multiple linear regression and moderated regression analysis (MRA). The findings are expected to demonstrate that self-control negatively affects consumptive behavior, while social pressure and promotional strategies have a positive influence. Furthermore, financial literacy is predicted to moderate these relationships by weakening both the negative and positive effects. The study provides theoretical and practical insights into understanding consumer behavior in digital finance, emphasizing the importance of financial literacy in promoting responsible spending.
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INTRODUCTION
The advancement of financial technology has transformed how consumers manage financial transactions. One notable innovation is the Buy Now, Pay Later (BNPL) scheme, widely recognized in Indonesia as PayLater. This system enables users to defer payments either in installments or as lump-sum settlements (Sayoga, 2024). While it enhances financial accessibility, BNPL usage also raises concerns regarding impulsive or excessive spending, especially among individuals with limited financial literacy (Sunlife, 2024).)
In Indonesia, the adoption of pay later services has surged significantly. According to 
Data from PT Pefindo Biro Kredit (IdScore), by June 2024, the number of pay later users had reached 14.37 million, marking a 9.35% increase from the previous year, with a total portfolio value reaching Rp30.14 trillion (Pernitan, 2024). Furthermore, the Financial Services Authority (OJK) reported that outstanding financing under BNPL schemes grew by 89.20% year-over-year as of August 2024, totaling Rp26.37 trillion (Ilyas, 2024). These figures suggest not only a growing reliance on digital financing options but also underscore the need to investigate the behavioral factors that accompany this trend.
Numerous studies suggest that factors such as poor self-control, social influence, and persuasive promotional strategies may drive impulsive and consumptive behavior (Nasution et al., 2023; Marsela, 2019; Tjiptono, 2008). For instance, social pressure may push individuals to conform to group expectations and trends, leading to compulsive purchases to avoid missing out. Meanwhile, promotional campaigns, including advertising and personal selling, often trigger spontaneous buying decisions by enhancing perceived urgency or offering attractive deals. However, the degree to which these factors influence consumer behavior may vary depending on an individual’s level of financial literacy, which refers to one’s ability to manage income, expenses, credit, savings, and investments wisely (OJK, 2022; Chen & Volpe, 1998).
This research aims to examine the influence of self-control, social pressure, and promotional strategies on the consumptive behavior of pay later users, with financial literacy as a moderating variable. Previous studies have tended to analyze these variables independently or without a moderating framework. This study seeks to address that gap by offering a more integrated approach to understanding the dynamics behind consumptive behavior in the digital finance era (Salsabila, 2023).
As digital payment systems and e-commerce platforms continue to evolve, ensuring responsible financial behavior becomes increasingly important. By analyzing how self-regulation, peer influence, and marketing strategies interact with financial literacy, this study provides practical insights not only for financial institutions and policymakers but also for everyday consumers. The findings are expected to serve as a reference for the development of educational interventions and regulatory strategies that encourage healthier financial decision-making in the face of modern payment innovations.













Conceptual Framework
Image 1. Conceptual Framework
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Hypotheses 
[bookmark: _Hlk202558138]Main Hypotheses:
H1: 	Self-control has a negative influence on the consumptive behavior of pay later users.
H2: 	Social pressure has a positive influence on the consumptive behavior of pay later users.
H3: 	Promotional strategy has a positive influence on the consumptive behavior of pay later users.
Moderation Hypotheses:
H4: The level of financial literacy moderates the relationship between self-control and consumptive behavior, such that higher financial literacy weakens the negative relationship.
H5: The level of financial literacy moderates the relationship between social pressure and consumptive behavior, such that higher financial literacy weakens the positive relationship.
H6: 	The level of financial literacy moderates the relationship between promotional strategy and consumptive behavior, such that higher financial literacy weakens the positive relationship.
Top of Form
Bottom of Form

METHODS
This study uses a quantitative research approach, employing statistical analysis to test the proposed hypotheses. The research focuses on individual users of pay later services in Indonesia, particularly those who have actively used such services for the past 3–6 months. The aim is to analyze how self-control, social pressure, and promotional strategies influence consumptive behavior, with financial literacy serving as a moderating variable.
Sampel and Population
The research population consists of all pay later service users in Indonesia who potentially exhibit consumptive behavior. Due to the dynamic and large size of the population, the study uses purposive sampling, selecting respondents who meet the following criteria:
a) Have used pay later services at least 3–6 times
b) Are willing to complete the questionnaire accurately
c) Have a minimum level of financial literacy that can be measured
A sample of 385 respondents was determined to be sufficient to represent the population, using the Slovin formula with a margin of error of 5%. This sample size ensures adequate statistical power for hypothesis testing.
Data Collection Method 
The data for this study were collected using a survey method with a structured questionnaire as the primary instrument. The questionnaire was designed to capture measurable responses related to each research variable: self-control, social pressure, promotional strategy, financial literacy, and consumptive behavior.
Tabel 1. Determination of Questionnaire Answer Score
	No
	Answer
	Code
	Scale

	1
	Strongly Agree
	SS
	5

	2
	Agree
	S
	4

	3
	Neutral
	N
	3

	4
	Disagree
	TS
	2

	5
	Strongly Disagree
	STS
	1


Source: Sugiyono (2019).

A Likert scale (ranging from 1 = Strongly Disagree to 5 = Strongly Agree) was used to measure respondents’ attitudes and perceptions. The questions were developed based on validated indicators from previous research and adapted to suit the context of pay later service users. The questionnaires were distributed online via Google Forms, ensuring accessibility and convenience for the target respondents. The sampling method used was purposive sampling, targeting individuals who had used pay later services at least 3–6 times within the last few months. 
Data Analysis Techniques
The data collected in this study were analyzed using quantitative methods with IBM SPSS Statistics software. The analysis included validity and reliability tests to ensure the measurement instruments were accurate and consistent, followed by classical assumption tests such as normality, multicollinearity, and heteroscedasticity checks to confirm that regression requirements were met. Multiple linear regression analysis was applied to examine the direct effects of self-control, social pressure, and promotional strategy on consumptive behavior, while Moderated Regression Analysis (MRA) was conducted to assess whether financial literacy moderated these relationships. Hypothesis testing was performed using t-tests for partial effects, F-tests for simultaneous effects, and coefficients of determination (R² and Adjusted R²) to evaluate the model’s explanatory power.
Operasional Variabel
Tabel 2. Variabel Operation
	No
	Variabel
	Variabel Definition
	Indicator
	Scale

	1
	Self  Control (X1) 
	According to Marsela (2019), self-control is an individual’s ability to regulate their behavior based on certain standards such as morals, values, and social norms so that actions are directed toward positive outcomes.
	1.behavioral control.
2.cognitive control.
3.decision control.
	Likret

	2
	Social Pressure (X2)
	According to Agustina et al. (2024), the social pressure variable is Pressure from reference groups (family, friends, and social environment).Influence from social networks, such as pressure from norms and social expectations.

	1.Reference Groups (Family, Friends, and Social Environment)
2.Pressure from Norms and Social Expectations

	Likret

	3
	Promotional Strategy (X3)
	According to Ningsih and Hidayat (2017), a promotional strategy is a structured plan designed to optimize the use of various promotional elements in order to achieve specific marketing objectives.

	1. advertising.
2. personal selling.
3. publicity.
	Likret

	4
	Consumtive Behavior (Y)
	According to Islami et al. (2023), consumptive behavior refers to purchasing activities that prioritize personal desires over actual needs, often characterized by impulsive buying, excessive purchasing, and the tendency to follow current trends and fashions.

	1. implusif buying.
2. Following trends
3. excessive purchasing
	Likret

	5
	Moderation level of financial literacy (M)
	According to Chen and Volpe (1998), financial literacy refers to the ability to understand and effectively apply financial knowledge, including managing income, expenses, credit, savings, and investments, to achieve financial well-being.

	1.Basic knowledge of financial management

2.Credit management

3.Savings and investment management
	Likret


Source: Research data (2025)

RESULT
Descriptive Statistics
Tabel 3.Descriptive Statisitcs
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	X1
	385
	5
	25
	21.44
	2.839

	X2
	385
	5
	25
	15.91
	6.274

	X3
	385
	5
	25
	17.36
	5.604

	Y
	385
	5
	25
	16.57
	6.171

	M
	385
	5
	25
	21.23
	3.290

	Valid N (listwise)
	385
	
	
	
	


Source : SPSS 26 Data Processing (2025)

1. 	X1 (Self-Control):
Self-control refers to an individual’s ability to regulate thoughts, emotions, and behaviors to avoid impulsive decisions and maintain discipline in consumption. The mean score of 21.44 out of 25 indicates that respondents generally perceive themselves as having strong self-control, suggesting that most of them feel capable of resisting impulsive buying tendencies. The low standard deviation (2.839) shows that this perception is relatively consistent across the sample.
2. 	X2 (Social Pressure):
Social pressure represents the influence exerted by family, friends, and social environments that may encourage individuals to engage in certain purchasing behaviors. With a mean of 15.91, respondents reported a moderate level of social pressure, indicating that while many feel some influence from their surroundings, experiences vary considerably. This is supported by the high standard deviation (6.274), reflecting diverse perceptions of social expectations and conformity among participants.
3. 	X3 (Promotional Strategy):
Promotional strategy encompasses the effectiveness of marketing activities, such as advertising, personal selling, and publicity, in driving consumer purchasing decisions. The average score of 17.36 suggests that respondents moderately acknowledge the impact of promotional tactics on their buying behavior. The standard deviation of 5.604 shows there is a substantial difference in how strongly individuals are persuaded by promotions.
4. 	Y (Consumptive Behavior):
Consumptive behavior is the tendency of individuals to make purchases driven by desires rather than actual needs, often characterized by impulsive and excessive buying. The mean score of 16.57 indicates that, on average, respondents exhibit moderate consumptive behavior. The relatively high variability (standard deviation 6.171) implies that some respondents frequently engage in such behavior, while others do so less often.
5. 	M (Financial Literacy):
Financial literacy reflects the knowledge, skills, and confidence to effectively manage personal finances, including budgeting, credit use, and investment. With a mean of 21.23, respondents generally demonstrate a high level of financial literacy, suggesting they understand key financial concepts and practices. The moderate standard deviation (3.290) indicates some variation, but overall, most respondents feel financially competent.
Validity Test
Tabel 4.Validity Test
	Variabel
	R Calculate
	</>
	tabel r
	information

	Self Control
	
	
	
	

	X1.1
	0.699
	>
	0.0997
	Valid

	X1.2
	0.572
	>
	0.0997
	Valid

	X1.3
	0.630
	>
	0.0997
	Valid

	X1.4
	0.667
	>
	0.0997
	Valid

	X1.5
	0.649
	>
	0.0997
	Valid

	Social Pressure
	
	
	
	

	X2.1
	0.848
	>
	0.0997
	Valid

	X2.2
	0.837
	>
	0.0997
	Valid

	X2.3
	0.879
	>
	0.0997
	Valid

	X2.4
	0.794
	>
	0.0997
	Valid

	X2.5
	0.876
	>
	0.0997
	Valid

	Promotional Strategy
	
	
	
	

	X3.1
	0.690
	>
	0.0997
	Valid

	X 3.2
	0.789
	>
	0.0997
	Valid

	X3.3
	0.838
	>
	0.0997
	Valid

	X3.4
	0.849
	>
	0.0997
	Valid

	X3.5
	0.851
	>
	0.0997
	Valid

	Consumtive Behavior
	
	
	
	

	Y1.1
	0.887
	>
	0.0997
	Valid

	Y1.2
	0.866
	>
	0.0997
	Valid

	Y1.3
	0.877
	>
	0.0997
	Valid

	Y1.4
	0.879
	>
	0.0997
	Valid

	Y1.5
	0.855
	>
	0.0997
	Valid

	Moderation level of financial literacy
	
	
	
	

	M1.1
	0.735
	>
	0.0997
	Valid

	M1.2
	0.743
	>
	0.0997
	Valid

	M1.3
	0.721
	>
	0.0997
	Valid

	M1.4
	0.700
	>
	0.0997
	Valid

	M1.5
	0.773
	>
	0.0997
	Valid


Source : Results of Questionnaire Data Processing, (2025)

The validity test was conducted using the Pearson Product Moment correlation method with a significance level of 0.05 and a sample size of 385 respondents. The critical r-value (r table) for two-tailed testing at N = 385 is 0.0997. An item is considered valid if its correlation coefficient (r count) is greater than 0.0997.
Reliability Test
Tabel 5. Reliability Test
	Variabel
	Cornbach alpha
	Information

	Self Control
	0.646
	Reliabel

	Social Pressure
	0.907
	Reliabel

	Promotional Strategy
	0.864
	Reliabel

	Consumtive Behavior
	0.922
	Reliabel

	Financial literacy
	0.786
	Reliabel


[bookmark: _Hlk202586761]Source: SPSS 26 Data Processing, (2025)

The reliability test in this study was conducted using the Cronbach’s Alpha method to evaluate the internal consistency of the measurement instruments for each variable. According to Ghozali (2018) and Sugiyono (2019), a variable is considered reliable if the Cronbach’s Alpha value exceeds 0.60. All variables have Cronbach’s Alpha values greater than 0.60, indicating that the items used in the questionnaire have good internal consistency and are considered reliable for measuring their respective constructs.
Classical Assumption Test (MRA)
Normality Test
Thiss is used because the data normality test uses histograms, plots, and the Monte Carlo test to determine the normality of the data. The histogram refers to the graph of test results  in  the  form  of  a  bell  as  normal.  The  plot  is  typical  if  the  dots  are  spread  along  the diagonal. The test is normal if the sig is greater than 0.05 and abnormal if it is smaller.
Tabel 6. Normality Test
	One-Sample Kolmogorov-Smirnov Test

	
	Unstandardized Residual

	N
	385

	Normal Parametersa,b
	Mean
	.0000000

	
	Std. Deviation
	3.52356196

	Most Extreme Differences
	Absolute
	.067

	
	Positive
	.055

	
	Negative
	-.067

	Test Statistic
	.067

	Asymp. Sig. (2-tailed)
	.000c

	Monte Carlo Sig. (2-tailed)
	Sig.
	.055d

	
	95% Confidence Interval
	Lower Bound
	.032

	
	
	Upper Bound
	.077

	a. Test distribution is Normal.

	b. Calculated from data.

	c. Lilliefors Significance Correction.

	d. Based on 385 sampled tables with starting seed 1314643744.


Source: SPSS 26 Data Processing, (2025)

According to statistical guidelines, if the Monte Carlo significance value > 0.05, it indicates that the residuals are normally distributed. In this case, the Monte Carlo Sig. = 0.055, which exceeds the 0.05 threshold.
Multicollinearity Test
The VIF (Variant Inflation Factor) screening tool can detect various symptoms by forming equations. Displaying and applying independent variable values proves that the model has no multicollinearity if the VIF is less than 10.


Tabel 7.Multikolinearity Test
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	7.148
	1.849
	
	3.866
	.000
	
	

	
	X1M
	-1.880E-10
	.000
	-.077
	-2.223
	.027
	.964
	1.037

	
	X2M
	1.390E-10
	.000
	.086
	2.121
	.035
	.689
	1.451

	
	X3M
	3.122E-11
	.000
	.020
	.492
	.623
	.680
	1.470

	
	totalx
	-.245
	.090
	-.113
	-2.726
	.007
	.669
	1.494

	
	totalx2
	.290
	.062
	.294
	4.641
	.000
	.284
	3.517

	
	totalX3
	.468
	.070
	.425
	6.696
	.000
	.284
	3.516

	
	totalM
	.101
	.078
	.054
	1.290
	.198
	.659
	1.517

	a. Dependent Variable: totalY


Source:SPSS 26 Data Processing, (2025)

All based on the results of the table above show that all independent variables have a Tolerance value of more than (>) 0.10 and the generated VIF (Variance Inflation Factor) values are less than (<) 10, it can be said that the data of independent variables in this study does not experience multicollinearity.
[bookmark: _Hlk202587716]Heteroscedasticity Test Results
Figure 1. Heteroscedasticity Test
[image: ]
Source:SPSS 26 Data Processing, (2025)

Based on the scatterplot of the studentized residuals against the predicted values, the data points were distributed randomly around the horizontal axis without forming any specific pattern such as a fan shape or a curve. The points were spread in all directions, appearing both above and below the zero line, and the distribution did not indicate any systematic or recognizable arrangement. This random dispersion demonstrates that the variance of the residuals is constant across all levels of the predicted values. Therefore, it can be concluded that the regression model in this study does not exhibit symptoms of heteroscedasticity, and the assumption of homoscedasticity has been fully satisfied, ensuring the reliability of further regression analysis.
Moderated Regression Analysis (MRA)
according to Sugiyono (2019) is a regression technique used to determine whether a moderating variable strengthens or weakens the relationship between an independent variable and a dependent variable. MRA is performed by adding an interaction term into the regression model, which is created by multiplying the independent variable by the moderating variable. This approach allows researchers to test whether the interaction between these variables has a significant effect on the dependent variable.
In this study, the use of MRA was combined with the centering method, which involves subtracting the mean value from each variable before creating the interaction terms. Centering is applied to reduce multicollinearity problems that commonly arise due to high correlations between the main variables and their interaction terms. By applying centering, the regression model becomes more stable, and the interpretation of the moderating effects is more accurate.
[bookmark: _Hlk202588330]R-squared Test (R²)
The R test, or coefficient of determination test, measures the strength of the relationship between independent variables and the dependent variable in a regression model. Specifically, the R Square (R²) value indicates how much of the variance in the dependent variable can be explained by the independent variables collectively. An R² closer to 1 implies a stronger explanatory power, while a lower R² indicates that much of the variation is due to other factors not included in the model.
Tabel 8. R-squared Test
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.754a
	.569
	.561
	4.090

	a. Predictors: (Constant), totalM, X2M, X1M, totalx2, X3M, totalx, totalX3

	b. Dependent Variable: totalY


[bookmark: _Hlk202589071]Source: SPSS 26 Data Processing, (2025)

In this regression model, the R value is 0.754, indicating a strong positive correlation between the independent variables (self-control, social pressure, promotional strategy, financial literacy, and their interaction terms) and the dependent variable (consumptive behavior). The R Square value is 0.569, which means that 56.9% of the variance in consumptive behavior can be explained by the combined effects of all the predictors included in the model. The remaining 43.1% of the variance is attributed to other factors not captured in this model. The Adjusted R Square is 0.561, showing a slight adjustment for the number of predictors to avoid overestimation of model fit, and confirming that the model still explains a substantial proportion of variance even after correcting for complexity.
Test F Result
Tabel 9. Test F
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	8314.964
	7
	1187.852
	71.002
	.000b

	
	Residual
	6307.177
	377
	16.730
	
	

	
	Total
	14622.140
	384
	
	
	

	a. Dependent Variable: totalY

	b. Predictors: (Constant), totalM, X2M, X1M, totalx2, X3M, totalx, totalX3


Source:SPSS 26 Data Processing, (2025)

Based on the ANOVA table, the regression model has an F-statistic of 71.002 with a significance value (Sig.) of 0.000, which is smaller than 0.05. This result indicates that the regression model is statistically significant overall. In other words, the combination of the independent variables self-control, social pressure, promotional strategy, financial literacy, and their interaction term simultaneously has a significant effect on the dependent variable, consumptive behavior. The model successfully explains a meaningful portion of the variation in consumptive behavior among pay later users, confirming that including these predictors in the analysis is justified and relevant.
T test Result
Tabel 10. T Test
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	7.148
	1.849
	
	3.866
	.000
	
	

	
	X1M
	-1.880E-10
	.000
	-.077
	-2.223
	.027
	.964
	1.037

	
	X2M
	1.390E-10
	.000
	.086
	2.121
	.035
	.689
	1.451

	
	X3M
	3.122E-11
	.000
	.020
	.492
	.623
	.680
	1.470

	
	Totalx1
	-.245
	.090
	-.113
	-2.726
	.007
	.669
	1.494

	
	totalx2
	.290
	.062
	.294
	4.641
	.000
	.284
	3.517

	
	totalX3
	.468
	.070
	.425
	6.696
	.000
	.284
	3.516

	
	totalM
	.101
	.078
	.054
	1.290
	.198
	.659
	1.517

	a. Dependent Variable: totalY


Source: SPSS 26 Data Processing, (2025)

Based on the results of the t-test in the regression analysis, several variables were found to have a significant influence on consumptive behavior. Self-control (totalx) has a negative and significant effect (t = -2.726, Sig. = 0.007), indicating that higher self-control reduces the tendency for consumptive behavior. Social pressure (totalx2) and promotional strategy (totalx3) both have positive and significant effects, with t-values of 4.641 (Sig. = 0.000) and 6.696 (Sig. = 0.000), respectively, showing that these factors contribute to increasing consumptive tendencies. On the other hand, financial literacy (totalM) does not have a significant direct effect on consumptive behavior (t = 1.290, Sig. = 0.198). Regarding the moderating variables, the interaction between self-control and financial literacy (X1M) has a significant negative effect (t = -2.223, Sig. = 0.027), and the interaction between social pressure and financial literacy (X2M) has a significant positive effect (t = 2.121, Sig. = 0.035), indicating that financial literacy moderates both relationships. However, the interaction between promotional strategy and financial literacy (X3M) is not significant (t = 0.492, Sig. = 0.623), suggesting that financial literacy does not moderate the effect of promotional strategy on consumptive behavior. Overall, the t-test results demonstrate that self-control, social pressure, and promotional strategy significantly influence consumptive behavior, with financial literacy acting as a moderator in two of the three relationships.

DISCUSSION
1. 	The findings of this study provide meaningful insights into the behavioral dynamics of pay later service users. The results confirmed that self-control has a significant negative effect on consumptive behavior, indicating that individuals with higher self-regulation are less likely to engage in impulsive or excessive purchases. This supports the theory by Marsela (2019), who emphasizes that individuals with strong behavioral and decision-making control are better at resisting temptations to spend irrationally.
2. 	On the other hand, both social pressure and promotional strategy were found to have positive and significant effects on consumptive behavior. These results align with previous studies by Nasution et al. (2023) and Ningsih & Hidayat (2017), which found that peer influence, social conformity, and aggressive marketing tactics significantly increase consumers' likelihood to spend beyond necessity. The effect of promotional strategy—particularly through advertising and personal selling—was among the strongest, indicating that external stimuli remain powerful drivers of modern consumerism in digital finance.
3. 	Interestingly, while financial literacy did not show a direct significant impact on consumptive behavior, it played a critical moderating role. The results showed that financial literacy significantly moderates the relationship between self-control and social pressure with consumptive behavior. This implies that individuals with higher financial knowledge are better equipped to mitigate the effects of low self-control and high social influence. These findings are consistent with Chen and Volpe’s (1998) assertion that financial literacy enhances a person’s ability to make rational financial decisions. However, the moderation effect of financial literacy on the relationship between promotional strategy and consumptive behavior was not significant, suggesting that marketing promotions can still be highly persuasive—even for financially literate individuals.
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4. 	Overall, this study confirms that internal factors (such as self-control) and external influences (such as social norms and marketing strategies) both play critical roles in shaping consumer behavior, especially in the context of pay later platforms. The moderating role of financial literacy highlights the importance of education and awareness in preventing excessive consumption. These findings contribute both to academic theory and to practical efforts by financial institutions and policymakers seeking to promote more responsible financial behavior among digital consumers.

CONCLUCION
This study concludes that self-control, social pressure, and promotional strategies significantly influence the consumptive behavior of pay later service users in Indonesia. The findings demonstrate that self-control has a negative effect, indicating that individuals with higher self-regulation tend to engage less frequently in impulsive and excessive buying activities. This supports the notion that personal discipline plays an important role in resisting the temptation to overspend when using digital credit services.
On the other hand, social pressure and promotional strategies have positive and significant impacts on consumptive behavior. Social influences, such as peer recommendations and the desire to conform to group norms, encourage individuals to make unnecessary purchases. Promotional strategies, including persuasive advertising and sales promotions, further reinforce this tendency by creating a sense of urgency and attractiveness around consumption.
Although financial literacy does not have a significant direct influence on consumptive behavior, it demonstrates an important moderating role. Specifically, financial literacy weakens the negative impact of low self-control and reduces the positive impact of social pressure, helping consumers evaluate decisions more rationally. However, the effect of promotional strategies remains strong even among financially literate individuals, suggesting that marketing campaigns continue to be highly effective regardless of consumers’ knowledge levels.
Overall, these results emphasize the importance of enhancing financial education and strengthening individual self-control to promote more responsible consumption patterns. The study provides useful insights for policymakers, financial institutions, and educators to develop targeted interventions that help consumers better manage their spending behavior amid the rapid growth of pay later services.
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