
44

BNPL Services and Spending Behaviors of 
Millennial Generation in Lalitpur District

Abstract

-
vice accessibility, and user attitude. A quantitative, survey-based 
methodology was employed, collecting data from 385 BNPL users 
in a cross-sectional study. The data were examined using frequen-
cy distribution, percentage, correlation analysis, and regression 

and accessibility of BNPL services lead to increased spending 
among users. In contrast, users’ attitudes towards BNPL did not 

prioritize regulatory measures. Key recommendations include 
enforcing greater transparency in BNPL terms and implement-
ing stronger controls on spending limits. The study concludes that 

-
eracy programs designed to alter user attitudes.

Keywords: BNPL, Spending behavior, Millennials, Perceived 
ease, Consumer debt, Lalitpur district

Introduction 
-

Now, Pay Later (BNPL) services. These platforms represent a 

to defer payments for purchase, often though interest-free in-
stallments. This model provides a seamless alternative to tra-
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cards, BNPL services are embedded directly into online and mobile checkout processes, of-
fering instant, minimal-friction credit at the point of sale (Morse, 2021).

-
-

-
havior towards embedded, efforts credit solutions that prioritize immediacy (Emarketer, 2023).

-
-
-

-

in studies focused on emerging economies like Nepal. here, cultural perspectives on debt, 
-

veloped nations (Pradhan, 2020). This study void is particularly acute in urban areas such 
as Lalitpur district, a center of education and commerce with a large millennial population 
heavily targeted by BNPL providers.

-

behavior. The rationale for this study lies in its potential to inform consumer protection poli-

-

Literature review

Spending behavior
Spending behavior refers to the patterns and decision-making process that guide how indi-

factors (Kotler & Keller, 2016). Understanding this behavior is therefore critical for analyzing 
broader economic trends. 
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-

value (Howe & Strauss, 2009). 

as travel, dining, and wellness – over the accumulation of material possessions, a notable 

generation also demonstrate an aversion to debt, particularly from student loans, which has 

willingness to spend on premium, branded products align with their personal values, such as 
sustainability and ethical product (Nielsen, 2015).

-
ment methods (Arnold & Baker, 2019), seamlessly integrating tools like mobile payments 
and BNPL services into their shopping routines (Klarna, 2021). Furthermore, social media 

-
encer marketing carrying substantial weight (Diafarova & Rushworth, 2017). They typically 

-

BNPL

This payment model has profoundly reshaped purchasing habits.
The core mechanism of BNPL words by separating the act of buying from the act of 

paying (Prelec & Loewenstein, 1998). This decoupling can reduce the perceived cost of items 
(Keller, 2020), which lowers psychological barriers to purchase and can increase impulse 
buying (Ritzer, 2019). Evidence shows that consumers often spend more when using BNPL 
than they would with cash or a debit card (Consumer Financial Protection Bureau, 2022).

the primary adopters of this technology (McKinsey & Company, 2022), attracted by its seam-
less digital integration and the fact it often bypasses traditional credit checks (Barrett, 2021). 
However, this very accessibility raises concerns. Studies have linked BNPL usage to higher 

Ultimately, BNPL acts as a powerful behavioral nudge. It reshapes spending patterns 

consumption norms in the digital economy (Berg et al., 2020).
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BNPL and spending behavior

consumer spending. By decoupling the purchase from the payment, these services reduce the 
-

aration encourages consumers to spend more and add more items to their carts (Consumer 
Financial Protection Bureau, 2022).

with BNPL than they would with other payment methods (MnKinsey & Company, 2022)., a 
trend especially evident among their primary user base of younger consumers (Barrett, 2021). 

-
healthy spending habits. A key problem is that users often build up debts with several differ-
ent BNPL providers at once (Reserved Bank of Australia, 2021). This can easily push people 

service is so convenient that it makes it easy for individuals to ignore their usual budget lim-
its. Because of this, understanding how BNPL affects spending is now critical for developing 

-

to more impulse buys. The study concluded that when there is less friction in a transaction, 

than they would with traditional credit. This speed resulted in shoppers comparing prices 
less and ultimately spending more. Furthermore, Davis and Chen (2020) argued that the 
sheer ease of using the service was a bigger factor in its popularity and in driving higher 
spending than even the practical usefulness of spreading out payments.

-
tion at checkout increased overall basket size by 22%. This suggests that awareness alone can 
trigger a mental permission to spend more. Patel et al. (2023) surveyed young adults and 

-
keting saturation normalizes deferred payment as a standard spending method. Fitzpatrick 

Kim (2020) found that consumers with limited access to traditional credit utilized BNPL at 
a higher rate. Their spending via these services often represented a larger portion of their month-
ly income compared to prime borrowers. A report by the Consumer Financial Protection Bureau 

simultaneously. This easy access often led to loan stacking and elevated debt burdens that were 
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-
relation between the number of active BNPL accounts a user held and their personal savings rate.

Bialowolski et al. (2021) demonstrated that a positive attitude towards BNPL was a 

-

towards debt were willing to use BNPL. This was due to a cognitive disconnect where BNPL 
was not categorized as traditional debt. This attitude permits spending that would otherwise 
be avoided. Alrawi et al. (2022) found that users who viewed BNPL as a modern budgeting 

In summary, the empirical evidence consistently shows that the ease, awareness, acces-
sibility, and positive perceptions of BNPL services lower psychological barriers to spending. 

-
-

tors such as the perceived ease of use, general awareness, accessibility, and consumer attitudes 

-
tive consumer protection measures and informed policy in emerging economies.

This research is grounded in the Theory of Planned Behavior (TPB), developed by Ajzen 

them. This intention, in turn, is shaped by three key elements: their personal attitude, the 
social pressures the feel, and their sense of control over the behavior. This framework aligns 

-
-

Perceived ease of BNPL

Spending behavior 
Awareness of BNPL

Accessibility of BNPL

Attitude towards BNPL

Figure 1: Conceptual framework of the study
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-

• Perceived ease of BNPL describes how much effort a person thinks is involved in using a 

• Awareness of BNPL refers to how familiar a user is with BNPL as a way to pay. This can 
be measured by seeing if they could name any BNPL companies and if they remembered 
seeing advertisements for these services online or at digital checkouts.  

• Accessibility of BNPL 
-

ments, the sped of credit approval, and the absence of barriers that would prevent a user 
from having multiple BNPL loans at one time.

• Attitude towards BNPL
using BNPL services. This is measured by understanding their personal assessment o 

and budgets or if they perceive it similarity to conventional forms of debt.
• Spending behavior 

use BNPL. It means spending more money overall, buying more items on impulse, and nor-
malizing the use of credit for everyday purchases, compared to using cash or a debit card. 

Hypotheses based on empirical review:
H1: A higher perceived ease of using BNPL services is positively associated with increased 

spending behavior.
H2: Greater awareness of BNPL options is positively associated with increased spending behavior.
H3: Increased accessibility to BNPL services is positively associated with increased spending behavior.
H4: A more positive attitude toward BNPL is positively associated with increased spending behavior.

Methods and Materials 
-

tionship between Buy Now, Pay Later services and spending behaviors of millennials. It was 
used to make objectives measurement of variables and the statistical testing of hypothesized 
relationship between them (Creswell & Creswell, 2018). To facilitate this, a cross-sectional 
survey design was implemented. This design is effective for collecting data from a sample of 
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The target population for this study consisted of members of the millennial generation 
(born between 1981 and 1996) who reside in the Lalitpur district of Nepal and were either 
current or previous users of BNPL services. Lalitpur was selected as the study site because it 
is a major urban and educational hub in Nepal with a high concentration of young, digital-

-

determined using the standard formula for estimating a proportion in a large population: n 

p: the estimated population proportion. A conservative value of 0.5 was used.
e: the desired margin of error, which was set ±5% (0.05).
Applying this formula: n = (1.96) ² * 0.5 * (1 - 0.5) / (0.05) ² = 384.16. Therefore, a min-

-
rial: being a millennial and a prior BNPL users. This ensured the collected data was relevant 
and provided meaningful insights from the target population (Etikan et al., 2016).

-

(from 1 = Strongly disagree to 5 – Strongly agree) to measure the key construct: perceived ease, 
awareness, accessibility, attitude towards BNPL, and spending behavior (Joshi et al., 2015).

Table 1: Variables and indicators used in constructing questionnaire

Variable Author, (year) Indicators

Perceived 
ease of 
BNPL

Shrestha (2022)

Thompson & Lee 
(2021) traditional credit.

Davis & Chen (2020) Perceived ease of use as a primary driver for adoption.

Keller (2020)

Awareness 
of BNPL

O'Connell (2021)

Patel et al. (2023)

Fitzpatrick & Singh (2022)

Statista (2022)

Accessibility 
of BNPL

Kim (2020) Higher usage among consumers with limited access to traditional credit.

Consumer Financial 
Protection Bureau (2022)

Ability to hold multiple BNPL loans simultaneously (loan stacking).

Reserve Bank of 
Australia (2021)

Barrett (2021)
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Variable Author, (year) Indicators

Attitude 
towards 
BNPL

Bialowolski et al. 
(2021) missed payments.

Gupta & Benson 
(2023) despite debt aversion.

Alrawi et al. (2022)

Ritzer (2019)

Spending 
behavior 

Consumer Financial 
Protection Bureau (2022)

Increased overall spending and larger basket sizes when using BNPL 
compared to other payment methods.

Ritzer (2019)
Increase in impulse purchase and normalization of credit utilization for 

McKinsey & Company 
(2022)

Users report spending more than they would with other payment 
methods.

Reserve Bank of 
Australia (2021)

Correlation between number of active BNPL accounts and a decrease in 
personal saving rate. 

-
tent validity was established during the instrument design phase. Convergent validity was 
measured through Composite Reliability (CR) with the value of 0.7 and Average Variance 

-

from all participants prior to survey administration to ensure ethical compliance. 

awareness, accessibility, attitude) and the dependent variable (spending behavior). Subse-

independent variable predicted changes in spending behavior, thereby testing the hypothe-
sized relationships (H1 – H4) as outlined in the study.

Results 

The study collected data from 385 respondents in early 2025. The sample showed a balanced 
gender composition. Males accounted for 53.8% of participants. Females represented 46.2%.  
Regarding the age distribution of millennial generation, the largest group was aged 28-31 
years. This represented 27.8% of respondents. Those aged 36-39 constituted 26.8% of the 
sample. Participants aged 32-35 made up 24.4%. The smallest group was aged 40-43, repre-
senting 21.0%. Educational attainment was notably high. Most respondents held a Bachelor's 
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degree. This group accounted for 41.3% of participants. Another 33.5% had completed up 
to higher secondary education. Those with Master's degrees or higher constituted 25.2%. 

A plurality of respondents reported using BNPL services only occasionally (35.8%, n=138). 
-

rarely utilizing these services.  The sample effectively captured the key demographic charac-
teristics of BNPL users in urban Nepal. The composition was appropriate for investigating 

-
ly-active millennials.

Reliability test
The results, as presented in the table, indicate that all constructs demonstrated high reli-

and consistently captured the intended constructs, ensuring the reliability of the scales for 
further statistical analysis in this study.

Table 2: Reliability test 

Variables Items Cronbach Alpha 

Perceived ease of BNPL 4 0.823

Awareness of BNPL 4 0.798

Accessibility of BNPL 4 0.862

Attitude towards BNPL 4 0.791

Note: Survey data 2025

Validity test
Validity tests were conducted to assess the measurement model. All constructs demonstrated 

0.70. The CR for Perceived Ease was 0.891. Awareness obtained a CR of 0.872. Accessibility 

were above the 0.50 benchmark. Perceived Ease had an AVE of 0.674. Awareness showed 
an AVE of 0.633. Accessibility recorded an AVE of 0.699. Attitude demonstrated an AVE of 

distinct and measured different phenomena. The measurement model was deemed valid and 
reliable for further analysis.



53

BNPL Services and Spending Behaviors of Millennial Generation in Lalitpur District

Table 3: Convergent and discriminant validity test

Construct CR AVE 1 2 3 4

Perceived Ease of BNPL 0.891 0.674 0.821

Awareness of BNPL 0.872 0.633 0.412 0.796

Accessibility of BNPL 0.902 0.699 0.385 0.367 0.836

Attitude towards BNPL 0.885 0.658 0.398 0.451 0.324 0.811
Note: Survey data 2025

Correlation

0.712. Spending also strongly links to accessibility. This correlation is 0.685. A moderate 

are less than 0.01. Relationships between predictors are weaker. This indicates no multicol-

Table 4: Correlation results 

Variable
Spending 
Behavior

Perceived 
Ease of BNPL

Awareness 
of BNPL

Accessibility 
of BNPL

Attitude 
towards BNPL

Spending Behavior -

Perceived Ease of BNPL .712** -

Awareness of BNPL .423** .218** -

Accessibility of BNPL .685** .523** .187* -

Attitude towards BNPL .598** .401** .325** .294** -
Note: ** p < 0.01, * p < 0.05

Note: Survey data 2025

Regression

-

paramount. Conscious attitudes appear less impactful on actual behavior.
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Table 5: Regression analysis results 

Model t Sig.

B Beta

(Constant) 1.024 - 4.112 .000

Perceived Ease of BNPL 0.408 0.412 6.873 .000

Awareness of BNPL 0.131 0.138 2.245 .025

Accessibility of BNPL 0.301 0.285 4.892 .002

Attitude towards BNPL 0.059 0.067 1.112 .267
Note: Survey data 2025

The study proposed four hypotheses based on empirical review. Each hypothesis was 
tested using the regression results. Hypothesis One (H1) stated a higher perceived ease of 
BNPL is positively associated with increased spending. The analysis strongly supports this 

-

to chance. H1 is fully accepted. Hypothesis Two (H2) proposed that greater awareness of 
BNPL options is positively associated with increased spending. The analysis supports this 

BNPL services is positively associated with increased spending. The analysis provides strong 

-
pothesis Four (H4) suggested a more positive attitude toward BNPL is positively associated 

is positive, it is very small (Beta = 0.067). Crucially, the p-value of 0.267 is far above the 0.05 

Discussions

-
isting global literature. The strong, positive relationship between perceived ease of BNPL 
and increased spending (H1 supported) powerfully echoes international research. This result 

controls (Shrestha, 2022). The seamless, integrated nature of BNPL at checkout decouples 
the act of purchasing from the psychological pain of paying (Prelec & Loewenstein, 1998), a 

-
tor underscores its critical role in the Technology Acceptance Model (Davis & Chen, 2020), 
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suggesting that the effortless nature of BNPL adoption is a more potent driver of consump-
tion than even its perceived usefulness for budgeting.

-
terized by easy sign-ups, minimal checks, and loan stacking - leads to higher spending. This 

-
nancial Protection Bureau, 2022) and academic work (Kim, 2020) that easy access to this 

The support for H2, indicating that greater awareness leads to increased spending, also 
-

marketing saturation normalizes its use (Patel et al., 2023). This suggests that the aggressive 
digital and social media marketing strategies employed by BNPL providers are effectively 
shaping consumer behavior in Nepal as they do elsewhere.

-

-

millennials, BNPL use is driven more by pragmatic necessity and the allure of its functional 

is driven by how easy the service is to use and access, regardless of whether they personally 
like or trust it. 

Conclusion 
-

itpur, Nepal. Through the survey of 385 BNPL users, this study measured the impact of four 

-

-
sibility all strongly encourage increased spending. Among these, the ease of using the ser-
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-

global research on how separating payment from purchase encourages spending, yet it pres-

The importance of this study lies in its demonstration that while BNPL leads to in-
creased spending across different cultures, the reasons behind this behavior can be deep-

personal attitude. This insight suggests that consumer protection efforts should be tailored 

mandating stricter credit assessments, enforcing clear spending limits, and ensuring abso-

education programs designed to change user perceptions.
This study provides a foundational evidence base for Nepal regulators, including Ne-

pal Rastra Bank, to develop frameworks that protect consumers from potential debt risks 

-
nect between attitude and spending observed in this market. 
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