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ABSTRACT
This study examines the mediating role of instant gratification in the relationship between digital payment usage and overspending behaviour among college students. A quantitative research design was employed using primary data collected from 231 respondents through a structured questionnaire. Correlation, regression, and bootstrapped mediation analyses were conducted. The results indicate that digital payment usage significantly predicts instant gratification and overspending behaviour. However, the direct effect becomes insignificant when instant gratification is introduced, indicating full mediation. These findings suggest that behavioural tendencies toward immediate consumption, rather than technological factors alone, drive overspending in digital payment environments.
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1. INTRODUCTION 
The increasing adoption of digital payment systems has significantly transformed consumer financial behaviour, particularly among younger populations. In India, the rapid expansion of Unified Payments Interface (UPI), mobile wallets, and card-based transactions has enabled seamless and instantaneous financial exchanges. While these developments enhance convenience and efficiency, they also alter the behavioural dynamics associated with spending.
From a behavioural finance perspective, digital payment systems reduce the salience of monetary outflows, thereby weakening the psychological restraint associated with spending. The abstraction of transactions in digital environments may lead to quicker decision-making and reduced deliberation during purchase situations.
At the same time, instant gratification, defined as the preference for immediate rewards over delayed benefits, plays a crucial role in shaping consumption behaviour. Individuals with stronger tendencies toward immediate satisfaction are more likely to prioritise short-term consumption over long-term financial discipline, increasing the likelihood of overspending.
Although prior research has established a relationship between digital payment usage and spending behaviour, the underlying behavioural mechanisms remain insufficiently explored. In particular, limited attention has been given to the mediating role of instant gratification in this relationship. Accordingly, this study aims to examine whether instant gratification mediates the relationship between digital payment usage and overspending behaviour among college students.
1.1 Theoretical Framework 
This study is grounded in behavioural finance theories that explain how cognitive biases and decision-making processes influence financial behaviour in digital environments.
The concept of present bias, derived from hyperbolic discounting theory, suggests that individuals tend to overweight immediate rewards relative to future outcomes. In digital payment contexts, the immediacy and convenience of transactions may amplify present-oriented decision-making, increasing the likelihood of impulsive consumption.
Another key concept is the “pain of paying,” which refers to the psychological discomfort associated with spending money. Traditional cash transactions involve a tangible outflow, making spending more salient. In contrast, digital payments abstract this experience, reducing the perceived cost of transactions and weakening psychological resistance to expenditure.
The study also draws on dual-system theory, which distinguishes between intuitive (System 1) and deliberative (System 2) decision-making processes. Digital payment environments, characterised by speed and ease, are more likely to activate intuitive processing, limiting reflective evaluation and increasing reliance on immediate impulses.
Within this framework, instant gratification represents a behavioural manifestation of present bias and intuitive decision-making. It functions as a mediating mechanism through which digital payment usage is associated with overspending behaviour.
1.2 Background 
The evolving nature of digital payments has significantly influenced the manner in which different sections of consumers spend their money. In the case of India, the increasing popularity of UPI, digital wallets, and contactless cards has helped the nation move towards a cashless economy in the routine transactions. In the case of the younger generations of college-going youngsters, the ease and speed at which transactions can be completed through the aforementioned payment mechanisms have helped induce a significant change in the manner in which they spend their money. Such a shift in the manner of payment, from cash to digital, cannot be considered purely a technological shift but also a behavioural shift in the manner in which consumers spend their money, thereby leading to the question of whether the increasing popularity of digital payments induces impulsiveness in the manner in which youngsters spend money.
1.3 Significance of the Study
With the increase in the usage of digital payments, it is vital to understand the behavioural implications of cashless financial environments. College students are a vital demographic group wherein financial habits and consumption patterns are developed. It is vital to understand how technological convenience is related to psychological propensities like instant gratification. By using an empirical research design to understand the mediating effect of behavioural factors between digital payment usage and overspending, this research can be a valuable contribution to behavioural finance and consumer research. It can be a vital contribution to the field of digital economy research and can be of potential use to financial educators and digital payment providers.
1.4 Research problem and objectives
The rapid development in digital payment systems has significantly affected the nature of interaction with financial transactions among college students by making them more convenient. Although these developments have been effective in making financial transactions more efficient, there have been concerns regarding the possible impact on spending discipline. Prior research has established a link between digital payment usage and impulsive buying traits; however, the psychological aspect of the relationship has not been adequately explored. Specifically, it has not been established whether digital payment usage directly is associated with overspending or if behavioural traits associated with instant gratification act as a mediator.
Objectives-
· To investigate the relationship between the use of digital payments and instant gratification buying among college students.
· To determine the impact of instant gratification buying on overspending behaviour among college students.
· To investigate whether instant gratification is a mediator of the relationship between digital payment use and overspending.

1.5 Research questions and hypothesis 
Research Questions- 
· What influence does the adoption of digital payments have on the behaviour of instant gratification buying among college students?
· What role does the act of participating in the decisions of immediate purchases for the purpose of instant gratification play in the behaviour of overspending and overshooting the budget by college students?
· Is there a direct relationship between the adoption of digital payments and the tendency of college students to overshoot their budgets?
· Does the behaviour of instant gratification act as a mediator in the relationship between the adoption of digital payments and the behaviour of overspending by college students?
Hypothesis- 
· Digital payment usage has a significant positive effect on instant gratification buying behaviour among college students. 
· Instant gratification buying behaviour has a significant positive effect on overspending behaviour among college students. 
· Digital payment usage has a significant positive effect on overspending behaviour among college students. 
· Instant gratification mediates the relationship between digital payment usage and overspending behaviour.
2. LITERATURE REVIEW
2.1 Digital Payment Systems and Consumer Spending Behaviour
The rapid expansion of digital payment systems has significantly transformed consumer spending behaviour by increasing transaction convenience, speed, and accessibility. Unlike traditional cash-based payments, digital methods reduce the time and effort required to complete transactions, thereby facilitating more frequent purchasing decisions.
Empirical evidence presents mixed findings regarding the impact of digital payments on spending behaviour. For instance, Lu et al. (2024) found that the introduction of mobile payment systems increased transaction frequency while not necessarily increasing the average transaction size. This suggests that digital payment systems may influence how often consumers spend rather than how much they spend per transaction.
In contrast, studies focusing on emerging economies indicate a more direct relationship between digital payment adoption and increased expenditure. Dev et al. (2024) reported that users experienced higher overall spending following the adoption of UPI systems, attributing this to improved accessibility and reduced transaction barriers. Similarly, Kanwal and Singh (2025) found that increased engagement with digital payment systems is associated with changes in discretionary spending patterns and reduced budgeting discipline.
These contrasting findings suggest that digital payment systems do not uniformly increase spending but instead reshape spending behaviour through underlying behavioural mechanisms. Therefore, understanding the psychological processes that mediate this relationship becomes essential.
2.2 Psychological Mechanisms in Digital Payment Environments
Beyond technological convenience, digital payment systems influence consumer behaviour through psychological mechanisms that alter the perception of spending. One of the most prominent explanations is the reduced salience of monetary outflows in digital transactions. The absence of physical cash exchange weakens cognitive awareness of spending, thereby lowering resistance to expenditure.
This phenomenon aligns with the concept of the “pain of paying,” which is significantly reduced in digital environments. Faraz (2025) introduced the concept of “Spendception,” highlighting how reduced visibility of financial outflows is linked to diminished awareness of cumulative spending and increased impulsive purchasing tendencies. The study further demonstrated that impulse buying partially mediates the relationship between digital payment usage and consumption behaviour.
In addition, broader behavioural research supports the role of cognitive and social factors in shaping digital payment usage. Liu et al. (2019) identified perceived usefulness, trust, and ease of use as key determinants influencing consumer engagement with digital payment systems. Importantly, the study also highlighted how behavioural adaptation to technologically convenient payment methods can influence spending patterns.
Together, these findings indicate that digital payment environments do not merely facilitate transactions but actively reshape the psychological experience of spending, thereby influencing consumer decision-making processes.
2.3 Instant Gratification and Overspending Behaviour
Instant gratification represents a central behavioural construct that links psychological tendencies with observable consumption outcomes. It reflects an individual’s preference for immediate rewards over delayed benefits, often resulting in reduced financial self-control and increased impulsive behaviour.
Extensive empirical research supports the role of present-oriented preferences in financial decision-making. Falk et al. (2018) demonstrated that individuals with stronger present bias are more likely to prioritise short-term rewards, leading to impulsive consumption and reduced financial discipline. These behavioural tendencies are strongly associated with overspending, as they limit the extent of pre-purchase evaluation and budget adherence.
This effect is particularly relevant among younger consumers, such as college students, who are in the process of developing financial habits while simultaneously being exposed to highly convenient digital payment systems. The interaction between behavioural predispositions and technological facilitation creates conditions that increase the likelihood of overspending.
2.4 Integrating Technology and Behaviour: The Mediating Role of Instant Gratification
While prior studies have examined the impact of digital payment systems and behavioural tendencies independently, there is increasing recognition that these factors are interconnected. Digital payment systems may influence financial outcomes indirectly by shaping behavioural responses rather than exerting a purely direct effect.
In this context, instant gratification can be conceptualised as a mediating mechanism linking digital payment usage and overspending behaviour. The reduced friction and immediacy of digital transactions may strengthen present-oriented decision-making, thereby increasing the tendency toward immediate consumption. This, in turn, increases the likelihood of overspending.
Supporting this perspective, Faraz (2025) provided evidence that behavioural factors such as impulse buying mediate the relationship between digital payment usage and consumption behaviour. However, while related constructs have been examined, the specific role of instant gratification as a mediating variable remains insufficiently explored within a structured empirical framework.
2.5 Literature Gap
Despite substantial research on digital payment systems and consumer behaviour, two key gaps remain evident.
First, existing studies predominantly focus on direct relationships between digital payment usage and spending behaviour, with limited attention to the behavioural mechanisms that drive these outcomes. As demonstrated by conflicting findings across studies (e.g., Lu et al., 2024; Dev et al., 2024), the impact of digital payments cannot be fully understood without examining underlying psychological processes.
Second, although behavioural constructs such as present bias and impulsivity have been widely studied (e.g., Falk et al., 2018), their role as mediating variables in digital payment contexts remains underexplored. In particular, the mediating role of instant gratification in the relationship between digital payment usage and overspending behaviour among college students has not been adequately examined.
Accordingly, this study addresses these gaps by investigating instant gratification as a mediating mechanism, thereby integrating technological and behavioural perspectives within a unified analytical framework.
2.6 Conceptual Framework
The conceptual framework of this study proposes that digital payment usage is associated with overspending behaviour both directly and indirectly through instant gratification as a mediating variable.
Digital payment systems reduce transaction friction and the psychological effort associated with spending. This reduction in perceived cost weakens the salience of monetary outflows, thereby increasing the likelihood of present-oriented decision-making. As a result, individuals who frequently use digital payment systems are more likely to exhibit stronger tendencies toward instant gratification.
Instant gratification, characterised by a preference for immediate rewards over delayed benefits, is expected to increase the likelihood of overspending behaviour. Individuals with higher levels of instant gratification are more prone to impulsive purchasing and reduced financial self-regulation, leading to expenditure beyond planned limits.
From a theoretical perspective, this framework is grounded in behavioural finance concepts such as present bias and the reduced “pain of paying,” which explain how digital payment environments influence consumer decision-making. Within this structure, instant gratification acts as a behavioural mechanism that transmits the effect of digital payment usage onto overspending behaviour.
Accordingly, the model incorporates both a direct relationship between digital payment usage and overspending behaviour, as well as an indirect relationship through instant gratification.
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Figure 1 Mediation model of the study
The figure illustrates the proposed mediation model, where instant gratification mediates the relationship between digital payment usage and overspending behaviour.
3. METHODOLOGY 
3.1 Research Design
The current research utilises a quantitative cross-sectional research design to examine the mediating role of instant gratification in the relationship between digital payment usage and overspending behaviour among college students. A quantitative research approach was considered most appropriate because the research seeks to statistically examine the relationship between the behavioural responses of the research constructs.
The cross-sectional research design provides the opportunity to examine the behavioural responses at a single point in time, which is most appropriate for examining the relationship between technology usage and psychological responses to overspending. The research utilises an explanatory research design, which seeks to examine the relationships between digital payment usage (independent variable), instant gratification (mediating variable), and overspending behaviour (dependent variable). Although the research design is associative in nature, the relationships between the research constructs are examined in the direction predicted by the behavioural finance theory.
3.2 Population and Sample
The target population for this study includes college-going students between the ages of 18 and 25 years who frequently use various digital payment methods such as UPI, mobile wallets, and cards. The selected population is considered appropriate for this research because they tend to be exposed to various digital financial technologies and have achieved some level of financial independence, which is likely to affect their behaviour in terms of consumption and spending habits.
A total of 231 valid data points were used for the final analysis. The sample size is considered appropriate for regression and mediation analysis based on statistical standards. According to statistical standards, it is recommended to have at least 200 data points for behavioural modeling with multiple predictors. The sample size is also appropriate for correlational and regression analyses to detect medium effect sizes.
3.3 Sampling Technique
The research utilized a non-probability sampling strategy that incorporated elements of convenience and snowball sampling. Initially, the research utilized the convenience sampling strategy where the research participants were recruited through academic networks and students. Additionally, the respondents were encouraged to share the online link with other students who met the selection criteria.
This sampling strategy was utilized owing to the convenience and accessibility factors. Although the strategy is likely to restrict the generalizability of the results to the wider population of students, it is widely utilized in behavioural finance and consumer studies where the target population is characterized by technological usage patterns.
3.4 Data Collection Instrument
Primary data was collected by a structured self-administered questionnaire that was designed to assess the behavioural tendency of the respondents related to the usage of digital payments and the spend outcomes. Responses were measured on a 5-point Likert scale that ranged from 1 (Strongly Disagree) to 5 (Strongly Agree).
The questionnaire comprised three key constructs:
· Digital Payment Usage (5 items)
· Instant Gratification Buying Behaviour (6 items)
· Overspending Behaviour (4 items)
Measurement items were adapted from established behavioural finance and consumer behaviour literature and modified to reflect the spending of college students. Composite construct scores were calculated by averaging item responses, ensuring consistency in scale interpretation across variables. Although the measurement items were adapted from established literature and demonstrated strong internal consistency, future research may employ confirmatory factor analysis to further establish construct validity and ensure distinctiveness among the constructs.
3.5 Data Analysis Techniques
Data analysis involved a combination of descriptive and inferential statistical analyses that investigated behavioural relationships between variables. The reliability of measurement constructs was established through Cronbach’s Alpha coefficient, which ensured internal consistency between multi-item scales.
Descriptive statistics were used to establish behavioural summary statistics and variability. Pearson’s correlation analysis was conducted to establish relationships between behavioural variables and between digital payment usage, instant gratification, and overspending behaviour.
Simple and multiple regression analyses were conducted to establish relationships between variables and test hypothesised relationships between variables. Bootstrapping mediation analysis was conducted to establish relationships between instant gratification and behavioural variables. It is a robust statistical procedure that can be used to establish relationships between variables even if the sampling distribution is not normally distributed.
Diagnostic tests were conducted to establish whether assumptions for multiple regression analysis were met. These tests included variance inflation factor tests for multicollinearity, skewness and kurtosis tests, and a Shapiro-Wilk test for normal distribution and Breusch-Pagan test for homoscedasticity. Independent sample tests were conducted to establish potential behavioural relationships between demographic groups.
3.6 Ethical Considerations
The participation in this study was based on voluntary consent. In this context, participants were ensured that their information would remain anonymous and confidential. No identifiable information about participants was obtained. This information is only being used for academic purposes. Participants were also given an option to quit the survey at any stage.
4. RESULTS AND ANALYSIS
This chapter outlines the empirical findings regarding the relationships between the use of digital payment, instant gratification buying behaviour, and overspending behaviour among college students. The statistical analysis techniques used in the study include descriptive analysis, reliability analysis, correlation analysis, regression analysis, mediation analysis, and diagnostic analysis.
4.1 Demographic Profile of Respondents
This section presents the demographic characteristics of the respondents included in the study. The distribution of respondents across age groups and gender categories is shown in Table 1.
	Variable
	Category
	Frequency
	Percentage

	Age Group
	18–20 years
	93
	40.3%

	
	21–23 years
	87
	37.7%

	
	24–26 years
	31
	13.4%

	
	26 years and above
	20
	8.7%

	Gender
	Male
	116
	50.2%

	
	Female
	114
	49.4%

	
	Prefer not to say
	2
	0.9%

	Total
	
	231
	100%


Table 1 Demographic Profile of Respondents

Figure 2 Demographic Profile of Respondents
The demographic profile indicates that the sample is predominantly composed of younger college students. The largest proportion of respondents (40.3%) belongs to the 18–20 age group, followed by 37.7% in the 21–23 age category. A relatively smaller percentage of respondents falls within the 24–26 age group (13.4%), while only 8.7% of participants are aged 26 years and above.
In terms of gender distribution, the sample shows a nearly balanced representation, with male respondents accounting for 50.2% and female respondents comprising 49.4% of the total participants. A very small proportion of respondents (0.9%) preferred not to disclose their gender. Overall, the demographic composition reflects an appropriate representation of college-age individuals relevant to the focus of the study.
4.2 Descriptive Statistics
The scores for the composite construct were obtained through the computation of the mean of the respective items of measurement. From the descriptive statistics obtained, The results suggest the respondents have a moderate level of digital payment usage, instant gratification, and overspending. However, the range obtained indicates that there is a considerable level of dispersion in their behavioural patterns.
	Construct
	Mean
	SD
	Min
	Max

	Digital Payment Usage
	3.11
	0.95
	1.00
	4.80

	Instant Gratification
	3.10
	0.94
	1.00
	5.00

	Overspending Behaviour
	3.18
	1.07
	1.00
	5.00


Table.2 Summary Statistics of Key Research Variables
Overall, the results suggest that college students exhibit noticeable engagement with digital payment platforms alongside moderate tendencies toward immediate consumption and expenditure beyond planned limits.
4.3 Reliability Analysis
Internal consistency reliability of the measurement scales was assessed using Cronbach’s Alpha. All constructs demonstrated acceptable to high reliability, exceeding the recommended threshold of 0.70.
	Construct
	Cronbach’s Alpha

	Digital Payment Usage
	0.793

	Instant Gratification
	0.852

	Overspending Behaviour
	0.870


Table 3 Internal Consistency Reliability of Measurement Scales
These findings indicate that the measurement items reliably capture the intended behavioural constructs.
4.4 Correlation Analysis
Pearson correlation analysis was conducted to examine bivariate relationships among the study variables.
	Variable
	1
	2
	3

	Digital Payment Usage
	1
	
	

	Instant Gratification
	0.578
	1
	

	Overspending Behaviour
	0.450
	0.761
	1


Table 4 Bivariate Correlations among Study Variables
All correlations are statistically significant at p < 0.01.
The use of digital payments was observed to have a significant positive correlation with instant gratification and overspending behaviour. The highest correlation was established between instant gratification and overspending behaviour, which indicates that instant gratification plays a focal role in determining the outcome of financial decisions. The correlations established provide preliminary evidence in favour of the proposed mediation framework, which should be further tested using regression analysis.
4.5 Regression Analysis
4.5.1 Effect of Digital Payment Usage on Instant Gratification
A simple linear regression analysis was conducted to examine whether digital payment usage predicts instant gratification behaviour.
	Predictor
	β
	t
	p
	R²

	Digital Payment Usage
	0.573
	10.72
	<0.001
	0.334


Table 5 Effect of Digital Payment Usage on Instant Gratification Behaviour
Digital payment usage significantly predicts instant gratification (β = 0.573, p < 0.001), explaining 33.4% of the variance.
4.5.2 Effect of Digital Payment Usage on Overspending Behaviour
	Predictor
	β
	t
	p
	R²

	Digital Payment Usage
	0.507
	7.64
	<0.001
	0.203


Table 6 Simple Regression Analysis Predicting Overspending Behaviour
Digital payment usage significantly predicts overspending behaviour (β = 0.507, p < 0.001), explaining 20.3% of the variance.
4.5.3 Multiple Regression Analysis
To examine the combined influence of digital payment usage and instant gratification on overspending behaviour, a multiple regression model was estimated.
	Predictor
	β
	t
	p

	Digital Payment Usage
	0.018
	0.30
	0.766

	Instant Gratification
	0.854
	14.29
	<0.001


Model R² = 0.580
Table 7 Multiple Regression Model Predicting Overspending Behaviour
When both predictors are included, instant gratification remains significant (β = 0.854, p < 0.001), while digital payment usage becomes insignificant (β = 0.018, p = 0.766). The model explains 58.0% of the variance.
4.6 Mediation Analysis
Bootstrapped mediation analysis was conducted to examine whether instant gratification mediates the relationship between digital payment usage and overspending behaviour.
	Effect Type
	Value
	Z
	p

	Indirect Effect
	0.489
	8.61
	<0.001

	Direct Effect
	0.018
	—
	0.766

	Total Effect
	0.507
	—
	<0.001


Table 8 Bootstrapped Mediation Analysis of Instant Gratification
The indirect effect of digital payment usage on overspending through instant gratification is significant (β = 0.489, p < 0.001), while the direct effect is not (β = 0.018, p = 0.766). The results indicate an indirect-only mediation effect based on the significance of the bootstrapped indirect path, rather than relying solely on changes in direct effect significance.
4.7 Diagnostic Tests
Model diagnostics indicated no violation of key regression assumptions. The variance inflation factor (VIF = 1.52) confirms the absence of multicollinearity. Additionally, bootstrap confidence intervals demonstrated stability of parameter estimates, supporting the robustness of the findings.
4.8 Hypothesis Testing Summary
The hypotheses were tested through correlation, regression, and mediation analysis. The first hypothesis stated that digital payment usage has a significant effect on instant gratification buying behaviour among college students. The result of the simple regression analysis revealed that digital payment usage significantly predicts instant gratification buying behaviour, with a regression coefficient β = 0.573, p < 0.001. The regression coefficient accounted for 33.4% variance in instant gratification buying behaviour. The positive regression coefficient and low p-value are sufficient to prove the first hypothesis. Students with higher usage of digital payment have higher tendencies to engage in instant gratification buying behaviour.
The second hypothesis focused on whether instant gratification is a major factor that impacts overspending behaviour. From the results of multiple regression analysis, it is revealed that instant gratification is a major and statistically significant predictor of overspending behaviour (β = 0.854, p < 0.001). This is because of the strength of the regression coefficient and the significant increase in model explanatory power. Therefore, this hypothesis is also accepted.
The third hypothesis was that the usage of digital payments has a significant direct relationship on overspending behaviour. From the simple regression, it was evident that digital payments significantly predicted overspending behaviour, where β = 0.507, p < 0.001. However, when instant gratification was included in the model, it was evident that the direct relationship was no longer significant, where β = 0.018, p = 0.766. In the presence of a mediator, this direct relationship is no longer significant. Therefore, The results suggest this hypothesis is rejected in the context of a mediated model.
The fourth hypothesis was designed to test if instant gratification acts as a mediator in the link between digital payment usage and overspending behaviour. The results revealed that the indirect effect of digital payment usage on overspending behaviour through instant gratification was statistically significant, as supported by the Sobel test results where Z = 8.61, p < 0.001. Moreover, the change in significance from the simple regression model to the multiple regression model also supports the claim of indirect-only or full mediation effects. Hence, there is sufficient statistical evidence to support the acceptance of the fourth hypothesis.
Overall, the hypothesis testing results suggest that while digital payment usage is related to overspending behaviour, this relationship operates primarily through instant gratification tendencies rather than through a direct effect. The findings therefore establish instant gratification as a significant mediating variable in the relationship between digital payment usage and overspending among college students.
The summary of hypothesis testing is presented below.
	Hypothesis
	Statement
	Result

	H1
	Digital payment usage has a significant effect on instant gratification buying behaviour among college students.
	Accepted

	H2
	Instant gratification buying behaviour has a significant effect on overspending behaviour among college students.
	Accepted

	H3
	Digital payment usage has a significant direct effect on overspending behaviour among college students.
	Rejected (in presence of mediator)

	H4
	Instant gratification mediates the relationship between digital payment usage and overspending behaviour.
	Accepted


Table 9 Hypothesis Testing Summary
Based on the statistical results, digital payment usage has a significant influence on instant gratification, and instant gratification has a significant influence on overspending. However, the direct influence of digital payment usage on overspending becomes statistically insignificant once instant gratification is included in the model.
4.9 Objective Analysis 
4.9.1 Relationship between Digital Payment Usage and Instant Gratification
The results of the correlation and regression analysis reveal a significant and positive association between the usage of digital payments and instant gratification buying behaviour among college students. Moreover, the regression analysis results reveal that the usage of digital payments accounts for 33.4% of the variance in instant gratification tendencies. The more students engage with the easy and seamless experience of digital payments, the lower the level of cognitive thinking in purchasing decisions and the higher the instant gratification tendencies. This is because the smooth and swift experience of digital payments closes the gap between the desire for purchasing and the execution of the same.
4.9.2 Impact of Instant Gratification on Overspending Behaviour
The statistical results clearly demonstrate the strong positive influence of instant gratification on overspending behaviour. The multiple regression results clearly demonstrate instant gratification's dominant role in explaining overspending behaviour beyond planned limits.
This statistical analysis indicates that students who exhibit stronger instant gratification preferences are likely to focus on satisfying short-term consumption needs over long-term financial planning. Consequently, specific behavioural tendencies associated with impulsiveness and lower self-regulation capabilities feature prominently in explaining overspending behaviour in digital payment systems.
4.9.3 Mediating Role of Instant Gratification
The mediation analysis has clearly revealed that the behavioural mechanism of instant gratification acts as a mediator between the usage of digital payments and the behaviour of overspending. Although the relationship between the usage of digital payments and the behaviour of overspending was found to be highly significant in the simple regression analysis, the relationship was found to be statistically insignificant once the mediator of instant gratification was included in the analysis.
Moreover, the statistically significant indirect relationship that was confirmed by the Sobel test has revealed that the relationship between the usage of digital payments and the behaviour of overspending exists through the relationship between the two variables and the behaviour of immediacy consumption tendencies.
5. DISCUSSION
The main aim of this research was to explore the behavioural mechanisms which mediate the relationship between digital payment use and overspending tendency among college students. By using correlation, regression, and mediation analysis, this research provides insights into the ways in which the technological payment environment interacts with the psychological tendency to consume in the process of financial decision-making.
This study extends existing behavioural finance literature by demonstrating that digital payment systems do not independently drive overspending behaviour, but operate through reinforcing present-oriented behavioural tendencies. This shifts the interpretation of digital payment effects from a direct technological influence to a behaviourally conditioned mechanism.
5.1 Digital Payment Usage and Instant Gratification
The results reveal a statistically significant and moderately strong positive correlation between digital payment usage and instant gratification. This reveals that greater usage of frictionless payment systems could potentially impact students' perceptions of purchase timing and urgency.
In terms of behavioural theories, digital payment systems remove friction in terms of effort and increase speed in terms of execution. This reduces the cognitive delay between desire for consumption and actual purchase. This could potentially reduce decision-making and enhance instant gratification. The results support behavioural finance theories that suggest that abstraction in payment can impact consumption behaviour.
5.2 Instant Gratification as a Predictor of Overspending Behaviour
Instant gratification was identified as the most prominent predictor of overspending behaviour in the study. Students with a higher preference for instant consumption were significantly more likely to exceed the set limits in their spending behaviour. This result underscores the importance of behavioural self-regulation in the financial decisions in a digital payment environment.
The significant increase in the explanatory power of the variables in the multiple regression analysis suggests that the psychological needs for immediacy are contributing factors to the variability in overspending behaviour. These results support theoretical propositions that short-term reward-based orientation and impulsiveness may have a cumulative effect on financial behaviour facilitated by a highly facilitatory transaction system.
5.3 Conditional Role of Digital Payment Usage
Although the relationship between the usage of digital payments and overspending behaviour was positive in the beginning, the influence of digital payments was found to be statistically insignificant once the factor of instant gratification was considered. The adoption of technology cannot be seen as a precursor to overspending behaviour in isolation. Instead, the influence of digital payments appears to be conditional in nature.
The influence of digital payments on overspending behaviour needs to be seen in the the overall consumption behaviour of the individual, where the facilitation of spending opportunities by the digital payment system may not be sufficient in and of itself to induce overspending behaviour.
5.4 Mediating Mechanism of Instant Gratification
The mediation analysis offers strong evidence for the role of instant gratification as a behavioural transmission mechanism between digital payment system use and overspending outcomes. The change from a statistically significant direct effect in the simple regression to a non-statistically significant direct effect in the mediated model indicates a case of full mediation.
The pattern of results indicates that digital payment systems have an indirect effect on financial behaviour by enhancing the strength of immediacy-based consumer tendencies rather than a direct technological effect. The research contributes to the behavioural finance literature by demonstrating how psychological reactions to transactional convenience translate into tangible spending outcomes for young consumers.
5.5 Integrated Behavioural Interpretation
Collectively, the results suggest that there is a behavioural model where technology facilitates behaviour that increases the probability of making quick purchase decisions, which in turn increases the probability of overspending. While the results suggest that using digital payments is moderately related to both instant gratification and overspending, they also suggest that instant gratification is a dominant driver of spending behaviour.
The results of this study highlight that understanding spending behaviour in a digital financial environment is dependent on an integrated model of both technological and behavioural factors. This study contributes to the body of literature on behavioural finance by empirically testing a full mediation model between using digital payments and overspending behaviour via instant gratification-driven spending behaviour.
5.6 Theoretical Contribution
This study extends behavioural finance literature by demonstrating that digital payment usage does not independently drive overspending behaviour when behavioural factors are considered. Instead, the findings indicate that digital payment environments reinforce present-oriented decision-making tendencies, which in turn influence spending outcomes. This shifts the interpretation of digital payment effects from a direct technological influence to a behaviourally conditioned mechanism, thereby offering a more nuanced understanding of financial behaviour in digital contexts.
5.7 Practical and Managerial Implications
The results have a number of significant implications for different stakeholders in the digital financial services domain and consumer education. For instance, for different payment service providers, the inclusion of behavioural design elements in the form of real-time transaction alerts, budgeting tools, and optional transaction delay features may aid consumers in maintaining a greater state of awareness regarding their overall spending habits without compromising the convenience of the transaction experience.
Moreover, educational institutions may also have a vital role to play in the enhancement of the overall state of financial self-regulation in the lives of students by including different initiatives related to the promotion of responsible behaviour in the domain of digital payment usage and overall financial planning.
Lastly, for the students, the identification of different spending triggers and the promotion of a well-structured budgeting experience may aid in the minimization of the overall probability of overspending in highly convenient payment environments.
In addition, introducing friction-based design elements such as optional transaction delays, spending reflection prompts, or real-time expenditure summaries may help counteract immediacy-driven consumption tendencies in digital payment environments.
6. CONCLUSION
6.1 Conclusion
The present study aimed to investigate the mediating effect of instant gratification in the link between digital payment usage and overspending behaviour among college students. Digital payment systems are becoming more pervasive in daily financial transactions, making it vital to explore the behavioural processes underlying spending behaviour.
The results showed a positive link between digital payment usage and instant gratification tendencies, implying the potential effect of transaction environments on individuals' evaluation of gratification. The results also showed a strong influence of instant gratification on overspending behaviour, emphasizing the significance of psychological self-regulation in spending decisions. Although digital payment usage was initially found to have a statistically significant direct link with overspending behaviour, the effect became statistically insignificant after controlling for the mediating effect of instant gratification.
The mediation analysis indicates that digital payment systems significantly influence spending outcomes in terms of behavioural predispositions toward immediate consumption, and not in terms of a direct technological effect. This study provides a more nuanced understanding of spending behaviour in digital financial ecosystems by highlighting the interaction of technological factors and individual consumption preferences.
Overall, The results suggest overspending behaviour in college students is more significantly influenced by psychological tendencies toward immediacy and impulse control than by digital payment systems. While digital payment systems offer efficiency and accessibility, financial outcomes are significantly influenced by behavioural predispositions toward transactional convenience. The results suggest in a cashless financial ecosystem, behavioural predispositions toward immediacy, and not technological accessibility, are significant factors in determining spending discipline in young consumers.
6.2 Limitations of the Study
Although this study offers important implications for behavioural financial decision-making in a digital environment, it is also associated with certain limitations. First and foremost, the application of convenience and snowball sampling might not allow this study to generalise beyond its student population. Moreover, this study is also associated with response biases because of its dependent variable measure using questionnaires. 
Furthermore, the sample is limited to a specific student population and does not account for broader demographic or socio-economic diversity across regions, which may restrict the generalisability of the findings.
Thirdly, this cross-sectional study might not allow this investigation to draw any implications regarding long-term behavioural dynamics and/or associative changes related to behavioural finance because of its short-term focus.
This investigation is limited to specific constructs such as digital payment usage, instant gratification, and overspending behaviour. It does not take into consideration other important factors such as financial literacy, peer group influence, personality characteristics, and income stability. 
As all variables were measured using self-reported data collected through a single instrument, the study may be subject to common method bias. Harman’s single-factor test indicated that no single factor accounted for the majority of variance, suggesting that common method bias is unlikely to substantially affect the findings.
The study does not control for inherent personality traits such as impulsivity or financial self-control, which may influence both digital payment usage and overspending behaviour, thereby raising the possibility of reverse causality.
Lastly, this investigation is also associated with certain limitations because of its dependent variable measure using perceptual behavioural characteristics rather than objective financial transaction characteristics.
6.3 Scope for Future Research
The results obtained in the research provide opportunities for further research in the domain of digital financial behaviour. Future research could use probability-based sampling techniques to increase the generalisability of the results to various demographic groups. A comparative analysis could also be carried out using working professionals or older consumers to understand the dynamics of the impact of digital payment systems on different stages of consumers' lives.
Another research approach could be longitudinal research design to find the long-term effects of instant gratification tendencies and overspending on consumers after repeated exposure to digital payment systems. Expanding the conceptual framework by including additional behavioural/financial constructs such as financial literacy, self-control capacity, impulsiveness, peer pressure, perceived ease of spending, etc., could provide a comprehensive understanding of the underlying factors in spending behaviour.
Future research could also use an experimental approach to reduce the endogenous biases in the research by using actual transaction data or hypothetical purchasing scenarios. Further research could also explore the impact of digital payment interface characteristics on spending behaviour, which could provide opportunities for developing interventions to improve spending habits in the increasingly cashless economy.
Future research may incorporate control variables such as income level, financial literacy, gender, and financial independence to further validate the robustness of the observed relationships.
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Age Group Distribution of Respondents

Frequency	
18-20	21-23	24-26	26+	93	87	31	20	
Number of Respondents



Gender Distribution of Respondents

Frequency	[CATEGORY NAME]
[PERCENTAGE]

[CATEGORY NAME]
[PERCENTAGE]


Male	Female	Prefer not to say	116	114	2	
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Figure 2.1 Mediation Model of the Study




