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Abstract. The rapid expansion of financial technology ( fintech) has reshaped financial behavior, 
especially among digital natives in Indonesia. This study examines the impact of financial inclusion and 
financial literacy on online loan decisions and impulsive buying behavior, with online loan decisions 
serving as a mediator. A survey was conducted with 334 respondents, focusing on digital natives who 
have used online loan services. Using Structural Equation Modeling (SEM), the study found that finan-
cial inclusion positively influences online loan decisions, while financial literacy negatively impacts both 
online loan decisions and impulsive buying behavior. Notably, online loan decisions partially mediate 
the relationship between financial inclusion, financial literacy, and impulsive buying behavior. These 
findings highlight the complex role of fintech in promoting financial inclusion while also introducing 
behavioral risks. The study underscores the importance of financial literacy in mitigating impulsive 
financial behaviors among digital natives.
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1. Introduction

Financial transformation has significantly reshaped the global economy in the mod-
ern era, introducing new ways in which individuals perceive, access, and manage their 
finances. This transformation, powered by innovations in information and communi-
cation technology, has resulted in profound changes in financial behavior, impacting 
savings, investment, debt management, and general decision-making processes. The 
digital revolution, in particular, has given rise to new business models (Stiglitz, 2017), 
with financial intermediation evolving through the introduction of fintech platforms 
(Goldstein et al., 2019). Traditional lending models, once dominated by conventional 
banks, have been disrupted by fintech companies that offer faster, more efficient, and 
more accessible consumer experiences (Allen et al., 2023). This shift in the financial 
landscape has been especially pronounced in Indonesia, where the fintech industry and 
the digital economy have witnessed rapid growth. The Financial Services Authority 
(Otoritas Jasa Keuangan) Indonesia noted that from 2016, when only six fintech com-
panies were recorded, the number grew to 101 companies by 2024, with a particular 
focus on peer-to-peer lending (Otoritas Jasa Keuangan, 2024) The total outstanding 
financing in Indonesia’s fintech peer-to-peer (P2P) lending sector reached IDR 60.42 
trillion (approximately 3.77 billion USD) in January 2024, reflecting an 18.4% increase 
from the previous year (Otoritas Jasa Keuangan, 2024).

The proliferation of financial technology (fintech) platforms has reshaped financial 
behavior, especially among younger, tech-savvy consumers, often referred to as digital 
natives. This generation has unprecedented access to digital loan platforms and finan-
cial services via mobile devices, enabling quick and convenient financial transactions 
(Demirguc-Kunt et al., 2018; Goldstein et al., 2019). While this accessibility enhances 
financial inclusion, several studies have raised concerns about its unintended conse-
quences. In particular, the real-time and easily accessible nature of fintech services may 
heighten the susceptibility of digital natives to impulsive borrowing and poor financial 
planning, especially for those with limited self-regulation and financial literacy (Lusardi 
& Mitchell, 2014; Oksanen et al., 2018). Despite growing interest in fintech’s potential 
to bridge financial gaps, relatively little is known about the behavioral risks associated 
with its usage, particularly in emerging markets like Indonesia. These behavioral risks 
may include impulsive buying and over-indebtedness, leading to long-term financial 
distress.

Among digital natives in Indonesia, online loan users are predominantly between 
the ages of 19 and 34 years. This demographic is particularly vulnerable to impulsive 
financial behaviors due to their deep engagement in digital technologies and social me-
dia. Digital natives, who have grown up with the internet, are more likely to engage in 
quick, convenience-driven financial decisions, often without fully assessing the long-
term consequences (Palfrey & Gasser, 2011). Their ability to access online information 
rapidly and their reliance on digital tools to solve problems have transformed how they 
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approach financial decisions (Teo et al., 2016). Additionally, digital natives are prime 
targets for digital consumerism—they are highly exposed to online marketing and are 
significantly influenced by peer pressure and social norms in digital spaces (Dhanesh & 
Duthler, 2019; Savolainen et al., 2021). This generation tends to make purchasing de-
cisions quickly, often without considering the financial consequences, leading to higher 
tendencies toward impulsive buying (Iyer et al., 2020).

The phenomenon of excessive consumption, which may cause long-term financial 
burdens, has been well-documented in the literature (Oksanen et al., 2018), with digi-
tal natives often labeled as the “generation in debt” (Houle, 2014). In some developing 
countries, young people are provided easy access to consumer loans, including pay-
day loans, which are typically associated with high interest rates and short repayment 
periods. These loans are often available to individuals without stable income sources, 
further exacerbating the potential for financial instability (Autio et al., 2009; Bhutta et 
al., 2015).

Several studies have examined financial transformation through the lenses of finan-
cial inclusion and literacy, particularly in relation to consumer behaviors such as im-
pulsive buying and hedonism. For instance, research conducted in Uganda explored 
the connection between financial inclusion and financial behaviors marked by hedon-
ism (Okello Candiya Bongomin et al., 2021), while studies in Finland (Nyrhinen et 
al., 2024) and India (Badgaiyan & Verma, 2014) have examined online impulse buy-
ing among youth. In the United States, Houle (2014) focused on the decision-mak-
ing processes of young adults regarding debt, and in Indonesia, studies have observed 
the rising trend of online loan decisions and their relationship with financial behavior 
(Rahmadyanto & Ekawaty, 2023; Yana & Setyawan, 2023). However, despite these 
contributions, there remains a significant gap in the literature regarding the behavioral 
risks of fintech adoption among digital natives, particularly in the context of emerging 
markets like Indonesia.

This study aims to address this gap by focusing on the psychological and behavio-
ral consequences of fintech adoption, especially the “dark side”—unintended behav-
iors such as impulsive buying. It does so by investigating how financial inclusion and 
financial literacy influence online loan decisions and impulsive buying behavior among 
digital natives in Indonesia. Financial inclusion refers to the extent to which individ-
uals can access and use formal financial services, which has been linked to increased 
participation in digital financial services (Chen et al., 2023; Daud & Ahmad, 2023). 
Financial literacy, on the other hand, reflects an individual’s ability to make informed 
financial decisions, which is crucial in mitigating the risks of impulsive borrowing and 
overspending, particularly in complex digital financial environments (Balasubramnian 
& Sargent, 2020; Kumar et al., 2023). Online loan decisions represent a concrete be-
havioral manifestation of fintech usage, closely tied to both financial inclusion (access) 
and financial literacy (knowledge) (Bollaert et al., 2021; Huda et al., 2024). Impulsive 
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buying behavior is examined in this study as a critical outcome variable, reflecting emo-
tional and psychological dimensions that are increasingly relevant in digital consumer 
environments (Huang et al., 2024; Nyrhinen et al., 2024; Wang et al., 2022).

While financial inclusion and literacy have been widely studied in terms of access 
and capability, their influence on behavioral outcomes—such as impulsive spending 
and unplanned borrowing—remains underexplored, particularly among digital natives. 
By incorporating online loan decisions as a mediating variable, this study bridges struc-
tural financial factors with actual consumer behavior. This integrated approach offers a 
deeper understanding of how access and knowledge interact to shape financial risk-tak-
ing, highlighting the dual nature of fintech as both an enabler of inclusion and a poten-
tial driver of vulnerability.

While this study is grounded in the Indonesian context, its findings offer broader 
implications for understanding financial behavior among digital natives in emerging 
markets. Many developing countries are experiencing similar challenges, including low 
financial literacy levels, high exposure to digital credit, and weak regulatory safeguards, 
all of which heighten the risks of impulsive consumption and debt accumulation (Lyons 
et al., 2022; Nguyen, 2022; Sanga & Aziakpono, 2024). Moreover, digital natives across 
regions such as Southeast Asia, South Asia, and parts of Africa share common traits: 
early adoption of mobile technology, high responsiveness to digital marketing, and 
vulnerability to impulsive consumption patterns (Badgaiyan & Verma, 2014; Houle, 
2014; Nyrhinen et al., 2024; Okello Candiya Bongomin et al., 2021). By exploring the 
psychological and behavioral dimensions of fintech usage, this study offers insights that 
extend beyond Indonesia, contributing to a more generalizable understanding of digital 
financial vulnerability in transitional economies.

This study highlights that while fintech can empower individuals by improving fi-
nancial inclusion, it also introduces significant behavioral risks. The findings stress the 
importance of addressing these risks through integrated financial literacy programs 
aimed at fostering responsible borrowing and financial decision-making.

2. Literature Review and Hypotheses

2.1 Financial Inclusion

Financial inclusion refers to the accessibility of financial services such as savings, credit, 
insurance, and payments to underserved and unbanked populations. It plays a pivotal 
role in empowering individuals and improving their financial well-being, particularly 
in emerging economies, where traditional banking services are often inaccessible. In 
the context of fintech platforms, financial inclusion has become increasingly significant. 
These platforms bridge the gap between underserved communities and essential finan-
cial services by offering easier access to online loans (Lusardi, 2019). Access to these 
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services provides individuals with opportunities to participate fully in the financial sys-
tem, facilitating better financial management, including saving, borrowing, and invest-
ment (Carpena et al., 2011).

As fintech solutions grow, particularly among digital natives, financial inclusion has 
enhanced the accessibility of credit and loan services. However, this access is often ac-
companied by risks, particularly among financially illiterate individuals who may not 
fully understand the implications of taking out loans. The growing availability of online 
loans has been shown to increase the propensity for impulsive borrowing, especially in 
populations with low financial literacy (Adil et al., 2022). Therefore:

H1: Financial inclusion positively influences online loan decisions among digital natives.

H2: Financial inclusion positively influences impulsive buying behavior among digital natives.

2.2 Financial Literacy

Financial literacy encompasses the knowledge and understanding needed to make in-
formed decisions about personal finances, including the management of credit, debt, 
savings, and investments (Carpena et al., 2011). It is a crucial determinant of responsi-
ble financial decision-making, which has significant implications for online loan deci-
sions. Higher levels of financial literacy are linked to more informed, rational financial 
behaviors such as prudent borrowing, investing, and saving. Financially literate indi-
viduals are better able to assess the risks of digital loans and avoid making impulsive 
borrowing decisions (Lusardi, 2019).

However, low financial literacy is particularly concerning among digital natives, 
who, despite their high technological proficiency, may lack the necessary skills to make 
informed financial choices in the fintech environment. This gap in knowledge leads to 
impulsive borrowing behavior, as individuals may engage with online loan platforms 
without fully understanding the long-term financial consequences (Garg & Singh, 
2018). Thus:

H3: Financial literacy negatively influences online loan decisions among digital natives.

H4: Financial literacy negatively influences impulsive buying behavior among digital natives.

2.3 Fintech Online Loans and Impulsive Buying Behavior

Online loans, as offered by fintech platforms, represent a shift from traditional credit 
models, providing consumers with fast, accessible, and convenient borrowing options. 
These platforms cater to digital natives, who value the ease of use and speed of obtain-
ing credit through mobile devices and online platforms (Oksanen et al., 2018). Fintech 
platforms typically offer higher interest rates and shorter repayment terms compared 
to traditional bank loans, which, while providing convenience, also present risks. Indi-
viduals may be more likely to take out loans impulsively, particularly when faced with 
emotional triggers or the allure of instant gratification (Dhanesh & Duthler, 2019).
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The rapid approval processes of online loans are often coupled with minimal checks 
on an individual’s financial behavior, making it easy for borrowers to access credit 
without fully evaluating the potential risks. For digital natives, this ease of access and 
convenience can drive impulsive buying behaviors, further exacerbating financial in-
stability, especially when combined with low financial literacy (Adil et al., 2022). Thus, 
understanding the role of Fintech in facilitating online loan decisions is essential for 
identifying risks and promoting responsible borrowing. Impulsive buying behavior re-
fers to unplanned, spontaneous purchases often driven by emotional responses, rather 
than rational decision-making (Iyer et al., 2020). This behavior is particularly prevalent 
among digital natives, who are heavily exposed to digital marketing, personalized ad-
vertisements, and social media influences. The ease of access to credit via fintech plat-
forms and online loans makes these consumers more susceptible to impulsive spending 
decisions. Research suggests that the combination of instant credit and emotional trig-
gers significantly influences impulsive buying behavior, especially in a digital context 
(Savolainen et al., 2021).

The rapid approval processes offered by fintech platforms enable digital natives to 
access loans quickly, facilitating immediate purchases. However, this ease of borrowing 
can lead to financial instability if not managed responsibly. Financial literacy plays a 
critical role in mitigating these risks by helping individuals evaluate the long-term con-
sequences of borrowing (Katauke et al., 2023; Lührmann et al., 2015; Potrich & Vieira, 
2018). Based on these results, we develop the following hypotheses:

H5: Online loan decisions positively influence impulsive buying behavior among digital natives.

H6: Online loan decisions mediate the impact of financial inclusion on impulsive buying behavior 
among digital natives.

Figure 1
Research Conceptual Framework
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H7: Online loan decisions mediate the impact of financial literacy on impulsive buying behavior 
among digital natives.

A conceptual framework has been developed to illustrate the relationships and in-
fluence between variables based on theoretical and empirical reviews. The conceptual 
model for this study is presented in Figure 1.

3. Research Methodology

This study adopts a quantitative research approach to examine the relationships be-
tween financial inclusion, financial literacy, online loan decisions, and impulsive buying 
behavior among digital natives in Indonesia. Data collection is conducted through a 
survey method using a structured questionnaire measured on a 5-point Likert scale 
with a total of 334 respondents who have used online loan services within the past year. 
These respondents are classified as digital natives, born between 1980 and 2005, rep-
resenting the age group legally eligible to access online lending platforms under Indo-
nesian law.

The measurement of variables in this study is based on established scales, adapted 
from previous research and refined through questionnaire testing. The Financial Inclu-
sion (FI) variable is measured using three dimensions: Accessibility (FI.1), Availability 
(FI.2), and Usage (FI.3), based on the Index of Financial Inclusion (IFI) (Sarma & 
Pais, 2011), which has been widely used in financial inclusion research and adapted for 
Indonesian contexts. The Financial Literacy (FL) variable is treated as a multidimen-
sional construct, incorporating three dimensions: Financial Knowledge (FL.1), Finan-
cial Behavior (FL.2), and Financial Attitude (FL.3), as suggested by Bajaj and Kaur 
(2022) and Méndez-Prado et al. (2023). These dimensions are correlated and together 
form a unified concept of financial literacy, which has been shown to influence financial 
decision-making (Lusardi, 2019).

The Online Loan Decision (OLD) variable is measured by three key indicators: 
Attitude (OLD.1), Subjective Norms (OLD.2), and Perceived Behavioral Control 
(OLD.3), adapted from the Theory of Planned Behavior (Ajzen, 1991). This theory 
has been widely applied to understand consumer decision-making in financial con-
texts, including online lending behavior. The Impulsive Buying Behavior (IB) variable 
is adapted from Badgaiyan et al. (2016), focusing on measuring impulsive purchasing 
tendencies using eight items across two dimensions: Cognitive Factor (e.g., unplanned 
purchases, lack of control) and Affective Factor (e.g., excitement, emotional pleasure). 
These items were carefully chosen based on the relevance of these dimensions to the 
digital native population.

Each measurement instrument was carefully selected and validated. For example, 
the Financial Literacy and Financial Inclusion scales have been extensively used and 
validated in similar studies, while the Impulsive Buying Behavior scale was adapted 
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and validated through Confirmatory Factor Analysis (CFA) to ensure its reliability 
and construct validity. Additionally, the scales were pre-tested through a pilot study 
to refine the questionnaire and confirm its relevance for the study’s context, ensuring 
that the instruments effectively capture the intended constructs in the digital native’s 
context.

The study employs descriptive statistics and Structural Equation Modeling (SEM) 
for data analysis. SEM is conducted using SmartPLS version 3, which allows for the 
evaluation of both the inner model (structural relationships) and the outer model 
(measurement reliability and validity). The outer model testing includes assessments 
for convergent validity, discriminant validity, and construct reliability, while the inner 
model evaluates path coefficients, coefficient of determination (R²), effect size (f²), and 
predictive relevance (Q²) (Hair et al., 2019). Additionally, a moderation analysis was 
performed to identify the influence of moderating variables.

4. Result

4.1 The Description of the Respondents

The gender distribution shows that 154 respondents (45.5%) were male, while 181 re-
spondents (54.2%) were female. In terms of age, the majority of respondents fell within 
the age range of 19 to 31 years (54.2%), highlighting the dominance of the digital native 
generation, who are considered highly adept at using technology and engaging with 
digital financial services.

Regarding occupational background, respondents were primarily employed in the 
private sector, with 164 individuals (49.1%) reporting this as their main source of em-
ployment. This finding underscores the significance of private-sector workers as key 
users of online loan platforms, likely driven by their financial needs and familiarity with 
digital financial tools. Other occupations, though not as dominant, also contributed to 
the diversity of the sample, ensuring a balanced representation across various profes-
sional backgrounds.

These demographic insights provide a foundational understanding of the respond-
ents’ profiles, reflecting their relevance to the study objectives. A detailed breakdown of 
the respondents’ characteristics is presented in Table 1. 

Table 1 
Demographic Data of the Research Sample (n=334)

Demographic Characteristics Frequency Percentage (%)
Gender
Male 154 45.5%
Female 181 54.2%
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Demographic Characteristics Frequency Percentage (%)
Age Group
19–24 years 86 25.7%
25–30 years 141 42.2%
31–35 years 107 32.0%
Marital Status
Single 136 40.7%
Married 93 27.8%
Divorced 57 17.1%
Widowed 48 14.4%
Employment Status
Employed 237 71.0%
Not employed 97 29.0%
Monthly Income
No income 98 29.3%
Less than $187.50 57 17.1%
$187.50 – $374.99 70 21.0%
$375 – $624.99 49 14.7%
$625 – $937.49 15 4.5%
$937.50 – $1562.49 18 5.4%
More than $1562.50 27 8.1%
Regional Classification
Sumatera Island 48 14.4%
Java Island 76 22.8%
Kalimantan Island 55 16.5%
Sulawesi Island 122 36.5%
Papua Island 17 5.1%
Other Islands 16 4.8%
Borrowing Experience
First-time Borrowers 194 58.1%
Repeat Borrowers 140 41.9%

In terms of monthly income, a significant proportion of respondents, 29.3% (98 
individuals), reported having no income. This figure indicates a substantial segment 
of the population that may lack stable sources of earnings, making them more likely to 
seek alternative financial solutions such as online loans. Respondents earning less than 
IDR 3,000,000 (approximately $187.50) per month account for 17.1% (57 respond-
ents), while those in the IDR 3,000,000–5,999,999 range (approximately $187.50  – 
$374.99) represent 21.0% (70 respondents). Respondents earning between IDR 
6,000,000 and IDR 9,999,999 (approximately $375– $624.99) account for 14.7% (49 
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respondents), and those earning between IDR 10,000,000 and IDR 14,999,999 (ap-
proximately $625–$937.49) account for 4.5% (15 respondents). A smaller group of in-
dividuals with higher monthly incomes—IDR 15,000,000–24,999,999 (approximately 
$937.50–$1562.49) and more than IDR 25,000,000 (approximately $1562.50)—com-
prises 13.5% (45 respondents). This income distribution reflects significant economic 
diversity among respondents, which may influence their financial behavior and reliance 
on credit facilities.

The regional classification of respondents illustrates a broad geographical distribu-
tion across Indonesia’s major islands. Sulawesi Island accounts for the largest propor-
tion of participants, with 36.5% (122 respondents), indicating considerable engagement 
with online loan platforms in this region. This is followed by Java Island, which repre-
sents 22.8% (76 respondents), a figure likely driven by the island’s dense population and 
higher access to financial and technological infrastructure. Kalimantan Island contrib-
uted 16.5% (55 respondents), while Sumatera Island represented 14.4% (48 respond-
ents). Smaller proportions were recorded for Papua Island at 5.1% (17 respondents) 
and Other Islands at 4.8% (16 respondents). These figures highlight regional variations 
in the adoption of digital financial services, potentially influenced by differing levels of 
economic development, internet accessibility, and financial inclusion across the country.

When examining marital status, the largest group of respondents—40.7% (136 in-
dividuals)—are single. This group likely includes younger individuals who are in the 
early stages of financial independence and may use online loans to meet lifestyle-related 
needs. Married respondents account for 27.8% (93 individuals), reflecting their likely 
engagement with credit for family-related financial obligations. Divorced respondents 
represent 17.1% (57 individuals), while widowed individuals make up 14.4% (48 re-
spondents). These findings suggest that marital status may play a role in financial be-
haviors, as individuals in different stages of life face distinct financial pressures and bor-
rowing motivations.

The borrowing experience of respondents reveals two key categories: first-time bor-
rowers and repeat borrowers. A majority of respondents, 58.1% (194 individuals), re-
ported borrowing through online platforms for the first time. This figure highlights the 
growing popularity and adoption of online loan services among new users, particularly 
in a digitally connected generation. In contrast, 41.9% (140 individuals) are classified 
as repeat borrowers, indicating continued reliance on digital lending platforms. This 
group may represent individuals who find online loans to be a convenient and accessi-
ble source of credit for recurring financial needs.

Overall, this data reflects that the decision to use online loan services is largely influ-
enced by the financial needs of young, productive individuals, particularly those with 
significant economic responsibilities or limited income. Additionally, online lending 
platforms have successfully attracted new users across different regions and economic 
backgrounds, demonstrating their broad reach and accessibility in addressing diverse 
financial needs.
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4.2 Outer Model Testing (Validity and Reliability Test)

The collected data were evaluated to ensure the validity and reliability of the measure-
ment model. The assessment involved testing Composite Reliability (CR) and Cron-
bach’s Alpha to determine the internal consistency of the data. According to Hair et al. 
(2014), the CR value must exceed 0.7, while Cronbach’s Alpha should also surpass the 
threshold of 0.7 to indicate acceptable internal consistency. As shown in Table 2, all 
latent variables meet these criteria, demonstrating strong internal reliability across the 
constructs.

To further validate the research instrument, a two-step approach was employed, 
comprising convergent validity and discriminant validity tests. Convergent validity was 
assessed through two key indicators: the outer loadings of each observed variable and 
the Average Variance Extracted (AVE) values. For adequate convergent validity, the 
outer loading values for all observed indicators must exceed 0.7, and the AVE values for 
each latent construct must be greater than 0.5. The results presented in Table 2 confirm 
that all observed variables meet these thresholds, supporting strong convergent validity 
of the constructs.

Discriminant validity was evaluated using two key methods: cross-loading analysis 
and the Fornell-Larcker criterion. In cross-loading analysis, each indicator’s loading on 
its respective construct must be higher than its loading on any other construct, ensur-
ing that the indicators measure their intended constructs uniquely. The Fornell-Larcker 
criterion further verifies discriminant validity by confirming that the square root of the 
AVE for each latent variable is greater than its correlations with other constructs. The 
results demonstrate that the measurement model successfully meets the discriminant 
validity requirements, indicating that the constructs are distinct and not overly corre-
lated with one another.

The final step in ensuring reliability involved calculating Composite Reliability 
(CR) and Cronbach’s Alpha values for each construct. Both metrics are used to test the 
internal consistency of the instrument, with acceptable thresholds set at > 0.7. 

Table 2 
Validity and Reliability Test Result

Variables Items Loadings AVE Composite 
Reliability

Cronbach’s 
Alpha

Financial Inclusion
(FI)

FI1 0.78 0.583 0.88 0.82
FI2 0.81
FI3 0.72
FI4 0.84
FI5 0.76
FI6 0.69



377

Syarief Dienan Yahya, Andi Fauziah Yahya, Yogi Hady Afrizal. The Dark Side of The Moon:   
Unmasking Behavioral Risk Behind Fintech Adoption Among Digital Natives

Variables Items Loadings AVE Composite 
Reliability

Cronbach’s 
Alpha

Financial Literacy
(FL)

FL1 0.82

0.679 0.92 0.85

FL2 0.79
FL3 0.87
FL4 0.74
FL5 0.88
FL6 0.83
FL7 0.77
FL8 0.71
FL9 0.85

Online Loan Decision 
(OLD)

OL1 0.80

0.759 0.89 0.81

OL2 0.73
OL3 0.76
OL4 0.81
OL5 0.84
OL6 0.78

Impulsive Buying  
(IB)

IB1 0.79

0.664 0.92 0.83

IB2 0.82
IB3 0.70
IB4 0.86
IB5 0.74
IB6 0.88
IB7 0.83
IB8 0.76

Note. Results from Smart PLS 3.

The validity and reliability testing of the measurement model were conducted to 
ensure the constructs used in this study exhibit sufficient accuracy and consistency. The 
analysis involved four constructs: Financial Inclusion, Financial Literacy, Online Loan 
Decisions, and Impulsive Buying Behavior. Convergent validity was evaluated using the 
Average Variance Extracted (AVE) and Outer Loadings, while reliability was assessed 
through Composite Reliability and Cronbach’s Alpha.

For the Financial Inclusion construct, the results indicate that the outer loadings of 
the indicators range from 0.69 to 0.84. Although FI6 reported a loading value of 0.69, 
which is marginally below the ideal threshold of 0.7, it remains acceptable due to its 
contribution to the overall reliability of the construct. Through model refinement, the 
AVE value improved from 0.483 to 0.583, which now meets the minimum criterion of 
0.5 for convergent validity. Furthermore, the construct demonstrated strong reliability, 
with a Composite Reliability of 0.88 and a Cronbach’s Alpha of 0.82. These results con-
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firm that the indicators adequately explain the variance within the construct and exhibit 
good internal consistency.

For the Financial Literacy construct, all indicators demonstrated strong loadings, 
ranging from 0.71 to 0.88, thereby fulfilling the requirements for convergent validity. 
The AVE value was 0.679, indicating that a significant portion of the variance is ex-
plained by the construct. The reliability measures were equally robust, with a Com-
posite Reliability of 0.92 and a Cronbach’s Alpha of 0.85, reflecting excellent internal 
consistency. These findings affirm that the measurement items are reliable and valid for 
capturing the concept of financial literacy.

The Online Loan Decisions construct exhibited outer loadings ranging between 
0.73 and 0.84, confirming their substantial contribution to the construct. The AVE 
value of 0.759 indicates a high level of convergent validity, as more than 75% of the 
variance is explained by the construct. Reliability measures were also satisfactory, with 
a Composite Reliability of 0.89 and a Cronbach’s Alpha of 0.81. These results demon-
strate that the indicators are consistent and reliable in measuring individuals’ online 
loan decisions.

The Impulsive Buying Behavior construct similarly exhibited satisfactory results, 
with outer loadings ranging from 0.70 to 0.88. The AVE value of 0.664 confirms strong 
convergent validity, as it exceeds the 0.5 threshold. Furthermore, the reliability meas-
ures, comprising a Composite Reliability of 0.92 and a Cronbach’s Alpha of 0.83, in-
dicate excellent internal consistency. These results suggest that the indicators reliably 
capture the impulsive buying behavior construct.

In conclusion, the results of the validity and reliability tests confirm that all con-
structs meet the required statistical criteria. The AVE values exceed the recommended 
threshold of 0.5, ensuring adequate convergent validity. Similarly, the high values of 
Composite Reliability and Cronbach’s Alpha (all above 0.7) demonstrate strong inter-
nal consistency for each construct. The refinement process significantly improved the 
Financial Inclusion construct, aligning it with acceptable standards of validity and relia-
bility. Therefore, the measurement model is considered robust, valid, and reliable, mak-
ing it suitable for further structural model analysis to evaluate the relationships among 
constructs in the study.

4.3 Inner Model Testing (The Structural Model)

Following the successful evaluation of the measurement model, which established the 
validity and reliability of the constructs through convergent and discriminant validity, 
the next step is to evaluate the structural model or conduct inner model testing. This 
stage is essential to assess the relationships between latent variables and determine the 
explanatory and predictive power of the model. 

In addition, the path coefficients are evaluated to analyze the strength and direction 
of the hypothesized relationships. Their statistical significance is determined through 
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the bootstrapping procedure, where the results are assessed using the t-statistic (t > 
1.96 for α = 0.05) and p-value (p < 0.05) to confirm the robustness of the relationships 
(Hair et al., 2019).

Table 3
Results of the Structural Model

Hypothesis Relationship Path  
Coefficient t-Statistic p-Value Result

H1 FI > OLD 0.193 3.612 0.000 Accepted
H2 FI > IB 0.071 2.588 0.001 Accepted
H3 FL > OLD -0.315 3.842 0.000 Accepted
H4 FL > IB -0.287 3.512 0.001 Accepted
H5 OLD > IB 0.108 3.753 0.001 Accepted
H6 FI > OLD > IB 0.122 2.981 0.003 Accepted
H7 FL > OLD > IB -0.162 2.745 0.006 Accepted

This study offers valuable insights into the role of financial inclusion, financial liter-
acy, and online loan decisions in shaping impulsive buying behavior among digital na-
tives. The findings reveal the complex relationships between these factors, contributing 
to the growing body of literature on the unintended consequences of fintech adoption.

The relationship between financial inclusion and online loan decisions (H1) is 
found to be positive and significant, with a path coefficient of 0.193 (t-statistic = 3.612, 
p-value = 0.000). This suggests that increased access to financial services, particular-
ly through fintech platforms, significantly boosts digital natives engagement in online 
lending. The findings are consistent with studies by Demirguc-Kunt et al. (2018), 
which argue that financial inclusion leads to greater participation in formal financial 
services. However, this access alone, without proper financial education, can raise con-
cerns about irresponsible borrowing behavior (Ozili, 2020).

While financial inclusion positively influences online loan decisions, its direct effect 
on impulsive buying behavior (H2) is found to be weak yet significant, with a path co-
efficient of 0.071 (t-statistic = 2.588, p-value = 0.001). This result suggests that financial 
inclusion may indeed contribute to impulsive consumption patterns, but its effect is not 
as strong as other factors like financial literacy. This supports the findings of Xiao and 
Porto (2017), who suggested that access to credit can influence consumption behav-
iors, albeit the impact can be moderated by other factors such as self-control.

The relationship between financial literacy and online loan decisions (H3) is neg-
ative and significant, with a path coefficient of -0.315 (t-statistic = 3.842, p-value = 
0.000). This finding indicates that individuals with higher financial literacy are less like-
ly to make impulsive online loan decisions, aligning with Lusardi and Mitchell (2014) 
research that emphasizes the importance of financial education in preventing poor bor-
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rowing decisions. Financially literate individuals tend to be more cautious about bor-
rowing, thus making more informed and prudent loan decisions.

Similarly, financial literacy is found to negatively influence impulsive buying be-
havior (H4), with a path coefficient of -0.287 (t-statistic = 3.512, p-value = 0.001). 
This result is consistent with Fernandes et al. (2014), suggesting that higher levels of 
financial literacy help individuals make better spending decisions and resist impulsive 
consumption. The findings highlight that financial literacy serves as a protective factor 
against impulsive buying, aligning with research that associates financial knowledge 
with sound financial behavior (Atkinson & Messy, 2012).

The relationship between online loan decisions and impulsive buying behavior (H5) 
is positive but not statistically significant (path coefficient = 0.108, p-value = 0.081). 
This finding suggests that while online loan decisions may influence impulsive behav-
ior, the effect is insignificant in this study. This could be attributed to the self-control 
mechanisms and sophistication of digital natives, who, despite their engagement with 
fintech platforms, may not always translate access to credit into impulsive consumption. 
This result differs from earlier studies that found a stronger link between credit access 
and impulsivity (Dhanesh & Duthler, 2019). However, it is important to recognize that 
psychological and social factors may also contribute to impulsive behaviors, and these 
factors need further exploration.

The study confirms that online loan decisions mediate the relationship between fi-
nancial inclusion and impulsive buying behavior (H6), with a path coefficient of 0.122 
(p-value = 0.003). This suggests that while financial inclusion increases access to credit, 
online loans indirectly encourage impulsive consumption behavior, particularly when 
individuals lack financial literacy. Similarly, online loan decisions also mediate the re-
lationship between financial literacy and impulsive buying behavior (H7), with a path 
coefficient of -0.162 (p-value = 0.006). This indicates that financial literacy indirectly 
helps curb impulsive behaviors by encouraging individuals to make better loan deci-
sions.

5. Discussion

The study’s findings emphasize the dual role of financial literacy and financial inclusion 
in influencing online loan decisions and impulsive buying behavior among digital na-
tives. While financial inclusion increases access to financial services, it does not directly 
lead to impulsive consumption. Instead, it exerts an indirect influence through online 
loan decisions, which act as a mediator in this relationship. On the other hand, financial 
literacy serves as a protective factor by reducing both impulsive borrowing and impul-
sive spending behaviors. These findings highlight the need for integrated approaches 
that not only expand financial inclusion but also enhance financial literacy to mitigate 
the behavioral risks of fintech adoption.
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The positive and significant relationship between financial inclusion and online 
loan decisions (H1) supports previous research by Demirguc-Kunt et al. (2018), who 
emphasized that access to formal financial services enhances engagement with digital 
financial platforms. As Fintech platforms provide easy and quick access to credit, the 
study demonstrates that greater access to such services directly encourages digital na-
tives to make online loan decisions. However, it is crucial to recognize that while finan-
cial inclusion facilitates access to financial products, it does not guarantee that individ-
uals make informed financial decisions. This highlights the need for complementary 
financial literacy programs to help users make responsible borrowing choices.

Interestingly, while financial inclusion positively influences impulsive buying behav-
ior (H2), the effect is weak and moderate. This finding contrasts with previous studies 
by Xiao and Porto (2017), which suggested a stronger link between access to credit and 
impulsive consumption. The weak effect observed in this study could be attributed to 
moderating factors such as individual differences in self-control and spending behav-
ior, as well as socioeconomic factors that might influence impulsivity. Digital natives 
may also demonstrate a higher degree of financial awareness, which can act as a buffer 
against impulsive spending, even when credit is more easily accessible.

The negative relationship between financial literacy and online loan decisions (H3) 
is a key finding of this study, and it aligns with research by Lusardi and Mitchell (2014), 
which argues that higher levels of financial literacy are associated with more prudent 
borrowing behavior. Financially literate individuals tend to understand the risks in-
volved in borrowing, especially from online platforms, where interest rates tend to be 
higher. This result suggests that financial literacy serves as a safeguard against impulsive 
loan-taking decisions, as individuals with greater knowledge of financial products are 
more likely to evaluate loan options carefully and avoid over indebtedness.

Similarly, financial literacy negatively influences impulsive buying behavior (H4), 
which supports Fernandes et al. (2014), who found that financially literate individuals 
are better at managing their finances and less likely to make spontaneous purchases. 
This finding highlights the importance of financial education in promoting responsible 
spending habits, particularly in environments where digital financial products such as 
online loans are readily available. The study underscores that financial literacy not only 
helps individuals manage debt but also curbs impulsive financial behaviors, thereby 
contributing to long-term financial well-being.

While online loan decisions are hypothesized to directly influence impulsive buying 
behavior (H5), the path coefficient for this relationship is not statistically significant. 
This finding suggests that while access to online loans may make it easier for individuals 
to engage in impulsive buying, other factors such as self-control, peer influences, and 
psychological triggers may play a more significant role in driving impulsive consump-
tion. This supports the notion that impulsive buying behavior is not solely determined 
by credit access but is also influenced by psychological and social factors (Dhanesh & 
Duthler, 2019).



382

ISSN 2029-4581   eISSN 2345-0037   Organizations and Markets in Emerging Economies

The results also show that online loan decisions partially mediate the relationship 
between financial inclusion and impulsive buying behavior (H6) as well as between 
financial literacy and impulsive buying behavior (H7). These findings suggest that fi-
nancial inclusion increases access to credit through online loans, which in turn influ-
ences impulsive buying behavior. Similarly, financial literacy helps mitigate impulsive 
behaviors, but its effect is still indirectly influenced by online loan decisions. This aligns 
with Xiao and O’Neill (2016), who proposed that financial decisions, including bor-
rowing, act as intermediaries between access to financial services and consumer behav-
ior. Furthermore, Brüggen et al. (2017) emphasized that financial literacy and spending 
control are crucial for reducing impulsive financial behaviors.

6. Conclusions and Limitations of Study

This study provides valuable insights into the complex relationships between finan-
cial inclusion, financial literacy, online loan decisions, and impulsive buying behavior 
among digital natives in Indonesia. The findings reveal that financial inclusion facilitates 
greater access to online loans (Gallego-Losada et al., 2023; Tay et al., 2022), while finan-
cial literacy plays a significant role in mitigating impulsive behaviors such as unplanned 
spending and borrowing (Bhat et al., 2025). Specifically, while financial inclusion en-
courages engagement with fintech platforms, it does not directly foster impulsive buy-
ing behavior but rather influences it indirectly through online loan decisions. Addition-
ally, financial literacy reduces impulsive buying behavior both directly and through its 
impact on online loan decisions. The study emphasizes the importance of integrating 
financial literacy programs alongside financial inclusion efforts to promote responsible 
borrowing and reduce impulsive financial behavior (Katauke et al., 2023), particularly 
in the context of the growing adoption of digital financial services.

However, this study also has some limitations that should be addressed in future 
research. Firstly, the data is cross-sectional, which limits the ability to infer causal re-
lationships over time. Longitudinal studies could provide a deeper understanding of 
how financial inclusion and financial literacy evolve and influence financial behaviors 
in the long term (Carpena & Zia, 2020). Secondly, the study focuses on digital natives 
in Indonesia, which may limit the generalizability of the findings to other countries 
or age groups. Future research could explore whether these findings hold in different 
cultural and economic contexts (Henrich et al., 2010). Additionally, the study relies on 
self-reported data, which may be susceptible to biases such as social desirability and re-
call bias, issues frequently cited in survey research (Donaldson & Grant-Vallone, 2002; 
Podsakoff et al., 2003). Future studies could consider alternative data collection meth-
ods, such as behavioral tracking or experimental designs, to complement the findings. 
Finally, while this study focuses on the direct and indirect effects of financial inclusion 
and financial literacy, other variables such as psychological traits, peer influence, and so-
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cial media exposure may also play crucial roles in shaping financial behavior and should 
be explored in future studies (Bursztyn et al., 2014; Duckworth & Seligman, 2005).

In conclusion, this research contributes to the growing body of literature on fintech 
adoption and its impact on consumer behavior (Gomber et al., 2017). By emphasiz-
ing the role of financial literacy in curbing impulsive consumption and highlighting the 
indirect effects of financial inclusion, the study offers important implications for poli-
cymakers and fintech platforms. Ensuring that digital natives have access not only to 
financial products but also to financial education is critical for promoting sustainable 
financial behaviors in the digital age.
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