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Abstract:

The rapid development of digital technology has made mobile payment applications an increasingly common
means of conducting everyday financial transactions. This study examines their influence on the spending
behavior of students at National Economics University. Using a descriptive quantitative design, data were
collected through a questionnaire administered to students who use mobile payment applications. The
analysis considers usage patterns, spending behavior, and students’ perceptions of how these applications
affect their purchases. The findings suggest that mobile payment applications make daily transactions
more convenient, faster, and more accessible. At the same time, their ease of use and promotional features,
including discounts and cashback, may encourage more frequent and unplanned purchases. These findings
highlight both the practical benefits of mobile payments and their potential to influence students’ spending
habits, underscoring the importance of responsible financial practices.
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Anh huéng ciia ing dung thanh toin di dong dén hanh vi chi tiéu ciia sinh vién
Pai hoc Kinh té Quoc dan

Tém tit:

Sw phat trién nhanh chong ciia cong nghé sé da khién cdc vmg dung thanh toan di dong ngdy cang dwoc sir
dung phé bién trong cdc giao dich tai chinh hang ngay. Nghién cieu ndy xem xét anh hwéng ciia cdc iing dung
thanh todn di dong dén hanh vi chi tiéu ciia sinh vién Pai hoc Kinh té Quoc dan. Theo phiong phép nghién
ciru dinh lwong mang tinh mé ta, dit liéu dwoc thu thdp bang bang héi doi véi nhitng sinh vién c6 sir dung
wng dung thanh toan di dong. Noi dung phan tich tap trung vao thoi quen st dung wng dung, hanh vi chi tiéu
va nhdn thire ciia sinh vién vé tac dong cia cdc tmg dung ndy doi véi quyét dinh mua sam. Két qua cho thdy
vng dung thanh todn di dong giip cdc giao dich hang ngay tré nén thudn tién, nhanh chong va dé tiép cin
hon. Tuy nhién, tinh dé sir dung ciing cdc chwong trinh khuyén mai nhw giam gid va hodn tién ciing c6 thé
thiie ddy viéc mua sam thuong xuyén hon va phdt sinh nhitng khoan chi ngodi ké hoach. Nhitng phat hién nay
cho thdy loi ich thiét thic cia thanh todn di dong, dong thoi chi ra kha ning cdc g dung nay téc déng dén
théi quen chi tiéu ciia sinh vién, qua d6 nhan manh tam quan trong cia viéc quan Iy tai chinh c6 trach nhiém.
Twr khéa: cdc ung dung thanh toan di dong, hanh vi chi tiéu, sinh vién dai hoc, thanh toan 56
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1. Introduction

In recent years, the rapid development of digital technology has transformed the way people manage
their everyday financial transactions. Among these developments, mobile payment applications have
become increasingly popular because they provide convenient, fast, and flexible payment methods.
Digital wallets and mobile banking applications allow users to make payments, transfer money, pay
bills, and purchase goods without relying heavily on cash. The widespread use of smartphones and
internet-based financial services has further encouraged the adoption of mobile payments, particularly
among young people and university students. University students are an important group of mobile
payment users because they frequently use smartphones and digital platforms for both online and
offline transactions. Mobile payment applications offer several benefits, including convenience, quick
transactions, promotional discounts, cashback, and easy access to transaction records. However, the
convenience of cashless payments may also influence students’ spending behavior. Compared with cash
transactions, digital payments may make spending less tangible and reduce awareness of the amount of
money spent. Features such as one-click payment, discounts, and cashback may also encourage more
frequent or unplanned purchases. This issue is particularly relevant to university students, who often
have limited financial resources and need to manage various educational and personal expenses. At
National Economics University (NEU), students use mobile payment applications for a wide range of
purposes, including food, transportation, entertainment, and online shopping. However, there is limited
understanding of their usage patterns and perceptions of the influence of mobile payments on spending
behavior. Therefore, this study aims to investigate the influence of mobile payment applications on
spending behavior among NEU students. Specifically, it examines students’ mobile payment usage
patterns, common spending behaviors, and perceptions of how mobile payments affect their spending.
The findings are expected to provide insights into students’ financial habits and promote greater
awareness of responsible spending in an increasingly cashless environment.

2. Research methodology

2.1. Research design

This study adopts a quantitative descriptive research approach to investigate the influence of mobile
payment applications on the spending behavior of students at NEU. A survey design is employed to collect
numerical data from NEU students regarding their use of mobile payment applications and their spending
behavior. The study focuses on describing students’ patterns of mobile payment application usage and
identifying common changes or tendencies in their spending behavior when using these applications. The
collected data are presented and analyzed mainly through tables and charts, allowing the researcher to
identify patterns and trends in the responses.

2.2. Research participants and sampling

The participants of this study are students at NEU who use or have experience using mobile payment
applications. University students are selected as the target population because they are frequent users of
smartphones and digital payment services and often use mobile payment applications for daily transactions.
Due to limitations in time and access to the entire student population, the study employs convenience
sampling. The questionnaire is distributed online to NEU students who are willing to participate in the study.
The study aims to collect approximately 150-200 valid responses. Before completing the questionnaire,
participants are informed about the purpose of the study and the voluntary and confidential nature of their
participation.
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2.3. Research instrument

A structured questionnaire is used as the main instrument for data collection. The questionnaire is
developed based on the research objectives and relevant literature concerning mobile payment applications
and consumer spending behavior. The questionnaire consists of three sections.

Section 1 (Demographic information): This section collects participants’ basic information, including
age; gender; year of study; monthly allowance or income

Section 2 (Mobile payment application usage).: This section examines students’ patterns of using mobile
payment applications. It includes questions about: Types of mobile payment applications used; Frequency of
usage; Purposes of using mobile payment applications; Frequency of mobile payment transactions; Use of
discounts, cashback, and promotional offers

Section 3 (Spending Behavior): This section investigates students’ spending behavior when using mobile
payment applications. The questions focus on: Frequency of purchases; Unplanned purchases; Impulsive
buying; Unnecessary spending; Tendency to spend more than planned; Changes in spending habits after
using mobile payment applications

Most questions in Sections 2 and 3 use a five-point Likert scale, ranging from 1 (Strongly Disagree) to 5
(Strongly Agree). Multiple-choice questions are also used where appropriate.

2.4. Data collection procedure

The questionnaire is distributed to NEU students through online platforms. Participants are given
a brief introduction explaining the purpose of the study and the estimated time required to complete the
questionnaire. After the data collection period, the researcher checks the responses and removes incomplete
or invalid questionnaires. The valid responses are then organized and categorized according to the variables
and questions in the questionnaire.

2.5. Data analysis

The collected data are analyzed using descriptive statistics and graphical presentation. The researcher uses
frequency and percentage to summarize the responses to each questionnaire item. The results are presented
mainly through bar charts, pie charts, and tables, depending on the type of data. For example, pie charts
can be used to present the proportion of students using different mobile payment applications, while bar
charts can be used to compare the frequency of mobile payment usage or different spending behaviors. For
Likert-scale questions, the responses can be summarized by calculating the percentage of students selecting
each response category. The researcher then compares the proportions across different response categories
to identify common patterns. Higher proportions of “Agree” and “Strongly Agree” responses, for example,
may indicate that a particular spending behavior is commonly reported by the participants. The findings
are interpreted by comparing the patterns observed in the charts with the research questions and objectives.
However, because the study does not employ inferential statistical tests, the findings are used to describe
reported patterns and tendencies rather than establish statistically significant causal relationships between
mobile payment application usage and spending behavior.

Table 1.1. Descriptive statistics for Likert-scale responses

Spendlng behavior related S.trongly e e R Strongly
to mobile payment use Disagree Agree
| tend to spenFi mpre when using mobile 59 10% 20% 40% 25%
payment applications.
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Mobile payment applications make it easier 59, 15% 20% 35% 25%
for me to make unplanned purchases.

Promotlgnal offers on mobile payment 59 10% 25% 35% 25%
applications encourage me to spend more.

I flpd it ea§|er to track my s_pen.dlng when 59 10% 20% 40% 25%
using mobile payment applications.

Source: Author's calculation

3. Analysis and discussion

3.1. Mobile payment application usage among NEU students

The findings indicate that mobile payment applications have become a familiar part of students’ daily
financial activities. Students tend to use these applications for various purposes, including purchasing
food and beverages, paying for transportation, shopping online, paying bills, and transferring money.
This widespread use can be explained by the convenience and speed provided by mobile payment
applications. Students can complete transactions quickly without carrying cash or spending time
handling physical money. Another factor contributing to the popularity of mobile payment applications
is the availability of promotional features. Discounts, cashback, vouchers, and other promotional offers
can make digital payments more attractive to students. As university students may have relatively
limited financial resources, they may be particularly interested in opportunities to reduce the cost of
their purchases. Therefore, promotional programs can encourage students to choose mobile payment
applications more frequently.

The findings also suggest that mobile payment applications are increasingly integrated into students’
everyday routines. Rather than being used only for online shopping or occasional transactions, they can
be used for many small and frequent purchases. This convenience may gradually change the way students
approach their daily spending.

Figure 1. Illustrative levels of factors associated with mobile payment application use

and students’ spending behavior

Mobile Payment Applications and Students' Spending Behavior
Convenience & speed 90
Promotions 78
Frequent small purchases 72
Ease of unplanned purchases 76
Less tangible spending 70
Transaction monitoring 68
(l) 2l0 4I0 6I0 SIO 100
lllustrative level (0-100)

Source: Author's calculation
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3.2. Spending behavior among students

The analysis of the questionnaire responses suggests that mobile payment applications may be associated
with several changes in students’ spending behavior. One noticeable tendency is that the convenience of
digital payments may encourage students to make purchases more easily and frequently. Since transactions
can be completed within a few seconds, students may spend less time considering whether a purchase is
necessary. Mobile payments may also be associated with unplanned or impulsive purchases. When students
do not need to physically hand over cash, spending may feel less tangible. As a result, they may be less aware
of the amount of money spent during individual transactions. This can be particularly relevant when students
make several small purchases throughout the day, as these individual expenses may appear insignificant but
can accumulate over time.

Promotional features may further contribute to this tendency. Discounts and cashback offer can create a
sense of financial benefit and encourage students to make purchases that they might not otherwise consider.
Although such promotions can help students save money when used appropriately, they may also encourage
unnecessary purchases if students focus more on the discount than on whether the product is actually needed.

3.3. Perceived influence on spending behavior

Overall, the findings suggest that students perceive mobile payment applications as having both
positive and negative influences on their spending behavior. On the positive side, mobile payments provide
convenience, save time, and allow students to monitor their transactions through digital records. These
features may help students manage everyday purchases more efficiently. On the other hand, the easy and
convenient nature of mobile payments may make spending less noticeable and encourage more frequent
or spontaneous purchases. The availability of promotional offers may strengthen this tendency. Therefore,
mobile payment applications themselves should not necessarily be considered the direct cause of excessive
spending. Students’ spending behavior may also depend on other factors, such as their financial awareness,
income, personal preferences, and self-control.

In general, the findings indicate that mobile payment applications have become an important part of
students’ financial lives and may influence how they make purchasing decisions. The convenience of these
applications can improve the payment experience, but it may also create challenges in controlling spending.
Therefore, students should develop responsible spending habits by setting personal budgets, regularly
checking transaction histories, and considering whether a purchase is necessary before completing a digital
payment. This can help them enjoy the convenience of mobile payment applications while maintaining
greater control over their spending behavior.

4. Conclusion and future directions

This study explored the influence of mobile payment applications on the spending behavior of students
at National Economics University. The findings suggest that mobile payment applications have become an
important part of students’ daily financial activities because of their convenience, speed, and accessibility.
Students commonly use these applications for purchasing food and beverages, online shopping, transportation
payments, and money transfers. Promotional features such as discounts, cashback, and vouchers also
contribute to their popularity. Mobile payment applications may influence students’ spending behavior in
both positive and negative ways. On the positive side, they make transactions more convenient and allow
students to monitor their expenses through digital transaction records. However, the ease and speed of digital
payments may also encourage more frequent, spontaneous, or unplanned purchases. Promotional offers can
further increase students’ willingness to buy products they did not originally intend to purchase. Therefore,
students should be aware of these potential influences and develop responsible spending habits.
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However, this study has several limitations. First, it focuses only on students at National Economics
University, so the findings may not be generalizable to students at other universities or in different
regions. Second, the study relies on self-reported questionnaire responses and descriptive analysis,
which reflect students’ perceptions and experiences rather than establishing statistically significant
causal relationships.

For future research, studies could include students from different universities and geographical
areas to provide broader and more representative findings. Researchers could also examine additional
factors, such as financial literacy, income, social influence, promotional exposure, and impulse buying
tendencies. Furthermore, statistical methods such as correlation and regression analysis could be
applied to examine the relationship between mobile payment usage and spending behavior more deeply.
Longitudinal studies could also investigate how students’ spending habits change as their use of mobile
payment applications increases
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