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1. Introduction  

The evolution of digital payment system architecture in the last decade has experienced a 

fundamental paradigm shift: from security-centric to frictionless experience. In the era of the 

Industrial Revolution 4.0, financial technology (fintech) application developers are competing to cut 

user interaction barriers (pain points). Features such as one-click checkout, autofill, and biometric 

authentication are designed to minimize the cognitive and physical effort required to complete a 

transaction (Krug, 2014). For the industry, "friction" or barriers in transactions are the enemy that 

must be eliminated in order to increase sales conversions. However, for consumers, particularly 

Generation Z, the removal of these barriers carries serious psychological implications. 

Generation Z, as a demographic cohort that has grown up in an instantaneous ecosystem, has high 

expectations of the speed of digital interfaces. They are accustomed to the instant gratification 

facilitated by devices. In the context of consumer behavior, the technical convenience offered by 

seamless user interface (UI) design and user experience (UX) often lulls rationality. Cognitive 

psychology theory popularized by Kahneman (2011) distinguishes between System 1 (fast thinking, 

intuitive, emotional) and System 2 (slow thinking, rational, analytical). Modern fintech app design 

is systematically designed to keep users in System 1 mode, where purchasing decisions are made 

based on emotional impulses without going through a deep rational evaluation. 

This phenomenon creates what is referred to as "Thoughtless Consumption". When the time lag 

between desire and action is reduced to milliseconds, consumers lose the opportunity for cognitive 

pause. As a result, impulsive buying behavior increases dramatically. This problem becomes even 
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 The evolution of financial technology has shifted the focus of payment system 

design from security to "frictionless" experiences. While seamless UI/UX (User 

Interface/User Experience) enhances efficiency, it inadvertently minimizes the 

cognitive deliberation required in purchasing decisions. This study aims to 

investigate how the seamless design of digital payment apps correlates with 

impulsive buying behavior among Generation Z. Using a descriptive 

quantitative method with 30 undergraduate students, this research analyzes 

user interaction patterns and spending habits. The findings reveal a critical 

correlation: the reduction of transaction barriers (such as one-click checkout 

and biometric login) significantly lowers the psychological threshold for 

spending. 65% of respondents admitted that the speed of transaction prevents 

them from reconsidering unnecessary purchases, leading to a "thoughtless" 

buying state. The study concludes that while "frictionless" design optimizes 

convenience, it acts as a catalyst for hedonic consumption by bypassing the 

rational evaluation process known as System 2 thinking. 
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more crucial considering that university students (Generation Z) are in a financial transition phase 

with immature self-control. 

While much literature has addressed fintech adoption from a technology acceptance perspective 

(e.g. using the Technology Acceptance Model), there is still a research gap in evaluating the dark 

side of Perceived Ease of Use. Few studies empirically link superior UI/UX design with user self-

regulation failure. Therefore, this study aims to investigate the correlation between seamless UX 

experience and the tendency of impulsive shopping behavior in college students. This study proposes 

the premise that the easier the app is to use, the lower the user's cognitive defense against the 

temptation of hedonic consumption. 

 

2. Literature Review 

  (Frictionless Design and the S-O-R Model In the digital economy, user interface (UI) and user 

experience (UX) are no longer just aesthetic elements, but key determinants of consumer behavior. 

Using Mehrabian and Russell's (1974) Stimulus-Organism-Response (S-O-R) framework, payment 

app design acts as an Environmental Stimulus that influences the user's emotional state. The study of 

Kuan et al. (2014) emphasized that a "seamless" design aims to minimize users' cognitive load. 

Features such as one-click checkout, auto-fill of card data, and intuitive navigation are designed to 

create "Frictionless Commerce", where the time lag between purchase intent and transaction 

completion is cut to near zero, eliminating the opportunity for consumers to conduct rational 

reconsideration. 
Pain of Paying Reduction in Digital Transactions A key psychological mechanism that bridges 

advanced UI/UX with wasteful behavior is the concept of "Pain of Paying" introduced by Prelec and 
Loewenstein (1998). Traditionally, spending physical cash triggers a psychological "pain" or loss that 
serves as a natural brake on spending. However, recent literature suggests that digital payments 
obscure this pain. This phenomenon is referred to as "Payment Decoupling" (Raghubir & Srivastava, 
2008), where digital payments decouple the pleasure of consumption from the pain of payment. E-
wallet app UIs often hide the amount of money in the form of coins, points, or just a short vibrating 
notification, which, according to Soman (2003), makes money less salient and desensitizes users to 
the amount of spending. 

Impulse Buying and Self-Regulation Failure The accumulation of ease of access and lack of pain 
when paying leads to impulse buying. Baumeister (2002) in Self-Regulation theory explains that self-
control is a limited resource. Persuasive UI/UX design, complemented by real-time promo 
notifications and scarcity cues (e.g. "Discount ends in 5 minutes"), systematically weakens such self-
control. Verhagen and van Dolen (2011) found that momentary positive emotions triggered by visual 
app interactions often trump logical utilitarian considerations. Thus, the transition from "Frictionless" 
to "Thoughtless" occurs when technology removes the friction that the brain actually needs to make a 
critical evaluation before purchase. 

 

3. Research Methods 

Research Design 

This research uses a quantitative approach with a descriptive correlational design. This method 

was chosen to map the relationship between the characteristics of user interaction with technology 

(independent variable) and purchasing behavior patterns (dependent variable). This research does not 

intend to generalize the population at large, but rather focuses on in-depth analysis of specific 

segment behavior through a case study approach on heavy users of digital payment applications. 

Respondents 

The participants in this study were 30 active students in [Name of Campus/City], who were 

selected using Purposive Sampling technique. The inclusion criteria include: (1) active Generation Z 

students (18-24 years old), (2) using the main digital wallet apps (GoPay, ShopeePay, OVO) at least 

3 times a week, and (3) having made an unplanned purchase in the past month. Although the sample 
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size is relatively small ($N=30$), the homogeneity of the respondents' psychographic and 

demographic characteristics ensures that the data obtained is valid to explain micro-behavioral 

phenomena in this group. 

Instruments and Procedures 

Data were collected through a closed online questionnaire. The research instrument was 

developed based on the Stimulus-Organism-Response (S-O-R) framework, which consists of three 

measurement dimensions: 

1. Stimulus (Design Quality): Measures perceptions of ease of navigation, loading speed, and 

visual appeal of the interface. 

2. Organism (Affective Response): Measures the level of enjoyment and decreased alertness 

during transactions. 

3. Response (Impulsive Behavior): Measures the frequency of spontaneous purchases and the 

dominance of hedonic shopping. 

Data were analyzed using descriptive statistics using spreadsheet software. The focus of the 

analysis was on frequency distribution and qualitative interpretation of response patterns to reveal 

how app design elements triggered certain behavioral responses. 

 

4. Results and Discussions 

Based on data analysis of 30 respondents, behavioral patterns were found that confirm 

that app design has a central role in shaping students' shopping habits. The discussion is 

divided into three key findings. 

 

The Trap of Navigational Fluency  

The survey results show an unusually high level of technical proficiency among the 

respondents. 

 
Fig.1. Navigational Fluency vs Cognitive Pause 

As visualized in Figure 1, 96% of respondents have a high "Navigational Fluency" score. 

They can navigate menus, make top-ups, and complete payments with their eyes closed. 

From a UX Design perspective, this is an indicator of usability success. However, from a 

consumer behavior perspective, this fluency is dangerous. The data shows an inverse 

correlation with "Cognitive Pause". Because the process is too automated (autopilot), the 

user's brain has no trigger to pause and think, "Do I really need this?". This technical fluidity 

bypasses critical evaluation mechanisms, making the process of spending money feel as 

simple as sending a text message. 
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Visual Stimuli and the Dominance of Hedonic Consumption 

Fintech apps are not just a means of payment; they are aggressive marketing showcases. 

 

 
Fig.2. Spending Motivation 

 

The data in Figure 2 shows that 73% of students' digital funds are allocated to hedonic 

categories (Food Delivery & Fashion), while utilitarian needs (Bills/Education) only account 

for a small portion. This finding supports the Visual Digital Merchandising theory. Modern 

payment apps are filled with strong visual cues: high-resolution food photos, bright colors 

on the "Promo" button, and gamification elements (such as spinning the wheel of fortune). 

These visual stimuli trigger momentary emotional arousal. Students do not buy food because 

they are physiologically hungry, but rather because of "eye hunger" stimulated by push 

notifications and a tempting interface. The UI/UX of the app successfully transforms the 

value of money into hedonic value, obscuring the function of money as a medium of 

exchange for basic needs. 

 

The "Frictionless" Paradox: Seamlessness as a Trigger for Impulsivity 

The most significant finding in this study is the confirmation of the relationship between 

seamlessness and loss of self-control. 

 

 
Fig.3. The Frictionless Paradox 
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Figure 3 illustrates a paradox. A whopping 80% of respondents praised the app's 

transaction speed (Seamless Experience). However, 65% of the same respondents admitted 

that the speed was the main reason they failed to save money (Increased Impulsivity). This 

phenomenon can be explained through the concept of Frictionless Commerce. When 

physical barriers (such as taking out a wallet, counting money, waiting for change) are 

removed, the psychological "pain" of paying also disappears. Biometric (fingerprint/face) 

authentication exacerbates this; users feel as if they are authorizing access, not spending 

money. A frictionless payment system creates a toll-free highway to the brain's reward 

center. Without any "speed bumps" or friction barriers, Generation Z students slide freely 

into consumptive behavior. They are trapped in a cycle: See Stimulus (Notification) -> Quick 

Click (Seamless UI) -> Instant Satisfaction. This process happens so quickly that financial 

regret often sets in only after the balance is depleted, not during the transaction. 

 

5. Conclusion 

This study concludes that there is a paradoxical side to UI/UX advancements in fintech 
applications. Although seamless and frictionless designs have increased transaction efficiency, they 
have also significantly contributed to the formation of impulsive shopping behavior (thoughtless 
consumption) in Generation Z. The loss of transaction barriers makes students' self-regulation 
mechanisms fail to work optimally. The implication is that app designers and policy makers need to 
consider the concept of "Positive Friction", such as adding additional confirmation steps for certain 
nominal transactions to restore users' rational awareness and promote digital financial well-being. 
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