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Abstract: The widespread adoption and inherent convenience of third -party payments have significantly reshaped the 

consumption habits and structure of college students. This kind of social influence, manifested as imitating others and follo wing 

group norms, is a key factor influencing college students' consumption choices. This study, through the method of literature 

review, referred to relevant research on this topic both domestically and internationally, clarified the key concepts, examin ed the 

impact of such payments on the consumption of higher education students, and explored the effect of social influence in it. This 

study underscores that in the digital economy, understanding the interaction between payment platforms and social influence i s 

crucial for promoting responsible consumption among college students. 
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1. Introduction 

With the acceleration of technological evolution, electronic 

payment has become an important means for social and 

economic operations. The digital economy, relying on 

artificial intelligence, digital revolution and blockchain 

technology, not only enhances the efficiency of resource 

allocation, but also promotes the development of business 

models and the formation of new business forms [1]. Third-

party payment platforms, as an important infrastructure of the 

digital economy, offer secure and efficient settlement services 

and are widely used in various scenarios such as consumption, 

travel and fund transfer. The two typical payment platforms 

are WeChat and Alipay. Due to their convenient operation and 

wide range of application scenarios, they have become very 

popular among the younger population. This group has a high 

payment frequency and is sensitive to prices and discounts [2]. 

Studies have shown that mobile payment not only improves 

the efficiency of consumption but also significantly reduces 

payment constraints, which makes college students more 

likely to have impulsive and forward-thinking consumption 

behaviors [3]. Compared with cash and bank cards, third-

party payment has more advantages in dining, shopping and 

online consumption, especially in online shopping and food 

delivery scenarios [4]. Furthermore, the red envelopes, 

coupons, and points exchange programs launched by these 

platforms have further stimulated students' irrational 

consumption [5]. 

Meanwhile, due to the limited social space available to 

college students and their immature thinking, the opinions of 

their classmates, friends, family members, and online media 

can significantly influence their thoughts, which leads to the 

phenomenon of "peer influence", thus leading to herd 

consumption behavior [6]. However, some studies have found 

that some students have begun to use the bill and analysis 

functions of payment platforms for consumption management, 

and their rational awareness has improved [7]. 

Overall, electronic payment has enhanced the convenience 

of consumption, but it has also led to impulsive spending and 

debt risks. In this context, it is of great significance to explore 

the consumption choices and irrational characteristics of 

college students. 

2. Relevant Concepts and Connotations 

2.1. The Concept of Third-Party Payment 

Third-party payment is a form of payment distinct from the 

banking system. It is facilitated by independent institutions 

that have obtained the necessary qualifications, As 

intermediaries in the transactions, they provide services such 

as the transfer and settlement of monetary funds for both 

buyers and sellers. Examples include Alipay and WeChat Pay. 

Although these institutions do not fall under traditional banks, 

they typically hold the "Payment Business License" issued by 

the People's Bank of China and can conduct online and offline 

transfers, settlements, and information processing [8]. In the 

era of mobile connectivity, third-party payment has rapidly 

developed as an important link connecting consumers and 

merchants. Mobile terminals have gradually become the main 

payment medium, enhancing payment efficiency and driving 

business model changes. However, while third-party payment 

has expanded rapidly, it has also exposed numerous problems. 

Its low usage threshold and high convenience have attracted 

a large number of users, but the regulatory system is not yet 

complete, the market competition is disorderly, product 

homogeneity is severe, and the profit space is squeezed. 

Therefore, promoting industry standardized development, 

strengthening coordination with the banking system, and 

improving the regulatory mechanism has become a key 

direction for the long-term development of digital payment 

[9]. 

2.2. College Students' Consumption Behavior 

Students at the higher education level have a distinctive 

consumption pattern, which is influenced by various factors.  

Research has found that online product information and the 

consumption experiences of peers can influence the 
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purchasing behavior of students at the higher education stage. 

Moreover, this peer effect will further enhance the 

convergence of consumption behaviors within the group [10]. 

Meanwhile, due to its convenient operation, wide range of 

choices, and frequent promotional activities, online 

purchasing has greatly changed the consumption patterns of 

students [11]. In addition, individual differences such as 

gender, grade level, and living expenses also affect their 

purchasing power and structure. Some students have incurred 

debts due to the use of credit cards or short-term borrowing 

tools [12]. Overall, college students still lack systematic 

financial management awareness and ability. Existing studies 

have shown that the habit of keeping accounts and reasonable 

financial planning will help improve consumption rationality. 

However, the high convenience and credit support brought by 

third-party payment systems enhance excessive consumption 

and debt risks while improving transaction efficiency [13]. 

2.3. Overview of Social Influence 

Against the backdrop of prevalent social media use, social 

influence is a key driver for students' payment behavior, 

among which peer influence is particularly prominent. The 

research indicates that social media, while meeting the 

information acquisition and social needs of college students, 

also to some extent limits their ability to make independent 

judgments [14]. College students mainly rely on platforms 

such as WeChat, Alipay, QQ, Xiaohongshu, and Douyin to 

obtain payment and consumption information, making them 

more susceptible to the influence of friends, social networks, 

and advertising content, and imitating others' payment 

methods during promotional periods [15]. In an environment 

with highly interconnected information, the herd mentality is 

further amplified, and digital payment decisions are no longer 

solely based on rational calculations but are continuously 

guided by the behavioral patterns of the social circle. Relevant 

studies have shown that algorithmic recommendations and 

consumption trend displays in social media can significantly 

enhance individuals' consumption intentions [16]. The 

students' interactions and experience sharing on these online 

platforms have enhanced their trust in the products and 

payment methods recommended by others, thereby triggering 

purchase behavior. Even if there is no actual connection 

between the recommender and the consumer, individuals may 

still choose to follow due to group identification, highlighting 

the deep influence of social media on consumption decisions 

[17]. 

Furthermore, these platforms have also incorporated social 

influence mechanisms into their functional design. For 

instance, the "Friends Circle" feature on WeChat, which 

includes functions such as display, sharing, and comments, 

enables payments to be "seen". This study found that the 

frequency of interaction within social networks and the 

dissemination of information directly affect students' 

willingness to use payment methods, and social circles have 

become an important factor driving students to frequently use 

payment methods [18]. Thus, social influence not only shapes 

the payment preferences of college students but also 

continuously strengthens their digital payment behaviors 

through the structure of social media and platform 

mechanisms. 

3. Third-party Payment Influences the 
Consumption Behavior of College 
Students 

The current research indicates that higher education 

students are more concerned about the convenience of 

payment, property protection, discount levels, and credit 

mechanisms. These factors not only influence the payment 

choices, but also have certain impacts on their consumption 

cognition, psychological expectations, and decision-making 

processes [19-21]. 

3.1. Convenience 

Convenience is a significant advantage of third-party 

payment. Relevant studies have shown that digital financial 

payment, by simplifying the transaction process and 

improving efficiency, has significantly influenced the 

consumption cognition and behavior patterns of students in 

higher education [22]. The wide application of mobile 

payment has shortened the payment time and enhanced the 

consumption motivation [23]. They have a higher acceptance 

of emerging technologies, and they are more likely to form a 

reliance on mobile payment. However, the weak perception 

feature of the payment process somewhat reduces the reality 

of monetary expenditure, thereby increasing the possibility of 

irrational or excessive consumption [21]. Furthermore, digital 

payment is applicable in common daily scenarios such as 

online shopping, dining, and daily transactions, further 

lowering the consumption threshold [24]. The ease of 

payment combined with a lack of financial risk awareness is 

more likely to lead to impulsive consumption behavior among 

the student population [25]. 

3.2. Security 

Security is a crucial factor for college students when 

choosing payment methods. Third-party payment platforms 

enhance the security level of the payment process through 

measures such as setting transaction passwords, multiple 

verifications, and biometric recognition, thereby increasing 

user trust and usage frequency [26]. However, the 

improvement of security may reduce risk perception while 

also weakening consumption constraints, thereby increasing 

the frequency of impulsive and credit consumption [27, 28]. 

At the same time, data leakage and privacy protection issues 

remain common risk factors for college students, indicating 

that payment security has both positive and negative impacts 

on their payment decisions. 

3.3. Credit Function 

Higher education students show great interest in the credit 

mechanism and "pay-as-you-go" service provided by 

payment platforms, which enables them to alleviate short-

term payment pressure during this process [12]. However, 

relevant studies have pointed out that such functions may also 

reduce consumption constraints, trigger unnecessary 

expenditures, and increase personal financial burdens [29]. At 

the attitudinal level, college students' perception of credit 

payment is not uniform: some students believe it  enhances 

consumption flexibility, while others are cautious about the 

potential debt risks [21]. Furthermore, factors such as product 

satisfaction, usage reviews, and perceived utility all have a 

positive impact on continued use of the product [30]. This 

indicates that the influence of the credit function on consumer 

behavior is not only dependent on individual decisions but is 
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also influenced by the social environment as a whole. 

3.4. Discount Promotion 

The promotional strategies of these platforms have a 

significant appeal to college students. Some marketing 

strategies, such as discount promotions, points-based 

shopping, and red envelope rewards, have significantly 

enhanced their willingness to consume and desire to purchase 

[31, 32]. The research indicates that the greater the discount, 

the stronger the promotion effect on purchase intentions, and 

the way discount information is obtained also affects the 

promotional effect. Compared with offline channels, college 

students are more likely to obtain promotional information 

through the internet, thereby enhancing the appeal of online 

purchases [33]. Additionally, the precise advertising push 

based on big data increases consumption frequency while also 

raising concerns about privacy security [34]. In the new 

marketing methods, product placement and live shopping 

models have been deeply integrated into film and television 

content as well as common social platforms, exerting a subtle 

influence on students' purchasing decisions. Moreover, live 

shopping can enhance the viewing experience and purchase 

intention of the audience through the host's expertise and 

interactive atmosphere [35, 36]. 

Overall, digital payment tools have attracted users with 

their convenient and secure payment experience. Moreover, 

they have significantly increased market penetration rates 

through credit support and consumption discounts. 

4. The Mediating Effect of Social 
Influence Between Third-Party 
Payment and College Students' 
Consumption Behavior 

The concept of informational social influence explains that 

individuals understand situations and make decisions based 

on the information provided by others. College students 

mainly obtain payment and consumption information through 

social media, platform evaluations, and online content. The 

rise of online finance has significantly enhanced the 

efficiency of information acquisition and has also had an 

impact on people's consumption structure [37]. New 

marketing methods such as WeChat public accounts and live 

streaming have continuously strengthened students' desire for 

consumption[36].Correspondingly, normative social 

influence emphasizes that individuals follow common norms 

to gain group recognition. Currently, the use of digital 

payment tools has become a widespread trend. This 

consensus has prompted more students to adopt the same 

payment method in order to integrate into their social circles. 

Research shows that social relationship networks have a 

significant impact on their shopping behaviors, indicating that 

normative social influence is of great significance [38]. 

In recent years, social platforms, peer recommendations, 

and group behaviors have continuously influenced college 

students' consumption choices through continuous 

information interaction. They often share their consumption 

experiences on social networks and in their friend circles, 

which can affect brand perception and consumption habits. 

Research has found that social platform recommendations 

and friends' purchase behaviors can significantly enhance 

college students' purchase intentions [39]. In the context of 

highly convenient third-party payment, platform discounts 

and friend recommendations further enhance college students' 

reliance on payment tools and increase consumption 

frequency [40]. 

Emotional connection and identity recognition jointly 

constitute the internal driving force for the exertion of social 

influence. The payment choices of college students are often 

influenced by close relationships, such as romantic partners 

or friends. They tend to use the same payment platforms, 

thereby enhancing the stickiness of the platform and the 

market penetration rate [41]. Additionally, targeted 

advertisements and information flow push in social media 

strengthen this influence, enabling college students to make 

consumption decisions more quickly [42]. 

With the application of digital payment methods such as 

Alipay and WeChat Pay, their usage frequency and reliance 

among students have continued to increase. 

Recommendations from peers, families, and social media 

have become important references for their payment choices 

and consumption decisions. Research shows that social 

influence not only directly affects students' willingness to pay, 

but also indirectly influences their consumption decisions by 

changing trust, identification, and attitudes. As frequent users, 

their consumption behaviors are particularly susceptible to 

social interaction [43]. Further research indicates that social 

circle influence can strengthen payment willingness through 

emotional bonds and social identification [44], and 

recommendations from family and friends are also important 

factors influencing payment choices [45]. Relevant research 

also shows that social circles can change consumption 

attitudes and thereby influence payment behavior [46]. In 

important social or festival scenarios, college students share 

payment interfaces or promotional information on their 

"friend circles", which strengthens the symbolic meaning of 

the platform and deepens the usage dependence, with 

emotional connections and group identification playing a key 

role [47]. 

Overall, social influence continuously drives changes in 

students' willingness to pay and consumption decisions by 

shaping their identity, enhancing trust, and altering their 

consumption attitudes. Moreover, with the rise of online 

media, its impact has become even more significant. 

5. Conclusion 

This study systematically explored the mechanism by 

which third-party payment influences the consumption 

behavior of college students, and continuously examined the 

mediating role of social influence in this process. The 

research found that due to the convenience of such payment 

operations and the diverse promotional forms, it significantly 

changed students' payment preferences and consumption 

patterns. Social influence further strengthened this effect 

through the mechanisms of information dissemination and 

group identification. Among them, informative social 

influence provided students with decision-making references, 

while normative social influence guided their payment 

choices through peer interaction and group norms. 

With the continuous empowerment of intelligent 

technologies centered on algorithm models, the functions and 

security systems of payment platforms will achieve an overall 

upgrade., and the consumption patterns of college students 

will show greater diversity. However, this may also bring 

risks of consumption out of control and debt accumulation. 

Future research can build more systematic empirical models 

to deeply examine the moderating effect of social influence, 

conduct comparative analyses of college students' 
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consumption behaviors in different cultural backgrounds, and 

further explore the role of financial education and regulatory 

policies in guiding rational consumption. 
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