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Abstract 

The purpose of this study was to explore the relationship between online credit misuse 

of ‘buy now, pay later’ payment options and personality. 142 individuals, screened for 

frequently making purchases online, answered the Ten Item Personality Inventory, the 

Consideration for Future Consequences scale, and an Online Credit Misuse scale 

specifically designed for this study. It was found that conscientiousness, consideration 

for the future and emotional stability correlates with less online credit misuse. 

Consideration for future consequences was found to partially mediate the relationship 

between conscientiousness and online credit misuse. Thus, conscientious individuals’ 

lower misuse of online credit can partly be explained by the fact that they also have 

more of an eye towards the future. This research sheds lights on which individuals are 

more at risk of misusing the ‘buy now, pay later’ option, and suggests measure to help 

prevent financial troubles.  

 

Keywords 

‘buy now, pay later’, online credit misuse, personality, consideration for future 

consequences, big-five dimensions, conscientiousness, emotional stability.  
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Abstrakt 

Syftet med den här studien var att undersöka förhållandet mellan misskötsel av krediter 

online genom betalningsalternativet ‘köp nu, betala sen’ och personlighet. 142 

individer, som frekvent handlade online, svarade på Ten Item Personality Inventory, 

Consideration for Future Consequences skalan, och en skala för kreditmisskötsel online 

specifikt designad för denna studie. Samvetsgrannhet, beaktande av framtida 

konsekvenser, och emotionell stabilitet visade sig korrelera med mindre 

kreditmisskötsel. Beaktande av framtida konsekvenser visade sig delvis mediera 

förhållandet mellan samvetsgrannhet och kreditmisskötsel online. Sålunda kan 

samvetsgranna individers kreditmisskötsel delvis förklaras av att de ser mer till 

framtiden. Denna studie belyser vilka individer som löper större risk för att missköta 

’köp nu, betala sen’ betalningsmetoder, och föreslår tillvägagångsätt för att förebygga 

ekonomiska problem.  

 

Nyckelord 

‘köp nu, betala sen’, kreditmisskötsel online, personlighet, beaktande av framtida 

konsekvenser, femfaktorteorin, samvetsgrannhet, emotionell stabilitet 
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Background 

New payment methods have arisen as much of the human consumption has moved 

online. Alongside the typical debit or credit card payment, consumers can often choose 

another credit option, frequently referred to as ’buy now, pay later’, when finalising the 

deal in an ecommerce store. The concept of credit is age-old, with the first records of 

civil law around debt stemming from the reign of Hammurabi in Babylonia 1792–1750 

BC and the first credit cards being developed in the United States in 1920, but its digital 

implementation is new. The advent of new online ‘buy now, pay later’ payment 

solutions makes it easier for people to make purchases at the spur of the moment with 

assets that they do not necessarily have. 

 

Additionally, the moral view of lending and taking of interest has fluctuated throughout 

history and societies. For example, usury has been opposed by Hinduism, Judaism and 

Christian teachings (Lewis, 2007), while lending money was seen as an important 

market function during Principat in the Roman Empire (Zugur, 2007). Aristotle had low 

regard for trade activities whose purpose was to acquire monetary gain rather than a 

necessary exchange of goods: “The most hated sort, and with the greatest reason, is 

usury, which makes a gain our of money itself and not the natural use of it. For money 

was intended to be used for exchange and not to increase interest” (Aristotle, 1885, p. 

19). A larger acceptance for the taking of interest came with the Protestantism 

reformation of the Christian church and the teachings of Calvin who did not see biblical 

evidence or testimony that condemns the usurers (Calvin, 1866): “Why should the 

lender be cheated of his just due, if the money profits the other man, and he be the 

richer of the two” (Kerridge, 2002, p 45).  

 

In modern days, consumer credits can be used as a preferred payment method and a 

relief for acquiring goods in emergencies, but it can also amount to large debt and 

increasing interest payments. Credit has been justified as a human right in capitalist 

economies, where citizens should have the right to access to financial services such as 

banking and certain types of loans (Hudon, 2009). However, consumers that utilize 

financial services can have an information disadvantage to the financial service 

provider, and even if the given information is sufficiently adequate, it may be complex 

and difficult for a consumer to interpret (De Bruin, 2018). To fully understand the 

information given of a financial product, the consumer may need sufficient knowledge, 

cognitive ability and resources (Boatright, 2014). 
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In Sweden, the amount of credit loans smaller than ten thousand SEK increased from 4 

billion SEK in 2008 to 50 billion SEK in 2019. This increase has co-evolved with the 

strong growth of the ecommerce sector and consumers’ choice of using credit-based 

payment options (Finansinspektionen, 2020). The cost of giving consumer credits has 

diminished in the past decades due to automated routines, facilitated by digital 

technology and price drops in credit scoring. Yet, many ecommerce stores choose to, 

and benefit from, outsourcing credit payment methods to a third party specialist (Kron 

& Nydén, 2017).  

 

Out of concern for the growing amount of consumer credits and the negative impact 

failing to pay credit bills on time can have on individual households, the Swedish 

Government proposed the enaction of a new law preventing ecommerce stores from 

having credit payment as the default payment option (Prop. 2019/20:79). The law would 

inhibit choice architecture altering people’s behaviour towards choosing credit payment, 

without changing their economic incentives or prohibiting other options, as explained 

by the nudge theory (Thaler & Sunstein, 2008). The proposal was met with critique 

from leading payment solution providers, who indicatively claimed that the Government 

did not take into account that consumers do not want to expose themselves to the risk of 

paying for a good they yet have not received or might not want, as well as that 

consumers want their purchases to be easy and quick (Fock, 2009). However, the 

proposition was accepted by the Swedish Parliament and came into effect on first of 

July 2020.  

 

Many external factors, including financial capability, sociological aspects and choice 

architecture, can influence the decision of using consumer credits when purchasing 

goods online. However, in the end, the decision to ‘buy now and pay later’ rests with 

the individuals who are considering making a purchase. For some, ‘buy now, pay later’ 

is a convenient payment method, but for others it leads to financial troubles. The 

purpose of this study was to explore psychological aspects of online credit misuse, and 

more specifically to help understand its relationship to personality.  

 

Literature Review 

The Big Five Personality Dimensions 

The big five personality dimensions, or the five-factor model, emerged from long-

standing systematic efforts to categorise personality into separable traits. An early 
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pioneer in the field was Gordon Allport, who played a significant role in laying the 

empirical and conceptual groundwork for the trait theory upon which the five-factor 

model is based (John & Robins, 1993). Further development in early trait personality 

theory came with Catell (1943, 1947), who proposed that there are 16 primary 

personality traits. However, later research could not replicate Catell’s results (Barrick & 

Mount, 1991), instead showing that the number of traits could be reduced to five (Fiske, 

1949; Tupes & Christal, 1992). The five-factor model did not gain wide acceptance 

until 20 years later, when it was rediscovered (McCrae & Costa, 2008). Since then, it 

has become the default measurement tool of personality, with wide acceptance and 

compelling evidence for its robustness (John and Robins, 1993; McCrae & Costa, 2008) 

along with multiple instruments for measurement (e.g. Goldberg 1992; Costa & 

McCrae, 1992). The Big-five theory has also been linked to evolutionary psychology 

(Buss, 1991; McDonald, 1995), and it has for example been argued that the dimensions 

are a result from trade-offs between fitness costs and benefits (Nettle, 2006). 

 

The five-factor model consists of five empirically derived personality dimensions that 

represent personality at the broadest level of abstraction (Gosling et al., 2003).  Each 

dimension can be broken down into sub-dimensional personality traits, such as 

politeness being a sub-trait of agreeableness. The dimensions are Extraversion 

(associated with sub-traits like enthusiasm, gregariousness and assertiveness), 

Agreeableness (e.g., politeness, compassion & trusting), Conscientiousness (e.g., 

dependability, orderliness & hardworking), Emotional Stability (e.g., anxiousness, 

withdrawal & volatility) and Openness to new experiences (e.g., imagination, intellect 

& aesthetic sensitivity) (Barrick & Mount, 1991). 

 

The Credit Uptake Process 

To outline the credit decision process, a conceptual model of credit use has been 

developed by Kamleitner and Kirchler (2006). The model draws on Kirchler’s (1989) 

purchasing in household models, expert interviews and previous literature, and outlines 

three main stages in the credit process; (1) processes before credit take up, (2) processes 

at credit take up and (3) processes after credit take up (Kamleitner & Kirchler, 2006). 

According to the model, need and subsequently desire for a good, initiates a purchasing 

decision. The decision process thereafter depends on the type of good that is to be 

acquired. Goods purchased habitually or spontaneously consequently may lead to a 

spontaneous credit uptake. In contrast to spontaneous acquisitions, the purchases of 
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expensive or rarely purchased goods lead to an extensive decision process, where the 

purchaser contemplates alternative options and financing. If the extensive process 

results in an intention to buy, the decision to buy on credit or use one’s own funds 

largely depends on personal characteristics and situational circumstances. Another 

factor influencing the decision of payment type that Kamleitner and Kirchler (2006) 

mention is internal evaluation of credit use, which depends on anticipated instalments, 

pleasure of consumption and imagination of possession. A credit use decision can be 

spontaneous or extensively processed; in the former, the decision to purchase a good 

and credit use happen nearly simultaneously, while the latter includes a search for 

information and evaluation (Kamleitner & Kirchler, 2006). According to Kamleitner 

and Kirchler (2006), credit card purchases and implicit credit use by ‘buy now, pay 

later’ methods, can be classified as spontaneous credit decisions. Although, they 

recognise that spontaneous credit use is not necessarily a decision to indebt, since a 

person might classify credit payments as a purchases from their own funds. 

 

Personality and Credit Use 

The relationship between personality and credit use has been investigated in multiple 

studies, although they focused on credit card rather than other online  ‘buy now, pay 

later’ options (e.g. Robert & Jones, 2001; Pirog & Roberts, 2007; Wang and Xiao, 

2009; Pinto et al., 2004; Norvilitis et al., 2003; Tokunaga 1993). Tokunaga (1993) 

explored how consumers, who can or cannot use consumer credits, can be effectively 

distinguished based on psychological variables. He found that people who misuse 

credits showed greater external locus of control, lower self-efficacy, saw money as a 

source of power and prestige, took fewer steps to retain their money, displayed lower 

risk-taking and sensation-seeking tendencies, and expressed greater anxiety about 

financial matters compared to consumers that did not misuse credits. Furthermore, Pinto 

et al (2004) explored locus of control, self-esteem and attitude differences between 

different types of credit card users. They found that attitudes towards credits differed on 

all measured variables (knowledge/belief, affect and behaviour) between convenient 

users, mild instalment users and heavy instalment users, but did not find a significant 

difference for locus of control or self-esteem and type of credit card user. Thus, the 

results did not support Tokunaga’s findings of the relationship between locus of control 

and credit card use. Pinto et al (2004) suggest that this anomaly may be due to the fact 

that their sample only consisted of college students aged 18–22. Personality factors have 

also been shown to predict different type of credit used (Wang et al., 2011), in that low 
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self-control, low self-esteem, low self-efficacy, low deferring gratification, external 

locus of control (rather than internal) and high impulsiveness predicted more revolving 

credit use, while high thrill and adventure seeking, high impulsiveness and low 

deferring gratification predicted more petty instalment use (use of small and accessible 

instalment-based loans). Furthermore, Wang et al. (2011) found, in regression analysis, 

that credit card features and demographic variables had less of an explanatory factor on 

credit use than attitude variables and personality factors. Overall, these three studies 

display how different definitions and measurements of credit use play a vital role in 

what personality factors can be seen as predictors.  

 

In order to measure the relations between money attitudes, using credit cards and 

compulsive buying (repetitive purchases as a response to negative events or feelings), 

Roberts and Jones (2001) developed a new construct. Based on focus groups with 

college students discussing how they handle financial affairs and literature search, a 

scale for measuring credit card misuse was constructed. By letting 406 college students 

of an average age of 19 answer the credit card use scale, Faber and O’Guinn’s (1992) 

compulsive buying measure, and a modified version of Yamauchi and Templer’s (1982) 

money attitude scale, Roberts and Jones found that use of credit card strengthened the 

relationship between attitude towards money and compulsive buying. Moreover, Robert 

and Jones’s credit use scale (2001) has also been used, for instance, to show that fashion 

interest significantly influenced compulsive buying and indirectly influenced credit card 

use (Park & Burns, 2005). Additionally, they showed that students more knowledgeable 

in personal finance are more likely to engage in more responsible credit card use (Robb, 

2011), and that consumers’ credit card misuse is more present amongst consumers with 

external locus of control compared to internal (Watson, 2009).  

 

Connections between Credit Misuse and Big-Five Personality Dimensions 

By using the credit card misuse scale by Roberts and Jones (2001), Pirog and Roberts 

(2007) investigated the role personality plays in credit card misuse by letting 254 

college students answer the credit use scale, Mowens’s (2000) 3M model of personality 

(which includes the Big-five personality dimension) and Puri’s (1996) consumer 

impulsiveness scale. They found that credit misuse had significant positive correlations 

with emotional instability, introversion, materialism and impulsivity. The probability of 

holding credit card debt has also been positively associated with extraversion and 

inversely correlated with conscientiousness (Brown and Taylor, 2014). In more general 
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terms, money management at-large has been shown to be positively correlated with 

conscientiousness and negatively correlated with emotional stability (Donelly et al., 

2012). Previous research has shown that conscientiousness and emotional stability are 

associated with less compulsive buying (Mowen & Spears, 1999) and that 

conscientiousness predicted increased saving (Warneryd, 1996), and emotional stability 

negatively predict debt (Nyhus & Webley, 2001).  

 

Future Orientation and Credit Misuse 

Individuals differ in the extent they consider distant versus immediate consequences of 

potential behaviour. To measure these differences, Strathman et al., (1994) developed 

the Consideration for Future Consequences Construct (CFC). The construct was shown 

to be able to measure substantial differences in behaviour, which have not been 

previously captured by other measurements (Strathman et al., 1994). Furthermore, 

Strathman et al. (1994) showed that CFC impacts the extent to which individuals are 

affected by persuasive communication. CFC has also been found to inversely predict 

credit card debt and compulsive buying tendencies, meaning that individuals with low 

concern for future consequences are more likely to have high credit card debts and show 

compulsive buying tendencies (Joireman et al., 2010). 

 

Hypotheses 

Previous research on primarily credit card use, but also money management in general, 

suggests the existence of linkages between online ’buy now, pay later’ credit misuse 

and the Big-five personality dimensions. To explore the link between personality and 

online credit misuse, the following research questions with hypotheses are presented: 

 

H1 Extraversion is positively correlated with online credit misuse - 

Credit card misuse has been previously correlated with introversion (Pirog & Roberts, 

2007). Credit card debt, on the contrary has been correlated with extraversion (Brown & 

Taylor, 2014). Moreover, thrill and adventure seeking has been correlated with petty 

instalment use (Wang et al., 2011). The present hypothesis is therefore that online credit 

misuse is positively correlated with extraversion, given that extraversion is associated 

with excitement-seeking, which in turn might render people more prone to faster and 

more spontaneous purchasing decisions.  
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H2 Conscientiousness is negatively correlated with online credit misuse - 

Conscientiousness has been inversely correlated with credit card debt (Brown & Taylor, 

2014), positively correlated with money management (Donelly et al., 2012), less 

compulsive buying (Mowen & Spears, 1999) and increased savings (Warneryd, 1996). 

It is also associated with dependability and orderliness, that might, in turn, predict on-

time credit payments. Thus, the present hypothesis is that conscientiousness is 

negatively correlated with online credit misuse.  

 

H3 Emotional Stability is negatively correlated with online credit misuse - 

Emotional stability has been inversely correlated with credit card misuse (Pirog & 

Roberts, 2007), debt (Nyhus & Webley, 2001) and money management (Donelley et al., 

2012) and positively correlated with less compulsive buying (Mowen & Spears, 1999). 

As low emotional stability includes mood swings, it might lead to spontaneous and 

impulsive purchases as a way to make negative feelings or events. Hence, the present 

hypothesis is that emotional stability is negatively correlated with online credit misuse. 

 

H4 CFC is negatively correlated with online credit misuse – 

Individuals with high CFC, would be more concerned with future payment if buying on 

credit, compared to people with low CFC. Therefore, the hypothesis is that CFC is 

negatively correlated with online credit misuse.  

 

H5 CFC mediates the relationship between personality and online credit misuse – 

Finally, it is hypothesised that CFC might explain or partly explain potential 

relationships between primarily conscientiousness and online credit misuse.  

 

Additionally, the following research questions are presented for the purpose of 

exploration, but without hypotheses, as there is a lack of consistent previous research to 

base such upon.  

 

RQ6 Is there a relationship between agreeableness and online credit misuse? 

 

RQ7 Is there a relationship between openness to experiences and online credit misuse? 
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Method 

Participants 

Participants for this study were recruited through Prolific Academics Ltd, which is a 

platform service that connects researchers with participants. Prolific has been evaluated 

as favourable to other commonly used similar platforms (Palan & Schitter, 2018). 

Overall some of the platform’s benefits include: participants know they are recruited for 

participating in research, they are aware of expected payment and rights and 

obligations, as well as giving researchers higher transparency about the subject pool and 

the possibility to screen participants on a range of factors before selection (Palan & 

Schitter, 2018). Pre-selection criteria were applied, pre-screening participants based on 

the following parameters: residing in the United Kingdom, being at least 18 years old 

(this is a criterion for being a participants on Prolific), and on average shopping online 

at least about once per month. By applying these selection criteria, participants are 

screened to be fit for the research purpose, thanks to their characteristics of being 

familiar to shopping online, as well as shopping in a country were ‘buy now, pay later’ 

options are widespread (Johnson, 2020). After the selection criteria were applied, the 

pool of candidates was 6,596 out of which 150 participants were recruited for the study. 

In order to ensure the quality of the participants’ answers, they were not only screened 

for their shopping online behaviour (to make sure the demographic corresponded to the 

pre-made selection), but also on the time it took them to complete the survey. After 

having removed participants that did not complete the study, did not meet the screening 

recruitments, or were extreme outliers (SD > +-3) in completion time, 142 participants 

remained.  

 

A demographic overview of the participants is shown in Table 1. The majority of the 

participants were female, and a majority reported ‘professional’ as main occupation. 

35.2 % of the participants were aged between 30–39 and a majority of participants was 

aged 18–39. Moreover, 42 participants stated that their main occupation was neither 

professional or student, which might indicate that many of the participants who selected 

‘other’ as main occupation were unemployed rather than retired, given that only 3 

participants were 65 years or older.  
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Table 1. Frequencies of gender, main 
occupation and age amongst participants. 

Category N % of Total 

Gender      

Female  111  78.2 %  

Male  31  21.8 %  

Main Occupation      

Professional  94  66.2 %  

Student  6  4.2 %  

Other  42  29.6 %  

Age      

18-24  7  4.9 %  

25-29  15  10.6 %  

30-34  24  16.9 %  

35-39  26  18.3 %  

40-44  12  8.5 %  

45-49  21  14.8 %  

50-54  13  9.2 %  

55-59  16  11.3%  

60-64  5  3.5 %  

65+  3  2.1 %  

 

 

Measures 

Ten Item Personality Inventory-(TIPI) 

Personality, the Big Five dimensions, was measured with the TIPI developed by 

Gosling et al. (2003). TIPI consists of two statements per personality dimension, out of 

which one is reversed. The participants were asked to answer to which degree they “see 

themselves as” each item on a 7-grade scale ranging from “disagree strongly” to “agree 

strongly”. Examples of statements are “extraverted, quarrelsome” and “anxious, easily 

upset”. For each dimension the participants’ answers were calculated into a mean score. 

The inventory has been designed as a short version of the Big Five Inventory (John et 

al., 1991), and has been selected for this study for being a good alternative to the 

original scale when briefness is of essence. In a previous study the test-retest correlation 

(mean across personality dimensions) for TIPI have been shown to be somewhat lower 
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than the original scale but still acceptable (mean r = .72) (Gosling et al., 2003). 

Personality dimensions as measured in TIPI have been correlated (p < .01) to the Big 

Five inventory test as following; extraversion .87, agreeableness .70, conscientiousness 

.75, emotional stability .81 and openness to experience .65 (Gosling et al., 2003).  

 

Consideration for Future Consequences-CFC 

Individual differences in temporal orientation were measured with the CFC scale, 

developed by Stratham et al. (1994), which was used to measure individual differences 

in the extent to which people consider distant versus immediate consequences of 

potential behaviours. It consists of 12 statements (7 reversed) that are answered by the 

participants by indicating how characteristic each statement is to themselves, based on a 

5-graded scale ranging from extremely uncharacteristic to extremely characteristic. The 

participants’ answers were calculated into a mean score. An example of statements are 

“I only act to satisfy immediate concerns, figuring the future will take care of itself” and 

“I think it is more important to perform a behaviour with important distant 

consequences than a behaviour with less-important immediate consequences”. A high 

score is characterised by future orientation and caring more for future outcomes, while a 

low score is characterised by a greater concern for the present. The test-retest 

correlations for CFC has been measured to r = .72 (Stratham et al., 1994). 

 

Online Credit Misuse  

In order to measure online credit misuse, a modified version of Roberts and Jones 

(2001) credit card use scale was developed for this study. The credit card use scale 

included 12 items about credit card misuse, to which the participants indicated their 

agreement on a five-grade scale ranging from “strongly disagree” to “strongly agree”. 

The participants’ answers were calculated into a mean score. From the original scale 

eight items were modified to fit the new scale, two new items were created, and four 

items were removed. Items that were modified originally had a credit card focus, but 

were adjusted to have a broader ‘buy now, pay later’ focus. For example the items “I 

worry how I will pay off my credit card debt” changed to “I worry how I will pay off 

my credit debt from shopping” and “I am more impulsive when I shop with credit 

cards” changed to “I am more impulsive when I shop and pay later”. Newly created 

items were designed to include measurement points for preference in online ‘buy now, 

pay later’ use, and regret of using ‘buy now, pay later’ options. These new items were 

“When shopping online I tend to choose a ‘buy now, pay later’ option if I can” and “I 
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seldom regret buying a product and paying for it later”. Removed items were deemed to 

have a too narrow focus on credit card features, for example “I have too many credit 

cards” and “I seldom take cash advances on my credit cards”. In conclusion the online 

credit misuse scale included 10 items (3 reversed), to which the participants indicated 

their agreement on a five-grade scale ranging from “strongly disagree” to “strongly 

agree”. The scale in its entirety scale can be found in Appendix 1. 

 

Item-rest correlations, the correlation between an item and the total score of all other 

items, were measured to assess item quality. A minimum item correlation for 

determining to remove an item has been, for example, set to .3 by Cristobal et al. (2007) 

and .4 by Loiacono et al. (2002). Using the cut-off point of .4, two items were removed 

from the online credit misuse scale, “I seldom regret buying a product and paying for it 

later” for having an item-rest correlation of -.329 and “I frequently use a credit card or 

borrow money, to make a payment on credit debt from shopping” for having an item-

rest correlation of .172. Thus, the results were based on the online credit misuse score 

each participant got, after the two items had been dropped. The item-rest correlations 

between the remaining eight items were between .412 and .710.  

 

Reliability  

Measuring Cronbach’s alpha (Cronbach, 1951) has been used as means to test the 

reliability of the scales. A good alpha-value has been suggested to be .7 or more 

(Cortina, 1993), or .8 or more for a frequently used instrument (Carmines & Zeller, 

1979). As it can be seen in Table 2, Cronbach’s alpha is above .8 for CFC and online 

credit misuse, above .7 for extraversion and emotional stability, but below .7 for 

agreeableness, and conscientiousness. However, the function to calculate Cronbach’s 

alpha is based on inter-item correlations and the number of items included in the scale. 

TIPI has relatively low inter-item correlations and in addition only two questions per 

dimension, which explains the low alpha results (Gosling et al., 2003). Nonetheless, 

TIPI is still considered sufficient for this study due to its high content validity and test-

retest reliability.  
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Table 2. Mean, standard deviation and Cronbach’s α 
for TIPI, CFC and credit misuse scale. 

Variable  Mean SD Cronbach's α 

Extraversion  3.41  1.57  0.766  

Agreeableness  5.22  1.12  0.408  

Conscientiousness  4.75  1.15  0.563  

Emotional stability  4.17  1.51  0.760  

Openness to  
experiences 

 4.73  1.11  0.456  

CFC  3.42  0.66  0.885  

Online credit misuse  2.13  0.887  0.867  

 
 

Procedure 

Data Collection 

All data used in this study was collected through a survey with 42 questions. The survey 

was distributed digitally on the Prolific platform, where people who met the pre-

screening criteria could see a short description of the study purpose, estimated time to 

completion, and monetary reward, and thereafter choose to participate if the wished. 

The estimated time to completion was set to seven minutes and the reward was set to 

£0.7. Participants were informed about the value of their honest and accurate answers, 

and could be denied payment if there was reason to believe that they did not complete 

the survey accordingly.   

 

In total the survey was divided into seven parts. The first part gave the participant a 

brief background to the study, informed them about their rights and how their data 

would be handled, and asked the participants to give their consent of participation. If 

participants did not consent, the survey ended. In the second part, participants were 

asked to provide their prolific ID (later used for connecting survey results with the 

Prolific platform, for example to validate time to completion for each survey.) In part 

three, demographics were collected, and participants were asked to answer questions 

that confirmed their alignment with the pre-selection screening done on the Prolific 

platform. If participants did not answer in accordance with the screening, the survey 

was ended. Part four consisted of the online credit misuse scale, part five of the TIPI 
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and part six of the CFC scale. The last part included a “thank you for participating” note 

and a brief description of what has been measured.  

 

Data Analysis 

Linear associations between variables were measured by using Pearson’s correlation 

coefficient (r). In the case when the prerequisite for CFC as a mediator between a 

personality dimension and online credit misuse were met, the mediating relationship 

was tested. The prerequisites for mediation are as follows: (1) the personality dimension 

must be significantly correlating with CFC, (2) the personality dimension must be 

significantly correlating with credit online misuse, and (3) CFC significantly correlates 

with credit online misuse. Then, a variable functioning as a mediator means that it 

accounts for the relation between the dependent and independent variables. Thus, the 

mediator can explain or partly explain the relationship between dependent and 

independent variables, although this does not indicate causality (Baron & Kenny, 1986). 

Sobel’s test (1982) was used to see whether the relationship significantly changed 

between the personality dimension and online credit misuse when CFC mediated the 

relationship. Lastly, a multiple linear regression analysis was made to see to which 

personality dimensions and CFC (independent variables) could predict online credit 

misuse (dependent variable). A few statistical assumptions were investigated to ensure 

the quality of the regression. A Shapiro-Wilk test (Shapiro and Wilk, 1965) was 

conducted to assess if the data was normally distributed. As the test wasn’t significant, 

W =,911, p =,536, the data was considered approximately normally distributed. The 

highest Variance Inflation Factor (VIF) was 1.35. This is below the cut-off point of 2.5, 

which has been suggested to be used when two independent variables has a mediating 

relationship with the dependent variable (Johnston et al., 2018).  Using VIF as an 

indicator, the multicollinearity can thus be considered none substantial. To check for 

outliers in the data, Cook’s distance was measured. As the maximum distance (.175) 

was below 1 no outliers were found (Cook, 1977).  

  

Ethical Aspects 

Credit misuse, leading to financial troubles, can be a sensitive and private topic, and the 

study has therefore been design based on Vetenskapsrådet’s ethical guidelines. Prior to 

starting the survey, participants were informed about the study’s purpose and their 

contribution, as well as getting to know that the study could be stopped at any time and 

that they could withdraw their participation without any consequences. Participations 
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were also asked to consent to having understood the purpose of the study, for being at 

least 18 years of age, and for having understood their right to quit at any point without 

consequences. Furthermore, participation been anonymised, and participants where only 

asked to provide their prolific ID as identifier, which then enables the researcher to 

distribute the reward for participation without knowing any personal information about 

the participants. Lastly, the online credit misuse questionnaire contains questions about 

behaviour and preferences rather asking for numbers in terms of debt, failed payments 

etc, which was deemed as a less intrusive way for measuring credit misuse. 
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Results 

Correlation Analysis between All Variables 

The purpose of this study was to understand the relationship between online credit 

misuse and personality. Seven hypotheses were put forward, out which six concerned 

the relationship between online credit misuse and the Big-five personality dimensions, 

and online credit misuse and CFC. To test the hypotheses a correlation analysis was 

conducted. The identified relationships can be seen in Table 3.  

 
Table 3. Pearson’s r correlation between online credit misuse, CFC, and Big-five 
personality dimensions. 

 

   
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

         

1. Online credit misuse Pearson’s r -       

p-value -       
  

       

2. CFC Pearson’s r -.427*** -      

p-value <.001 -      
  

       

3. Extraversion Pearson’s r  .034 -.103 -     

p-value .687 .221 -     
  

       

4. Agreeableness Pearson’s r .088 .033 .115 -    

p-value .300 .077 .171 -    
  

        

5. Conscientiousness Pearson’s r -.450*** .349*** .184* .228** -   

p-value <.001 <.001 .028 .006 -   
  

         

6. Emotional stability Pearson’s r -.173* .050 .247** .126 .301*** -  

p-value .040 .556 .003 .136 <.001 -  
  

       

7. Openness to 
experiences 

Pearson’s r .110 -.048 .328*** .197* -.008 -.005 - 

p-value .193 .573 <.001 .019 .922 .951 - 

 

Note.  * p <.05, ** p < .01, *** p < .001 
    

 

Contrary to the first hypothesis about a relationship between online credit misuse and 

extraversion, they did not significantly correlate. Relationships with strong significance 

were found confirming both the second hypothesis concerning conscientiousness being 

negatively correlated with online credit misuse correlated (Pearson’s r = -.450 p < .001), 

and the fourth hypothesis concerning CFC being negatively correlated with online credit 

misuse (Pearson’s r = -427. p < .001.). A strong significant relationship between CFC 

and conscientiousness was also found (Pearson’s r = -349. p < .001), which justified 

further mediation analysis. Further on, significant relationship (but weaker compared to 

the previous mentioned ones) was found between emotional stability and online credit 

misuse (Pearson’s r = -.173. p = .040), confirming the second hypothesis of a negative 

correlation between the two. Lastly, concerning the first research question about a 

relationship between openness to experiences and online credit misuse and second 

research question about a relationship between agreeableness and online credit misuse, 

no significant correlations were found for either of the two. 
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CFC as Mediator between Personality and Online Credit Misuse 

The fifth hypothesis concerned CFC as a mediator for credit online misuse and 

personality. For the mediation analysis to be relevant, the following parameters should 

be met: first the concerned personality dimension needed to significantly correlate with 

online credit card misuse, second the concerned personality dimension needed to 

significantly correlate with CFC, and lastly CFC needed to significantly correlate with 

online credit card misuse. As conscientiousness was found to be correlated with both 

CFC and online credit misuse, as well as CFC was found to be correlated with online 

credit misuse, the mediating relationship was explored with conscientiousness as 

independent variable. The other personality dimensions were not explored, since they 

did not meet the prerequisites for mediation analysis.  

As seen in Table 4, both the indirect and the direct effect between conscientiousness and 

online credit misuse were significant (p < .05) when mediated by CFC, it can be 

concluded that there was partial mediation. The proportion of the relationship between 

conscientiousness and online credit misuse that is represented by CFC was 23.8 %. 

Thus, the fifth hypothesis was confirmed with conscientiousness as selected personality 

dimension.  The relationships between the variables (as seen in Table 5) in the 

mediation analysis were; conscientiousness to CFC (β= .201, p <. 001), CFC to online 

credit misuse (β = -.413, p < .001) and conscientiousness to online credit misuse (β= -

.265, p < .001). 

Tabel 4. CFC’s effect between mediating conscientiousness and online credit 

misuse. 

Effect Estimate SE Z p % Mediation 

Indirect  -0.0830  0.0277  -3.00  0.003  23.8  

Direct  -0.2654  0.0585  -4.53  < .001  76.2  

Total  -0.3485  0.0580  -6.01  < .001  100.0  

 

 

 

 

 

 

 

 

Table 5. The pathways between the variables in the mediation. 

   Estimate SE Z p 

Conscientiousness  →  CFC   0.201  0.0453   4.44  < .001  

CFC  →  Online credit misuse  -0.413  0.1015  -4.06  < .001  

Conscientiousness  →  Online credit-misuse  -0.265  0.0585  -4.53  < .001  
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Predicting Online Credit Misuse with Linear Multiple Regression 

How personality and CFC predicts online credit misused was explored through multiple 

linear regression. Online credit misuse was regressed as dependent variable onto 

extraversion, agreeableness, conscientiousness, emotional stability, openness to new 

experiences and CFC as independent variables. The resulting model, which can be seen 

in Table 6, was significant, F(6,135)= 11, p < .001, and could explain 33 % of the 

variance in online credit misuse, R2 = .329. Agreeableness, conscientiousness and CFC 

were the only variables shown to significantly (p > .05) predict online credit misuse. As 

agreeableness was found significant, an answer to RQ1 would be that agreeableness 

predicts online credit misuse in a model with the other Big-five personality dimensions 

and CFC. Furthermore, when comparing the current model with a model where 

conscientiousness is removed (everything else equal) the adjusted R2(.299) changes with 

-.105, F=21(1,135), p < .001, and respectively by -.071, F = 14.3(1,135), p < .001 when 

CFC is removed. Thus, both conscientiousness and CFC explain a large amount of the 

variance in online credit misuse.  

Table 6. Results from regressing online credit misuse onto personality dimensions, age and CFC. 

 Estimate SE t p β 

Intercept  4.193  0.517  8.101  < .001     

Extraversion   0.034  0.044  0.771  0.442  0.061  

Agreeableness   0.141  0.058  2.407  0.017  0.178  

Conscientiousness   -0.291  0.063  -4.587  < .001  -0.376  

Emotional stability   -0.048  0.044  -1.083  0.281  -0.082  

Openness to new experiences   0.029  0.061  0.486  0.628  0.037  

CFC Score   -0.388  0.102  -3.781  < .001  -0.289  

Note: R2 =.329, F = 11.0(6,135), p < .001 
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Discussion 

General Discussion 

The results of this study support the hypotheses that personality and CFC predict online 

credit misuse. Two personality dimensions were found to be significantly correlated 

with online credit misuse. Individuals who misuse ’buy now, pay later’ payment options 

online are more likely to be low in conscientiousness and low in emotional stability, 

however emotional stability was not a significant predictor in a multiple regression 

analysis. Furthermore, it was also found that individuals who misuse ’buy now, pay 

later’ payment options are more likely to care more for immediate consequences over 

future ones (low CFC). That individuals low in conscientiousness are more likely to 

misuse credits when shopping online, can partly be explained by them also having low 

CFC scores. The result is mostly in line with previous research regarding credit use, but 

deviates on some aspects from previous research specifically exploring the connection 

between Big-five dimensions and credit card misuse. This could suggest that somewhat 

different mechanisms are in play for online ’buy now, pay later’ use compared to credit 

card use, although it can’t be excluded that the difference is an effect from studying 

different populations.  

 

Extraversion was neither negatively nor positively correlated with online credit misuse. 

Thus, the result is neither in line with Pirog and Roberts (2007) who found that credit 

card misuse was linked to introversion, nor the presented hypothesis that excitement-

seeking might increase credit misuse online. Agreeableness was found only to have a 

relationship with online credit misuse as part of the regression model, in that higher 

agreeableness predicted online credit misuse. The reason for this may be that 

disagreeable individuals are more distrusting in using new online ‘buy now, pay later’ 

methods and therefore may not take on more credits than what they can manage. 

However, as no relationship was found between agreeableness and online credit misuse 

in the correlation analysis, more thorough examination of agreeableness role would be 

needed. No correlation was found between online credit misuse and openness to 

experiences  

 

Conscientiousness was, as expected, negatively correlated with online credit misuse. It 

is no surprise that an individual high in personality traits such as orderliness and 

dependability would be more likely to make payments on time and not take on credits 
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buying financial capability to pay back. This correlation is also explained by the 

mediating relationship between CFC and the fact that conscientious individuals are also 

more likely to care for future consequences. The negative correlation between CFC and 

online credit misuse is also straightforward, as individuals high in CFC would put 

higher emphasis on the future payments that credit uptake entails. Thus, individual with 

high CFC may have a more strict internal evaluation of credit use as they would put 

much emphasis on anticipated instalment, which was outlined by Kamleitner and 

Kircler (2006) as one of the factors influencing the credit use decision.  

 

In a previous study (Pirog & Roberts, 2007), no relationship was found between 

conscientiousness and credit card misuse. This might suggest that there is something 

that distinguishes online ‘buy now, pay later’ from credit card use. A possible 

explanation could be that credit card bills are set-up with a regularity that requires less 

orderliness to manage compared to using one or more ‘buy now, pay later’ services. 

Another possibility could be that individuals who are bad at money management, which 

correlates with conscientiousness (Donelly et al., 2012), are simply not provided with 

the opportunity to have a credit card. Individuals low in conscientiousness, which 

cannot acquire a credit card, might still be able to use ‘buy now, pay later’ payment 

method. Thus, explaining the different results for credit card and online ‘buy now, pay 

later’.  

 

Emotional stability, as predicted, also has a negative correlation with online credit 

misuse. This is in line with previous research for credit card misuse (Pirog & Roberts, 

2007), and could be explained by the fact that unstable individuals are more likely to be 

compulsive buyers (Mowes & Spears, 1999), and in their compulsiveness, use ‘buy 

now, pay later’ payment methods to a larger extent than what they can manage. An 

individual low in emotional stability would typically have more mode swings and as 

such, more situations arise where the individual seeks to reverse their mode. ‘Buy now, 

pay later’ could then be an accessible option that facilitates online purchases for 

combating negative feelings.  

 

As expected, CFC predicted less online credit misuse. However, its mediating role 

between conscientiousness and credit misuse, adds to the current knowledge of 

explaining economic behaviour. The mediation reveals that nature of the 

conscientiousness relationship to online credit misuse partly has to do with 
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consideration for distant futures. This also shed light on a sub-trait within 

conscientiousness that have more of an explanatory factor for how an individual handles 

credits online.  

 

Practical Implications  

The results have practical implications in two major ways; for predicting and preventing 

online credit misuse.  Knowledge of an individual’s personality prior to giving credit 

could be a useful metric for guiding the credit giving decision to avoid delinquent 

payments and credit losses. Self-awareness of one's personality and potential credit 

misuse tendencies linked to it might also be useful for the individual as a reminder of 

caution.  

 

Because high CFC is correlated with less online credit misuse, increasing an 

individual's CFC would consequently reduce risk of financial troubles. Nudging 

methods that increase awareness for future consequences prior to a purchasing and 

payment method decision, could, thus, be a potential way of reducing online credit 

misuse. Furthermore, helping children and young people to develop goal-oriented 

behavior and to see the benefits of voluntary delaying gratification (Mischel et al., 

1989) should be an important pursuit for ensuring future economic stability.  

 

Strength and weaknesses of the applied method 

The quantitative nature of the study, meaning employing well-established statistical 

methods, is overall an effective way to confirm or reject the presented hypotheses. 

Participants are drawn from a large population and represent a wide variety of age 

groups, gender, and occupations, which provides results that are more generalisable 

over a population compared to, for instance, Roberts and Jones (2001), Pirog and 

Roberts (2007) and Wang et al. (2011) whose studies on credit card use and personality 

was limited to college students. Yet, as participants are drawn from the United Kingdom 

the results might be limitedly generalisable across countries, especially in regards to 

countries with significantly different cultures to the United Kingdom.  

 

Possibly some individuals might have chosen not to participate because they found the 

topic uncomfortable. Some of the individuals who participated might also have 

answered untruthfully as a result of being unwilling to disclose credit misuse behaviour. 

For example, in a study about treatments for alcoholic problems (Andréasson, 
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Danielsson & Wallhed- Finn, 2013) the researchers received very few respondents who 

acknowledge alcohol problems when they used a direct form of survey, and therefore 

subsequently changed to an indirect form of questioning. However, the topic of the 

study presented to the participants emphasised ‘buy now, pay later behaviours, rather 

than credit misuse. Furthermore, the survey questions were focused on behavioural 

tendencies around credit use, rather than upfront asking the participant to disclose credit 

debts.  

 

The CFC and TIPI scales are well tested, which provides some validity to the 

measurements. However, even though being based on the credit card misuse scale, the 

online credit misuse scale was created for this study and thus might not have the same 

credibility as the other CFC and TIPI. To tackle this issue, item analysis was conducted, 

resulting in two items being dropped. Overall, the online credit misuse scale showed a 

high Cronbach’s alpha, which is an indication of good reliability. Regardless, to further 

strengthen its validity, it would be necessary to carry out more tests.  

 

Using short measures of the Big-five personality dimensions may lead to increased error 

rates. More specifically, short Big-five measurements can lead researchers to 

underestimate the relations between personality and other constructs (Cede et al., 2012). 

In this study, the scales for the Big-five dimensions agreeableness, conscientiousness 

and openness for new experiences all had Cronbach’s alpha values below .7, meaning 

that the questions for measuring these dimensions did not show strong relationships. 

Because conscientiousness had low internal consistency the relationship between 

conscientiousness and online credit misuse found in this study may be underestimated. 

This underestimation should be taken into account when considering the percentage of 

online credit misuse being mediated in the mediation analysis. However, despite low 

internal consistency a significant mediation was found. To tackle the issue of low 

internal consistency, it could be valuable to replicate the study with a longer Big-five 

test.  

 

Unexpected findings 

One of item in the online credit misuse scale, ‘I seldom regret buying a product and 

paying for it later. (r)‘, was unexpectedly  reversely correlated with the rest of the 

items.  Regretting purchases made on credit was thought to be an aspect of credit 

misuse, rather than the opposite. In hindsight, it can be explained by applying the logic 
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that online credit misusers wouldn’t regret using ‘buy now, pay later’ options because 

then they would simply not continue using it and thus stop being misusers. However, 

this reasoning would normally not apply to other types of misuse, such as alcohol or 

gambling, in which it could be hard make a behaviour change regardless of regretting 

the consequences of past behaviour.  

 

Further research 

Based on the results, further research is suggested into how online credit card misuse 

can be predicted and prevented. For example, this could be achieved by investigating 

how payment method check-out can be designed to minimise delinquent payments. In 

general, more research on the online purchasing decision and payment decision 

behaviour functions would shed further light on the issue. As this study focused on the 

personality aspects of online credit misuse, future studies could examine situational 

aspects. For example how exposure to commercial, social pressure and emergency need 

for specific products influence online credit misuse. Lastly, research to further confirm 

the usefulness of the online credit misuse scale is suggested, for example by comparing 

online credit misuse score to actual debt and late payments.  
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Appendix  

The credit misuse scale 

 

Here are a number of statements regarding online use of ’buy now, pay later’ payment options 

(for example paying through instalments, credit card, or other forms of credit). Please indicate 

the extent to which you agree or disagree with each statement. 

 
Strongly 
disagree  
 

Disagree 
moderately 

Neither agree 
nor disagree 

Agree  
moderately  

Strongly 
agree 

1 2 3 4 5 

1.   _____ When shopping online I tend to choose a ‘buy now, pay later’ option if I can. 

2.   _____ I frequently use a credit card or borrow money, to make a payment on credit debt from 
                shopping.  
3.   _____ I always pay my credit bills on time. (r) 
4.   _____ I often make a minimum payment on my credit bills.  
5.   _____ I worry how I will pay off my credit debt from shopping.  
6.   _____ I am less concerned with the price of a product when I can pay for it later.  
7.   _____ I spend more when I use a ‘buy now, pay later’ option. 
8.   _____ I seldom regret buying a product and paying for it later. (r)  
9.   _____ I am more impulsive when I shop and pay later.  
10. _____ I rarely reach my credit limit. (r) 

 
 
 
 


