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Peer Pressure and Lifestyle Inflation: Analyzing the Impact of Social 2 

Comparison on Financial Behavior Among High School Students. 3 

Abstract:This study examines the influence of peer pressure and social comparison on 4 

lifestyle inflation and financial behaviour among high school students. With the increasing 5 

impact of social media, digital consumer culture, and peer influence, adolescents are 6 

becoming more susceptible to impulsive spending and unnecessary consumption. Using a 7 

quantitative, cross-sectional research design, primary data were collected from 63 8 

respondents through a structured questionnaire employing a five-point Likert scale. 9 

Descriptive statistics, reliability analysis, validity assessment, and Pearson correlation 10 

analysis were used to examine the proposed relationships. The findings reveal a significant 11 

positive relationship between social comparison and lifestyle inflation, indicating that 12 

students who frequently compare themselves with peers and influencers tend to increase their 13 

spending. Peer pressure also showed a positive relationship with impulsive spending among 14 

high-school-aged respondents, although the relationship was only partially supported across 15 

the full sample. The study highlights the importance of financial literacy, responsible social 16 

media engagement, and parental guidance in promoting healthy financial habits among 17 

adolescents. 18 
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1. Introduction 22 

Central banks around the world aim to anchor inflation expectations and use it as a policy 23 

measure (Coibion et al., 2020). Inflation expectations not only affect the current inflation 24 

level in the economy (Malikane, 2024), but also impact the consumption decisions of 25 

households (Bachmann et al., 2015, Sheen and Wang, 2023). Thus, it becomes important to 26 

understand the factors that affect inflation expectations.Tsiaplias (2021) finds an inverse 27 

relationship between inflation expectations and changes in personal income for Australian 28 

households. Does the inverse relationship always hold? This paper revisits this relationship 29 

for the Indian data. In addition, inflation expectations of Indian households are not rational 30 

and have an upward bias(Das et al., 2019), as can be seen in Fig. 1. The inflation expectations 31 

captured using the Inflation Expectations Survey of Households (Household Expectations, 32 

green line) are higher than actual inflation (Actual Inflation, blue line) throughout. Therefore, 33 

this paper investigates the factors that drive this upward bias and the heterogeneous responses 34 

of Indian households. 35 

1.1 Background of the Study 36 

In recent years, high school students have been exposed to consumer culture at a much earlier 37 

age than before. Advertisements, branded content, and online promotions constantly 38 

influence what they see and want. Because of this, many students start associating success 39 

and popularity with the things they own, such as clothes, gadgets, or accessories. This early 40 

exposure can shape their habits and attitudes toward money, often making them focus more 41 

on spending rather than saving. As a result, lifestyle inflation begins to develop, where 42 

students feel the need to keep upgrading their lifestyle to match what they see around them 43 

and also compare themselves with their friends, which can create a strong desire to fit in. This 44 

often leads to spending money just to maintain a certain image or social status. Together, 45 

digital influence and peer pressure make students more likely to adopt unhealthy financial 46 

habits, focusing on short-term satisfaction instead of thinking about long-term financial 47 

stability. 48 

1.2 Rise of Social Comparison Culture 49 

Social comparison is one of the most ubiquitous features of human social life. This 50 

fundamental human tendency to look to others for information about how to think, feel, and 51 

behave has provided us with the ability to thrive in a highly complex and interconnected 52 



 

 

modern social world. Despite its prominent role, however, a detailed understanding of the 53 

cultural foundations of social comparison is lacking. The current research aims to fill this gap 54 

by showing that two prominent cultural dimensions, tightness–looseness and individualism–55 

collectivism, uniquely explain variation in social-comparison proclivity across individuals, 56 

situations, and cultures. We first demonstrate the yet-undocumented link between cultural 57 

tightness and comparison proclivity across individuals, and further show that perceptions of 58 

ambient tightness and inter-dependence are uniquely associated with stronger social-59 

comparison tendencies. Next, we show that these associations arise across social settings and 60 

can be attributed to properties of the settings them- selves, not solely to individual 61 

differences. Finally, we show that both tight and collectivistic US states show a propensity to 62 

engage in Google searches related to specific social-comparison emotions, but that the 63 

tightness–comparison link arises from a unique psycho- logical mechanism. Altogether, these 64 

findings show that social comparison a fundamental aspect of human cognition is linked to 65 

cultural practices based both in prevalence and strength of social 66 

norms as well as the tendency to construe the self in relation to others. (Susan,T. 2017) 67 

 68 

1.3 Youth Consumption Behaviour 69 

Youths between 12 and 22 years old dwell at the confluence of economic compulsions and 70 

digital exposure. They feel inflation both in the abstract sense and as day-to-day changes 71 

impacting allowance, pocket money, and discretionary purchases. The real-time nature of 72 

UPI transactions, e-commerce purchases, and influencer-fueled trends makes inflation a 73 

lived, ongoing reality. Measurement of this interaction cannot be done with a generic tool that 74 

examines both economic and behavioural aspects, which are missing in available adult-75 

oriented research. Social media appears to have become a defining aspect of how teenagers 76 

understand and manage money, including those in senior high. Lin (2023) notes that constant 77 

exposure to social media content leads to money illusions and increases spending propensities 78 

since it encourages higher consumerist mindsets despite their financial realities. The spending 79 

behaviour of the youth is highly influenced by marketing strategies on these platforms, such 80 

as high advertisement frequency, trending fashion endorsements, influencer promotions, and 81 

branded content, which creates a pattern of consumption driven by external cues rather than 82 

personal financial planning (Johan et al., 2022). This is, obviously, significantly influencing 83 

teenage school-going since a proper knowledge of handling money is developed, or lacks at 84 

this age, which such teenagers find themselves within. Besides, these social media websites 85 

are quite engrossing towards influencing young minds towards getting highly influenced by 86 



 

 

what friends around them are purchasing or buying products for because these spaces, social 87 

media are found as areas of constructing societal- approved consumption standards for one 88 

and all by youths around the world, (Beri & Kumari,2022). This has been proven to enhance 89 

consumer preferences that conform to perceived social expectations for young users between 90 

22 and 25 years of age, a trend that also applies to the younger cohorts who want to emulate 91 

the same consumption models (Erokhina & Fedorov, 2022). Thus, the more senior high 92 

school students are immersed in social media and its advertisements promoting such 93 

engagement, the more likely they are to adopt spending behaviours based on their desire to be 94 

socially desirable and up-to-date. These students have become the new face of online 95 

business. There is a need to understand this dynamic to address the financial management 96 

needs of such young consumers moulded by such strong influences through social media. 97 

1.4 Problem Statement 98 

This research explores how peer pressure and social comparison lead to lifestyle inflation 99 

among high school students, examining their subsequent impact on spending, saving, and 100 

budgeting behaviors. Specifically, the study investigates the extent to which adolescents alter 101 

their spending to conform to peer norms, the role of social media in accelerating this lifestyle 102 

inflation, and how these factors collectively undermine long-term financial literacy and 103 

wellness.  The following questions to assess the influence of social media on the spending 104 

behaviour of senior high school students: 105 

1. How does social media influence the spending behaviour of senior high school students 106 

in terms of: 107 

1.1. Attitudes and behaviour of senior high students? 108 

4. What is the proposed financial management plan for senior high students based on the 109 

1.2. Subjective Norms 110 

1.3. Perceived Behavioral Control 111 

2. What is the spending behaviour of the senior high school? 112 

3. Is there a significant relationship between social media influence and the spending 113 

findings? 114 

1.5 Research Gap 115 

Social media has become an extremely influential tool in making financial decisions because 116 

it is a readily available gateway to financial information and also increases communication 117 



 

 

between users (Subramanian & Prerana, 2021). Recently, it has dominated spending and 118 

investment decisions among the youth. Ferah  and Sumer (2023) claim that social media 119 

advances financial literacy by increasing access to information, creating peer-to-peer 120 

discussions, and presenting various investment opportunities. YouTube, Instagram, and 121 

Facebook are now learning platforms like quick tips on  investing in stocks, where young 122 

adults share insights about different investment options that appeal to them, and such insights 123 

shape the financial decisions they make (Subramanian & Prerana, 2021). This trend shows 124 

how social media evolved from being a mere networking site to becoming an influential tool 125 

in shaping  users' awareness and trends in investment. Social media has its disadvantages, 126 

though. Prolonged exposure to carefully crafted content makes them believe that wealth is an 127 

issue of how much they spend, thus making adolescents adopt consumerist habits that 128 

encourage overspending. According to Lin (2023), it increases spending behaviours among 129 

teenagers and makes them have unhealthy attitudes about money.This is enhanced with 130 

attractive advertisements and convenience through increased buying  interest and facilitated 131 

decisions by factors of attentiveness, engagement, and information exchange (Budiyanto et 132 

al., 2022). Influence towards consumers and investment decision- making on social media 133 

remains a potent and frequent habit-forming attribute between millennials and Gen Z 134 

populations, especially towards expensive and impactful habits (Hasanudin, 2023). The 135 

platforms continue to shape financial behaviours, and it becomes necessary to understand the 136 

impact on spending habits to develop suitable financial literacy initiatives. 137 

1.6 Significance of the Study 138 

Peer influence is a phenomenon where an individual follows his friends. Adolescence tends to 139 

follow it blindly than any other age group. They even share their secrets with their classmates 140 

and strive to believe them as role models. Adolescence is a delicate stage that must be 141 

handled with caution because it is such a pivotal time in everyone’s life. During this time, the 142 

individual is bursting with energy and passion. It is a period of growth and development in all 143 

streams of life. It is a period where one can transform into a better self by molding their 144 

character and personality that influences a person's destiny. At the same time, it is a time 145 

when people are more likely to engage in nefarious behaviors such as drug misuse and other 146 

habits. Teachers in schools and colleges could play an essential role in detecting role shifts in 147 

their pupils and guiding them in the proper route. The study focuses on how 148 

undergraduates’attitudes and behaviors develop over time. Youth can have a beneficial or 149 



 

 

harmful impact on their peers. The study focuses on the extent of peer influence on 150 

undergraduate’s lifestyle behaviors. As a result, the study may raise awareness among 151 

youngsters about the positive and negative impacts of peer influence. Peers are the ideal 152 

people with whom one may readily talk and interact. They are critical in the lives of all young 153 

people. As they spend most of their time together during the day, they would like to observe 154 

and imitate each other’s activities, character, behaviors, and so on.Adolescence is when one’s 155 

personality is still developing; peer influence would aid in physical and mental growth by 156 

assisting one another. However It could have a detrimental effect on them at times. They may 157 

be prone to vices such as drunkenness, smoking, and drug misuse. As a result, maintaining a 158 

balance in peer Influence is critical. According to the Social Learning Theory, teenagers do 159 

not need to see and adopt a particular behavior; instead, they need to believe that their peers 160 

approve it to pick similar acts. Peers can significantly impact how an adolescent looks, 161 

speaks, eats, acts sexually, utilizes social media, adopts and accepts violent, anti-social 162 

behavior, and many other elements of their lives. According to various research findings, 163 

peers play a critical role in various areas of adolescence lives positively or negatively. It is 164 

nearly impossible to get through adolescence without being impacted somehow.(Jane, L. et 165 

al. 2022)  166 

2. Review of Literature 167 

2.1 Social Comparison and Consumer Behaviour 168 

Consumptive behavior in adolescents has become an increasing concern in the 169 

context of financial management. Today's teens face intense pressure from various external 170 

factors, such as aggressive marketing, social media, and social pressure from peers, which 171 

drives them to have a high desire to shop and follow consumption trends. In this literature, we 172 

will review theories and concepts relevant to understanding consumptive behavior in 173 

adolescents. a. Shopping Dependence Theory: Shopping dependence theory presents an 174 

understanding that adolescent consumptive behavior can be a form of psychological 175 

dependence on shopping activities. According to this theory, teens may experience temporary 176 

satisfaction and excitement through the purchase of goods or services. They may develop 177 

emotional needs that depend on shopping as a way to cope with stress, boost self-esteem, or 178 

fulfill social desires. Understanding this theory provides insight into the motivations and 179 

drives underlying consumptive behavior in adolescents. Consumptive behavior in adolescents 180 

is influenced by a variety of complex factors. Understanding the factors that influence 181 



 

 

consumptive behavior in adolescents can help identify underlying causes and design effective 182 

intervention strategies. In this literature, we will review some relevant influencing factors in 183 

consumptive behavior in adolescents.(Thursina, F. et al. 2023) 184 

2.2 Peer Pressure and Spending Patterns 185 

Nowadays, as the internet and social media are closely watching the rapid improvement of 186 

technology, teenagers spend most of their free time surfing on the internet. They try to 187 

progress the relationships between their peers, relatives and also strangers by sharing video 188 

clips, photos, opinions and situations, online. Also, by following their peers’ photos and 189 

video clips, they try to buy and own the products and brands that their peers have. Besides, 190 

while teenagers try to buy the products that their peers have and like to use, they also avoid 191 

the ones that their peers dislike them. With this approach, without being aware, they form the 192 

subdivision of marketing, known as social media marketing. By using social media 193 

marketing, companies make their advertisements for free. This is the most important 194 

advantage that word of mouth communication provides the companies. On the other hand, 195 

besides their successful advertisements, a little mistake, wrong services and imperfect 196 

product they did, affect lots of their customers. Especially like the internet, the biggest 197 

platform for teenagers, these mistakes affect the companies’ images because teenagers 198 

communicate with their peers about everything at any time. Peers' ownership of a certain 199 

product or service constitutes a modeling process; to be like peers, the consumer can buy the 200 

same brand or avoid other brands . The potential for peer pressure also motivates the focal 201 

consumer to like or purchase the product, which can prompt rewards (e.g., more intimate 202 

relationships) from peers, whereas a lack of purchase can lead to punishment (e.g., exclusion 203 

from the group). For this learning process, peers exert influences in written messages, such as 204 

positive and negative reviews, comments, suggestions,discussions,or experiences. But even if 205 

the influence of peers is stronger in more conspicuous consumption activities, although it 206 

varies according to the type of products it is even stronger with regard to luxury products than 207 

it is with regard to daily consumption goods and although it is mainly related to material 208 

values, it is nevertheless noticeable that the value of the product, as perceived by the child, is 209 

not determined by its marketing value, but by the enthusiasm derived from this product 210 

among a group of peers.  211 

2.3 Social Media and Aspirational Consumption 212 



 

 

Social media fuels aspirational consumption by constantly exposing users to idealized 213 

lifestyles, luxury items, and curated experiences. This creates a cycle of upward social 214 

comparison and Fear of Missing Out (FOMO), where users purchase goods to emulate 215 

influencers and achieve perceived social validation, often leading to overspending and 216 

financial strain. Viewing content from aspirational influencers or peers creates a gap between 217 

one's current reality and the desired lifestyle. Purchases become a way to bridge this self-218 

discrepancy and project a curated identity. The "Consumption Competition": Because social 219 

media operates on visible metrics (likes, views, follower counts), digital spaces naturally turn 220 

into a consumption competition. Users subconsciously equate purchasing popular or high-221 

status items with social inclusion and success.Aspirational Debt;The desire to maintain a 222 

picture-perfect digital image can result in financial strain, particularly among younger 223 

demographics who may finance these aspirational purchases through credit.                                                        224 

 225 

2.4 Lifestyle Inflation Among Youth   226 

Inflation in India has shown remarkable volatility in the past decade, having a drastic effect 227 

on consumption and savings habits at the household level. Although a large body of literature 228 

has  addressed the financial habits of adults, addressing financial practices among Generation 229 

Z (Gen Z), a population growing increasingly accustomed to digital payment systems, 230 

electronic shopping portals, and social networking-consumerism, has surprisingly been 231 

sparse. Given inflation’s pervasive presence in the economic lives of the youth, its actual 232 

externalities on the financial habits of the young population have yet to be studied 233 

comprehensively. The present study presents the Youth Inflation Index (YII), a new measure 234 

conceived for the purpose of exploring the dynamics between inflation and consumption, 235 

saving, and financial decision-making habits among Indian youth aged between 12 and 22. 236 

As distinct from research targeting adults, the YII combines economic and behavioural 237 

components, bringingtolightthedynamicsbetweenpriceincreases, digitalpayment systems, 238 

electronic shopping, social networking-consumerism, and peer pressure in shaping the 239 

financial strength of teenagers and young adults.  240 

2.5 Financial Literacy and Behaviour 241 

Financial literacy means making efficient decisions concerning the utilisation of money. 242 

Financially literate investors can make better investment decisions and make a clear decision 243 

regarding the spending of cash and its management (Noctor et al., 1992). Organisation for 244 



 

 

Economic Cooperation and Development (OECD.), defined financial literacy as "A 245 

combination of knowledge, awareness, skill, attitude, and behaviour necessary to make better 246 

financial decisions and ultimately achieve individual financial well-being" (OECD INFE3, 247 

2011). Measuring the level of knowledge in finance and attitude and assessing behaviour in 248 

finance of respondents requires identifying obvious needs and gaps in specific areas of 249 

literacy in finance. Financial literacy is measured through financial knowledge, skill, attitude, 250 

and financial behaviour is measured through financial planning, decision-making, and 251 

financial control. The RBI set up financial literacy and counselling centres in India in 2007 to 252 

enhance financial education and counselling for urban and rural populations across the 253 

country.Financial behaviour is the skill to capture and comprehend the overall effect of 254 

decisions in finance on one's circumstances (i.e. person, family, community, country) and 255 

make decisions about proper cash management, precautions, and planning opportunities. IGI. 256 

Global stated that financial behaviour as human actions relevant to the management of cash, 257 

credit and savings (IGI Global, 2019). In the past, many studies have undertaken to know the 258 

impact of literacy in finance on financial behaviour. 259 

2.6 Psychological Drivers of Spending 260 

Psychological factors play a major role in influencing spending behavior, especially among 261 

teenagers and young adults. Many individuals spend money not only based on necessity but 262 

also because of emotions, social influence, and personal habits. One important psychological 263 

driver is impulse buying, where people make unplanned purchases without proper thinking 264 

due to attractive discounts, advertisements, online sales, or social media trends. Young 265 

consumers are particularly affected because they are highly influenced by peer pressure and 266 

changing fashion trends. Emotional triggers also contribute significantly to spending habits, 267 

as people often shop to reduce stress, improve their mood, or experience temporary 268 

happiness. Feelings such as boredom, sadness, loneliness, excitement, or anxiety can 269 

encourage emotional spending, often referred to as “retail therapy.” Social media further 270 

increases this behavior by creating comparisons with others’ lifestyles and encouraging 271 

individuals to maintain a certain image. In addition, lack of self-control is another major 272 

factor that affects financial decisions. Many individuals prefer instant satisfaction instead of 273 

saving money for future needs, leading to unnecessary spending. The increasing use of digital 274 

payments, credit cards, and “buy now, pay later” services has made spending easier and less 275 

noticeable because people no longer physically handle cash. As a result, individuals may lose 276 



 

 

track of their expenses, which can lead to overspending, debt, and financial instability. 277 

Therefore, understanding these psychological drivers is important for improving financial 278 

awareness, self-discipline, and responsible spending behavior among young consumers. 279 

2.7 Research Gap in School-Level Studies 280 

One major research gap in studies related to financial behavior and spending patterns is the 281 

limited empirical focus on adolescents and school-level students. Most existing research has 282 

primarily concentrated on adults, college students, or working professionals, while the 283 

financial attitudes and spending behavior of teenagers remain comparatively underexplored. 284 

Adolescents are highly influenced by peer pressure, social media, lifestyle trends, and 285 

emotional factors, yet there is insufficient research examining how these influences shape 286 

their financial decisions during school years. Additionally, very few studies analyze the 287 

impact of digital payments, impulsive spending, and financial awareness specifically among 288 

high school students. Since adolescence is an important stage for developing long-term 289 

financial habits, the lack of focused research in this area creates a significant gap in 290 

understanding youth consumption behavior and financial discipline. 291 

3. Theoretical Background 292 

3.1 Social Comparison Theory                        293 

Social Comparison Theory explains that individuals often compare themselves with their 294 

peers in order to evaluate their social status, achievements, lifestyle, appearance, and self-295 

worth. People naturally observe the behavior, possessions, and success of others around them 296 

and use these comparisons to judge their own position in society. Among teenagers and 297 

young adults, social comparison becomes especially strong because they are highly 298 

influenced by friends, classmates, social groups, celebrities, and social media platforms. 299 

During adolescence, individuals strongly desire social acceptance and recognition, which 300 

increases their tendency to compare themselves with others. In today’s digital world, social 301 

media has intensified the process of social comparison. Platforms such as Instagram, 302 

Snapchat, and other online networks constantly expose young people to images of 303 

fashionable lifestyles, branded products, expensive gadgets, vacations, and luxury 304 

experiences. When students see their peers displaying these lifestyles online, they may feel 305 

pressure to maintain similar standards in order to avoid feeling left out or socially inferior. As 306 



 

 

a result, many individuals begin to associate material possessions with popularity, 307 

confidence, and success. This constant comparison significantly influences spending 308 

behavior. Teenagers may purchase unnecessary items, spend excessively on fashion or 309 

entertainment, or follow trends simply to fit into their social circles. Such behavior often 310 

leads to impulsive buying and lifestyle inflation, where individuals gradually increase their 311 

spending habits to match the lifestyles of others even if it exceeds their financial capacity. In 312 

many cases, students spend money not because of actual need, but because of the desire to 313 

gain approval, improve their social image, or avoid social exclusion. Continuous social 314 

comparison can also negatively affect emotional and financial well-being. Individuals who 315 

are unable to match the lifestyles they observe may experience stress, dissatisfaction, low 316 

self-esteem, or feelings of inadequacy. Over time, this may reduce financial discipline and 317 

encourage unhealthy spending patterns. Therefore, Social Comparison Theory plays an 318 

important role in understanding how peer influence and societal expectations shape the 319 

financial decisions and consumption behavior of adolescents and young consumers. 320 

3.2 Theory of Planned Behavior (TPB) 321 

This study investigates the extent to which communication variables, namely, interpersonal 322 

communication and attention to mass media, as well as the key components in the theory of 323 

planned behavior (TPB), including, attitudes, social norms, and perceived behavioral control, 324 

are associated with healthy lifestyle intention in Singapore. Healthy lifestyle intention was 325 

conceptualized and operationalized in terms of individuals’ proclivity for physical activity 326 

and healthy diet. Data came from a nationally representative computer-assisted telephone 327 

interview (CATI) of 1055 Singaporeans aged 21 years and above. Hierarchical regression 328 

analysis was conducted. Results show that both communication and planned behavior 329 

variables were positively related to behavioral intention. The study is important for both 330 

theory and practice. Theoretically, it demonstrates the possibility to extend the TPB with two 331 

more variables: interpersonal communication and attention to mass media. On the practical 332 

front, the results inform health authorities and marketers on ways to promote public adoption 333 

of healthy lifestyles in Singapore.  334 

3.3 Behavioural Economics 335 

Behavioral economics research faces a series of biases, methodological errors, and analytical 336 

limitations that must be identified and corrected to ensure accurate interpretation of economic 337 



 

 

behavior. Measurement bias occurs when self-reported data, survey responses, or 338 

experimental outcomes reflect subjective perceptions rather than actual preferences or 339 

behavior.  340 

Sample-selection bias in laboratory experiments often involving university students limits the 341 

generalizability of results to broader populations. Confirmation bias may also influence 342 

researchers, leading them to interpret ambiguous findings through the lens of expected 343 

behavioral patterns. Model-specification errors arise when psychological variables are 344 

excluded or misrepresented in econometric models, causing distorted estimates of behavioral 345 

effects. External validity is another challenge, as controlled experimental environments rarely 346 

capture the complexity, pressure, uncertainty, and emotional variability of real markets. 347 

Behavioral data may also be affected by cultural differences, situational constraints, and 348 

social desirability effects that obscure true preferences. Addressing these limitations requires 349 

rigorous experimental design, robust cross-cultural replication, triangulation of multiple data 350 

sources, transparent reporting standards, and incorporation of real-world field experiments 351 

that better reflect authentic decision environments; measurement error; sampling limitations; 352 

model-specification issues; external-validity problems; researcher bias; cultural-behavioral 353 

variability; real-world experimental rigor; methodological reliability. (Salah, A. 2025)  354 

3.4 Self-Control Theory 355 

The level of financial literacy of an individual has a major impact on saving attitudes, which 356 

promote trust in planning and a willingness to save and invest money. Financial literacy often 357 

improves one’s understanding of how to manage one’s personal finances effectively, 358 

reducing the likelihood of making bad financial decisions. Formal education, social networks, 359 

parents, friends, and the media all help one gain financial literacy. This knowledge helps 360 

people make well-informed decisions and supports their personal well-being; without it, 361 

people are burdened by a lack of understanding of financial issues. As a result, financial 362 

knowledge, skill and ability are important factors in improving financial conduct and 363 

promoting personal financial well-being for people with/with no prior financial experience. 364 

According to the findings of this study, Those who have a better understanding of personal 365 

finance are more likely to save effectively. On this basis, we hypothesize that financial 366 

literacy can predict micro and small business owners' savings behavior (H01). Self-control is 367 

the ability to control one’s urges, thoughts, desires, and behavior in order to preserve a valued 368 

target (having a financially stable retirement) or avoid a temptation (spending money on non-369 



 

 

essential items).Personal financial management requires a prioritized lifestyle and self- 370 

awareness to obey the rules and the ability to adjust to changes that have explicitly touched 371 

self-control. There is a need for impulse management to help people behave remotely and 372 

show self-regulation (Lindner, Nagy, & Retelsdorf, 2015).  373 

4. Objectives of the Study 374 

4.1: To examine the relationship between social comparison and lifestyle inflation among 375 

high school students 376 

4.2: To analyze the impact of peer pressure on financial behaviour, particularly impulsive 377 

spending patterns 378 

5. Hypotheses 379 

H1: There is a significant positive relationship between social comparison and lifestyle 380 

inflation among high school students 381 

H2: Peer pressure has a significant positive impact on impulsive financial behaviour among 382 

students 383 

6. Method 384 

6.1 Research Design 385 

The present study adopted a quantitative research design to investigate the relationship 386 

between peer pressure, social comparison, lifestyle inflation, and the financial behaviour of 387 

students. A quantitative approach was considered the most suitable because it enables the 388 

collection of numerical data that can be systematically analysed using statistical methods. 389 

This approach allows researchers to identify patterns, measure relationships between 390 

variables, and draw objective conclusions based on empirical evidence.The research followed 391 

a cross-sectional design, meaning that data were collected from participants only once during 392 

the study period rather than over a prolonged duration. This design was appropriate as the 393 

study aimed to understand students' current financial behaviours and perceptions regarding 394 

peer influence and social comparison at a particular point in time. After the data were 395 



 

 

collected, they were analysed using descriptive statistics to summarize the responses. In 396 

addition, reliability testing through Cronbach's Alpha, validity assessment, and Pearson 397 

correlation analysis were conducted to evaluate the quality of the research instrument and to 398 

examine the relationships among the variables included in the study. 399 

6.2 Sample and Population 400 

The population for this research comprised high school students between the ages of 14 and 401 

18 years. This age group was selected because the study focuses on understanding how peer 402 

pressure and social comparison affect the financial behaviour of adolescents, who are 403 

generally more susceptible to social influences during this stage of life.Although the primary 404 

focus remained on high school students, a limited number of respondents aged 19 years and 405 

above also participated in the survey. Including these participants helped increase the overall 406 

response rate and provided additional perspectives on the research topic.A total of 63 valid 407 

responses were obtained and included in the final analysis. Out of these, 45 respondents 408 

(71.4%) belonged to the intended target group of students aged 14–18 years, while the 409 

remaining 18 respondents (28.6%) were aged 19 years or above. Even though responses from 410 

the older participants were considered during the analysis, the findings were interpreted 411 

mainly with reference to the high school age group, as they represented the primary 412 

population of interest. Participation in the study was voluntary, and informed consent was 413 

obtained from every respondent before they completed the questionnaire. 414 

6.3 Sampling Method 415 

This study used the random sampling method to select participants for the survey. Under this 416 

technique, every eligible student had an equal opportunity to become part of the research, 417 

which helped minimize the possibility of selection bias. Random sampling was considered 418 

appropriate because it improves the fairness of the selection process and increases the 419 

likelihood of obtaining responses from students with different backgrounds, experiences, and 420 

opinions.Using this method also enhanced the credibility of the study, as it reduced the 421 

influence of personal preference in selecting participants. Consequently, the sample was able 422 

to provide a broader representation of the target population, making the research findings 423 

more reliable and objective. 424 

6.4 Sample Size 425 



 

 

The study was conducted using a final sample of 63 respondents who completed the 426 

questionnaire with valid and usable responses. Before beginning the analysis, the collected 427 

data were carefully reviewed to ensure that all responses were complete and suitable for 428 

statistical examination. Any incomplete or invalid responses were excluded from the final 429 

dataset.The sample size of 63 respondents was considered appropriate for carrying out the 430 

statistical techniques used in this research, including descriptive statistics, reliability analysis 431 

through Cronbach's Alpha, validity assessment, and Pearson correlation analysis. The data 432 

collected from these respondents provided sufficient information to examine the relationships 433 

between peer pressure, social comparison, lifestyle inflation, and financial behaviour, thereby 434 

enabling the researcher to test the proposed hypotheses effectively. 435 

6.5 Measurement Scale 436 

To measure the opinions and perceptions of the respondents, the study employed a five-point 437 

Likert scale. This scale is widely used in behavioural and social science research because it 438 

provides a simple and effective way of measuring attitudes, beliefs, and behavioural 439 

tendencies. It allows respondents to express the degree to which they agree or disagree with a 440 

particular statement, thereby generating quantitative data that can be statistically analysed. 441 

The response categories used in the questionnaire were coded as follows: 442 

● 1 – Strongly Disagree 443 

● 2 – Disagree 444 

● 3 – Neutral 445 

● 4 – Agree 446 

● 5 – Strongly Agree 447 

Every statement included in the questionnaire was measured using this scale. The statements 448 

were designed to assess various aspects of social comparison, direct peer pressure, lifestyle 449 

inflation, and impulsive spending behaviour among students. After data collection, the 450 

numerical responses assigned to each option were entered into the dataset and analysed to 451 

calculate descriptive statistics such as mean scores and standard deviations. Furthermore, the 452 

data were used to assess the reliability and validity of the measurement instrument and to 453 

examine the correlations among the study variables. 454 



 

 

6.6 Data Collection Procedure 455 

The study was based on primary data collected directly from respondents through a structured 456 

questionnaire. The questionnaire was specifically designed to examine the financial 457 

behaviour of students and the influence of peer pressure, social comparison, and lifestyle 458 

inflation on their spending decisions. Before preparing the questionnaire, relevant books, 459 

research articles, and previous studies related to the topic were reviewed to ensure that the 460 

survey statements were appropriate and aligned with the objectives of the research. All 461 

questions were close-ended and measured using a five-point Likert scale.Data collection was 462 

carried out through both online and offline modes to reach a larger number of participants. 463 

The online version of the questionnaire was circulated through digital platforms, while 464 

printed copies were distributed personally to students wherever possible. This combination of 465 

methods helped improve accessibility and increased the overall response rate.Participation in 466 

the survey was entirely voluntary. Before completing the questionnaire, respondents were 467 

informed about the purpose of the research and assured that their participation was optional. 468 

They were also informed that all information provided would remain confidential and 469 

anonymous and would be used solely for academic research. These measures were taken to 470 

encourage honest and unbiased responses. 471 

After the questionnaires were collected, the responses were carefully examined to identify 472 

any incomplete or inconsistent entries. Only complete and valid questionnaires were retained 473 

for analysis, resulting in a final sample of 63 respondents. The responses were then coded and 474 

entered into the statistical software for analysis. Descriptive statistics were used to summarize 475 

the data, while Cronbach's Alpha was applied to examine the reliability of the measurement 476 

scale. Validity assessment was conducted to ensure the quality of the research instrument, 477 

and Pearson correlation analysis was performed to determine the strength and direction of the 478 

relationships among the variables and to evaluate the proposed research hypotheses. 479 

7. Data Analysis 480 

This section presents the analysis of primary survey responses collected for the study on peer 481 

pressure, social comparison, lifestyle inflation, and financial behaviour among students. The 482 

responses were coded using a five-point Likert scale, where 1 represented Strongly Disagree 483 

and 5 represented Strongly Agree. A total of 63 valid responses were included in the dataset. 484 

Since the study focuses on high school students, the correlation analysis also gives specific 485 



 

 

attention to the 45 respondents aged 14-18. The remaining 18 respondents were aged 19 or 486 

above; therefore, findings should be interpreted as evidence from a student/young respondent 487 

sample, with some caution in generalising exclusively to high school students. 488 

The analysis was conducted in three stages: descriptive statistics, reliability and validity 489 

analysis of the scale, and Pearson correlation analysis for the two hypotheses. 490 

Table 7.1: Sample Profile 491 

Category Count Percentage 

Total valid responses 63 100.0% 

High-school-aged respondents (14-18) 45 71.4% 

Older respondents (19+) 18 28.6% 

Voluntary consent 63 100.0% 

Detailed age distribution: 14 years: 2; 15 years: 2; 16 years: 12; 17 years: 13; 18 years: 16; 19 492 

years: 12; 20 years: 2; 21 years: 2; 25 years: 1; 27 years: 1. 493 

 494 

Figure 7.1: Age composition of respondents 495 

Construct Survey Indicators Used 

Social Comparison Comparison with friends, influencer/celebrity influence, 

and pressure to maintain lifestyle due to social media. 

Lifestyle Inflation Increase in expenses, prioritising wants over needs, 

upgrading lifestyle to match others, and increased spending 

with higher allowance/income. 



 

 

Direct Peer Pressure Perceived negative effect of peer pressure, willingness to 

reduce spending if social pressure reduced, and guilt/stress 

after socially influenced spending. 

Impulsive Spending 

Tendency 

Regret after impulsive purchases and feeling of spending 

more money than one should. 

Table 7.2: Construct Operationalisation 496 

7.1 Descriptive Statistics 497 

Descriptive statistics were used to understand the central tendency and variation in students' 498 

responses. Mean scores closer to 5 indicate stronger agreement with the statement or 499 

construct, while mean scores closer to 1 indicate stronger disagreement. Scores around 3 500 

indicate a neutral or moderate level of agreement. 501 

Construct N Mean SD Minimu

m 

Maximu

m 

Interpretatio

n 

Social Comparison 63 3.51 0.81 1.33 5.00 Moderate 

Lifestyle Inflation 63 3.75 0.44 2.75 4.75 High 

Direct Peer Pressure 63 3.60 0.77 1.00 5.00 Moderate 

Impulsive Spending 

Tendency 

63 3.65 0.62 2.00 5.00 Moderate 

 502 

Table 7.3: Construct-level Descriptive Statistics (Full Sample) 503 

The highest construct mean was observed for Lifestyle Inflation (M = 3.75), indicating that 504 

many respondents reported increased expenses, a tendency to spend more when allowance or 505 

income rises, and some inclination to prioritise wants over needs. Direct Peer Pressure also 506 

showed a relatively high mean (M = 3.60), suggesting that social pressure is a visible factor 507 

in students' financial behaviour. 508 



 

 

 509 

Figure 7.2: Mean scores across constructs 510 

Survey Item Mean SD Agree/Strongly 

Agree 

Interpretation 

Expenses increased 4.11 0.86 71.4% High 

Plans expenses 3.86 0.80 73.0% High 

Allowance-spend link 3.83 0.87 63.5% High 

Would spend less 3.78 1.04 65.1% High 

Hard to say no 3.78 1.07 68.3% High 

Overspending 3.75 0.86 60.3% High 

Stress/guilt 3.63 0.92 58.7% Moderate 

Compares lifestyle 3.63 1.02 58.7% Moderate 

Wants over needs 3.59 0.89 47.6% Moderate 

Impulse regret 3.56 0.95 47.6% Moderate 

Social media pressure 3.49 1.08 47.6% Moderate 

Upgrades to match 3.48 1.00 49.2% Moderate 

Satisfied habits 3.46 0.91 47.6% Moderate 

Influencer effect 3.41 1.03 58.7% Moderate 

Peer pressure impact 3.40 1.07 54.0% Moderate 

At the item level, the strongest agreement was seen for increased expenses compared to the 511 

previous year, planning expenses in advance, allowance-linked spending, and difficulty 512 



 

 

saying no to spending plans with friends. This suggests that students are aware of financial 513 

planning, but still experience pressure-linked and lifestyle-linked spending tendencies. 514 

 515 

Figure 7.3: Item-wise mean scores 516 

7.2 Reliability and Validity of the Scale 517 

Reliability was assessed using Cronbach's alpha. A value of 0.70 or above is generally treated 518 

as acceptable, while values between 0.60 and 0.69 may be considered usable for exploratory 519 

student research. Values below 0.60 suggest that the items may not be measuring a single 520 

internally consistent construct. 521 

Construct No. of 

Items 

Cronbach's 

Alpha 

Interpretation 

Social Comparison 3 0.664 Borderline; usable for 

exploratory work 

Lifestyle Inflation 4 -0.071 Not reliable; item-level caution 

required 

Direct Peer Pressure 3 0.638 Borderline; usable for 

exploratory work 



 

 

Impulsive Spending 

Tendency 

2 -0.131 Not reliable; item-level caution 

required 

 522 

Figure 7.4: Reliability of scales 523 

The Social Comparison scale showed borderline reliability (alpha = 0.664), which is 524 

acceptable for exploratory research. The Direct Peer Pressure scale was also borderline. 525 

However, the Lifestyle Inflation and Impulsive Spending Tendency scales showed weak or 526 

negative alpha values. This indicates that these constructs may be multidimensional in this 527 

dataset. For example, an increase in expenses, spending more with higher allowance, and 528 

upgrading lifestyle to match others may not occur together for every respondent. Similarly, 529 

regret after impulsive purchases and feeling that one spends too much did not operate as a 530 

strongly consistent two-item scale.   531 

Therefore, the results should be interpreted with caution. The survey has strong content 532 

relevance because the items directly address the study objectives, but future research should 533 

improve scale reliability by adding more focused items for lifestyle inflation and impulsive 534 

spending.  535 

Validity Area Assessment 



 

 

Content validity The questionnaire items directly covered the study variables: 

social comparison, lifestyle upgrading, peer pressure, 

overspending, and impulsive purchase regret. 

Face validity The statements were easy to understand and aligned with 

everyday financial behaviour among students. 

Construct validity Correlation analysis showed theoretically expected relationships 

for H1 and partial support for H2 in the high-school-aged 

subgroup. 

Sampling validity 

limitation 

The sample included 45 high-school-aged respondents and 18 

respondents aged 19 or above, so high-school-only 

generalisation should be cautious. 

Reliability limitation Some constructs showed weak internal consistency, suggesting 

that future versions of the questionnaire should use more items 

per construct and avoid mixing different behavioural 

dimensions. 

Table 7.6: Validity Assessment 536 

7.3 Correlation Analysis 537 

Pearson correlation analysis was used to test the relationships proposed in the hypotheses. 538 

Since the central objective refers to high school students, the main hypothesis interpretation 539 

uses the 45 respondents aged 14-18. Full-sample results are also reported for transparency. 540 

Variable Social 

Compari

son 

Lifestyle 

Inflation 

Direct 

Peer 

Pressure 

Impulsiv

e 

Spendin

g 

Tendenc

y 

Overspen

ding 

Tendenc

y 

Direct 

Impulse 

Regret 

Social Comparison 1.00 0.44 0.33 0.38 0.41 0.10 

Lifestyle Inflation 0.44 1.00 0.33 0.31 0.38 0.04 

Direct Peer 

Pressure 

0.33 0.33 1.00 0.38 0.36 0.15 



 

 

Impulsive 

Spending 

Tendency 

0.38 0.31 0.38 1.00 0.60 0.70 

Overspending 

Tendency 

0.41 0.38 0.36 0.60 1.00 -0.15 

Direct Impulse 

Regret 

0.10 0.04 0.15 0.70 -0.15 1.00 

 541 

Figure 7.5: Correlation matrix for high-school-aged respondents 542 

Hypothesis 1 543 

H1 stated that there is a significant positive relationship between social comparison and 544 

lifestyle inflation among high school students. In the high-school-aged subgroup, Social 545 

Comparison and Lifestyle Inflation were positively and significantly correlated, r(43) = .437, 546 

p = .003. The full-sample result was also significant, r(61) = .310, p = .014. This supports H1. 547 

Students who reported stronger comparison with friends, influencers, and social media 548 

lifestyle standards also tended to report higher lifestyle inflation. 549 



 

 

 550 

Figure 7.6: Scatterplot for H1 551 

Hypothesis 2 552 

H2 stated that peer pressure has a significant positive impact on impulsive financial 553 

behaviour among students. In the high-school-aged subgroup, Direct Peer Pressure and 554 

Impulsive Spending Tendency showed a positive and significant relationship, r(43) = .380, p 555 

= .010. However, the full-sample relationship was weaker and not statistically significant, 556 

r(61) = .189, p = .138. This means H2 receives partial support: the relationship is visible 557 

among high-school-aged respondents, but it is not equally strong across the entire mixed-age 558 

sample. 559 

As an additional item-level check, Direct Peer Pressure was significantly related to the 560 

overspending item among high-school-aged respondents, r(43) = .359, p = .015. However, it 561 

was not significantly related to the direct regret-after-impulsive-purchases item, r(43) = .149, 562 

p = .328. This suggests that peer pressure is more clearly associated with overspending 563 

tendency than with post-purchase regret in this dataset. 564 



 

 

 565 

Figure 7.7: Scatterplot for H2 566 

Hypothes

is 

Relationship Tested Statistical Result Decision 

H1 Social comparison and 

lifestyle inflation 

High-school subgroup: r = .437, p 

= .003; Full sample: r = .310, p = 

.014 

Supported 

H2 Peer pressure and 

impulsive financial 

behaviour 

High-school subgroup: r = .380, p 

= .010; Full sample: r = .189, p = 

.138 

Partially 

supported 

Table 7.8: Hypothesis Testing Summary 567 

 568 

Overall, the analysis indicates that social comparison is meaningfully associated with lifestyle 569 

inflation among students, especially within the high-school-aged subgroup. The influence of 570 

peer pressure on impulsive financial behaviour is present but less consistent. The findings 571 

suggest that social comparison may be a stronger and more stable predictor of lifestyle 572 

inflation than peer pressure is of impulsive financial behaviour in the current dataset. 573 

8. Results and Discussion 574 

8.1 Demographic Profile 575 



 

 

The study was conducted using responses from 63 participants, all of whom completed the 576 

questionnaire and provided valid responses for analysis. Although the primary focus of the 577 

research was on high school students, the sample also included a small number of 578 

respondents above the target age group to increase participation and obtain broader 579 

perspectives. Among the total respondents, 45 students (71.4%) were between 14 and 18 580 

years of age, representing the intended population of the study, while 18 respondents (28.6%) 581 

were aged 19 years or above. The age distribution reflected a diverse student sample. The 582 

largest group consisted of 18-year-old respondents (16 participants), followed by 17-year-583 

olds (13 participants) and 16-year-olds (12 participants). Smaller numbers of respondents 584 

belonged to the age groups of 14, 15, 20, 21, 25, and 27 years. Since the main objective of the 585 

research was to understand the financial behaviour of adolescents, greater emphasis was 586 

placed on the findings obtained from the 14–18-year age group during hypothesis testing and 587 

interpretation. The survey was voluntary, and every participant provided informed consent 588 

before completing the questionnaire. Respondents came from different educational 589 

backgrounds and personal experiences, allowing the study to capture a variety of opinions 590 

regarding peer pressure, social comparison, lifestyle choices, and spending behaviour. This 591 

diversity strengthened the overall quality of the responses while still maintaining the primary 592 

focus on high school students.  593 

8.2 Peer Influence Trends 594 

The findings indicate that peer influence plays a noticeable role in shaping the spending 595 

behaviour of students. Several survey responses suggest that many participants experience 596 

some level of pressure to spend money in order to fit in with their friends or maintain a 597 

particular social image. The overall mean score for the Direct Peer Pressure construct was 598 

3.60, indicating a moderate level of agreement among respondents. A considerable proportion 599 

of students admitted that they found it difficult to refuse spending when encouraged by 600 

friends. Nearly 68.3% of respondents either agreed or strongly agreed that saying "no" to 601 

friends while spending money was difficult. Similarly, 65.1% reported that they believed they 602 

would spend less if social pressure from peers was reduced. These findings suggest that peer 603 

groups have a meaningful influence on students' financial decisions, particularly in situations 604 

involving social activities or group expectations.The survey also revealed that many students 605 

experienced feelings of guilt or stress after spending money due to peer influence. Although 606 

this behaviour was reported at a moderate level, it highlights that peer pressure not only 607 



 

 

affects spending decisions but may also create emotional discomfort afterwards. Overall, the 608 

results demonstrate that peer influence remains an important factor affecting the financial 609 

behaviour of adolescents, even though its impact varies among individuals. 610 

8.3 Social Comparison and Lifestyle Inflation 611 

One of the major findings of the study is the strong relationship between social comparison 612 

and lifestyle inflation. Students who frequently compared themselves with friends, 613 

classmates, influencers, or celebrities were more likely to report higher levels of spending 614 

and an increased desire to maintain lifestyles similar to those they observed around 615 

them.Among all the constructs analysed, Lifestyle Inflation recorded the highest mean score 616 

(M = 3.75), indicating that many respondents acknowledged an increase in their spending 617 

habits. More than 71% of participants agreed that their expenses had increased over time, 618 

while 63.5% believed they spent more whenever their allowance or available money 619 

increased. In addition, many respondents admitted that they sometimes prioritised personal 620 

wants over actual needs and attempted to match the lifestyle of others.The correlation 621 

analysis further strengthened these observations. A statistically significant positive 622 

relationship was found between Social Comparison and Lifestyle Inflation among the high-623 

school-aged respondents (r = 0.437, p = 0.003). Similar results were also obtained from the 624 

full sample. These findings suggest that students who regularly compare themselves with 625 

others are more likely to increase their spending in an effort to achieve similar lifestyles or 626 

social status.The influence of social media also appears to contribute to this behaviour. Many 627 

respondents indicated that influencers and online lifestyle content affected their perceptions 628 

of spending and consumption. Although the level of influence differed among individuals, the 629 

overall findings indicate that continuous comparison with others can encourage unnecessary 630 

expenditure and gradually lead to lifestyle inflation among students. 631 

8.4 Impulsive Spending Behaviour 632 

The study also examined whether peer pressure contributes to impulsive financial behaviour 633 

among students. Overall, the Impulsive Spending Tendency construct recorded a mean score 634 

of 3.65, suggesting a moderate tendency towards unplanned spending.Many respondents 635 

admitted that they occasionally spent more money than they originally intended. 636 

Approximately 60.3% agreed that they often overspent, while nearly 48% reported regretting 637 



 

 

impulsive purchases after making them. These findings indicate that impulsive spending is 638 

relatively common among students, although the reasons behind such behaviour may differ 639 

from one individual to another.Correlation analysis showed that peer pressure had a positive 640 

relationship with impulsive spending among high-school students. Students who experienced 641 

greater peer influence were generally more likely to engage in overspending. However, peer 642 

pressure was not strongly associated with feelings of regret after making impulsive 643 

purchases. This suggests that while peers may influence the decision to spend, the emotional 644 

response following the purchase is likely affected by other personal factors, such as financial 645 

awareness, self-control, or individual spending habits.Overall, the findings indicate that peer 646 

pressure contributes to impulsive financial behaviour, particularly in encouraging higher 647 

spending during social situations. However, it is only one of several factors that influence 648 

impulsive spending decisions among adolescents. 649 

8.5 Hypothesis Testing 650 

The study tested two hypotheses using Pearson correlation analysis. 651 

Hypothesis 1 (H1) proposed that there is a significant positive relationship between social 652 

comparison and lifestyle inflation among high school students. The analysis supported this 653 

hypothesis. Among respondents aged 14–18 years, the correlation between social comparison 654 

and lifestyle inflation was positive and statistically significant (r = 0.437, p = 0.003). A 655 

significant positive relationship was also observed in the full sample. Therefore, H1 was 656 

accepted. The findings indicate that students who frequently compare themselves with 657 

friends, influencers, or people on social media are more likely to increase their spending and 658 

adopt higher consumption patterns. 659 

Hypothesis 2 (H2) stated that peer pressure has a significant positive impact on impulsive 660 

financial behaviour among students. The results showed a significant positive relationship for 661 

the high-school-aged respondents (r = 0.380, p = 0.010), indicating that peer pressure does 662 

contribute to impulsive spending among adolescents. However, the relationship was not 663 

statistically significant when the entire sample was analysed. Consequently, H2 was only 664 

partially supported. This suggests that peer influence is stronger among school-going 665 

adolescents but becomes less consistent when older respondents are included. 666 



 

 

Overall, the hypothesis testing confirms that social comparison is a stronger predictor of 667 

students' spending behaviour than peer pressure within the current sample. 668 

8.6 Interpretation of Results 669 

The findings of this study are consistent with existing theories related to Social Comparison 670 

Theory and consumer behaviour. According to Social Comparison Theory, individuals 671 

naturally compare themselves with others to evaluate their own achievements, appearance, 672 

lifestyle, and social position. The results of this study support this idea, as students who 673 

frequently compared themselves with friends or influencers also reported higher levels of 674 

lifestyle inflation. This suggests that comparison with others encourages greater spending, 675 

often in an attempt to maintain a similar lifestyle or social image. 676 

The results also align with behavioural theories suggesting that adolescents are particularly 677 

influenced by their peer groups. During adolescence, social acceptance and a sense of 678 

belonging become increasingly important. As a result, many students may spend money on 679 

clothing, gadgets, food, entertainment, or other non-essential items simply to avoid feeling 680 

left out or to maintain their social relationships. The findings showing moderate levels of peer 681 

pressure and overspending support this theoretical perspective.At the same time, the study 682 

demonstrates that social comparison appears to have a stronger and more consistent influence 683 

than direct peer pressure. While peer pressure affected impulsive spending among high-684 

school students, the relationship was not equally strong across the entire sample. In contrast, 685 

social comparison consistently showed a significant relationship with lifestyle inflation. This 686 

indicates that students are influenced not only by direct encouragement from friends but also 687 

by the lifestyles they observe through classmates, influencers, celebrities, and social media 688 

platforms.The study also identified certain limitations. Some of the measurement scales 689 

showed relatively low reliability, suggesting that future research should include additional 690 

survey items to improve internal consistency. Furthermore, the sample size was modest and 691 

included respondents above the target age group, which limits the generalisability of the 692 

findings. Despite these limitations, the results provide useful evidence that peer influence and 693 

social comparison contribute to the financial behaviour of students and highlight the 694 

importance of promoting financial awareness and responsible spending habits among 695 

adolescents. 696 



 

 

9. Conclusion 697 

9.1 Summary of Findings 698 

The purpose of this study was to examine how peer pressure and social comparison influence 699 

the financial behaviour of students, with particular emphasis on lifestyle inflation and 700 

impulsive spending. The analysis was based on responses collected from 63 participants, of 701 

whom 45 belonged to the target age group of 14–18 years. Statistical techniques such as 702 

descriptive statistics, reliability analysis, validity assessment, and Pearson correlation analysis 703 

were used to interpret the data.The descriptive analysis showed that Lifestyle Inflation 704 

recorded the highest mean score (M = 3.75) among all the study constructs. This suggests that 705 

many respondents reported an increase in their spending habits and acknowledged spending 706 

more when their allowance or available money increased. A large proportion of students also 707 

agreed that their expenses had risen over time, indicating that changes in spending behaviour 708 

are already visible during adolescence.The results further showed that social comparison is 709 

positively associated with lifestyle inflation. Students who reported comparing themselves 710 

more frequently with friends, classmates, influencers, or social media personalities also 711 

tended to report higher levels of lifestyle-related spending. Pearson correlation analysis 712 

supported this relationship for both the high-school-aged respondents and the full sample. 713 

Therefore, Hypothesis 1 was accepted, suggesting that greater social comparison is linked 714 

with higher lifestyle inflation among students.With respect to peer pressure, the findings were 715 

comparatively less consistent. A positive relationship was observed between peer pressure 716 

and impulsive spending among respondents aged 14–18 years, but this relationship was not 717 

statistically significant when the entire sample was analysed. Consequently, Hypothesis 2 718 

was only partially supported. These results suggest that peer influence on impulsive financial 719 

behaviour appears to be more noticeable among high school students than among the broader 720 

mixed-age sample included in this research.Although some of the measurement scales 721 

showed relatively low reliability, the overall analysis provides useful evidence that both 722 

social comparison and peer influence are related to students' financial behaviour. Among the 723 

variables examined, social comparison emerged as the more consistent factor associated with 724 

higher spending patterns. 725 

9.2 Behavioural Insights 726 



 

 

The findings of this study suggest that students' financial decisions are influenced not only by 727 

the money available to them but also by their social environment. During adolescence, 728 

friends, classmates, and online social networks become important sources of influence. As 729 

students interact with these groups, they may begin comparing their lifestyles, possessions, 730 

and spending habits with those of others. Such comparisons can gradually affect their own 731 

financial choices.The analysis indicates that social comparison has a stronger influence on 732 

spending behaviour than direct peer pressure in the present study. Students who compared 733 

themselves more frequently with others were also more likely to report behaviours associated 734 

with lifestyle inflation, such as increasing their spending or upgrading their lifestyle. This 735 

suggests that indirect influences, including observing others' lifestyles through social media 736 

or among friends, may shape financial behaviour even when there is no direct pressure to 737 

spend. 738 

The findings also show that peer pressure can contribute to impulsive spending, particularly 739 

among high-school-aged students. Many respondents reported that refusing to spend money 740 

in social situations was difficult and believed that they would spend less if social pressure 741 

were reduced. At the same time, the statistical relationship between peer pressure and 742 

impulsive spending was not equally strong across the entire sample. This indicates that peer 743 

influence is only one of several factors that affect financial behaviour, and personal attitudes 744 

or individual circumstances may also play an important role. 745 

Taken together, the results highlight that financial behaviour among students is influenced by 746 

a combination of social comparison, peer interactions, and personal spending habits. These 747 

findings emphasise the importance of encouraging financial awareness at an early age so that 748 

students are better equipped to distinguish between genuine needs and spending decisions 749 

driven by comparison or social expectations. 750 

10. Recommendations 751 

The findings of this study show that both social comparison and peer influence affect the 752 

financial behaviour of students, particularly during adolescence. While social comparison 753 

was found to have a stronger relationship with lifestyle inflation, peer pressure also 754 

influenced spending decisions among high-school-aged respondents. These findings suggest 755 

that promoting responsible financial habits requires efforts from multiple stakeholders, 756 

including schools, parents, and students themselves. The following recommendations are 757 



 

 

based on the results of the study and are intended to help students develop better financial 758 

decision-making skills, reduce unnecessary spending influenced by external factors, and 759 

encourage a more balanced approach towards money management. 760 

10.1 Financial Literacy Programs 761 

Based on the findings of this study, introducing financial literacy programmes at the school 762 

level can help students develop responsible financial habits from an early age. The results 763 

showed that many respondents experienced lifestyle inflation and admitted that their 764 

spending increased when they had more money available. This suggests that while students 765 

have access to financial resources such as pocket money or allowances, they may not always 766 

have the knowledge required to manage those resources effectively. 767 

Schools can organise financial literacy sessions covering topics such as budgeting, saving, 768 

distinguishing between needs and wants, responsible spending, and the long-term importance 769 

of financial planning. Practical activities, including budgeting exercises, case studies, and 770 

discussions based on real-life situations, can make these programmes more engaging and 771 

relevant for students. Financial education should focus not only on theoretical concepts but 772 

also on everyday financial decisions that students commonly face. Equipping students with 773 

these skills at an early stage can help them become more confident and responsible in 774 

managing money as they grow older. 775 

10.2 Awareness on Peer and Social Media Influence 776 

The findings of the study indicate that social comparison has a significant relationship with 777 

lifestyle inflation and that many students compare themselves with friends, influencers, and 778 

people they follow on social media. Since digital platforms have become an important part of 779 

students' daily lives, there is a need to create greater awareness about how online content and 780 

peer interactions can influence spending behaviour.Schools and educational institutions can 781 

conduct awareness programmes that encourage students to think critically about the content 782 

they consume on social media. Discussions can focus on the fact that many online posts 783 

highlight only selected aspects of people's lives and may not reflect reality. Students should 784 

be encouraged to recognise that social media often creates unrealistic expectations regarding 785 

lifestyle, fashion, gadgets, and consumption. Such awareness can help reduce unnecessary 786 



 

 

comparisons and encourage students to make financial decisions based on their own needs 787 

and priorities rather than external influences. 788 

10.3 Budgeting and Spending Awareness 789 

The descriptive analysis showed that a considerable number of respondents reported 790 

increasing expenses and spending more whenever their allowance or available money 791 

increased. These findings suggest the importance of developing budgeting habits during 792 

adolescence so that students learn to manage their finances more effectively.Students should 793 

be encouraged to prepare simple monthly or weekly budgets that allow them to monitor their 794 

income and expenses. Maintaining a record of spending can help them identify unnecessary 795 

purchases and understand where their money is being spent. Schools may introduce activities 796 

that teach students how to set financial goals, prioritise essential expenses, and make 797 

informed purchasing decisions. Encouraging students to compare prices, avoid impulsive 798 

purchases, and think before spending can gradually improve financial discipline. Developing 799 

these habits at an early age can contribute to more responsible financial behaviour in 800 

adulthood. 801 

10.4 Parental Guidance in Financial Behaviour 802 

Parents play an important role in shaping the financial attitudes and spending habits of 803 

children and adolescents. Although students are increasingly influenced by friends and social 804 

media, parental guidance remains one of the most effective ways to promote responsible 805 

financial behaviour. Regular discussions about money management can help students develop 806 

a realistic understanding of budgeting, saving, and the value of financial 807 

responsibility.Parents can encourage positive financial habits by involving children in simple 808 

financial decisions, discussing household budgeting where appropriate, and helping them 809 

understand the difference between essential needs and discretionary wants. Providing a fixed 810 

allowance along with guidance on how to manage it can also help students develop self-811 

control and accountability. Rather than restricting spending completely, parents should 812 

encourage thoughtful decision-making by discussing the consequences of impulsive 813 

purchases and helping children reflect on their financial choices.The findings of this study 814 

suggest that students' spending behaviour is influenced by both social comparison and peer 815 

interactions. Therefore, open communication between parents and children can provide a 816 

supportive environment in which students feel comfortable discussing financial pressures 817 



 

 

they experience at school or on social media. Such guidance can help young individuals make 818 

balanced financial decisions based on their own circumstances rather than external 819 

expectations. 820 

11. Limitations of the Study 821 

Like any research, this study has certain limitations that should be considered while 822 

interpreting the findings. Firstly, the study was conducted using a relatively small sample of 823 

63 respondents, of which 45 belonged to the target age group of 14–18 years. Although this 824 

sample was adequate for the statistical analyses carried out in the study, a larger sample 825 

drawn from different schools and regions would have improved the representativeness of the 826 

findings.Another limitation is that the study relied on self-reported responses collected 827 

through a questionnaire. Since participants answered the questions based on their own 828 

perceptions and experiences, there is a possibility of response bias. Some respondents may 829 

have underreported or overreported their spending habits or the influence of peers and social 830 

media due to personal opinions or social desirability.The study also has limited 831 

generalisability. Most of the analysis focuses on high school students; however, the sample 832 

included a small number of respondents aged 19 years and above. In addition, the 833 

respondents were selected from a limited population, which means that the findings may not 834 

fully represent the behaviour of all students in different schools, cities, or socio-economic 835 

backgrounds. Therefore, the results should be interpreted within the context of the sample 836 

used in this research. 837 

Despite these limitations, the study provides meaningful insights into the relationship 838 

between peer pressure, social comparison, lifestyle inflation, and financial behaviour among 839 

students. Future research can strengthen these findings by including a larger and more diverse 840 

sample, using more refined measurement scales, and examining these relationships across 841 

different regions and educational settings. 842 

12. Future Scope of Research 843 

The present study contributes to understanding how peer pressure and social comparison 844 

influence the financial behaviour of students; however, there is significant scope for further 845 

research in this area. Future studies should consider using a larger and more diverse sample 846 



 

 

by including students from different schools, cities, states, and socio-economic backgrounds. 847 

A broader sample would improve the representativeness of the findings and allow researchers 848 

to draw conclusions that are more widely applicable. Cross-cultural studies can also be 849 

undertaken to examine whether the influence of peer pressure, social comparison, and 850 

lifestyle inflation differs across countries or cultural settings. In addition, future researchers 851 

may adopt a longitudinal research design to observe the same group of students over an 852 

extended period. This would provide a better understanding of how financial attitudes and 853 

spending behaviour evolve with age, greater financial independence, and changing social 854 

environments. 855 

Further research can also broaden the existing framework by examining additional factors 856 

that may influence students' financial behaviour. Variables such as financial literacy, parental 857 

financial practices, self-control, materialism, digital payment usage, online shopping 858 

behaviour, and the increasing role of social media algorithms could be explored to gain a 859 

more comprehensive understanding of students' spending decisions. Future studies may also 860 

compare the financial behaviour of high school students with that of college students or 861 

young working adults to identify differences across age groups. Moreover, using a mixed-862 

method approach that combines quantitative surveys with interviews or focus group 863 

discussions could provide deeper insights into the reasons behind students' financial choices. 864 

Improving the questionnaire by including more refined measurement items and evaluating the 865 

effectiveness of financial literacy programmes or awareness campaigns would further 866 

strengthen future research and contribute to developing practical strategies for encouraging 867 

responsible financial behaviour among young individuals. 868 
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14. Appendices 922 

14.1 Questionnaire 923 

1. I plan my expenses in advance before spending money. 924 

2. My expenses have increased compared to last year. 925 

3. I prioritize "wants" over "needs." 926 
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4. I feel satisfied with my current financial habits. 927 

5. I regret purchases made impulsively. 928 

6. I think I spend more money than I should. 929 

7. I feel uncomfortable saying "no" to spending plans with friends. 930 

8. I compare my lifestyle with my friends. 931 

9. I upgrade my lifestyle (clothes, gadgets, eating habits) to match others. 932 

10. Peer pressure negatively impacts my financial habits. 933 

11. I would reduce my spending if there was less social pressure around me. 934 

12. Influencers or celebrities affect my spending decisions. 935 

13. I feel pressure to maintain a certain lifestyle because of social media. 936 

14. As my income/allowance increases, my spending also increases. 937 

15. I feel stressed or guilty after spending money due to social influence. 938 

14.2 Graphs and Tables 939 
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