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 The rise of online shopping apps has transformed students’ consumption 
patterns and has the potential to increase consumptive behavior. The 
urgency of this study is supported by pre-survey  results indicating that 
71.9% of students make impulsive purchases, as  well as previous research 
on the influence of online shopping app  use and financial attitudes on 
consumptive behavior, which has  yielded mixed results. These findings 
highlight the need for further  research to obtain empirical evidence 
regarding the factors  associated with students’ consumptive behavior. This 
study aims to  analyze the influence of online shopping app use and 
financial  attitudes on the consumptive behavior of students Economics  
Education Study Program, Faculty of Teacher Training and  Education, 
Tanjungpura University. This study employs a quantitative approach with a 
causal research design. The study population consisted of 203 students, with 
a sample of 135 respondents selected using probability sampling via simple 
random sampling. Data were collected using a questionnaire and analyzed 
using multiple linear regression, partial tests (t-tests), simultaneous tests 
(F-tests), and the coefficient of determination (R2). The results indicate that 
the use of online shopping apps has a positive and significant effect on 
consumptive behavior, whereas financial attitudes do not have a significant 
effect on consumptive behavior. Simultaneously, the use of online shopping 
apps and financial attitudes have a significant effect on consumptive 
behavior, with a coefficient of determination of 0.106, or 10.6%. These 
findings enrich the empirical evidence regarding the determinants of 
students’ consumptive behavior in the digital age and provide implications 
for the development of financial literacy programs at universities 
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INTRODUCTION  

As living beings, humans have various needs that must be met in their daily lives. 
Meeting these needs is inseparable from consumption as part of efforts to maintain quality 
of life. As times change and the population grows, human needs have become increasingly 
complex and diverse. These developments have led some individuals to strive not only to 
meet their needs but also to fulfill various desires. Consequently, a trend toward 
consumerist behavior has emerged, one that prioritizes desires over needs.  

Consumptive behavior is behavior that arises from the desire to purchase goods or 
use services solely for the sake of satisfaction, regardless of the benefits or urgency of those 
goods or services. Consumptive behavior is often associated with shopping habits, as 
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shopping can serve as a way to alleviate fatigue and stress resulting from daily activities 
(Dewi et al., 2017). A person who exhibits consumptive behavior is willing to go to great 
lengths and make various sacrifices to obtain what they desire. According to Lutfiah et al. 
(2022), consumptive behavior involves the excessive consumption of goods without regard 
for their utility, with the aim of achieving maximum self-satisfaction. In line with this, Iyer 
et al. (2020), through a meta-analysis, demonstrated that impulsive purchasing behavior 
can be influenced by both internal factors and external stimuli, including consumption 
motives, consumer resources, marketing stimuli, and self-control ability. This indicates that 
consumerist behavior is not only related to individual needs but can also be shaped by the 
consumption environment.  

Consumptive lifestyles are often found among the younger generation, whose 
orientation is directed toward enjoyment, pleasure, and satisfaction derived from excessive 
consumption of goods (Setiaji & Amaliya, 2017). This younger generation—namely college 
students is generally considered capable of distinguishing between needs they must fulfill 
and mere individual desires or whims. However, in reality, students are still unable to 
control their consumerist behavior (Mulyati, 2021). This is evident from their spending on 
“other needs”, such as shopping and going out which is higher than their spending on food, 
beverages, transportation, and academic needs like buying books, attending seminars, 
printing, and photocopying. Yet, these academic needs which are more crucial for 
supporting their careers represent an investment in their future.  

The findings of Lutfiah et al. (2022) indicate that students have purchased items 
they did not actually need simply because they looked appealing, were on sale, or simply 
because seeing them made them feel happy. This habit can trigger wasteful behavior and 
weak self-control in making purchasing decisions, thereby fostering consumptive behavior. 
These findings align with those of Iyer et al. (2020), who explained that marketing stimuli 
and psychological factors are among the determinants that can drive impulse buying. 
Fenton-O’Creevy & Furnham (2020) also found that attitudes toward money are associated 
with a tendency toward impulse buying, although this behavior is also linked to personality 
traits and demographic factors.  

There are various factors influencing students’ consumptive behavior, one of which 
is the use of online shopping apps. According to Harahap (2018), online shopping is a 
transactional process conducted via digital media such as online marketplace platforms or 
social media that offer goods or services. Various platforms widely used for online 
shopping include Shopee, Lazada, Tokopedia, Bukalapak, and other similar platforms 
(Fadhilah & Abadi, 2023).  

Iswiyanti (2021) also shows that college students frequently engage in online 
shopping, particularly through the Shopee platform, with the most commonly purchased 
products including fashion, skincare, and makeup. This indicates that online shopping has 
become an integral part of students’ consumption patterns. Most students engage in online 
shopping because it is considered more efficient than offline shopping, which is seen as 
time-consuming, impractical, and not always able to provide the desired items (Ulya & 
Putri, 2023). Online shopping has become a habit for some people due to the convenience it 
offers, and many view it as a means of finding necessary items (Amalia, 2022).  

This convenience can increase the likelihood of unplanned purchases. Simamora & 
Fatira (2019) explain that the ease of use of apps and product variety are factors that shape 
millennials’ purchasing decisions when shopping online. Chan et al. (2017), through a 
literature review on online impulse buying, also demonstrated that online impulsive 
purchasing behavior is linked to various stimuli and conditions present in the digital 
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shopping environment. Thus, the easier it is for consumers to access information, select 
products, and complete transactions, the fewer barriers they perceive in the purchasing 
process.  

Wu et al. (2016) explain that the drivers of online impulse purchasing can be viewed 
from both the consumer’s perspective and that of the system used in the shopping process. 
This suggests that the characteristics of the online shopping system or platform may be 
linked to impulsive purchasing decisions. Additionally, Bao & Yang (2022) indicate that 
flow experiences, trust, and the occurrence of unexpected product discoveries may be 
linked to consumers’ urges to engage in online impulse buying. Xu et al. (2024) also suggest 
that online impulse buying behavior in social commerce is related to social processes and 
the digital interaction environment.  

Financial attitudes are also one of the factors that can influence students’ 
consumptive behavior. According to Arifin (2018), financial attitudes are defined as ways 
of thinking, opinions, and judgments regarding finances. An individual’s financial attitudes 
can determine their attitudes and behaviors regarding financial matters, such as 
management, budgeting, and decision-making (Rambe, 2020). Financial attitudes represent 
a tendency toward positive or negative attitudes toward money (Zainiati, 2017).  

The financial attitudes held by each individual help them understand their own 
attitudes and behaviors in making financial decisions. The influence of online shopping app 
use and financial attitudes on consumptive behavior aligns with Ajzen’s 1991 theory (Ajeng 
Zaskia, 2021). This theory explains that behavioral intent can be predicted based on three 
components: behavioral attitude, subjective norm, and perceived behavioral control. In the 
context of this study, financial attitude is considered the primary factor influencing an 
individual’s intention to engage in specific financial behaviors. Subjective norms represent 
the social pressure an individual feels to engage in or refrain from a certain behavior, based 
on the desire to be viewed favorably and accepted by those around them. Perceived 
behavioral control is defined as an individual’s sense of the ease or difficulty they 
experience in engaging in a behavior when assessing external conditions. This can occur 
when external influences are present, one of which stems from the use of online shopping 
apps that shape an individual’s attitude toward such behavior. The use of online shopping 
apps and financial attitudes were selected as variables in this study because both are 
theoretically and empirically linked to students’ consumptive behavior.  

The use of online shopping apps represents an external factor that provides 
transaction convenience, promotions, and various features that can drive purchasing 
decisions. Conversely, financial attitudes are an internal factor that reflects an individual’s 
ability to manage, plan, and control the use of money, thereby influencing consumption 
decisions. These two variables are considered capable of explaining students’ consumptive 
behavior from both environmental and individual characteristic perspectives.  

A number of studies have examined the influence of online shopping app use and 
financial attitudes on students’ consumptive behavior; however, the results obtained have 
not been entirely consistent. Fadhilah & Abadi (2023) reported that the use of online 
shopping apps has a positive effect on students’ consumptive behavior. Similar findings 
were also reported by Hidayah & Sartika (2024), who found that financial attitudes 
influence consumptive behavior. Conversely, Lediestiani & Defrizal (2025) stated that 
financial attitudes do not have a significant effect on consumptive behavior. These differing 
results indicate that the relationships among the variables still require further testing in 
different research contexts.  

The inconsistency in research findings indicates that there remains a research gap 
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regarding the influence of online shopping app use and financial attitudes on college 
students’ consumptive behavior. Most previous studies were conducted on college students 
in general, whereas this study focuses on students in the Economics Education Program at 
the Faculty of Teacher Training and Education (FKIP), Tanjungpura University, who have a 
background in economics. This study also examines both variables simultaneously using 
the Theory of Planned Behavior as its theoretical framework. Based on this theoretical 
framework, this study positions the use of online shopping apps and financial attitudes as 
independent variables hypothesized to influence students’ consumptive behavior.  

The results of the pre-survey showed that 71.9% of Economics Education students 
made impulsive purchases, while 28.1% stated that they did not make unplanned 
purchases. These findings indicate that consumptive behavior is still prevalent among the 
majority of students in the Economics Education Study Program at the Faculty of Teacher 
Training and Education (FKIP), Tanjungpura University. This situation underscores the 
need to examine the influence of online shopping app use and financial attitudes on 
student’s consumptive behavior.  

This study aims to analyze the influence of online shopping app use and financial 
attitudes on the consumptive behavior of students in the Economics Education Program at 
the Faculty of Teacher Training and Education (FKIP), Tanjungpura University. The 
research findings are expected to enrich the study of student consumptive behavior and 
provide input for the development of financial literacy programs in higher education 
institutions. 

 

RESEARCH METHODS 
This study employs a quantitative approach using a causal research design. Causal 

research aims to analyze the cause-and-effect relationship between the independent 
variables use of online shopping apps (X₁) and financial attitudes (X₂) and the dependent 
variable consumptive behavior (Y). The study population consisted of students in the 
Economics Education Study Program at the Faculty of Teacher Training and Education 
(FKIP), Tanjungpura University, from the 2022, 2023, and 2024 cohorts, totaling 203 
students.  

The sampling technique used probability sampling with the simple random 
sampling method, which gives every member of the population an equal chance of 
becoming a respondent, and the sample was selected at random. The sample used in this 
study consists of students in the Economics Education Program at FKIP Untan.  

The Slovin formula can be written as follows: 
 

 

 

            𝑵  
𝒏 =   

1+N𝒆𝟐 
          203 

𝑛 = 
1+ 203(0,05)2 

203 
𝑛 = 

1 + 203 (0,0025) 
𝑛 = 135 

Therefore, the sample size used in the study is 135 samples. The sample size is 
determined using the following formula: 
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Table 1. Respondent Descriptions 

Class Population Sample 
Regular & PPAPK 2022 61 41 
Regular & PPAPK 2023 70 46 
Regular 2024 72 48 
TOTAL 203 135 

          Source: researcher-processed data, 2026 

 
This study used a questionnaire as its research instrument, which was 

designed based on the indicators of each research variable and measured using a five-
point Likert scale, ranging from a score of 1 (strongly disagree) to a score of 5 
(strongly agree). 

 
Tabel 2. Operational Definition of Research Variables 

Variable Indicator 
Use of online shopping apps (X₁) 
(Fadhilah & Abadi, 2023) 

(1) Convenience;  
(2) Comprehensiveness of information;  
(3) Time;  
(4) Customer trust. 

Financial attitude (X₂) 
(Listiani, 2017) 

(1) Writing down financial goals or targets;  
(2) Drawing up a budget plan;  
(3) Taking responsibility for oneself;  
(4) Being frugal with money;  
(5) Financial planning. 

Consumptive behavior (Y) 
(Sari, 2021) 

(1) Buying a product because of a special offer; 
(2) Buying products because their attractive 

appearance; 
(3) Buying products to maintain one’s appearance 

and social status; 
(4) Buying a product based on price, not on its 

benefits or usefulness; 
(5) Buying products as a status symbol; 
(6) Using products to conform to the models 

featured in advertisements; 
(7) Purchasing high-priced products to boost 

self-confidence. 

Before being used in the study, the instrument was tested on 30 respondents 
outside the study sample. Validity testing was conducted using the Corrected Item-
Total Correlation method, with the criterion that the calculated r value must be 
greater than the table r value (0.361). The test results showed that all items were 
deemed valid after one item regarding the use of online shopping apps was 
eliminated. 

Table 3. Validity Test Results 
Variable Number Items Start Items Valid Invalid Items 

Use of online shopping apps (X1) 29 28 1 
Financial Attitude (X2) 37 37 0 
Consumtive Behavior (Y) 26 26 0 
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Next, a reliability test was conducted using Cronbach’s Alpha with a criterion of 
an alpha value > 0.60. The test results showed that all variables had a Cronbach’s 
Alpha value above 0.60, so the instrument was deemed reliable. 

 
Table 4. Reliability Test Result 

Variable Cronbach’s Alpha Description 
Use of online shopping apps (X1) 0.931 Reliable 
Financial attitude (X2) 0.969 Reliable 
Consumtive behavior (Y) 0.974 Reliable 

 
The research procedure began with the development of instruments based on 

the indicators of each variable, followed by validity and reliability tests of the 
instruments. Once the instruments were deemed valid, the questionnaires were 
distributed to respondents who had been selected as the research sample. The 
collected data were then analyzed using IBM SPSS Statistics version 22.  

Data analysis was conducted using descriptive statistics and multiple linear 
regression analysis. Before hypothesis testing was performed, the regression model 
was first tested using classical assumption tests, including tests for normality, 
linearity, multicollinearity, and heteroscedasticity. Hypothesis testing was performed 
using the t-test, F-test, and the coefficient of determination (R2). 

 
RESULT AND DISCUSSION 

The discussion regarding the influence of each independent variable on the 
dependent variable can be explained as follows: 

1. The Effect of The Use of Online Shopping Apps (X1) on the Consumptive 
Behavior (Y) of Economics Education Students FKIP Untan 

 
Tabel 5. Results of the partial t-test for the use of online shopping (X1) 

Coefficientsa 
Collinearity Statistics 

Model T Sig. Tolerance VIF 
            1 (Constant) 25.569 .148   
X1_Use Off Online Shopping Apps 3.191 .002 .6221 .609 

a. Dependent Variable: Y_Consumtive Behavior 
 

The results of the partial tests above indicate that the use of online shopping 
apps has a positive and significant effect on students’ among college students. The 
calculated t-value of 3.191 is greater than the critical t-value of 1.656, with a 
significance level of 0.002 < 0.05; therefore, the first hypothesis is accepted. These 
findings indicate that the higher the intensity of online shopping app use, the greater 
the tendency for college students to engage in consumptive behavior.  

These results indicate that the conveniences offered by online shopping apps—
such as 24/7 access, a wide variety of product choices, promotions, discounts, free 
shipping, and easy digital payment options—can increase students’ urge to make 
purchases. These conveniences make the transaction process faster and more 
practical, leading to purchase decisions that are often made without careful 



Journal : Journal of Management and Innovation Entrepreneurship (JMIE),  
Publisher : Yayasan Nuraini Ibrahim Mandiri 
ISSN : e-ISSN 3026-6505 
Volume / Issue / Year/ Page : 4/ 1/  2026: October /230-243 

 

236 

 

consideration of a product’s benefits or necessity.  
These findings align with those of Chan et al. (2017), who explain that online 

impulse buying refers to purchases made suddenly and immediately without prior 
intent to buy. The online environment provides various stimuli that can trigger this 
behavior. Iyer et al. (2020), through a meta-analysis of various studies, also 
demonstrated that marketing stimuli are one of the external factors associated with 
impulse buying.  

The findings of this study can be explained through the Theory of Planned 
Behavior proposed by Ajzen (1991). This theory explains that a person’s behavior is 
influenced by behavioral intention, which is formed through attitudes toward the 
behavior, subjective norms, and perceived behavioral control. In this study, the use of 
online shopping apps increased the perceived ease of making transactions, so that 
students felt they encountered no barriers to making purchases. The easier the 
purchasing process is, the greater the tendency for students to make spontaneous 
purchases, which ultimately increases consumerist behavior.  

Furthermore, the results of this study are consistent with consumptive behavior 
theory, which states that purchasing decisions can be influenced by marketing stimuli. 
Various features found in online shopping apps—such as flash sales, cashback, 
product recommendations, and promotional notifications—serve as stimuli that can 
influence consumer decisions. Iyer et al. (2020) explain that marketing stimuli 
constitute one group of factors associated with impulse buying. This indicates that the 
shopping environment can interact with consumers’ internal factors to drive 
purchases.  

Akram et al. (2018a) demonstrate that factors within the social commerce 
environment are associated with online impulse buying. Meanwhile, Akram et al. 
(2018b) found that website quality is associated with online impulse buying, and this 
relationship can be influenced by sales promotions and credit card usage. Both studies 
reinforce the understanding that characteristics of the digital environment and stimuli 
provided during the shopping process are associated with impulsive purchasing 
decisions.  

Another study conducted by Bao & Yang (2022) shows that serendipity, trust, 
and flow experience are associated with consumers’ inclination to make impulsive 
online purchases. Wu et al. (2016) also explain that system characteristics and factors 
perceived by users can serve as drivers of online impulse purchasing. Xu et al. (2024) 
demonstrate that online impulse buying in social commerce is also linked to the social 
processes occurring within the digital environment.  

The results of this study align with the research by Fadhilah & Abadi (2023), 
Dianingsih (2020), and Mulyati (2023), which state that the use of online shopping 
apps has a positive effect on students’ consumptive behavior. Similar findings were 
also reported in the study by Akram et al. (2018) in Sustainability, which explains that 
digital promotions, the convenience of using apps, and ease of transactions are key 
factors driving online impulse buying behavior. The study indicates that the digital 
shopping environment can create emotional triggers, leading consumers to make 
purchases without careful planning.  

Another study conducted by Akram et al. (2018) in the Asia Pacific Journal of 
Marketing and Logistics also found that the quality of online shopping platforms, ease 
of navigation, and the online shopping experience influence consumers’ impulsive 
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purchasing decisions. These results reinforce the findings of this study that the 
characteristics of online shopping apps play a significant role in shaping students’ 
consumptive behavior.  

However, the results of this study differ from those of Kusnaeni (2025), who 
stated that the use of online shopping apps does not have a significant effect on 
students’ consumptive behavior. This discrepancy is likely due to differences in 
respondent characteristics, the intensity of online shopping app use, and variations in 
shopping habits among the respective respondent groups. 

2. The Influence of Financial Attitudes (X2) on the Consumptive Behavior (Y) of 
Economic Education Students FKIP Untan 

Table 6. Result of the partial t-test for financial attitude (X2) 

Coefficientsa 

 
Collinearity Statistics 

Model T Sig. Tolerance VIF 
1  (Constant) 25.569 .148   

X1_Financial Attitude -.125 .901 .622 1.609 

           Dependent Variable: Y_Consumtive Behavior 
 

The results of the partial test indicate that financial attitudes do not have a 
significant effect on students’ consumptive behavior. The calculated t-value of -0.125 
is smaller than the critical t-value of 1.656, with a significance level of 0.901 > 0.05; 
therefore, the second hypothesis is rejected. 

This finding indicates that students’ financial attitudes are not yet capable of 
directly influencing consumptive behavior. Although students understand the 
importance of creating a budget, managing expenses, and setting priorities for needs, 
this understanding is not necessarily applied in their daily consumption activities. 
When faced with various promotions and conveniences provided by online shopping 
apps, students still have the potential to make impulsive purchases.  

When examined using the Theory of Planned Behavior, attitudes are one of the 
factors influencing behavioral intentions, but they are not the sole determining factor. 
Subjective norms and perceptions of behavioral control also play a significant role in 
shaping an individual’s behavior. In this study, the influence of online shopping app 
use as an external factor appears to be more dominant than financial attitudes; thus, 
the financial attitude variable does not show a partial effect on consumptive behavior.  

These findings align with the research by Ohorella et al. (2025) and Alrizani et 
al. (2025), which stated that financial attitudes do not significantly influence students’ 
consumptive behavior. These findings are supported by Arifin’s (2018) international 
study, which explains that financial attitudes influence financial behavior more than 
they directly influence consumption decisions.  

An international study by Fenton-O’Creevy & Furnham (2020) shows that 
money attitudes are related to the tendency toward impulse buying, but their 
contribution emerges alongside other factors such as personality and demographic 
characteristics. These findings suggest that attitudes toward money do not always 
stand alone in explaining impulsive purchasing behavior.  

Research by Prihartono & Asandimitra (2018) also indicates that financial 



Journal : Journal of Management and Innovation Entrepreneurship (JMIE),  
Publisher : Yayasan Nuraini Ibrahim Mandiri 
ISSN : e-ISSN 3026-6505 
Volume / Issue / Year/ Page : 4/ 1/  2026: October /230-243 

 

238 

 

behavior is influenced by various factors, such as financial knowledge, experience, 
income, and psychological factors. Humaira & Sagoro (2018) and Setyawan & 
Wulandari (2020) also situate financial attitudes within the context of financial 
management behavior. Therefore, financial attitudes alone may not be sufficient to 
directly explain consumptive behavior.  

Conversely, the results of this study differ from those of Rahmawati (2024) and 
Prihastuty & Rahayuningsih (2018), who found that financial attitudes have a 
significant effect on consumptive behavior. These differences are likely influenced by 
respondent characteristics, levels of financial literacy, and variations in the social 
environment that shape consumptive behavior.  

The results of this study indicate that Economics Education students at the 
Faculty of Teacher Training and Education (FKIP), Tanjungpura University, already 
possess fairly positive attitudes toward financial management; however, these 
attitudes have not yet been fully reflected in their consumptive behavior. This 
suggests that students’ consumptive behavior is more influenced by situational 
factors, particularly the ease of shopping through digital platforms.  

 
3. The Effect of Online Shopping App Use (X1) and Financial Attitudes (X2) on the 

Consumptive Behavior (Y) of Economics Education Students FKIP Untan 

Table 7. F-test Result 

ANOVAa 

Model F Sig. 
1   Regression 7.811 .001b 
Residual   

a. Dependent Variable: Y_Pengelolaan Keuangaan 

b. Predictors: (Constant), X2_Financial Attitude, X1_Use of Online Shopping Apps 
 

The results of the simultaneous test show a calculated F-value of 7.811, which is 
greater than the critical F-value of 3.06, with a significance level of 0.001 < 0.05. These 
results indicate that the use of online shopping apps and financial attitudes together 
have a significant effect on students’ consumptive behavior.  

Although both variables had a significant combined effect, the results of the 
partial test showed that only the use of online shopping apps had a significant effect. 
Meanwhile, financial attitudes did not show a significant effect when tested 
individually. Thus, the research results indicate that, within the model used, the use of 
online shopping apps has a significant relationship with consumptive behavior, 
whereas financial attitudes do not show a significant relationship on their own.  

These results indicate that the digital environment can be one of the factors 
associated with students’ consumptive behavior. Various app features, such as 
promotions, product recommendations, cashback, free shipping, and digital payments, 
can serve as stimuli during the purchasing process. Chan et al. (2017) explain that the 
online environment contains various factors related to online impulse buying. Iyer et 
al. (2020) also indicate that marketing stimuli, consumer resources, consumption 
motives, and psychological factors are among the factors that can explain impulse 
buying.  

The findings of this study are also consistent with the Theory of Planned Behavior, 
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which explains that a person’s behavior is influenced by the interaction between 
internal and external factors. In this study, the external factor—the use of online 
shopping apps—was found to have a more dominant influence than financial 
attitudes, which are an internal factor. 

 
Tabel 8. Result of the Coefficient of Determination (R2) Test 

Model Summaryb 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

 .325a .106 .092 20.509 

a. Predictors: (Constant), X2_Financial Attitude, X1_Use of Online Shopping Apps 

b. Dependent Variable: Y_Consumptive Behavior 

 
The results of the coefficient of determination test show an R2 value of 0.106, which 

means that the use of online shopping apps and financial attitudes can only explain 10.6% 
of the variation in students’ consumptive behavior. The remaining 89.4% is influenced by 
other factors not included in the research model.  

This coefficient of determination value indicates that consumptive behavior is a 
complex phenomenon influenced by many factors. In addition to the use of online shopping 
apps and financial attitudes, consumptive behavior can also be influenced by lifestyle, 
financial literacy, self-control, peer influence, the intensity of social media use, materialism, 
and a tendency toward impulse buying.  

Research by Pulungan & Febriaty (2018) shows that lifestyle is closely related to 
consumptive behavior, while Winarta et al. (2019) explain that financial literacy plays a 
role in shaping more rational consumption decisions. Research by Mustomi & Puspasari 
(2020) also indicates a link between social media and consumptive behavior among college 
students. Wahyuni et al. (2019) found that lifestyle and financial literacy are factors that 
may be associated with consumptive behavior in online shopping activities. International 
findings by Prihartono & Asandimitra (2018) also indicate that financial behavior is 
influenced by a combination of psychological, social, and economic factors; consequently, 
research models with two independent variables tend to yield relatively small coefficient of 
determination values. 

 
CONCLUSION 

Based on the research results, it can be concluded that the use of online shopping 
apps (X₁) has a partial, positive, and significant effect on the consumptive behavior of 
students in the Economics Education Study Program at the Faculty of Teacher Training and 
Education, Tanjungpura University. This is indicated by a calculated t-value of 3.191, which 
is greater than the critical t-value of 1.656, with a significance level of 0.002 < 0.05. 
Conversely, financial attitudes (X₂) do not have a significant partial effect on students’ 
consumptive behavior, as indicated by a calculated t-value of -0.125, which is smaller than 
the critical t-value of 1.656, with a significance level of 0.901 > 0.05. Simultaneously, the 
use of online shopping apps and financial attitudes have a significant effect on students’ 
consumptive behavior, with a calculated F-value of 7.811, which is greater than the critical 
F-value of 3.06 and a significance level of 0.001 < 0.05. These two variables account for 
10.6% of the variation in students’ consumptive behavior (R2 = 0.106), while the remaining 
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89.4% is influenced by other factors outside the research model.  
These findings support the Theory of Planned Behavior, which explains that 

students’ consumptive behavior is influenced by both internal and external factors. In this 
study, the use of online shopping apps as a factor 12 external factor proved to be more 
dominant than financial attitudes in influencing students’ consumptive behavior. Practically, 
the results of this study are expected to serve as input for universities in developing 
financial literacy programs and encouraging students to be more prudent in using online 
shopping apps and controlling their purchasing decisions.  

This study was limited to students in the Economics Education Program at the 
Faculty of Teacher Training and Education, Tanjungpura University, and used only two 
independent variables. Therefore, future research is recommended to involve a broader 
sample of respondents and include additional variables, such as financial literacy, lifestyle, 
self-control, materialism, peer influence, and the intensity of social media use, in order to 
develop a more comprehensive model for explaining students’ consumptive behavior. 
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