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Abstract: Consumptive behavior refers to the tendency of individuals to purchase 

goods or services excessively, driven not by need but by the desire for personal 

satisfaction. University students are particularly vulnerable to such behavior, especially 

given the ease of access to e-commerce platforms and limitations in personal financial 

management. Pocket money received and students’ level of financial literacy are key 

factors shaping their consumption patterns. This study analyzes the effects of e-

commerce, pocket money, and financial literacy on the consumptive behavior of 

undergraduate students in the Development Economics Study Program at Udayana 

University. A quantitative approach was employed, using a survey of 90 respondents 

selected through stratified random sampling. Data were analyzed using multiple linear 

regression. The results show that, jointly, e-commerce, pocket money, and financial 

literacy significantly affect students’ consumptive behavior. Partially, e-commerce and 

pocket money have positive effects, whereas financial literacy has a negative effect. This 

indicates that higher financial literacy reduces the tendency toward consumptive 

behavior. 

 

Keywords: Consumer Behavior; E-commerce; Financial Literacy; Pocket Money; University 

Students 

 

1. Introduction 

Rapid technological development has transformed societal behavior, which 

increasingly follows technological innovations to meet needs. The digital era is 

characterized by various social strata meeting their needs through digital technologies 

(Dheku & Goa, 2023). New information helps society create future opportunities, 

including in economic flows. Shifts in global economic flows can influence people’s 

daily behavior (Pradani in Dheku & Goa, 2023). 

Significant growth in the internet and technology has given rise to various 

social media networks. Social media has become not only a necessity but also a lifestyle 

for the global community (Nesanta et al., 2023), including in buying and selling 

activities on online sites. Humans cannot be separated from consumption because 

needs must be met to survive. Over time, needs tend to increase, driven by 

dissatisfaction and technological developments that facilitate shopping. The 

convenience offered by online marketplaces encourages purchases driven by wants 

rather than needs (Septiansari & Handayani, 2021). 
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Online shopping has its own advantages compared to offline shopping. 

Consumers are often influenced by special offers and discounts on online shopping 

platforms, including e-commerce. E-commerce refers to online buying and selling 

transactions that allow consumers to purchase goods or services without visiting 

physical stores. This aligns with the nature of e-commerce: enabling sales transactions 

unconstrained by time and space (Supriyanah & Ayuningsari, 2024). 

Globally, the number of e-commerce users continues to rise year by year. In 

Indonesia, data from the Ministry of Trade of the Republic of Indonesia indicate a 

significant growth trend from 2020 to 2024. This increase is shown in Table 1, which 

presents the projected rise in e-commerce users from 38.72 million in 2020 to 65.65 

million in 2024. 

 

Table 1. Number of E-Commerce Users in Indonesia (2020-2024). 

Year Users 

2020 38.72 

2021 44.43 

2022 50.89 

2023 58.63 

2024 65.65 

        Source: Ministry of Trade of the Republic of Indonesia, 2024 

Based on Table 1, the number of e-commerce users in Indonesia increased by 

more than 50% over the four years from 2020 to 2024. The user base is expected to 

keep growing each year. In 2020, there were about 38 million users; by 2024, the number 

is projected to reach 65 million. This continuous growth illustrates a shift in how people 

conduct buying and selling activities, from traditional to digital/modern methods. 

E-commerce users in Indonesia can also be categorized by age group. Figure 1 

shows the proportion of e-commerce transactions by age group from 2020 to 2022. The 

26–35 age group dominated the proportion of users for three consecutive years, 

indicating that this segment is the most active in digital transactions, likely due to greater 

economic independence, stronger digital skills, and relatively higher consumption needs. 

The 36–45 age group also shows significant participation. Individuals in this 

group are generally in their productive years with more stable finances. With stronger 

purchasing power, they tend to leverage the convenience of digital transactions to meet 

daily needs. 

Meanwhile, the 18–25 age group predominantly university students ranks 

second in e-commerce transactions. Although their share declined over the three years 

(from 28.3% in 2020 to 23.3% in 2021 and further in 2022), they remain a relevant 

segment for study. The decline may stem from economic factors such as dependence 

on parents, limited income, changing consumption priorities, or the impacts of COVID-

19 on economic activity and students’ purchasing power. 
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Figure 1. Proportion of the Number of E-Commerce Transactions Based on Age 

Group. 

Source: Kredivo & Katadata Insight Center, 2023 

Students are closely connected to technological developments. Academic and 

social demands encourage them to keep up with current information via social media 

and digital platforms. This makes students more susceptible to technological trends, 

including digital consumption habits. It is undeniable that students constitute an 

attractive target market (Hanipah, 2020). According to Kuroifah (2014), students 

typically fall within the 18–22 age range—the late adolescent to early adulthood phase—

when individuals are still exploring identity, tend to be unstable, and are easily influenced 

by their environment and the information they receive. 

Easy access to information exposes students to a wide variety of products 

available on apps, making them more prone to wasteful or consumptive purchasing 

(Fadhilah & Abadi, 2023). Consumptive behavior is the desire to purchase goods that 

are not actually needed and to do so excessively, merely to gain maximal personal 

satisfaction (Pratiwi & Yani, 2016). 

Setiawan & Australiati Saragih (2022) describe consumptive behavior as wasteful 

use of goods that prioritizes maximal pleasure, albeit temporary. Mubarokah & Pratiwi 

(2022) also found that pocket money affects students’ consumptive behavior. Wahyudi 

(2017) defines pocket money as income provided by parents to their children, and its 

amount can influence spending habits. Generally, higher pocket money is associated 

with higher consumption. Pocket money may come from parents, relatives, 

scholarships, or employment (Rikayanti & Listiadi, 2020). 

Pocket money also supports the development of responsibility. It serves as a 

learning medium for adolescents or university students to manage finances 

appropriately, as it is given daily, weekly, or monthly, enabling them to pay for things 

they consider essential (Rozaini & Sitohang, 2020). 

In addition to pocket money, financial literacy influences consumptive behavior 

(Mubarokah & Pratiwi, 2022). Financial literacy is the capacity or understanding to 

handle and manage personal finances (Zulfialdi & Sulhan, 2023). Financial literacy skills 

enable individuals to make informed money decisions and minimize the risk of being 

misled in economic matters. The higher the level of financial knowledge, the better the 

management of one’s endeavors (Haekal, 2021). 

Nurulhilmia et al. (2024) found that financial literacy significantly affects 

students’ consumptive behavior, implying that higher financial literacy reduces 

consumptiveness. By contrast, Fadhilah & Abadi (2023) reported a negative but non-

significant effect, suggesting that higher financial literacy does not guarantee non-

consumptive behavior. Ramadhani (2019) noted that students often treat financial 

literacy merely as knowledge, which does not necessarily increase literacy levels. 
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Students’ consumptive patterns are worth investigating in relation to e-

commerce. This research examines the spending habits of students in the Development 

Economics Study Program (PSSEP) at Udayana University. PSSEP was chosen because 

its location, situated amid entertainment hubs and tourism areas in Bali, is assumed to 

encourage consumptive behavior. Although large metropolitan areas like Jakarta present 

similar contexts, this study highlights that consumptive patterns are also significant in 

large, non-metropolitan urban areas such as Bali. Accordingly, PSSEP students are 

considered representative for analyzing the influence of e-commerce, pocket money, 

and financial literacy on consumptive behavior in a tourism-dominated region. 

 

2. Method 

This study uses a quantitative approach to measure inter-variable effects 

objectively based on numerical data and statistical analysis. This approach was chosen 

because it yields measurable and generalizable results. According to Sugiyono (2023), 

quantitative methods are grounded in positivism and are used to study specific 

populations or samples, using research instruments and statistical analysis to test 

hypotheses. Here, the quantitative approach tests the effects of e-commerce, pocket 

money, and financial literacy on the consumptive behavior of PSSEP students at 

Udayana University, enabling an empirical, scientific account of inter-variable 

relationships (Sugiyono, 2023). 

This investigation was carried out at the Faculty of Economics and Business 

(FEB), Udayana University, encompassing its facilities at both the Sudirman Campus 

(in Denpasar) and the Bukit Jimbaran Campus (in Badung Regency). The total 

population for this research was 815 students enrolled in the PSSEP (Development 

Economics Study Program) across the 2021, 2022, and 2023 intake cohorts. A target 

sample size of 90 respondents was determined through the application of the Slovin 

formula, establishing an acceptable margin of error at 10%. Furthermore, stratified 

random sampling was utilized as the selection technique to guarantee appropriate 

representation across each respective student cohort. Data collection involved 

observation and a five-point Likert-scale questionnaire. Instrument validity and 

reliability tests ensured accuracy and consistency. Primary data were obtained from the 

questionnaire; secondary data included supporting information such as student numbers 

and e-commerce user data in Indonesia (Sugiyono, 2023). 

The data analysis employed descriptive statistics to characterize the data and 

multiple linear regression to test the influence of e-commerce, pocket money, and financial 

literacy on students’ consumptive behavior. Classical assumption tests were conducted 

before hypothesis testing to ensure the validity of the statistical model. These specific 

checks included testing for normality, multicollinearity, and heteroskedasticity. 

Hypotheses were tested jointly using the F-test and partially using the t-test at a 5% level 

of significance. The objective of this analysis was to show the direction and magnitude 

of the influence of each independent variable on students' consumptive behavior, 

thereby providing empirical insights into the driving factors of student consumption in 

the digital era. (Wooldridge, 2019; Sugiyono, 2023). 

 

3. Results And Discussion 

Analysis Results of Research Data 

Descriptive Analysis Results 

The data summarization process in this research utilized descriptive statistics to 

ascertain central tendency and dispersion, specifically by documenting the minimum, 

maximum, mean, and standard deviation for the variables related to the impact of e-
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commerce, pocket money, and financial literacy on their consumptive behavior. The data 

used for this descriptive evaluation was also confirmed to be normally distributed. The 

resulting statistical metrics are documented in Table 2. 

Table 2. Descriptive Analysis Results. 

 N MINIMUM MAXIMUM MEAN Standard 
Deviation 

Con 90 2.92 5.00 3.7261 .51435 
E-Com 90 3.00 5.00 4.0361 .50879 
Money 90 1 5 3.06 1.105 
Flit 90 2.50 5.00 3,9069 .59509 

Source: Processed data, 2025 

Table 2 presents descriptive statistics for the study variables. Means are based on 

average item scores per variable (N = 90), using a scale from 1 (Strongly Disagree) to 5 

(Strongly Agree). 

The Consumptive Behavior variable has a minimum of 2.92 and a maximum of 

5.00, with a mean of 3.7261. The SD of 0.51435 indicates that average responses deviate 

by about ±0.51 points from the mean, suggesting that respondents tend to agree and 

that responses are relatively homogeneous around the mean. 

For E-commerce, the minimum is 3.00 and the maximum is 5.00. This variable has 

the highest mean (4.0361). The SD of 0.50879 indicates deviations of about ±0.51 

points, showing respondents generally agree/strongly agree, and that perceptions are 

relatively homogeneous. 

Financial Literacy has a minimum of 2.50 and a maximum of 5.00, with a mean of 

3.9069. The SD of 0.59509 suggests deviations of about ±0.60 points, indicating 

generally “agree” responses with slightly greater variability than for E-commerce and 

Consumptive Behavior. 

Pocket Money ranges from 1 to 5, with a mean of 3.06 and a relatively high SD of 

1.105. As Pocket Money is not a Likert-scale construct, the higher SD indicates 

substantial variation in the amount of pocket money among respondents. 

Multiple Linear Regression Analysis 

Multiple linear regression was used to assess the effects of the independent 

variables e-commerce (E-Com), financial literacy (F-lit), and pocket money (Money) on 

the dependent variable, consumptive behavior (Con). Data were processed using SPSS 

for Windows 22. Results appear in Table 3. 

Table 3. Results of Multiple Linear Regression Analysis. 

Model 

Unstandardized Coefficients Standardized 
Coefficients 

t Sig. 

B Std. Error 

1 (Constant) 1,731 .367  4,720 .000 
E-Com .523 .083 .518 6,321 .000 
Money .206 .037 .442 5,614 .000 
Flit -.188 .073 -.218 -2,589 .011 

Source: Processed data, 2025 

Based on the analysis results in Table 3, the following regression model equation 

was obtained. 

Y   = 1.731 + 0.523 E-com + 0.206 Money – 0.188 Flit 

Std. Error  = (0.367) (0.083) (0.037) (0.073) 

𝑡ℎ𝑖𝑡𝑢𝑛𝑔  = (4.720) (6.321) (5.614) (-2.589) 

Sig.t  = (0.000) (0.000) (0.000) (0.011) 

R Square  = 0.520 

𝑓ℎ𝑖𝑡𝑢𝑛𝑔  = 31,049 

Sig F  = 0.000 
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Classical Assumption Test 

Some requirements need to be met to perform multiple linear regression analysis, 

which is the Classical Assumption Test. The Classical Assumption Test consists of 

several tests, namely the normality test, the multicollinearity test, and the 

heteroscedasticity test. The results of these tests can be presented as follows. 

a. Normality test 

The normality test is conducted to test whether the residuals of the regression 

model created are normally distributed or not. If they have a normal or near-normal 

distribution, the regression model can be considered good. The fulfillment or non-

fulfillment of the normality test can be determined by performing the statistical 

Kolmogorov-Smirnov (K-S) test, which can be seen in Table 4. 

 

Table 4. Normality Test Results. 

  Unstandardized 
Residual 

N  90 
Normal 

superscriptNormal𝑃𝑎𝑟𝑎𝑚𝑒𝑡𝑒𝑟𝑠𝑎,𝑏 

Mean 
.000000 

 Standard 
Deviation 

.35636845 

Most Extreme Differences Absolute .053 
Positive .040 
Negative -.053 

Test Statistics  .053 
Asymp. Sig. (2-tailed)  . 200𝑐,𝑑 

Source: Processed data, 2025 

 

The Kolmogorov-Smirnov (KS) statistic was calculated as 0.053, resulting in an 

Asymp. Sig. (2-tailed) value of 0.200. Since this significance value 0.200 is greater than 

the 5% significance level (α = 0.05), the results confirm that the data are normally 

distributed. 

b. Multicollinearity Test 

The multicollinearity test is performed to examine whether the regression model 

has a correlation among its independent variables. This test of the independent variables 

can be assessed from the Tolerance value or the Variance Inflation Factor (VIF) value. 

VIF is a factor that measures how much the variance of the regression estimator 

coefficient increases compared to orthogonal independent variables when they are 

linearly related. As a benchmark, a model is considered free from multicollinearity if its 

Tolerance value is greater than 10 percent (0.10) or its VIF is less than 10.. The complete 

results of the multicollinearity test are displayed in Table 5. 

. 

Table 5. Multicollinearity Test Results. 

Model 

Collinearity Statistics 

Tolerance VIF 

1 E-com .832 1,201 
 Money .899 1,112 
 F-Lit .788 1,269 

Source: Processed data, 2025 
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Table 5 shows that the model is free from multicollinearity. This can be seen as 

each independent variable has a Tolerance value greater than 10 percent and a VIF value 

less than 10. 

c. Heteroscedasticity Test 

The heteroscedasticity test is performed to determine the inequality of residual 

variances across all observations in a regression model. A good regression model is 

homoscedastic, meaning residuals have constant and/or equal variances. The test is 

performed using the Glejser method. If the probability value is >0.05, the residuals have 

a constant variance. Conversely, if the probability value is ≤0.05, the residuals have a 

non-constant variance. 

 

Table 6. Heteroscedasticity Test Results. 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .225 .217  1,035 .304 
 E-Com .096 .049 .225 1960 .053 
 Money -.013 .022 -.065 -.586 .560 
 F-Lit -.075 .043 -.206 -1,740 .085 

Source: Processed data, 2025 

 

The findings in Table 6 confirm that the heteroscedasticity assumption is not 

violated, as the significance (Sig.) value for every independent variable exceeds the 0.05 

threshold. 

 

Coefficient of Determination Test 

The coefficient of determination (R²) essentially measures how well the model 
explains the variation in the dependent variable. The value of R² ranges from zero to 
one. A low R² value indicates that the independent variables have a limited ability to 
explain the variation in the dependent variable. Conversely, a higher R² value signifies a 
greater proportion of the variability in the dependent variable that the independent 
variables in the model can explain. 

Table 7. Results of the Determination Coefficient Test. 

Model R R Square Adjusted R 
Square 

Standard 
Error of the 

Estimate 

1 . 721𝑎 .520 .503 .36253 

      Source: Processed data, 2025 

 

The analysis summarized in Table 7 reveals that the coefficient of determination 

(R²) stands at 0.520. This figure indicates that the combined influence of e-commerce, 

pocket money, and financial literacy explains 52 percent of the variability in student 

consumer behavior. Conversely, the residual 48 percent of the variance is attributed to 

external variables or factors not incorporated into this specific regression model. 

Simultaneous Regression Coefficient Significance Test (F Test) 

To assess the simultaneous effect, an F-test was performed. This test aimed to 

evaluate the combined influence of e-commerce, pocket money, and financial literacy 

on student consumer behavior. The results of the analysis are presented as follows. 
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Table 8. Results of the F Test (ANOVA Test). 

Model 

Sum of 

Squares 

df Mean F Sig. 

1 Regression 12,242 3 4,081 31,049 . 000𝑏 

 Residual 11,303 86 .131   

 Total 23,545 89    

    Source: Processed data, 2025 

 

1) Hypothesis formula, meaning that E-commerce, Pocket Money, and 

Financial Literacy do not have a simultaneous effect on the consumer 

behavior of PSSEP students at Udayana University.𝐻0:  𝛽1 = 𝛽2 = 𝛽3 = 0 

𝐻1At least one of them, E-commerce (E-Com), Pocket Money 

(Money), and Financial Literacy (F-Lit), has a significant influence on the 

consumer behavior of PSSEP Udayana University students.𝛽𝑖  ≠ 0 (𝑖 =

1,2,3) 
2) Real Level 

The actual level used𝛼 = 0,05 (5%) 

3) Determine the testing criteria 

𝐻0accepted if  𝐹ℎ𝑖𝑡𝑢𝑛𝑔 ≤ 𝐹𝑡𝑎𝑏𝑒𝑙 

𝐻0rejected if𝐹ℎ𝑖𝑡𝑢𝑛𝑔  > 𝐹𝑡𝑎𝑏𝑒𝑙 

4) Calculating test statistics 

Based on the analysis results, the calculated F value is 31.049 and the 

Sig. F value is <0.001. 

5) Conclusion 

Based on the calculation results, the F-statistic value obtained is 31.049 

with a significance level (Sig. F) of 0.001, which is less than α = 5% (0.05). 

Therefore, H₀ is rejected and H₁ is accepted. This indicates that e-commerce, 

pocket money, and financial literacy simultaneously have a significant effect 

on students’ consumptive behavior. This finding is supported by the 

coefficient of determination (R²) value of 0.520, indicating that 52% of the 

variation in students’ consumptive behavior is explained by e-commerce, 

pocket money, and financial literacy. In comparison, the remaining 48% is 

attributed to other factors not included in the model. 

Partial Hypothesis Test (t-Test) 

A partial regression coefficient analysis (t-test) was conducted to examine the 

significance of the independent variables e-commerce, pocket money, and financial 

literacy on the dependent variable, namely student consumer behavior. The results of 

this t-test are presented in Table 9. 

 

Table 9. t-Test Results. 

Variables B T Sig. 

(Constant) 1,731 4,720 .000 

E-Com .523 6,321 .000 

Money .206 5,614 .000 

F-Lit -.188 -2,589 .011 

  Source: Processed data, 2025 
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1. The influence of e-commerce (E-Com) on consumer behavior (Con) 

a. Formulating a hypothesis 

𝐻0:  𝛽1  ≤  0, meaning that e-commerce has no influence on the consumer 

behavior of PSSEP Udayana University students. 

𝐻1:  𝛽1  >  0, meaning that e-commerce partially has a positive and 

significant influence on the consumer behavior of PSSEP Udayana University 

students. 

b. Real Level 

By using significance (α) = 0.05 (5%) or with a confidence level of 95%, 

then df = (nk) 

c. Determine the testing criteria 

𝐻0accepted if  𝑡ℎ𝑖𝑡𝑢𝑛𝑔 ≤ 𝑡𝑡𝑎𝑏𝑒𝑙 

𝐻0rejected if𝑡ℎ𝑖𝑡𝑢𝑛𝑔 > 𝑡𝑡𝑎𝑏𝑒𝑙 

d. Statistical Calculation 

Based on the data analysis using SPSS, the calculated t-value for the e-

commerce variable is 6.321, with a significance value (Sig.) of 0.000 

e. Conclusion 

Based on the t-test results in Table 9, the calculated t-value was 6.321 with 

a significance level of 0.000 < 0.05, thus concluding that H₀ is rejected and H₁ is 

accepted. This means that the e-commerce variable partially has a significant 

effect on student consumer behavior. 

The regression coefficient value of 0.523 indicates a positive relationship, 

meaning that every 1-unit increase in the e-commerce variable will increase 

student consumer behavior by 0.523 units, assuming other variables are held 

constant. Therefore, the higher the intensity of e-commerce use by students, the 

greater their tendency to engage in consumer behavior. 

 

2. The influence of pocket money (Money) on consumer behavior (Con) 

a. Formulating a hypothesis 

𝐻0:  𝛽2  ≤  0This means that pocket money does not partially influence 

the consumer behavior of PSSEP Udayana University students. 

𝐻1:  𝛽2  >  0, meaning that pocket money partially has a positive and 

significant effect on the consumer behavior of PSSEP Udayana University 

students. 

b. Real Level 

By using significance (α) = 0.05 (5%) or with a confidence level of 95%, 

then df = (nk) 

c. Determine the testing criteria 

𝐻0accepted if  𝑡ℎ𝑖𝑡𝑢𝑛𝑔 ≤ 𝑡𝑡𝑎𝑏𝑒𝑙 

𝐻0rejected if𝑡ℎ𝑖𝑡𝑢𝑛𝑔 > 𝑡𝑡𝑎𝑏𝑒𝑙 

d. Statistical Calculation 

 Based on the data analysis using SPSS, the calculated t-value for the 

pocket money variable is 5.614, with a significance value (Sig.) of 0.000 

e. Conclusion 

Based on the t-test results shown in Table 9, the calculated t-value of 5.614 

with a significance level of 0.000 < 0.05 indicates that H₀ is rejected and H₁ is 

accepted. This finding demonstrates that the pocket money variable has a partially 

significant effect on students’ consumptive behavior. The regression coefficient of 

0.206 signifies a positive relationship, meaning that for every one-unit increase in 
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pocket money, students’ consumptive behavior rises by 0.206 units. In other words, 

the more pocket money students receive, the greater their tendency to engage in 

consumptive spending. 

 

3. The influence of financial literacy (F-lit) on consumer behavior (Con) 

a. Formulating a hypothesis 

𝐻0:  𝛽3  ≥  0This means that financial literacy partially does not influence 

the consumer behavior of PSSEP Udayana University students. 

𝐻1:  𝛽3  <  0, meaning that financial literacy partially has a negative and 

significant effect on the consumer behavior of PSSEP Udayana University 

students. 

b. Real Level 

By using significance (α) = 0.05 (5%) or with a confidence level of 95%, 

then df = (nk) 

c. Determine the testing criteria 

𝐻0accepted if  𝑡ℎ𝑖𝑡𝑢𝑛𝑔 ≥ 𝑡𝑡𝑎𝑏𝑒𝑙 

𝐻0rejected if𝑡ℎ𝑖𝑡𝑢𝑛𝑔 < 𝑡𝑡𝑎𝑏𝑒𝑙 

d. Statistical Calculation 

Based on the SPSS analysis results, the calculated t-value for the financial 

literacy variable is −2.589, with a significance value (Sig.) of 0.011. 

e. Conclusion 

Based on the t-test results presented in Table 9, the calculated t-value of 

−2.589 with a significance level of 0.011 < 0.05 indicates that H₀ is rejected and 

H₁ is accepted. This finding confirms that the financial literacy variable has a 

partially significant effect on students’ consumptive behavior. The regression 

coefficient of −0.282 reflects a negative relationship, meaning that for every one-

unit increase in financial literacy, students’ consumptive behavior decreases by 

0.282 units. In other words, the higher the students’ financial literacy level, the 

lower their inclination to exhibit consumptive tendencies. 

 

Discussion of Research Results 

The Simultaneous Influence of E-Commerce, Pocket Money, and Financial 

Literacy on the Consumptive Behavior of Students in the Undergraduate 

Program in Development Economics (PSSEP) at Udayana University. 

Based on the results of the multiple linear regression analysis conducted, it is 

found that the variables of e-commerce, pocket money, and financial literacy 

simultaneously have a significant effect on the consumptive behavior of students in the 

Undergraduate Program of Development Economics (PSSEP) at Udayana University. 

This is indicated by the results of the F test, where the calculated F value is greater than 

the F table and the significance value is less than 0.05. Thus, the three independent 

variables (e-commerce, pocket money, and financial literacy) in this study together can 

explain variations in the consumptive behavior of PSSEP Udayana University students. 

Partially, the e-commerce variable has a positive and significant effect on student 

consumer behavior. This means that the higher the intensity of e-commerce use, the 

higher the tendency of students to consume, including impulsive consumption. The ease 

of transactions, various promotions, and accessibility of online shopping encourage the 

formation of consumer habits in students. Furthermore, the pocket money variable has 

also been shown to have a positive and significant effect on student consumer behavior. 

The more pocket money students receive, the higher their purchasing power, which 
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encourages them to increase spending on both basic and secondary needs. Conversely, 

the financial literacy variable has a negative and significant effect on student consumer 

behavior. This means that the higher the financial literacy of students, the lower their 

level of consumer behavior, because students are better able to control themselves, 

prioritize, and distinguish between needs and wants. 

The findings of this study align with behaviorism theory, which emphasizes the 

stimulus-response relationship. In this case, e-commerce and pocket money act as 

external stimuli that drive student consumer behavior. Repeated purchases that result 

in immediate gratification reinforce these consumer habits. However, financial literacy 

serves as a form of cognitive control that can restrain impulsive responses, thereby 

suppressing consumer behavior. Meanwhile, from a consumer behavior perspective, 

this study demonstrates that student purchasing decisions are influenced by a 

combination of economic factors (pocket money), technological factors (e-commerce), 

and psychological factors (financial literacy). Thus, student consumer behavior is not 

solely driven by rational needs but also influenced by convenience, lifestyle, and the 

individual's ability to manage their financial resources. 

The Influence of E-Commerce on the Consumptive Behavior of Students in the 

Undergraduate Program in Development Economics (PSSEP) at Udayana 

University 

The results of this study indicate that e-commerce has a significant and partial 

positive effect on student consumer behavior. This means that the more students use 

e-commerce, the higher their tendency to engage in consumer behavior. 

The results of this study are supported by research.  Fitria & Desiyanti, 2023This 

suggests that factors influence students' impulsive behavior in purchasing products they 

don't actually need because they feel comfortable and accustomed to the convenience 

available on e-commerce, which triggers consumer behavior in students. Other 

researchMubarokah & Pratiwi, 2022Stated that e-commerce has a significant and 

positive influence on student consumer behavior. High e-commerce site usage leads to 

increased consumer behavior among students. Conversely, low e-commerce usage leads 

to fewer students engaging in consumer behavior. This research finding is also 

supported by research from(Oskar et al., 2022)And(Febriyanti et al., 2024)This states 

that e-commerce partially has a positive influence on consumer behavior. 

The results of this study indicate that e-commerce partially has a positive and 

significant effect on student consumer behavior. This finding can be explained through 

behaviorism theory, which emphasizes the stimulus-response relationship. In this case, 

the stimulus consists of promotions, discounts, product recommendations, and ease of 

access offered by e-commerce. These stimuli elicit student responses in the form of 

purchasing decisions, often impulsive. This response is reinforced by positive 

experiences, such as easy transactions, fast delivery, and shipping bonuses, which further 

shape and repeat consumer behavior. This indicates that student consumer behavior is 

the result of a reinforcement process, consistent with behaviorism theory. 

Furthermore, the research findings can be explained through consumer behavior 

theory, which highlights how individuals make resource-use decisions to meet their 

needs and desires. This research demonstrates that students' purchasing decisions are 

not solely based on rational needs but are also influenced by psychological, social, and 

situational factors. Psychological factors are reflected in impulsive impulses upon 

discovering promotions, social factors are seen through the influence of trends and 

consumer lifestyles, and situational factors are evident in the convenience offered by e-

commerce. Thus, the research findings reinforce consumer behavior theory, where 

students' purchasing behavior is no longer oriented toward basic needs but rather 
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toward convenience, habits, and hedonic impulses triggered by the presence of e-

commerce. 

The Influence of Pocket Money on the Consumptive Behavior of Students in the 

Undergraduate Program in Development Economics (PSSEP) at Udayana 

University. 

The findings of this study demonstrate that pocket money has a partial and 

significant positive effect on students’ consumer behavior. This implies that the greater 

the amount of pocket money received by students, the higher their tendency to increase 

spending both on essential and non-essential needs. These results are consistent with 

previous studies by Ramadani et al. (2024) and Rismayanti & Oktapiani (2020), which 

confirmed that pocket money exerts a positive and significant influence on consumer 

behavior. Similarly, Kumalasari & Soesilo (2019) noted that students often mismanage 

their allowances; when they perceive their monthly funds as insufficient, they tend to 

request additional money to meet their expenses. Hidayah & Bowo (2018) further 

emphasized that an increase in pocket money typically leads to a rise in consumer 

behavior, while a decrease in pocket money results in reduced consumption levels. 

This study reinforces the finding that pocket money partially and significantly 

affects students’ consumer behavior in a positive direction. In essence, the more 

financial resources students possess, the greater their inclination to engage in 

consumption—covering both basic and secondary needs. This phenomenon can be 

explained through behavioral theory (behaviorism), which posits that pocket money 

serves as a stimulus that triggers a behavioral response. The availability of financial 

resources encourages consumption activities, such as purchasing non-essential goods or 

indulging in impulsive buying. Over time, this repetitive behavior is reinforced by the 

temporary satisfaction (reinforcement) students experience after fulfilling their desires 

through spending. Consequently, pocket money acts as an external factor that stimulates 

and sustains consumption patterns, which tend to increase in intensity as students 

receive more funds. 

Moreover, these findings are aligned with consumer behavior theory, which asserts 

that individual decisions in managing financial resources—such as pocket money—are 

influenced by both rational considerations and emotional impulses. Students who 

receive higher allowances generally have greater flexibility in allocating their spending, 

enabling them to fulfill not only their essential needs but also secondary and even 

hedonic desires. This indicates that students’ consumption behavior is shaped not 

merely by practical necessities but also by psychological motives for satisfaction, social 

influence from peers, and lifestyle dynamics. Therefore, as the amount of pocket money 

increases, students are more likely to broaden their consumption patterns and adopt 

more consumptive behaviors, consistent with the principles of consumer behavior 

theory. 

The Influence of Financial Literacy on the Consumptive Behavior of Students in 

the Undergraduate Program in Development Economics (PSSEP) at Udayana 

University 

The findings of this study reveal that financial literacy exerts a partial yet 

significant negative influence on students’ consumer behavior. In other words, as 

students’ financial literacy levels increase, their propensity to engage in excessive or 

impulsive consumption decreases. These findings are consistent with previous studies 

by Mubarokah & Pratiwi (2022) and Oskar et al. (2022), both of which found that 

financial literacy has a negative and significant effect on consumer behavior. Similarly, 

Ramadhani (2019) discovered that the relationship between financial literacy and 

consumer behavior tends to be inconsistent; an increase in financial literacy does not 
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necessarily lead to a change in consumer habits. Meanwhile, Kumalasari & Soesilo 

(2019) emphasized that financial literacy influences decision-making processes, 

including those related to consumption activities. 

This study further supports the idea that financial literacy has a negative and 

significant effect on students’ consumer behavior. A higher level of financial literacy 

equips students with greater awareness and control over their financial decisions, 

thereby reducing their likelihood of engaging in impulsive consumption. From the 

perspective of behavioral theory (behaviorism), financial literacy acts as a cognitive 

control mechanism that shapes individuals’ responses to external stimuli—such as 

promotions, discounts, or the convenience of online shopping. Students who possess 

stronger financial literacy skills are better at exercising self-control, distinguishing 

between needs and wants, and resisting impulsive tendencies. Consequently, elevated 

consumer behavior is often a reflection not only of external influences but also of 

limited self-regulation stemming from low financial literacy. 

Moreover, these findings are in line with consumer behavior theory, which posits 

that purchasing decisions are influenced by knowledge, experience, and resource 

management abilities. Students with a solid understanding of financial literacy tend to 

allocate their finances more prudently, prioritize essential needs, and avoid irrational 

spending. On the other hand, those with limited financial literacy are more susceptible 

to emotional, psychological, and social pressures—such as the desire for social 

recognition or conformity to trends—that drive consumerism. Hence, financial literacy 

serves as a fundamental determinant in shaping students’ consumption patterns. The 

higher an individual’s financial literacy, the stronger their capacity to manage and control 

their consumer behavior effectively. 

 

4. Conclusion 

E-commerce, pocket money, and financial literacy collectively have a significant 

influence on the consumer behavior of students in the Undergraduate Development 

Economics Study Program (PSSEP) at Udayana University. Partially, e-commerce and 

pocket money have a positive and significant influence on consumer behavior, while 

financial literacy has a negative and significant impact, indicating that the higher the 

financial literacy of students, the lower their tendency to engage in consumer behavior.. 
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