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Abstract 

Purpose ofthis reseach: (1) the effect of the ease of transactions using 

shopeepay on student consumptive behavior. (2) the effect of promotion on 

student consumptive behavior. (3) the influence of hedonism lifestyle on 

consumptive behavior. (4) the joint effect of the ease of transactions using 

shopeepay, promotions, and hedonism lifestyle on student consumptive 

behavior. This type of research uses quantitative research with a correlation 

research design. Population used Accounting Education Students in 

semester 1 to semester 7 with a total of 374 students. The samples were 177 

students based on the Issac and Michael tables using the random sampling. 

Data collection techniques using online questionnaires google form with 

data analysis techniques multiple linear regression analysis. The results 

obtained are: 1) The ease of transactions using Shopeepay has no effect on 

student consumptive behavior. Based on the t test value 0,905 <t table 

1,973. A significance value of 0,367 > 0,05 with an effective contribution of 

1,4%. 2) Promotion has an effect on student consumptive behavior. Based 

on t test 2,383 > t table 1,973. A significance value of ,018 <0,05 with an 

effective contribution of 6,78%. 3) The hedonism lifestyle influences student 

consumptive behavior. Based on t test 5,534 > t table 1.973. A significance 

value of 0,000 <0,05 with an effective contribution of 19.15%. 4) The ease 

of transactions using shopeepay, promotions and hedonism lifestyles 

together influence student consumptive behavior. Based on the results of the 

significance F test with an F table value of 2.66. With a calculated F value 

of21,784. So that the independent variable affects the dependent variable. 

The coefficient of determination (R2) is 27,4%.  

INTRODUCTION  
The era of globalization that is increasingly developing creates a change in the mindset of 

humans who tend to rely more on technology. According to (Pear, 2015) behavior can be 
interpreted as all activities carried out by someone. Behavior is carried out due to instinct factors 
from within. Consumptive behavior can lead to positive and negative attitudes mostly teenagers 
(Sari, 2018). The resulting positive attitude that is cause satisfaction for teenagers this is because 
they feel satisfied can mix and match items purchased so as to create fashion trends, Besides that, 
it also creates conditions that have never been felt before Trying to buy things I never owned 
before. negative attitude arising from consumptive behavior, namely increased individualism and 
considers the pleasure of life only by having luxury goods (Insana & Johan, 2021). In addition, 
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consumptive behavior makes students unable manage finances well (Rochmawati & Dewi, 2020). 
Dewi et al (2021) indicators of consumptive behavior include the following: 1) Buying an item 
because of the frills of giving a discount, 2) Buying an item because of the attractive packaging, 3) 
Buying an item just for seeking social recognition, 4) Buying an item without thinking about its 
benefits, 5) Buying an item because it is influenced by an advertising model, 6) Buying something 
goods because they feel the goods are of high value, 7) Buying an item with 2 types of different 
brands. 

Factors that influence consumer behavior include 1) Cultural factors where all consumption 
activities are considered as a culture and keep up with technological developments that are 
increasingly developing so that it makes it easier for someone to make transactions in buying and 
selling activities. 2) Culture in which a person's behavior arises from a company's marketing 
strategy to attract customers such as giving promotions. 3) Social class where this is caused by 
the lifestyle of someone who is interested in a product due to seeking social recognition or being 
influenced by one's lifestyle (Simamora, 2000). In today's era of sophistication financial 
technology increased rapidly. All students are involved in e-commerce by leveraging the latest 
available technology. Sophistication financial technology which is widely used, namely ShopeePay 
which is found in the Shopee Application (Wahidin et al., 2021). The use of ShopeePay is very 
beneficial for students, one of which makes it easier to process buying and selling transactions on 
ecommerce. In this case students do not need to come to the bank to make payments, payments 
can be made anywhere. In addition, the many attractive offers offered by ShopeePay have 
attracted some students to use ShopeePay's services. 

Ease of transaction, using ShopeePay provides a lot cashback for consumers (Suranto et al., 
2022). ShopeePay is a payment service online available on the Shopee Application. The 
convenience of transactions using ShopeePay greatly influences someone to shop in bulk online 
on the Shopee Application (Falah, 2021). There are several features offered on shopeepay that can 
support transaction activities both online and offline transactions. These features include topping 
up ShopeePay balances which can be done at several nearby minimarkets or by filling in balances 
using m-banking.  The positive impact given by the existence of technological sophistication in the 
field financial technology in the form of ShopeePay is very widely felt by students. In addition, the 
ease of transactions can encourage students to feel helped to carry out the buying and selling 
process on market place with the transaction facility provided 

The benefits derived from the ease of transactions using ShopeePay include making it easier 
for students to make transactions without having to take a long time and can be done anywhere 
and anytime. According to (Hassanin, 2018) several indicators that can be used to measure 
perceived convenience include: 1) easy to learn. 2) easy to get. 3) easy to operate. The thing that 
causes students to be interested in transactions using ShopeePay is because of promotions quite 
a lot to offer. Promotion can be interpreted as a method used by a company to attract the attention 
of consumers to buy goods or services produced by a company (Nurrohyani & Sihaloho, 2020). 
One of the offers given when transactions use ShopeePay is by giving cashback with the aim of 
attracting consumer interest. Consumers will get cashback from sellers every time they buy goods 
or services on the Shopee application. Promotion cashback what is offered provides benefits for 
students, one example of the benefits is being able to save expenses. The benefits obtained can 
also be in the form of refunds or points that can be used for subsequent transactions (Amelia & 
Fikriyah, 2020). 

Apart from students, companies also benefit from promotional strategies cashback with the 
increasing number of ShopeePay usage. Promotion cashback in this case a refund can be in the 
form of points and also a discount. Indicators that can be used to measure promotions including: 
(1) the amount of the refund returned, (2) in accordance with the sales contract, (3) the timeframe 
for the refund (Alamsyah & Saino, 2021). According to Hasyim (2022) another indicator is 
promotion that can be measured are: 1) Discounted prices. 2) Giving ShopeePay points. 3) 
Cashback ShopeePay.  There is a promotion provided by the shopee application, can lead to 
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hedonism lifestyle patterns among students. The hedonism lifestyle can be interpreted as a habit 
carried out by a group of people or teenagers which usually occurs in urban areas (Sukarno & 
Indrawati, 2020). Adolescent lifestyles are usually influenced by the surrounding environment, or 
influenced by peers (Hastuti et al., 2019). This behavior is carried out by most teenagers in urban 
areas due to being recognized by other teenagers. In addition, most teenagers want to look 
attractive from other friends. The characteristics of teenagers who have a hedonism lifestyle 
include; (1) usually tend to want to be seen living in luxury, (2) their usual friendship cycle only 
want to be with teenagers who have the same luxurious lifestyle, (3) consumptive behavior 
increase because they will feel less satisfied when they don't buy trendy items (Vivian, 2020).  

Based on observations and interviews with several students Accounting Education 
Muhammadiyah University of Surakarta shows that student consumption behavior is more 
towards consumptive behavior. This is due to by several factors including the ease of transactions 
using ShopeePay supported by the ease of operating Shopeepay and also offering more given 
when transactions use ShopeePay. In addition, promotions that given quite a lot when making 
transactions using ShopeePy encourage students to spend more time shopping on line. Trends 
that are developing among students are also creating hedonism lifestyle increases because 
students tend to like to buy goods without thinking about the benefits. They tend to buy used 
goods satisfy momentary desires and also to seek social recognition without think of the item as 
a primary need, function, and value the goods. So the purpose of this research is to find out 
whether convenience transactions using ShopeePay, promotions and lifestyle hedonism influence 
on student consumptive behavior. The resulting impact from consumptive behavior, that is, 
students cannot manage finances properly well and also the student will feel the pressure if his 
desire is not fulfilled (Sa'idah & Fitrayati, 2022).  

 

METHOD 
This research is a quantitative research with a correlational research design. The research was 

conducted from March to April 2023. Population used Accounting Education Students semester 1 
to semester 7 with a total of 374 students. Based on this population, a sample of 177 students was 
taken based on the Issac Michael table in the journal (Wijaya, 2017) with using technique random 
sampling with online questionnaires google form by testing the research instrument, namely the 
validity test by testing 30 respondents with the results of 28 statement items declared valid with 
the value of r count > value of r table and the reliability test obtained the value Cronbach Alpha of 
each variable > 0.6. 

The prerequisite test with the first one to test the normality of the results shows that the 
variables of ease of transaction using ShopeePay, promotions, hedonism lifestyle, and 
consumptive behavior are normally distributed. This is shown by the results of a significance of 
0.200 can be interpeted normally. The second is linearity test results of the linearity test on the 
variable ease of transaction using ShopeePay are worth 0.003 <0.005, so it can be said that the 
variable ease of transaction using ShopeePay does not have a linear relationship to consumptive 
behavior. The promotion variable has a worth of 0.146 > 0.005, so that it can be said linier to the 
consumptive behavior variable. The hedonism lifestyle variable 0.143 > 0.005, so that it can be 
said linier to the consumptive behavior variable. The third test is the multicollinearity test. The 
test results can be said to be free of multicollinearity if the value collinearity tolerance > 0.1 and 
satistics VIF < 10 (Ghozali, 2018). Based on the results of value calculations tolerance of all 
independent variables have values > 0.10 and have statistic VIF of <10 means that there is no 
correlation between the independent variables. The fourth is the heteroscedasticity test that the 
variables of ease of transaction using ShopeePay, promotions, hedonism lifestyle, and 
consumptive behavior have a significance value of > 0.05 so that it can be concluded from the data 
that heteroscedasticity does not occur and is suitable for use in testing. After the prerequisite tests 
are met, the next step is the data analysis technique using multiple linear regression analysis to 
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be able to determine the research hypothesis which consists of the t test, F test, test the coefficient 
of determination (R2), effective contribution. 

 
RESULTS 

Multiple linear regression analysis was performed to calculate between two or more 
variables used in the study. This analysis used how much influence there is between the variables 
of ease of transaction using shopeepay (X1), promotions (X2), hedonism lifestyle (X3), and 
consumptive behavior (Y). Here are the regression results: 

 
Table 1,  Multiple linear regression analysis

Coefficientsa 

Model 

Unstanda
rdized 
Coefficien
ts 

Standardized 
Coefficients 

t Sig. B 
Std. 
Error 

Bet
a 

1 (Constant) 6,937 3,122  2,222 ,028 

Kemudahan 
Transaksi 
Mengunakan 
Shopeepay 

,056 ,062 ,06
4 

,905 ,367 

Promosi ,283 ,119 ,18
2 

2,382 ,018 

Gaya Hidup ,500 ,090 ,39
5 

5,534 ,000 

a. Dependent Variable: Perilaku Konsumtif 
 
a. T test  

The t test was perfomed to find out how much each independent variable affects the dependent 
variable. The t test has test criteria with a significance level of  0.05. In addition, the decision to 
test using the t test can be done by looking at if the t count value > t table then H0 is rejected 
and Ha is accepted, and if the t count value < t table then H0 is accepted and Ha is rejected. 
 
 
Table 2, t test 

Based on table t test, the following results are obtained: 
1. The t-test coefficient on the variable ease of transaction using shopeepay is 0.905 

<t table 1.973. Significance value of 0.367 > 0.05. This means that the variable ease 
of transactions using shopeepay has no effect on the consumptive behavior 
variable so it can be concluded that H1 is scored. 

2. The t test coefficient on the promotion variable is 2.384 > t table 1.973. The 
significance value is 0.018 <0.05. This means that the cashback promotion variable 

No. Variabel  t 
hitung 

t tabel Signifikansi  

1.  Ease of transaction using 
shopeepay 

0,905 1,973 0,367 

2. Promotion  2,382 1,973 0,018 
3. Hedonism lifestyle 5,534 1,973 0,000 
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affects the consumptive behavior variable so that it can be concluded that H2 is 
accepted. 

3. The t test coefficient on the hedonism lifestyle variable is 5.534 > t table 1.973. The 
significance value is 0.000 <0.05. This means that the hedonism lifestyle variable 
influences the consumptive behavior variable so that it can be concluded that H3 
is accepted. 

b. F test  
The F test is used to test whether the independent variables have a significant effect on the 
dependent variable together. If the significance value is < 0.05 and the calculated F value is > 
from the F table value, it can be said that the independent variable has a significant effect on 
the dependent variable. 
 
Table 3,  F test 
 

ANOVAa 
Model Sum of 

Squares 
df Mean 

Square 
F Sig. 

1 Regress
ion 

166,351 3 55,450 21,7
84 

,000b 

Residua
l 

440,360 173 2,545   

Total 606,712 176    
a. Dependent Variable: Perilaku Konsumtif 
b. Predictors: (Constant), Gaya Hidup, Kemudahan Transaksi Mengunakan 
Shopeepay, Promosi 

Figure 2. F test 
 

The calculation results obtained a significance value of 0.000 <0.05 with an F table value of 2.66. 
With a calculated F value of 21.784 or a calculated F value of 21.784 > from F table 2.66. so that 
regression is feasible to use to predict consumptive behavior or in another sense the variable 
ease of transactions using shopeepay, promotions, and hedonism lifestyles together influence 
the consumptive behavior of Accounting Education students at the Muhammadiyah University 
of Surakarta. 

c. Coefficient of determination (R2) 
The fundamental weakness of using R-squared is that there is a bias in the number of 
independent variables included in the research model (Ghozali, 2018). 

 
Table 4,  Coefficient of determination (R2) 

 
Model Summary 
Mod
el R 

R 
Square 

Adjusted R 
Square 

Std. Error of 
the Estimate 

1 ,524a ,274 ,262 1,595 

a. Predictors: (Constant), Gaya Hidup , Kemudahan Transaksi 
Menggunakan Shopeepay, Promosi 

The Adjusted R Square value is 0.274, which means that the independent variable (X) has an 
effect on the dependent variable (Y) of 27.4%. And 72.6% is influenced by other variables. 

 

DISCUSSION 
Based on the results of research on multiple linear regression tests it can be explained that: 
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a. The Effect of Ease of Transactions Using Shopeepay on Consumptive Behavior of 
Accounting Education Students at the Muhammadiyah University of Surakarta 

Based on results the t test to variable ease of transaction using shopeepay worth 0.905 <t 
table 1.973. significance of 0.367 > 0.05 an effective contribution of 1.4% means that it has a 
negative effect on consumptive behavior. Means students feel that use financial technology 
shopeepay is not a technological changes that greatly affect buying and selling activities and they 
think that the convenience offered by shopeepay does not affect student consumptive behavior. 
According to Noverin's research (2022) the effect of perceived ease of use and perceived trust in 
using shopeepay on consumptive behavior during the Covid-19 pandemic which proves that 
perceived ease of use of ShopeePay has no effect on consumptive behavior because students are 
used to using shopeepay services so that has no effect on consumptive behavior. However, 
different from research by Fitria (2022) regarding the analysis of the use of shopeepay on 
consumptive behavior. 
b. The Effect of Promotion on Consumptive Behavior of Accounting Education Students at 
the Muhammadiyah University of Surakarta 

The result research on the promotion variable has a positive effect on consumptive behavior 
worth 2.383 > t table 1.973. A significance of 0.018 <0.05 with an effective contribution of 6.78%. 
Which means the offer is given financial technology shopeepay in the form of promotions  making 
students shop more for necessities, this affects student consumptive behavior to increase. 
According to research conducted by Sidik's (2021) regarding the influence of perceived 
convenience, perceived benefits, promotions It is wallet and the peer environment on the 
consumptive behavior of students who use shopeepay which proves that promotions  influence 
on consumptive behavior due to promotions given when transacting using shopeepay makes 
students feel that the promotions offered are very attractive so that student consumptive 
behavior increases. Besides that it is also in accordance with research by Fauziah et al. (2022) in 
his research the features offered by ecommerce effect on consumptive behaviour. It means 
promotion positive effect on consumptive behavior.  
c. Hedonism Lifestyle Against Consumptive Behavior of Accounting Education Students, 
Muhammadiyah University of Surakarta 

The results of the third hypothesis research on the hedonism lifestyle variable has a effect on 
consumptive behavior worth 5.534 > t table 1.973. A significance of 0.000 <0.05 with an effective 
contribution of 19.15%. Which means that the hedonism lifestyle of students influences 
consumptive behavior, this is because most students will be affected by a trend that is developing 
among students. According research by Putri (2018) regarding the effect of financial literacy and 
a hedonistic lifestyle on consumptive behavior in Bandung Islamic University management 
students who prove that the hedonistic lifestyle influences consumptive behavior due to the living 
habits of students who buy goods to meet their needs without thinking about the benefits of 
causing consumer behavior increases. Besaides that by research conducted by Rahmat’s (2020) 
the hedonism lifestyle has a positive effect on consumptive behavior. 
d. The Influence of Ease of Transactions Using Shopeepay, Promotions and Hedonism 
Lifestyle on Consumptive Behavior of Accounting Education Students at Muhammadiyah 
University of Surakarta 

The results of the fourth hypothesis are the calculation results obtained a significance value 
of 0.000 <0.05 so that regression is feasible to use to predict consumptive behavior or in another 
sense the variable ease of transactions using shopeepay, promotion, and the lifestyle of hedonism 
together influence the consumptive behavior of Accounting Education students at the 
Muhammadiyah University of Surakarta. This research is in accordance with Ramadhani's 
research (2022) in his research showing the ease of transactions using shopeepay, promotions 
and lifestyle have an effect on student consumptive behavior. 

 
CONCLUSION 
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Based on the results of the research and discussion, it can be concluded that: 1) The variable 
ease of transactions using shopeepay does not affect the consumptive behavior of Accounting 
Education students at the Muhammadiyah University of Surakarta. 2) There is an influence 
between promotions on consumptive behavior of Accounting Education students at the 
Muhammadiyah University of Surakarta. 3) There is an influence between the hedonism lifestyle 
on the consumptive behavior of Accounting Education students at the Muhammadiyah University 
of Surakarta. 4) There is a joint influence between the ease of transactions using shopeepay, 
promotions and hedosnim lifestyle on the consumptive behavior of Accounting Education 
students at the Muhammadiyah University of Surakarta. 

The limitation of this study lies in the number of respondents who answered the questionnaire 
items at random and the possibility that the respondents did not understand the statements 
contained in the questionnaire items. In addition, there is also one variable that has no effect, 
namely the ease of transaction using ShopeePay. Based on the limitations of this research, the 
suggestions given to further researchers are to choose respondents who are willing to fill out the 
questionnaire statements seriously in accordance with reality. In addition, it is hoped that further 
research can add other variables that can influence consumptive behavior or those related to 
consumptive behavior. 

 
REFERENCES 

Alamsyah, N., & Saino, S. (2021). Pengaruh fitur produk dan promosi cashback terhadap keputusan pembelian. 

Akuntabel, 18(4), 624–634. https://journal.feb.unmul.ac.id/index.php/AKUNTABEL/article/view/9888 

Amelia, F., & Fikriyah, K. (2020). Hubungan Promo Cashback Terhadap Loyalitas Pelanggan Muslim Surabaya 

Dalam Pelayanan Digital Wallet Ovo. Jurnal Ekonomika Dan Bisnis Islam, 3(2), 108–115. 

https://doi.org/10.26740/jekobi.v3n2.p108-115 

Dewi, L. G. K., Herawati, N. T., & Adiputra, I. M. P. (2021). Penggunaan E-Money Terhadap Perilaku Konsumtif 

Mahasiswa Yang Dimediasi Kontrol Diri. EKUITAS (Jurnal Ekonomi Dan Keuangan), 5(1), 1–19. 

https://doi.org/10.24034/j25485024.y2021.v5.i1.4669 

Falah, M. N. (2021). Kembali Shopeepay Di Kota Malang Saat Pandemi Covid-. Jurnal Ilmiah Mahasiswa FEB, 

9(2), 1–18. https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/7272 

Fauziah, G. U., Nurochani, N., & Nopianti, N. (2022). Pengaruh Fasilitas (Fitur) E-Commerce Shopee Terhadap 

Perilaku Konsumtif Mahasiswa (Studi Kasus Mahasiswa Stei Ar-Risalah Ciamis). AT-TAWASSUTH:Jurnal 

Ekonomi Islam, Volume VII No. II Juli–Desember 2022: 254 - 267, 5(3), 248–253. 

Fitria, E. (2022). Analisis Penggunaan Aplikasi Shopeepay Terhadap Perilaku Konsumtif Mahasiswa Manajemen 

Universitas Labuhanbatu. ARBITRASE: Journal of Economics and Accounting, 3(2), 276–280. 

https://doi.org/10.47065/arbitrase.v3i2.481 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 Edisi 9. In Semarang: Badan 

penerbit Universitas Diponegoro. Variabel Pemoderasi. E-Jurnal Akuntansi Universitas Udayana: Vol. 23 

(2) (Issue 1470). Badan Penerbit Universitas Diponogoro, Semarang. 

Hassanin, M. A. A. (2018). Pengaruh Citra Merek, Fitur, Kualitas Produk, Dan Harga Terhadap Keputusan 

Pembelian Smartfren Android. Paper Knowledge . Toward a Media History of Documents, 2012, 22–43. 

Hastuti, S., Padmawati, M. Y., & Harsono. (2019). Literasi Ekonomi dan Gaya Hidup Mahasiswa. Seminar 

Nasional Pendidikan Pengembangan Kualitas Pembelajaran Era Generasi Milenial 2019, 86–91. 

Hasyim, U. (2022). Model Minat Penggunaan Kembali Melalui Kepuasaan Pelanggan : Promosi Cashback dan E-

Service Quality (Literature Review Manajemen Pemasaran). Jurnal Manajemen Pendidikan Dan Ilmu Sosial 

(JMPIS), 3(1), 385–402. 

Insana, D. R. M., & Johan, R. S. (2021). Analisis Pengaruh Penggunan Uang Elektronik Terhadap Perilaku 

Konsumtif Mahasiswa. Relasi : Jurnal Ekonomi, 17(2), 413–434. https://doi.org/10.31967/relasi.v17i2.494 

Noverin, A. D. (2022). Pengaruh Persepsi Kemudahan Dan Persepsi Kepercayaan Penggunaan Shopeepay 

Terhadap Perilaku Konsumtif Pada Saat Pandemi Covid-19., 33(1), 1–12. 

https://dspace.uii.ac.id/handle/123456789/41436 

Nurrohyani, R., & Sihaloho, E. D. (2020). Pengaruh Promosi Cashback pada OVO dan Go-Pay Terhadap Perilaku 

Konsumen Mahasiswa Fakultas Ekonomi dan Bisnis Universitas Padjadjaran. Ekonomikawan: Jurnal Ilmu 

Ekonomi Dan Studi Pembangunan, 20(1), 12–25. https://doi.org/10.30596/ekonomikawan.v20i1.3764 

Pear, G. M. & Joseph. (2015). Modifikasi Perilaku Makna dan Penerapannya (10th ed.). Pustaka Pelajar. 

https://issn.brin.go.id/terbit/detail/20220820441418411
https://dspace.uii.ac.id/handle/123456789/41436


The 2nd International Conference on Education  
Innovation and Social Science, July 2023 

ISSN (Online): 2961-9602 
 

 
Page 607 

 

Putri, M. K. (2018). Pengaruh Literasi Keuangan dan Gaya Hidup terhadap Perilaku Konsumtif pada Mahasiswa 

Manajemen Universitas Islam Bandung. 1110–1115. 

Rahmat, A., Asyari, A., & Puteri, H. E. (2020). Pengaruh Hedonisme dan Religiusitas Terhadap Perilaku Konsumtif 

Mahasiswa. EKONOMIKA SYARIAH : Journal of Economic Studies, 4(1), 39. 

https://doi.org/10.30983/es.v4i1.3198 

Ramadhani, G. P. (2022). Pengaruh Penggunaan E-Wallet Shopeepay dan Promosi Cashback terhadap Perilaku 

Konsumtif Mahasiswa. 09, 35–42. 

Rochmawati, & Dewi, I. A. K. (2020). Pengaruh Money Attitude terhadap Perilaku Pengelolaan Keuangan Pribadi: 

Pengetahuan dan Financial Self-Efficacy Sebagai Moderasi. Jurnal Pendidikan Ilmu Sosial, 30(2), 123–134. 

Sa’idah, F., & Fitrayati, D. (2022). Analisis Pengaruh Literasi Ekonomi dan Gaya Hidup Hedonis Terhadap Perilaku 

Konsumtif Mahasiswa di Era Pandemi Covid-19. Jurnal Paedagogy, 9(3), 467. 

https://doi.org/10.33394/jp.v9i3.5288 

Sari, D. E. (2018). Pendidikan Literasi Keuangan melalui Program Kemitraan dengan Bank untuk Mengurangi 

Perilaku Konsumtif pada Mahasiswa. Jurnal Pendidikan Ilmu Sosial, 28(1), 22–30. 

Sidik, P. A. (2021). Pengaruh Persepsi Kemudahan, Persepsi Manfaat, Promosi E-Wallet Dan Lingkungan Teman 

Sebaya Terhadap Perilaku Konsumtif Mahasiswa Pengguna Shopeepay. 1–24. 

http://djournals.com/arbitrase/article/view/481%0Ahttps://djournals.com/arbitrase/article/download/481/342 

Simamora, B. (2000). Panduan Riset Perilaku Konsumen. Gramedia Pustaka Utama. 

Sukarno, N. F., & Indrawati, E. S. (2020). Hubungan Konformitas Teman Sebaya Dengan Gaya Hidup Hedonis 

Pada Siswa Di Sma Pl Don Bosko Semarang. Jurnal EMPATI, 7(2), 710–715. 

https://doi.org/10.14710/empati.2018.21702 

Suranto, S., Efita Sari, D., Narimo, S., Ulfatun, T., Hadi Mustofa, R., Suwandi, J., Fahmi Johan Syah, M., Jatmika, 

S., Nur Wahyudi, T., Chairil Asmawan, M., Annang Setiyawan, Y., & Azhar Hendawan, H. (2022). 

Optimalisasi Penggunaan Digital Marketing Melalui Sosial Media Dan E-Commerce Pada Industri Kecil 

Menengah Di Desa Kingkang, Kabupaten Klaten. Jurnal Pengabdian Kepada Masyarakat), 6(1), 123–136. 

http://ejurnal.ikippgribojonegoro.ac.id/index.php/J-ABDIPAMAS 

Vivian, S. (2020). Pengaruh Brand Image dan Gaya Hidup Hedonis Terhadap Keputusan Pembelian Konsumen 

Generasi Z pada Produk Starbuck. Jurnal Transaksi, 12(1), 51–66. 

Wahidin, M., Setiyani, L., & Alfredo, A. (2021). Analisis Tingkat Penerimaan Merchant ShopeePay di Karawang 

Menggunakan Pendekatan Technology Accetance Model (TAM). Eminar Nasional : Inovasi & Adopsi 

Teknologi 2021 “Implementasi Cybersecurity Pada Operasional Organisasi,” September, 226–235. https://e-

journal.rosma.ac.id/index.php/inotek/article/view/130  

Wijaya, A. (2017). Tabel Penentuan Jumlah Sampel Isaac Dan Michael Untuk Tingkat Kesalahan 1 %, 5 %, Dan 

10 %. Universitas Esa Unggul. https://ejurnal.esaunggul.ac.id/  

 

 

 

 

https://issn.brin.go.id/terbit/detail/20220820441418411

