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Abstract  

This research is quantitative research. This study aims to describe the influence of economic literacy and social 
environment on impulsive buying behavior through online shop media in Karanggeneng village community. The 
sample used in this study was the Karanggeneng village community, totaling 152 samples. Samples were taken 
through random sampling method. The data collection method used a questionnaire that was applied in the google 
form. The result of this research is that economic literacy has no significant and positive effect on impulsive buying 
behavior, because the value of tcount -2.141 < ttable 1.655. While the social environment has a positive and 
significant effect on impulsive buying behavior, because the value of tcount is 3,221 > ttable 1,655. And the 
combination of economic literacy and social environment has a significant and positive influence on impulsive 
buying behavior, because the calculated f value is 8.918 > f table is 3.06. 
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1. Introduction 
 The era of globalization has had an impact on the development of facilities and infrastructure for shopping, it is 

easy for people to reach the desired products without having to go abroad, namely the development of 
communication technology, which in Indonesia has reached the era of internet-based technology (Sulthoni et al., 
2021). Referring to data from a study entitled The Opportunity of Indonesia initiated by Temasek and Google, 
Indonesia's e-commerce growth has increased along with the growth of internet use in Indonesia (Harahap, 2018). 
This ease of accessing the internet has encouraged consumers to shop online, even today. Online shopping is the 
most popular activity next to e-mail and web browsing (Hermawan, 2017). This shows the ease of obtaining diverse 
goods and convenience in other facilities(Hartiyani Sadu Budanti, n.d.). Besides that, it is not only an online 
shopping site that can be used to offer products that you want to sell, but now many people have started offering 
their products through social media accounts such as WhatsApp, Instagram, Facebook, Twitter, and so on. With the 
sophistication of technology, a person can make purchases of goods without having to meet directly with the seller 
or through a conventional store (Renanita, 2017). Associated with the existence of impulse buying among the 
community, education has an important role in improving quality human resources. Adolescents are mostly students 
or have received education as data on internet usage, the majority of which are teenagers or educated people. As a 
rational teenager, he will decide to make a purchase or consume on the basis of mere emotion. In addition, the 
purchase of goods will provide the highest level of satisfaction compared to other goods or services. This can be 
obtained if you have good economic literacy. 

  Impulse buying is a decision experienced by someone unconsciously or unplanned to buy a product. Reflexive 
impulse purchases occur when consumers are faced with a product, this happens because of their response in 
assessing a product (Dewanti & Haryono, 2021). Mihid & Kursan (2010) dan Virvilaitė et al., (2011) in (Aditya et 
al., 2020) shows that based on empirical and theoretical studies, impulse buying behavior is influenced by a number 
of different factors, ranging from individual, demographic, store, shopping experience, and culture. Impulse buying 
is influenced by two factors, namely internal factors and external factors. Economic literacy or economic literacy is 
an understanding and basic knowledge of economic theory, concepts and applications (Solihat & Arnasik, 2018). 
Economic literacy or what is often referred to as basic economic knowledge (Economic literacy) is the assumption 
that underlies people to be able to think rationally in the economic field, especially economic decision making 
(Stevani & Gumanti, 2019). Mowen and Minor (2001) in (Muslimatul & Rahayu, 2019) added that impulse buying 
occurs because of an impulse that suddenly and spontaneously without regard to the consequences that will be 



 International Conference on Education Innovation and Social Science (ICEISS)   426 

 

 

experienced Economic literacy needs to be instilled and grown from an early age because the ability of economic 
literacy does not arise by itself but is strongly influenced by other people, including the example of (Noneng et al., 
2020). So far, economic literacy will have a positive and significant effect on youth behavior in making decisions 
for impulse buying, because the higher the economic literacy ability of youth, the lower the level of impulsive 
buying behavior. On the other hand, if economic literacy is low, the level of impulse buying will be higher. 
(Sulthoni et al., 2021). It's just that in reality not everyone has sufficient economic literacy to make smart 
decisions(Sina, 2012). 

 In addition to the economic literacy factor that a person has, there are also other factors that trigger someone to 
behave impulsively, namely external factors, one of which is the social environment. Society as consumers need 
basic knowledge of economics in managing income to take decisions in utilizing the resources, they have in order to 
meet their unlimited needs. However, the fact is that in the lives of teenagers today, knowledge of economic literacy 
is very lacking, marked by the existence of impulsive purchases among teenagers. The social environment is where 
individuals relate to one another in separate ways that will have effects on the individual, the influence can be 
positive and negative. As research conducted by (Tjahjono et al., 2018) where the consumer's social environment 
also influences when people want to take and consider decisions. For example, one's experience, the influence of 
neighbors, and the influence of colleagues and even one's own family can also be a factor in someone's decision 
making. decisions in product purchases, (Gusrita & Rahmidani, 2019). And consumers make a purchase because 
they are interested in the product and because of the driving stimuli in the store. (Yuliartini & Sulistyawati, 2014)) 
The social environment influences online purchasing decisions by the public. This means that the better the social 
environment, the higher the online purchasing decisions in the community.  

 The influence of economic literacy and the social environment and supported by advances in technology and 
communication in the internet sector is very influential in people's behavior in impulse buying through online shop 
media. Where now the lack of economic literacy in society and competition in the social environment is very tight, 
causing impulsive buying behavior. And the consumption selection that is carried out no longer shows a person's 
ability to distinguish between basic and urgent needs and which are not basic needs (Hartiyani Sadu Budanti, n.d.). 

 Therefore, the purpose of this study is to describe the effect of economic literacy and social environment on 
impulse buying through online shops in the Karanggeneng village community. 

 
2. Method 

The research uses a quantitative approach to test the hypotheses that are set according to the problem in this 
study. The researcher conducted a quantitative study to measure the effect of economic literacy and social 
environment variables on impulsive buying behavior through online shops in the Karanggeneng village community. 
In this study, a survey design was applied. The population of this research is the entire community of Karanggeneng 
village, and the sampling is carried out with a total of 150 people using simple random sampling technique. A 
survey or questionnaire survey is carried out using a google form. In the questionnaire there are 15 instruments, 
namely 5 instruments for impulse buying variables, 5 instruments for social environment variables, and 5 
instruments for social environmental variables. The analytical technique used in this research is descriptive statistics. 
The hypothesis in this study is that there is a significant influence of economic literacy and social environment on 
impulsive buying behavior in the Karanggeneng village community, and there is no significant effect of economic 
literacy and social environment on impulsive buying behavior in the Karanggeneng village community. 

3. Results and Discussion 

Instrument Test 

a. Reliability Test 
In this study to measure a questionnaire which is an indicator of a variable or construct. Tests can 

be seen in the following table: 
 
Table 1.1 Reliability Test Results 
Variable Cronbach’s 

Alpha 
Role of thumb Description 

Impulse Buying 0,846 0,6 Reliable 
Economic Literacy 0,741 0,6 Reliable 
Social environment 0,787 0,6 Reliable 
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Based on the table above, it shows that this test was carried out in a variable manner, not as a 
question item on each variable, which can be seen from the result that the Cronbach’s alpha value is 
greater than 0.6, so it can be said to be reliable. 

 

Analysis Prerequisite Test 

a. Normality Test 
In this study to determine whether the variables used have a normal distribution or not. The test can 

be seen in the table as follows: 
Table 1.2 Normality Test Results 

Kolmogorove-smirnove Asymp.Sig Criteria 
1,2890 0,072 >0,05 

Based on the table above shows that the value generated in Asymp.sig is 0.072 which can be said 
that the Asymp.sig value is 0.072 greater than 0.05, it can be said that the data is normally distributed. 

b. Linearity Test 
In this study to determine whether there is a linear relationship between the independent variable 

(X) and the dependent variable (Y) significantly or not. The test can be seen in the table as follows: 
 
Table 1.3 Linearity Test Results 

f count f Table Sig 
0,500 1,95 0,873 

Based on the table above, it shows that the calculated f value of 0.500 is smaller than the f table of 
1.95, and the significance value of 0.873 is greater than the alpha value of 0.05, so it can be said that 
there is a significant relationship between the independent variable and the dependent variable. 

c. Multicollinearity Test 
In this study to test whether the regression model found a correlation between the independent or 

independent variables. The test can be seen in the table as follows: 
 
Table 1.4 Multicollinearity Test Results 

Variable Tolerance VIF Description 
X1 (Economic 

Literacy) 
0,971 1,030 Multicollinearity does not 

occur 
X2 (Social 

environment) 
0,971 1,030 Multicollinearity does not 

occur 
Based on the results of the table above, it shows that both trust, advertising, and risk perception 

have a tolerance value greater than 0.1 and a VIF value <10, so it can be said that the data does not 
experience multicollinearity. 

d. Heteroscedasticity Test 
In this study, to test whether in the regression model there is an inequality of variation from the 

residual value of one observation to another observation. Tests can be seen in the following table: 
 
Table 1.5. Heteroskedasticity Testing Results 

Variable t count Sig. Description 
Economic 

Literacy 
0,810 0,419 Heteroscedasticity does not 

occur 
Social 

environment 
-0,078 0,938 Heteroscedasticity does not 

occur 
Based on the table above, it shows that this test uses the Glejser test method whose value is seen 

from t sig. on the variables of Economic Literacy and Social Environment have a sig value greater than 
0.05, it can be said that the data does not occur heteroscedasticity. 

Hypothesis testing 

a. Multiple Regression Analysis 
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In this study, to determine whether the independent variable (X) partially significantly affects the 
dependent variable (Y), the test can be seen in the table as follows: 

 
Table 1.6 Multiple Regression Test Results 

Model 
Unstandardized Coefficients 
B 

Constant 0,000 
Economic Literacy 0,034 
Social environment 0,002 

Based on the results of multiple regression analysis in the table above, the following equation can 
be made: 

Y: a+ b1X1 + b2X2 
Y : 0,000 + 0,034 + 0,002 
From the multiple regression analysis equation in this study, the constant value for the independent 

variable consists of economic literacy and social environment and which will affect the dependent 
variable, namely impulse buying through the regression equation. 

b. Partial Analysis (t Test) 
In this study, to test whether the independent variable affects the dependent variable, the test results 

can be seen in the table as follows: 
 
Table 1.7 T Test Results (Partial) 

Variable Tcount ttable Score Sig. 
Economic Literacy -2,141 1,655 0,034 
Social environment 3,221 1,655 0,002 

Based on the results of the t-test in the table above, it shows that the t-count value for the economic 
literacy variable is -2.141 while the table value is 1.655 so it can be stated that the t-count value is 
smaller than the t-table value. For a significance value of 0.034, which is smaller than an alpha value of 
0.05, it can be interpreted that the economic literacy variable has a negative effect on impulse buying, so 
H0 is accepted, Ha is rejected. 

c. simultaneous effect test (f test) 
In this study, to test whether the independent variables simultaneously affect the dependent 

variable, the test results can be seen in the table as follows: 
 
Table 1. 8 F Test Results (Simultaneous) 

Variable Fcount ftable Score Sig. 
Impulsive 

Buying 
8,918 3.06 0,00 

Based on the results of the simultaneous influence test or f test, it shows that the calculated f value 
is 8.918 > f table of 3.06. Meanwhile, the significance value of 0.00 is smaller than the alpha value of 
0.05, it means that H0 is rejected and H3 is accepted. 

d. Effective Donation 
Based on the results of the correlation analysis and the results of the calculation of the effective 

contribution. test results can be seen in the following table: 
 
Table 1.9 Correlation Analysis Results 

Variable Regression 
coefficient (Beta) 

Correlati
on coefficient 

RSquare 

X1 -0,169 -0,213 0,108 
X1 0,255 0,284 0,108 

• Effective contribution of variable X1 (Economic Literacy) to Y (Impulsive Purchases) 
Formula: SE(X)%=Betax X rxy X 100% 
    SE(X)%= -0,169 X -0,213 X 100% 
    SE(X)%= 3,6%   

• Effective contribution of variable X1 (Economic Literacy) to Y (Impulsive Purchases) 
Formula: SE(X)%=Betax X rxy X 100% 
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     SE(X)%= 0,255 X 0,284 X 100% 
  SE(X)%= 7.25% 

 The total effective contribution is 
SE total = SE X1%+SE X2% 
SE total = 3,6%+7,25% 
SE total = 10.85% 

 
From the calculation of the effective contribution above, it can be seen that the effective 

contribution of the economic literacy variable (X1) to the Impulsive Purchase (Y) is 3.6%. Meanwhile, 
the effective contribution of social environment variable (X2) to impulse buying (Y) is 7.25%. Thus, it 
can be concluded that the X2 variable has a dominant influence on the Y variable than the X1 variable. 
For the total effective contribution is 10.85% or the same as the coefficient of determination (Rsquare) 
regression analysis of 10.8%. 

e. Relative Contribution 
The results of the calculation of the relative contribution can be seen as follows: 

 The relative contribution of economic literacy variable (X1) to impulse buying (Y) 
SR(X)% = SE(X1)% / Rsquare 
SR(X)% = 3,6% / 10.8% 
SR(X)% = 33% 

 The relative contribution of social environment variables (X2) to impulse buying (Y) 
SR(X)% = SE(X2)% / Rsquare 
SR(X)% = 7.25%% / 10.8% 
SR(X)% = 67% 

 Total relative contribution 
SR total = SR(X1)%+SR(X2)% 
SR total = 33%+67% 
SR total = 100% 

Based on the results of the above calculations, it can be seen that the relative contribution of the 
economic iteration variable (X1) to impulse buying (Y) is 33%. Meanwhile, the relative contribution of 
social environment variables (X2) to impulse buying (Y) is 67%. For the total SR is 100% or equal to 1 

 
The results of this study indicate that economic literacy does not have a positive and significant effect on 

impulsive buying behavior, because the value of tcount -2.141 < ttable 1.655, while the significance value is 
0.034 < alpha value of 0.05. And the results of the effective contribution of the economic literacy variable (X1) 
to impulse buying (Y) is 3.6%, while the relative contribution of the economic iteration variable (X1) to impulse 
buying (Y) is 33. The results of this study are in accordance with previous research which has been carried out 
by (Noneng et al., 2020) in which the effect of economic literacy has no significant effect on impulsive buying 
behavior. This means that both people who have high, moderate to low levels of economic literacy do not have 
differences in impulsive buying behavior.  

Then this study, found that the social environment has a positive and significant influence on impulsive 
buying behavior, because the tcount 3,221 > ttable 1,655, while the significance value is 0,002 < alpha value 
0,05. While the effective contribution of the social environment variable (X2) to impulse buying (Y) is 7.25%, 
while the relative contribution of the social environment variable (X2) to impulse buying (Y) is 67%. The results 
of this study are similar to the research conducted by (Noneng et al., 2020) in which the influence of the social 
environment affects impulsive buying behavior.  

The results of this study indicate that economic literacy and the social environment have a positive and 
significant influence on impulsive buying behavior, because the calculated f value is 8.918 > f table is 3.06. As 
for the significance value of 0.00 < alpha value of 0.05. The total effective contribution is 10.85% or the same as 
the coefficient of determination (Rsquare) of the regression analysis which is 10.8%, while the relative 
contribution of the social environment variable (X2) to impulse buying (Y) is 67%. The total SR is 100% or 
equal to 1. The results of this study are relevant to the research conducted by (Noneng et al., 2020) in which the 
influence of economic literacy and social environment has a positive and significant effect on impulsive buying 
behavior. 
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4. Conclusion 
From the research results that have been analyzed, it can be concluded that economic literacy has no positive 

and significant effect on impulsive buying behavior. This shows that people who have high, moderate to low levels 
of economic literacy do not have differences in impulsive buying behavior. In this case, the community has the 
characteristics of consuming, these characteristics are strength, spontaneity, intensity, excitement, and ignorance of 
the consequences. Although economic literacy opens knowledge about the costs, benefits of an item in economic 
activity, in other words to avoid people from behaving irrationally. 

Meanwhile, the results of this study indicate that the social environment has a positive and significant effect on 
impulsive buying behavior. So that the social environment of society plays an important role in consumption 
behavior. This is because society is a social creature, where the surroundings and the process of interaction with 
each other affect people's behavior about how to behave and behave rationally.  

The collaboration between economic literacy and the social environment in the results of this study shows that 
there is a positive and significant influence on impulsive buying behavior. This is logical because economic literacy 
is one of the internal factors that influence consumption behavior. And the social environment is an external factor. 
So economic literacy and the social environment together contribute to impulsive behavior. 

 
5. Acknowledgement  

I would like to thank the University of Muhammadiyah Surakarta ant the Accounting Education Study 
Program as the organizer of the international conference on education innovation and social science and Mr. 
Prof.Dr.Harsono, SU as the supervisor facilitating and helping the running of this research. 

 
6. References 

Aditya, A., Pramestya, K. Y., Lestari, W. P., & Irawan, M. F. (2020). Perilaku Pembelian Impulsif Mahasiswa Di 
Daerah Istimewa Yogyakarta. Managament Insight: Jurnal Ilmiah Manajemen, 15(2), 260–273. 
https://doi.org/10.33369/insight.15.2.260-273 

Dewanti, I., & Haryono, A. (2021). Pengaruh persepsi harga, kontrol diri, dan literasi ekonomi terhadap perilaku 
pembelian impulsif produk baju pada mahasiswa S1 pendidikan ekonomi Universitas Negeri Malang 
angkatan 2017. Jurnal Ekonomi, Bisnis Dan Pendidikan, 1(8), 718–734. 
https://doi.org/10.17977/um066v1i82021p718-734 

Gusrita, D., & Rahmidani, R. (2019). Pengaruh Marketing Mix Dan Lingkungan Sosial Terhadap Keputusan 
Pembelian Online Pakaian Wanita Di Kota Padang. Jurnal Ecogen, 1(4), 944. 
https://doi.org/10.24036/jmpe.v1i4.5674 

Harahap, D. A. (2018). Perilaku Belanja Online Di Indonesia: Studi Kasus. JRMSI - Jurnal Riset Manajemen Sains 
Indonesia, 9(2), 193–213. https://doi.org/10.21009/jrmsi.009.2.02 

Hartiyani Sadu Budanti, M. I. & M. S. (n.d.). Pengaruh Lingkungan Sosial Dan Gaya Hidup Terhadap Perilaku 
Konsumsi Mahasiswa Program Studi Pendidikan Ekonomi Fkip Uns. 1–14. 

Hermawan, H. (2017). Sikap Konsumen Terhadap Belanja Online. WACANA, Jurnal Ilmiah Ilmu Komunikasi, 
16(1), 136. https://doi.org/10.32509/wacana.v16i1.6 

Muslimatul, U. N., & Rahayu, S. A. (2019). Fashion Involvement, Shopping Lifestyle dan Pembelian Produk 
Fashion. Penelitian Psikologi, 10(2), 12. 

Noneng, Supatminingsih, T., Inanna, Hasan, M., & Dinar, M. (2020). Pengaruh literasi ekonomi dan lingkungan 
sosial terhadap perilaku pembelian impulsif melalui online shop pada peserta didik kelas x jurusan ips di sma 
negeri 8 makassar. Intelektiva : Jurnal Ekonomi, Sosial & Humaniora, 02(02), 94–104. 
https://jurnalintelektiva.com/index.php/jurnal/article/download/294/205 

Renanita, T. (2017). Kecenderungan Pembelian Impulsif Online Ditinjau dari Penjelajahan Website Yang Bersifat 
Hedonis dan Jenis Kelamin pada Generasi Y. Indigenous: Jurnal Ilmiah Psikologi, 2(1), 1–6. 
https://doi.org/10.23917/indigenous.v1i1.4457 

Sina, P. G. (2012). Analisis Literasi Ekonomi. Jurnal Economia, 8(2), 135–143. 
Solihat, N. A., & Arnasik, S. (2018). Pengaruh Literasi Ekonomi Dan Gaya Hidup Terhadap Perilaku Konsumtif 

Mahasiswi Pendidikan Ekonomi Universitas Siliwangi. Oikos : Jurnal Kajian Pendidikan Ekonomi Dan Ilmu 
Ekonomi, 2(1), 141–152. 

Stevani, S., & Gumanti, D. (2019). Analisis Tingkat Literasi Ekonomi Mahasiswa STKIP PGRI Sumatera Barat. 
Jurnal Inovasi Pendidikan Ekonomi, 9(1), 11. https://doi.org/10.24036/011041170 



 International Conference on Education Innovation and Social Science (ICEISS)   431 

 

 

Sulthoni, E. D., Studi, P., Akuntansi, P., Keguruan, F., Ilmu, D. A. N., & Surakarta, U. M. (2021). PRODUK 
FASHION DI ONLINE SHOP PADA KALANGAN. 

Tjahjono, A., Semuel, P. H., Karina, R., Pemasaran, J. M., Petra, U. K., & Siwalankerto, J. (2018). Analisa 
Marketing Mix , Lingkungan Sosial , Psikologi Online Pakaian Wanita. Jurnal Manajemen Pemasaran 
Petra, 1(2), 1–9. 

Yuliartini, N. P. E., & Sulistyawati, E. (2014). LINGKUNGAN SOSIAL TERHADAP PERILAKU PEMBELIAN 
IMPULSIF PADA CARREFOUR SUNSET ROAD DI DENPASAR Fakultas Ekonomi dan Bisnis 
Universitas Udayana ( Unud ), Bali , Indonesia Perkembangan teknologi di era globalisasi ini , memunculkan 
persaingan bisnis yang sem. E-Jurnal Manajemen Universitas Udayana, 1083–1099. 

  
 


