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Impact of development technology from product digital wallet a gainst impulse buying is a 

significant phenomenon. This study aims to analyze the effect of perceived ease of use, 

cashback promotions, and financial literacy on impulse buyers of shopeepay users. 

Respondents used were Faculty of Business Economics students at private universities in 

Padang City. This research uses a purposive sampling technique with 80 respondents. The 

validity method was carried out using Confirmatory Factor Analysis (CFA), while multiple 

regression analysis using the STATA application was used to test the research hypothesis. The 

results showed that perceived ease of use and cashback promotions had a positive influence on 

impulse purchases, while financial literacy did not show a significant effect. The contribution 

of this research is to provide a deeper understanding of the factors that influence impulse 

buying in the digital era, especially those related to perceived ease of use, cashback 

promotions, and financial literacy in using shopeepay. 
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INTRODUCTION  

Currently, technological developments are 

increasingly advanced and modern, making human life 

easier. Technological advances have changed the way we 

live our daily lives, one of which is in the financial sector. 

Currently, there are significant changes taking place in the 

financial sector thanks to the adoption of advanced 

technology. Financial technology that is increasingly 

sophisticated and digital is known as financial technology 

(fintech). Fintech is the latest innovation in the financial 

sector that focuses on the use of modern technology 

(Ramadhanty et al., 2021) . One of the products created 

by fintech itself, for example, is an electronic wallet or 

digital wallet which is often referred to as an e-wallet 

(electronic wallet). A digital wallet is a technology that 

allows users to store, send and receive money 

electronically. Technological advances in the financial 

sector have also brought changes in the way of 

transactions, both online and offline transactions 

(Huwaydi & Persada, 2018) . 

Currently there are various types of digital wallets 

such as GoPay, OVO, DANA, ShopeePay, and many 

others. This research focuses on the Shopeepay digital 

wallet, because it is an e-wallet that is growing rapidly. 

Apart from that, Shopeepay has more complete features 

compared to other e-wallets. The Shopeepay E-Wallet or 

Shopeepay application has an immediate cash loan 

feature, apply for a cash loan and there are also low 

interest installments. The presence of the Shopeepay E-

Wallet makes the transaction process easier. The ease of 

using Shopeepay can be felt anytime and anywhere, 

because it can be done online. With Shopeepay, 

generation Z tends to shop more often. Based on the 

results of a survey conducted by (Visa, 2023), with 1000 

respondents in several large cities in Indonesia, it was 

stated that the payment method most used by Indonesian 

Gen Z is digital wallets or E-wallets (89%), followed by 

cards. debit/credit (76%) and QR code (67%). The 

existence of E-wallets currently makes Gen Z shop based 

on momentary desires and without thinking, or what can 

also be called impulsive or what can also be called 

impulse buying.  

Impulse buying is a buying activity carried out 

without careful planning, characterized by decisions made 

quickly and a strong desire to own (Effendi et al., 2020). 

Impulse buying is a decision to buy that is not planned 

beforehand (Roisah & Dianita, 2023) . Impulse purchases 
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using the Shoppepay e-wallet are also influenced by 

several factors such as perceived ease of use, promotions 

cashback and financial literacy. 

Perception of ease is how someone sees the use of an 

application or platform that does not require a lot of effort 

and can be done easily (I'tishom et al., 2020) . Ease of use 

of a system is intended to prevent users from becoming 

bored and does not require a high level of skill when they 

use it (Ernawati & Noersanti, 2020) .Research on impulse 

buying related to perceived ease of use was conducted by 

Ramadany and Artadita (2022), with the millennial 

generation and generation Z in Indonesia, showing that 

perceived ease of use has a positive effect on impulsive 

buying. This is different from research conducted by 

Kusnawan et al (2020) , which states that views on ease 

of use have no influence on impulse buying. 

cashback promotion is a restoration ( refund ) or 

rebate promotion promoted by a marketer in the form of 

returning a certain amount of money when someone buys 

a product or combines it with another product (Abimanyu 

& Hermana, 2023) Cashback is a refund given to 

customers after they complete a transaction. Research on 

impulse purchases related to cashback promotions was 

conducted by Wangi and Andarini (2021) , which showed 

the results that cashback promotions had a positive effect 

on impulse purchases. In contrast to research conducted 

by Prastiwi and Demi (2022), the results show that 

cashback promotions have no influence on impulsive 

purchases. 

Financial knowledge is an understanding of financial 

concepts that aims to achieve financial well-being, this 

involves the ability to control financial information in 

order to make the right decisions in personal financial 

management (Nurulhuda & Lutfiati, 2020). Research on 

impulsive buying related to financial literacy was 

conducted by Ramadany and Artadita (2022), showing 

the results that financial literacy has a positive effect on 

impulsive buying. This is different from research 

conducted by Aulia et al (2023) , which states that 

financial literacy has a negative effect on impulsive 

purchases. 

Based on the explanation above, this research will use 

the variables perceived ease of use, cashback promotions, 

and financial literacy which influence impulsive 

purchases. Because there are still inconsistencies in 

previous research and the researcher also added a variable 

that is rarely used which is associated with impulse 

buying, namely cashback promotions, which is the reason 

the author conducted this research. 

LITERATURE REVIEW 

Perceived Ease of Use Against Impulsive Buying 

Perceived ease is the user's belief that a technology 

can be learned and understood easily based on their 

experience (Abrilia & Sudarwanto, 2022). Convenience 

refers to the level of system capability that can be used 

smoothly and understood quickly, so that users do not 

need to expend additional effort to operate it. Perceived 

ease of use is how confident the user is that using a 

technology will be done without difficulty or excessive 

effort (Sihombing & Juliasari, 2022). Meanwhile, 

according to Rodiah and Melati (2020),  perceived ease 

can be explained as how confident a person is in using 

technology without difficulty. It can be concluded from 

several definitions of perceived ease of use above that 

perceived ease of use is a belief about how easy it is for 

someone to use an application or platform, or it could be 

said that there is no need for special effort or skills to use 

it. 

Perception of ease of use is very influential in the use 

of an application or platform. The easier an application or 

platform is to use, the more comfortable and satisfied it 

will make the user, which will make the user use it more 

often. 

This is reinforced by research conducted by Sanoesi 

and Setiawan (2022)s, showing that the results of 

perceived ease of use have a positive effect on impulse 

buying. Apart from that, there was also research 

conducted by Ramadany and Artadita (2022) on 100 

millennials and generation Z in Indonesia, stating that 

perceived ease of use had a positive effect on impulse 

buying. Therefore, the first hypothesis can be formulated 

as follows: 

H1: Perception of Ease of Use Influences Impulsive 

Purchases Using Shopeepay among FEB Private 

University Students in Padang City. 

Cashback Promotion Against Impulse Buys 

Cashback is an offer where consumers can receive a 

return of part of the cash they paid in the form of virtual 

currency, alternatively they can also get an item or 

product on the condition that they comply with the 

conditions that have been made and set by the cashback 

organizer or company. concerned (Zahri & Prayadi, 2022) 

. Cashback is a type of promotion that gives consumers a 

certain percentage of the funds they spend (either in the 

form of cash, digital currency, or products), but to get 

these benefits consumers are required to fulfill the terms 

and criteria determined by the cashback provider (Wangi 

& Andarini, 2021) . Promotion cashback very influential 
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in impulse purchases using an e-wallet. The bigger the 

cashback they get, the more often they use the e-wallet. 

 

This is similar to research conducted by Naimah et al 

(2023), which shows the results that cashback promotions 

have a positive effect on impulse purchases. Apart from 

that, there was also research conducted by Syamsiyah and 

Nirawati (2024) , which showed the results that cashback 

promotions had a positive effect on impulse purchases. 

Therefore, the second hypothesis can be formulated as 

follows: 

 

H2: Cashback Promotions Have a Positive Influence 

on Impulsive Purchases Using Shopeepay among Private 

University FEB Students in Padang City 

Financial Literacy Influences Impulsive Buying 

Financial literacy is a series of activities that aim to 

improve users 'skills and understanding in managing 

personal finances more effectively (Cahyaningtyas et al., 

2020) . Financial literacy includes the skills to sort 

through financial options, talk about money and financial 

issues without feeling uncomfortable, plan for the future, 

and respond competently to life events that impact daily 

financial decisions (Wahyuni et al., 2022) . Financial 

literacy is very influential in using the Shopeepay e-

wallet, if someone understands financial literacy then they 

understand how to manage their own finances, they will 

use it according to careful consideration and use it for 

their needs, not just a momentary thought to satisfy their 

desires. 

 

This is reinforced by research conducted by Aulia et al 

(2023) showing the results that financial literacy has a 

negative effect on impulsive buying. Therefore, the third 

hypothesis can be formulated as follows: 

H3: Financial Literacy Has a Negative Influence on 

Impulsive Buyers Using Shopeepay in Private University 

FEB Students in Padang City. 

 

Conceptual Framework 

The following is the conceptual framework of the 

research 

  

 

                                            H1 

 
                                         H2 

 
                                           H3 

                                
 

Figure 1. Conceptual framework 

METHODOLOGY 

This research uses a quantitative methodology by 

collecting data by distributing questionnaires using 

Google forms. To analyze the questionnaire, each 

instrument must have a measuring scale. Variables will be 

measured and converted into indicators. These indicators 

can be measured using a Likert scale. Which has a 

preference level from 1-5. The sampling method used was 

non-probability sampling with a purposive sampling 

method, in accordance with specified criteria (active 

students from the faculty of economics and business at a 

private university in Padang City, who have used the 

Shopeepay digital wallet for at least one year).  

This research design uses a cross-sectional approach, 

which makes it possible to examine the relationship and 

influence between the variables studied. The sample in 

this research uses a sample calculation according to 

(Sugiyono, 2017) , where the number of sample members 

is at least 20 times the number of variables studied. So the 

number of samples in this research is 20 x 4 = 80 FEB 

student respondents from private universities in Padang 

City. Validity was tested using Confirmatory Factor 

Analysis (CFA), while the reliability of the research 

instrument was tested using the Cronbach 's Alpha 

technique. To test the hypothesis, data were analyzed 

using multiple regression with the help of STATA version 

21. 

RESULTS AND DISCUSSION  

The population used in this research were students at 

the Faculty of Business Economics at a Private University 

in the city of Padang. The sample collection method used 

was nonprobability sampling, namely purposive 

sampling. The data obtained is based on name, gender, 

major/prodi and university. The aim is to see the data of 

respondents who participated in the research clearly and 

in detail. 
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Table 1Respondent Profile 

Demographics Category 

number 

of 

people) 

% 

Gender 

Man 19 23.8 

Woman 61 76.3 

Total 80 100 

Department / 

Study Program 

Management 43 53.8 

Accountancy 18 22.5 

Economic development 4 5 

Economic Education 10 12.5 

Accounting education 1 1.25 

Economy 3 3.75 

Entrepreneurship 1 1.25 

Total 80 100 

Source: Primary data is processed, 2024 

From Table 1 it can be seen that from a total of 80 

respondents, there are two gender categories, namely men 

and women. Analysis of subject characteristics based on 

gender shows the dominance of female respondents. Of 

the total respondents, 61 were women, reaching 76.3%, 

while the number of male respondents was 19 

respondents with a percentage of 23.8%. It can be 

concluded that the use of Shopeepay is more dominant 

among female respondents. 

From Table 1 it can be seen that out of a total of 80 

respondents, they were divided into 7 study program 

categories: management, accounting, development 

economics, economic education, accounting education, 

economics, and entrepreneurship. Analysis of respondent 

characteristics based on study program shows the 

dominance of students from the management department. 

This can be seen from the total number of respondents, 

where the number of management students was 43, 

reaching a percentage of 53.8%. Meanwhile, accounting 

students numbered 18 respondents with a percentage of 

22.5%, development economics students numbered 4 

respondents with a percentage of 5.0%, economic 

education students numbered 10 respondents with a 

percentage of 12.5, accounting education students 

numbered 1 respondent with a percentage of 1, 25%, 

economics students amounted to 3 respondents with a 

percentage of 3.75, and entrepreneurship students 

amounted to 1 respondent with a percentage of 1.25%. So 

it can be concluded that shopeepay users are mostly used 

by respondents or management students. 

Descriptive Research Variables 

In descriptive analysis of variables, researchers 

attempt to provide a statistical description of the condition 

of each research variable used. The results of data testing 

show descriptive statistics as listed in Table 1: 

Table 2Descriptive Variable Test Results 

Variable 
Number 

of items 
Min Max Average 

Standard 

Deviation 

Pi 6 10 30 21.63 5.57 

Pkp 6 12 30 24.01 4.03 

Lk 5 11 25 20.06 2.97 

PC 3 5 15 11.79 2.33 

 

Based on Table 2, it can be explained in which 

category each variable is located. Variables can be in the 

very low, low, medium, high and very high categories.  

                   
6              10.8           15.6           20.4 21.63   25.2       30 

Figure 1 PI Continuum Line 

Based on Figure 1, it can be explained that the 

impulse buying variable is measured using 6 statement 

items, theoretically producing a score range of 6 to 30. 

The lowest score (6) is obtained from multiplying the 

number of items (6 items) with the lowest score (1), while 

the highest score (30 ) is obtained from multiplying the 

number of items (6 items) with the highest score (5). 

Thus, the theoretical range is 24, if this range is divided 

into five classes according to the respondents' variations 

in each statement, each class will have an interval of 4.8. 

Overall, the average score given by respondents in 

answering all statements related to the impulse buying 

variable was 21.63 with a standard deviation of 5.57. 

Based on the average score, it can be concluded that 

impulse buying is in the high category. 

     
6             10.8            15.6          20.4     24.01 25.2        30 

Figure 2 PKP Continuum Line 

Furthermore, based on Figure 2, it can be explained 

that the perceived ease of use variable is measured using 

6 statement items, theoretically producing a score range 

of 6 to 30. The lowest score (6) is obtained from 

multiplying items (6 items) with the lowest score (1), 

while the highest score ( 30) is obtained from multiplying 

the number of items (6 items) with the highest score (5). 

Thus the theoretical range is 24, if this range is divided 

into 5 classes according to the respondents' variations in 

each statement, each class will have an interval of 4.8. 
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Overall, the average score given by respondents in 

answering all statements related to the perceived ease of 

use variable was 24.01 with a standard deviation of 4.03. 

Based on the average score, it can be concluded that 

the perception of ease of use is in the high category. 

5                9                  13              17   20.06 21          25 

 

Figure 3 LK Continuum Line 

Furthermore, based on Figure 3, it can be 

explained that the financial literacy variable is measured 

using 5 statement items, theoretically producing a score 

range from 5 to 25. The lowest score (5) is obtained from 

multiplying the number of items (5 items) with the lowest 

score (1), while the highest score (25) is obtained from 

multiplying the number of items (5 items) with the 

highest score (5). Thus, the theoretical range is 20, if this 

range is divided into 5 classes according to the 

respondent's variations in each statement, each class will 

have an interval of 4. Overall, the average score given by 

respondents in answering all statements related to the 

literacy variable finance is 20.06 with a standard 

deviation of 2.97. 

Based on the average score, it can be concluded 

that financial literacy is in the high category. 

 

3              5.4              7.8            10.2   11.79 12.6         15 

Figure 4 PC Continuum Line 

Furthermore, based on Figure 4, it can be 

explained that the cashback promotion variable is 

measured using 3 statement items, theoretically producing 

a score range of 3 to 15. The lowest score (3) is obtained 

from multiplying the number of items (3 items) with the 

lowest score (1), while the highest score (15 ) is obtained 

from multiplying the number of items (3 items) with the 

highest score (5). Thus, the theoretical range is 12, if this 

range is divided into 5 classes according to the 

respondents' variations in each statement, each class will 

have an interval of 2.4. Overall, the average score given 

by respondents in answering all statements related to the 

cashback promotion variable was 11.79 with a standard 

deviation of 2.33. 

 

Based on the average score, it can be concluded 

that the cashback promotion is in the high category. 

Validity and Reliability Test 

Table 3Validity and Reliability Test Results 

Factor Loading 
Cronbach's 

Alpha 

    
Factor 

1 2 3  4 

pi1 0.83    

0.87 

pi2 0.81    

pi3 0.76    

pi4 0.51    

pi5 0.80    

pi6 0.70    

pkp1  0.80   

0.90 

pkp2  0.87   

pkp3  0.79   

pkp4  0.85   

pkp5  0.66   

pkp6  0.70   

pc1   0.88  

0.83 pc2   0.99  

pc3   0.60  

lk1    0.57 

0.86 

lk2    0.62 

lk3    0.82 

lk4    0.70 

lk5       0.77 

  

Validity and reliability testing are steps that need to be 

taken before conducting hypothesis testing. The purpose 

of this test is to verify that the instrument used is truly 

valid in measuring the research variables in question. 

Obtained 20 statement items from the variables impulsive 

buying, perceived ease of use, cashback promotions, and 

financial literacy were declared valid because (> 0.50). 

After all items from each variable are declared valid, a 

reliability test is then carried out at the next stage. The 

level or level of significance used can be 0.5, 0.6, 0.7 

according to the needs of the research (Darma, 2021) . In 

this study, a variable is declared reliable if the Cronbach's, 

alpha 's value is > 0.7. Cronbach 's alpha results for the 

impulse buying variable are considered reliable because 

the value is >0.7, namely 0.87. Likewise, the variables 

perceived ease of use, cashback promotions, and financial 

literacy are considered reliable because the Cronbach's 

alpha value is > 0.7, namely 0.90, 0.83, and 0.86. 

 

 

https://doi.org/10.52330/jtm.v22i2.287


YOMA / JOURNAL OF TECHNOLOGY AND MANAGEMENT - VOL. 22 NO. 2 (2024) 57-64 

 

Yoma, et al.  DOI: 10.52330/jtm.v22i2.287 62 

Multiple Linear Regression Test 

Table 4Multiple Linear Regression Test Results 

PI Coef Std. Err Q 
p> I t 

I 

{95% Conf. 

Intervals } 

PKP .5369922 .1625043 3.30 0.001 .213337 .8606475 

PC .7226145 .2936821 2.46 0.016 .1376959 1,307,533 

LK .695671 .1940713 0.36 0.721 -.3169593 .4560935 

Cons -1,183,035 3,674,523 -0.32 0.748 -8,501,482 6,135,412 

Prob > F = 0.0000 

R-squared = 0.4229 

 

Based on Table 2, the regression model can be 

obtained in this study as follows: 

Y = a + b 1 X 1 + b 2 X 2 + b 3 X 3 + e 

Buying = -1.1830 + 0.5369 (PKP) + 0.7226 (PC) + 

0.6956 (LK). 

 

Based on data analysis carried out by researchers, 

these results can be used to test hypotheses in research. 

Hypothesis testing is carried out by evaluating coefficient 

values and P-values. The hypothesis is declared accepted 

if the P-Values < 0.05 (Yurindera, 2020) . The following 

are the results of hypothesis testing from the regression 

model as listed in Table 2: 

First, perceived ease of use shows a positive influence 

with a coefficient of 0.5369922 and a significance value 

of P>I TI of 0.001, which is smaller than 0.05. Therefore, 

the researcher concludes that the hypothesis H1 which 

states "Perceived ease of use has a positive effect on 

impulse purchases using Shopeepay" is accepted and 

there is sufficient evidence to support this statement. 

The results of this research are in line with and 

supported by previous research, conducted by Ramadany 

& Artadita (2022) , which stated that perceived ease of 

use has a positive effect on impulse buying. 

Both cashback promotions show a positive influence 

with a coefficient of 0.7226145 and a significance value 

of P>ITI of 0.016, which is smaller than 0.05. Therefore, 

the researcher concludes that H2 which states " cashback 

promotions have a positive effect on impulse purchases 

using Shopeepay" is accepted and supported by sufficient 

evidence. 

The results of this research are in line with and 

supported by previous research, conducted by Wangi & 

Andarini (2021) , which shows that cashback promotions 

have a positive effect on impulse purchases 

Third, financial literacy shows a positive influence 

with a coefficient of 0.695671 with a significance value 

of P>ITI of 0.721, which is greater than 0.05. Therefore, 

the researcher concludes that H3 which states "Financial 

literacy has a negative effect on impulse purchases using 

Shopeepay" is rejected and there is insufficient supporting 

evidence. 

The results of this research are in line with and 

supported by previous research conducted by (Roscaeni, 

2024) , which stated that financial literacy has no effect 

on impulse buying. 

CONCLUSION 

Conclusion 

Purpose of the research This is to determine the 

influence of perceived convenience, cashback 

promotions, and financial literacy on the impulse 

purchases of Shopeepay users. The results of this 

research show that of the three hypotheses put forward 

there are two hypotheses that are accepted, namely 

perceived ease of use has an effect on impulsive buying 

and cashback promotions have an effect on impulsive 

buying, while there is one hypothesis that is rejected, 

namely financial literacy has no effect on impulsive 

buying 

Suggestions 

In accordance with the results of the tests that have 

been carried out from the research, conclusions can be 

drawn as suggestions for companies and for students. 

Suggestions for Companies: 1). ShopeePay must improve 

the application to be more practical and easier. 2). 

Shopeepay must increase existing promotions to attract 

consumers. Suggestions for Students: 1). Not easily 

influenced by systems that are easily used to make us 

behave in a way that will harm ourselves. 2). It's smarter 

not to be fooled by promotions on e-wallet platforms 

which will cause us to make impulse purchases. 3). 

Increase financial literacy so that you can manage 

finances that should or should not be spent 

REFERENCES 

Abimanyu, R., & Hermana, C. (2023). The Influence of 

Price Perceptions and Cashback Promotions on 

Purchasing Decisions on the Tokopedia 

Marketplace. Scientific Journal of Educational 

Vehicles, 9 (1), 398–408. 

https://doi.org/10.5281/zenodo.7545920 

Abrilia, ND, & Sudarwanto, T. (2022). The Influence of 

Perceptions of Convenience and Service Features 

on Interest in Using E-Wallets in Fund Applications 

in Surabaya. Commerce Education, 8 (3), 1006–

1012. 

Aulia, TN, Suryadi, E., & Safitri, H. (2023). The 

Influence of E-Wallet Use and Financial Literacy 

on Impulsive Buying Behavior. Owner: Accounting 

https://doi.org/10.52330/jtm.v22i2.287
https://doi.org/10.5281/zenodo.7545920


YOMA / JOURNAL OF TECHNOLOGY AND MANAGEMENT - VOL. 22 NO. 2 (2024) 57-64 

 

DOI: 10.52330/jtm.v22i2.287  Yoma, et al. 63 

Research & Journal, 7 (3), 2010–2020. 

https://doi.org/10.33395/owner.v7i3.1601 

Cahyaningtyas, SR, Ramadhani, RS, & Isnaini, Z. (2020). 

Financial Literacy Education for the Mekarsari 

Narmada Village Community. Independent 

Community Service Journal, 1 (2), 86–90. 

https://doi.org/10.29303/independent.v1i2.19 

Darma, B. (2021). Research Statistics Using SPSS 

(Validity Test, Reliability Test, Simple Linear 

Regression, Multiple Linear Regression, T Test, F 

Test, R2). Guepedia. 

Effendi, S., Faruqi, F., Mustika, M., & Salim, R. (2020). 

The Influence of Sales Promotion, Electronic Word 

of Mouth and Hedonic Shopping Motivation on 

Impulsive Buying on the Shopee Application. 

Journal of Accounting and Management, 17 (02), 

22–31. https://doi.org/10.36406/jam.v17i02.332 

Ernawati, N., & Noersanti, L. (2020). The Influence of 

Perceived Benefits, Ease of Use and Trust on 

Interest in Using the OVO Application. STEI 

Management Journal, 1 (2), 27–37. 

https://doi.org/10.58344/jii.v1i6.90 

Huwaydi, Y., & Persada, SF (2018). Descriptive Analysis 

of Go-Pay Users in Surabaya. ITS Engineering 

Journal, 7 (1), 1–5. 

https://doi.org/10.12962/j23373539.v7i1.28827 

I'tishom, M.F., Martini, S., & Novandari, W. (2020). 

Price Perceptions on Consumer Attitudes and 

Decisions to Use Go-Pa. Influence of Perceived 

Benefits, Perceived Convenience, Perceived Risk 

Dany. Journal of Economics, Business, And 

Accounting, 22 (4), 514–532. 

Kusnawan, A., Andy, Hernawan, E., Silaswara, D., & 

Sefung, T. (2020). The Effect of Digital Payments 

on Millennial Consumer Purchase Decisions. TEST 

Engineering and Management, 82 (5116), 5116–

5129. www.alexa.com 

Naimah, S., Komariah, K., & Saori, S. (2023). Analysis 

of Advertising, Cashback Promotion, and Flash 

Sale on Online Impulse Buyingtitle Analysis of 

Advertising, Cashback Promotion, and Flash Sale 

on Online Impulse Buying. Management Studies 

and Entrepreneurship Journal, 4 (6), 9671–9681. 

http://journal.yrpipku.com/index.php/msej 

Nurulhuda, E. Soraya, & Lutfiati, A. (2020). Analysis of 

Factors That Influence Financial Literacy. 

Economics And Business, 2 (02), 111–134. 

https://doi.org/10.34005/kinerja.v3i01.966 

Prastiwi, W., & Demi, K. ayu S. (2022). Analysis of the 

Effect of Brand Ambassadors, Refunds and Price 

Discounts on Consumer Impulsive Purchases on the 

Shopee Online Shopping Site (Case Study of 

Consumers Who Have Made At Least One 

Transaction on the Shopee Online Shopping Site). 

Indonesian Journal of Business Economics, 17 (01), 

72–83. 

Ramadany, C., & Artadita, S. (2022). The Influence of 

Financial Literacy, Perceived Ease of Use, 

Perceived Benefits of Using Shopee Paylater on 

Impulsive Buying Behavior in Generation Z in 

Indonesia. YUME : Journal of Management, 6 (1), 

606–614. 

Ramadhanty, VD, Indra Permana, R., Rida, B., Fauzia, S., 

& Rakhmawati, NA (2021). Factor Analysis of 

Digital Wallet Use Among Surabaya Higher 

Education Students. Journal of Informatics 

Engineering and Information Systems, 8 (1), 312–

322. http://jurnal.mdp.ac.id 

Rodiah, S., & Melati, IS (2020). The Influence of Ease of 

Use, Benefits, Risk and Trust on Interest in Using 

E-Wallets among the Millennial Generation in 

Semarang City, Faculty of Economics, Semarang 

State University. Economic Education and 

Entrepreneurship Http://E-

Journal.Ivet.Ac.Id/Index.Php/Jeee Influence, 1 (2), 

66–80. 

Roisah, R., & Dianita, W. (2023). The influence of sales 

promotions and shopping enjoyment on impulse 

purchases on Shopee e-commerce. Service 

Management Triangle: A Journal…, 5 (1), 1–19. 

http://ejurnal.ars.ac.id/index.php/jsj/article/view/12

04%0Ahttp://ejurnal.ars.ac.id/index.php/jsj/article/d

ownload/1204/695 

Roscaeni, K. (2024). The Influence of Financial Literacy 

and Peers on Impulsive Buying Behavior in 

Students of the Faculty of Islamic Economics and 

Business Iain Syekh Nurjati Cirebon. 

Sanoesi, RNWO, & Setiawan, H. (2022). The Influence 

of Perception of Ease, Benefits, Intensity of Use, 

Lifestyle on Impulse Buying among Shopee 

Paylater Users. Business Management and 

Accounting Innovation Seminar (SIMBA), 4, 1–25. 

Sihombing, DA, & Juliasari, FA (2022). Analysis of 

Perceived Ease of Use and Perceived Benefits of 

Gofood Consumer Purchase Interest among Ibm 

asm Students. 5th NCBMA (Pelita Harapan 

University, Indonesia) “The Opportunity of Digital 

and Technology Disruption” 18, 21–28. 

sugiyono. (2017). Quantitative Qualitative Research 

Methods and R&D. In Bandung Alf (p. 143). 

Syamsiyah, AD, & Nirawati, L. (2024). The Influence of 

Live Streaming, Flash Sale, and Cashback on 

Impulse Buying Behavior among Shopee E-

Commerce Users in Surabaya Awwaliya. Al-Kharaj 

: Journal of Sharia Economics, Finance & 

https://doi.org/10.52330/jtm.v22i2.287
https://doi.org/10.33395/owner.v7i3.1601
https://doi.org/10.29303/independent.v1i2.19
https://doi.org/10.36406/jam.v17i02.332
https://doi.org/10.58344/jii.v1i6.90
https://doi.org/10.12962/j23373539.v7i1.28827
www.alexa.com
http://journal.yrpipku.com/index.php/msej
https://doi.org/10.34005/kinerja.v3i01.966
http://jurnal.mdp.ac.id/
http://ejurnal.ars.ac.id/index.php/jsj/article/view/1204%0Ahttp:/ejurnal.ars.ac.id/index.php/jsj/article/download/1204/695
http://ejurnal.ars.ac.id/index.php/jsj/article/view/1204%0Ahttp:/ejurnal.ars.ac.id/index.php/jsj/article/download/1204/695
http://ejurnal.ars.ac.id/index.php/jsj/article/view/1204%0Ahttp:/ejurnal.ars.ac.id/index.php/jsj/article/download/1204/695


YOMA / JOURNAL OF TECHNOLOGY AND MANAGEMENT - VOL. 22 NO. 2 (2024) 57-64 

 

Yoma, et al.  DOI: 10.52330/jtm.v22i2.287 64 

Business, 6 (5), 5024–5036. 

https://doi.org/10.47467/alkharaj.v6i5.2119 

Wahyuni, SF, Radiman, R., Jufrizen, J., Hafiz, MS, & 

Gunawan, A. (2022). Model of Personal Financial 

Management Practices Based on Financial Literacy, 

Future Orientation and Spiritual Intelligence in 

Generation "Y" in Medan City. Owner, 6 (2), 1529–

1539. https://doi.org/10.33395/owner.v6i2.780 

Wangi, LP, & Andarini, S. (2021). The Influence of Flash 

Sales and Cashback on Impulse Buying Behavior 

among Shopee Users. Journal of Business and 

Management Strategy Studies, 5 (1), 79–91. 

https://doi.org/10.35308/jbkan.v5i1.3424 

Yurindera, N. (2020). The Influence of Perceptions and 

Attitudes on Motivation and Their Impact on Online 

Purchasing Decisions During the Pandemic. 

Journal of Business Management, 23 (3), 309–320. 

Zahri, C., & Prayadi, CA (2022). The Influence of Cash 

Back and Transfer Payment Programs on Honda 

Car Purchasing Decisions at Pt. Deli Kencana 

Palace, Medan. Dharmawangsa Warta, 16 (3), 346–

357. https://doi.org/10.46576/wdw.v16i3.2229 

 

https://doi.org/10.52330/jtm.v22i2.287
https://doi.org/10.47467/alkharaj.v6i5.2119
https://doi.org/10.33395/owner.v6i2.780
https://doi.org/10.46576/wdw.v16i3.2229

