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ABSTRACT 

Consumptive behavior is a purchasing behavior that is no longer based on rational considerations. The 
purpose of this study is to examine how lifestyle and digital payments affect bold consumption, using 
self-control as a moderating factor. This study uses a quantitative research type and uses a descriptive 
approach. The location of the study was at UIN Maulana Malik Ibrahim Malang, for the population in 
this study all students of UIN Maulana Malik Ibrahim Malang whose purchases were made through 
the Shopee app with a digital payment system. This study uses a nonprobability sampling method using 
a sample and a purposive sampling technique size of 155 respondents. The method of gathering data 
involves sending out surveys via a Google form.. This study uses SEM PLS as an approach to data 
analysis. This study found that lifestyle influences online the consumption patterns of students at UIN 
Maulana Malik Ibrahim Malang who use the Shopee application, digital payments influence online 
consumptive  behavior in UIN Maulana Malik Ibrahim Malang students who use the Shopee 
application, in addition, self-control cannot moderate between lifestyle and online the consumption 
patterns of students at UIN Maulana Malik Ibrahim Malang who use the Shopee application, and self-
control cannot moderate between digital payments and online the consumption patterns of students at 
UIN Maulana Malik Ibrahim Malang who use the Shopee application. 
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INTRODUCTION  

The rapid development of digital technology in various parts of the world has made 

people switch to choosing easy, fast, practical things that are done by utilizing the internet. 

Advances in information technology and the internet make it easier for people to shop online 

using electronic media in e-commerce transactions. E-commerce is a buying and selling 

process that takes place online through electronic platforms such as the Internet (Cashman, 

2007). The steadily increasing number of internet users annually is fueling the remarkable 

growth observed in e-commerce (Bahtiar, 2020). The increasing growth of e-commerce in 

Indonesia has caused changes in shopping patterns. Consumers who initially bought goods 

directly in stores now buy goods online (Nurmalia et al., 2024), with this, consumptive 

behavior has increased because shopping can be done from home. Based on  Naning (2022), 

consumptive behavior constitutes a reaction where individuals consume items or services 

they do not require, propelled only by the pursuit of fleeting satisfaction.. If someone acts 

without rational consideration, such as the desire to have too many luxury goods just to 

satisfy pleasure, then this is called consumptive behavior (Nurmalia et al., 2024). In this case, 
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consumption is no longer about the need for the goods, but for other reasons such as gaining 

social recognition through a modern lifestyle (Wahyuni et al., 2019). According to ECBD 

(2024) Indonesia in 2024 occupies the highest position as a country with E-Commerce Growth 

Projections.  

Consumptive behavior is affected by a variety of factors. One theory offering an 

explanation for these determinants is the Theory of Planned Behavior (TPB)  (Putra & 

Sinarwati, 2023). First introduced by Ajzen (1991)  the Theory of Planned Behavior (TPB) 

explains that behavioral intention and resulting action are influenced by attitudes towards the 

behavior, subjective norms, and perceived behavioral control (Ajzen, 2005). Subjective norms 

relate to individual attitudes reflected in their lifestyle and perceptions of behavioral control 

related to the ease of digital payments, which can then influence a person's intention to 

behave consumptively.  

The first factor in this study that influences consumptive behavior is lifestyle, referring 

to research conducted by Putra & Sinarwati (2023) lifestyle can influence consumptive 

behavior, the higher the lifestyle, the higher the consumptive behavior. According to Kotler & 

Keller (2016), and Risnawati et al., (2018) Lifestyle is the way a person lives his life, which is 

reflected in his activities, interests, opinions, and how he manages time and spends money in 

interacting with his environment. However, lifestyle is often not a basic need but is influenced 

by the desire to follow trends and not want to be left behind by others (Thamrin & 

Achiruddin, 2021). Referring to research by Rakhman & Pertiwi (2023) lifestyle has a strong 

influence on consumptive behavior when shopping online, the tendency to follow trends on 

social media to be accepted by their group makes individuals shop based on their desires and 

become more consumerist. This lifestyle can reflect consumptive behavior that shows a 

person's choice in using their time and money (Azizah, 2020). Concerning this matter, a study 

by Abdullah & Suja'i (2022) found that lifestyle has a positive and significant impact on 

consumptive behavior. In contrast, research conducted by Sudiro & Asandimitra (2022) 

reported that lifestyle does not affect consumptive behavior.  

In addition to lifestyle, according to research by Insana & Johan (2021), the use of 

electronic money has been shown to encourage consumptive behavior among students which 

ultimately increases their spending. The convenience offered by electronic money is a factor 

that can strengthen and influence students' tendency toward consumptive thinking. This 

shows that today's society has changed into a modern society that wants convenience in 

meeting its needs thanks to technology. So, one of the causes of increasing consumptive 

behavior is the convenience offered by digital payment methods. Digital payments are 

described by Kussujaniatun et al., (2020) as an online mechanism or system utilized by 

consumers for product purchases. Supporting the relevance of this concept, Naufalia (2022) 

study found that digital payment variables are related to consumptive behavior.. In addition, 

research by Rahayu & Mulyadi (2023) states that digital payments have an effect on 

consumptive behavior in society. Meanwhile, another study conducted by Putri & Setyono 

(2023) states that digital payments do not have a positive and significant influence on 

consumptive behavior. 

Referring to Juniar (2023) consumptive behavior can be influenced by several factors, 

one of which is self-control, in this study, self-control is a moderating variable. Individuals 

who cannot control themselves tend to buy goods or services that are not needed, solely to 
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follow trends or to improve their image and acceptance in society. Ideally, someone who has 

good self-control can make decisions with careful consideration. Individuals are better able to 

control their emotions and personal impulses, so they are wiser in managing consumptive 

behavior, especially in terms of buying goods or services. However, not all individuals have a 

good level of self-control. As a result, these individuals often shop without thinking about real 

needs and tend to get caught up in consumptive patterns that are influenced by the 

environment or current trends (Rahmita, 2023).  

Among the factors influencing lifestyle is self-control Afifah & Pratama (2024) This 

ability to control oneself is important for reducing the likelihood of falling into deviant 

patterns. (Rachmat et al., 2024) further elaborate that high self-control enables individuals to 

control their lifestyle, whereas low self-control impairs the ability to manage personal 

satisfaction and pleasure, which can lead to a deviant lifestyle. Supporting the significance of 

self-control, a study by Rahmita (2023) showed that the self-control variable moderates the 

negative relationship between lifestyle and consumptive behavior. This means that a 

consumer with effective self-control will be less consumptive and better able to manage their 

emotions and personal urges.. Meanwhile, research conducted by Agasi & Aryani, (2024) 

stated that self-control cannot moderate lifestyle against consumptive behavior. 

The development of trends from time to time also triggers someone to always follow 

the development of these trends, this if not balanced with self-control will cause various kinds 

of losses (Putri & Setyono, 2023). An example of the development of current trends in digital 

payments. This excessive digital payment fosters an instant culture among its users, this non-

cash payment also encourages an increase in consumptive culture because of the 4 

conveniences, benefits, trust, influence of others, and intensity of use in the use of digital 

payments (Bhoopathy & Kanagaraj, 2023). In addition, in the purchasing process, self-control 

has an important contribution, because self-control can make someone able to control and 

carry out useful actions including shopping (Dzihan, 2022). However, according to research 

by Saputra & Suyanto (2023), self-control cannot moderate the relationship between digital 

payments and consumptive behavior.  

With this explanation, the object used in this study is the Shopee application. 

According to data from Website Databoks.katadata (2023), Shopee became the e-commerce 

platform with the most visits in Indonesia throughout the first - fourth quarter of 2023. Shopee 

as one of the leading online shopping applications in Indonesia has succeeded in dominating 

the online shopping realm, especially among women and Generation Z (Said et al., 2023). In 

addition, the Shopee application was chosen because it has many payment methods (digital 

payments) that make it easier for users to make transactions. According to the Pew Research 

Center, generation Z is between 1997 and ending in 2012 where this phase shows more stable 

socio-economic progress and rapid development of information technology. In this study, the 

category of Generation Z chosen was UIN Maulana Malik Ibrahim Malang students in the age 

range of 18-27 years. Students are close to online shopping behavior, this is by the research of 

Ulya et al., (2023) which states that students currently tend to have a consumptive attitude 

towards online shopping. Meanwhile, the Islamic university UIN Maulana Malik Ibrahim 

Malang was chosen because it succeeded in achieving the title of the 16th best Islamic 

university in the world according to UniRank 2024, and on the website uin.malang.ac.id it is 

stated that UIN Maulana Malik Ibrahim Malang is also ranked first as the best State Islamic 
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Religious University (PTKIN) in Indonesia, fourth place for national Islamic universities, and 

first place for Islamic campuses in East Java. It is hoped that an educational background on an 

Islamic campus can contribute to research related to consumptive behavior in Muslim 

students. In addition, the selection of subjects is also based on the suitability of the self-control 

variable which plays a role in the moderation of consumptive behavior, by Islamic teachings 

which prohibit its followers from being consumerists. Therefore, self-control is an important 

factor in this study. 

The objectives of this research are to assess the impact of lifestyle on consumptive behavior, 

examine the effect of digital payments on consumptive behavior, and determine how self-

control moderates the relationships between lifestyle and consumptive behavior, and between 

digital payments and consumptive behavior. This study combines several studies, namely 

from Agasi & Aryani (2024) and Saputra & Suyanto (2023) with the same variables but using 

specific subjects for Students at Islamic Universities. 

 

LITERATURE REVIEW 

Lifestyle 

Kotler & Keller (2016) describe lifestyle as a person's behavioral patterns, reflected in 

their activities, interests, and views. This concept captures how individuals behave and 

interact with their environment and in everyday life. According to Sutisna (2001), lifestyle 

refers to a person's way of life, discernible through their activities (how they spend time), 

interests (what they value in their environment), and views on themselves and the world. 

There are three indicators measured in lifestyle according to Setiadi (2013) activities, interests, 

and opinions. The research of Fitriyani et al., (2023) showed that lifestyle has a significant 

influence on consumptive behavior. In line with this research, the research of Abdullah & 

Suja'i, (2022) found a significant influence between lifestyle and consumptive behavior. Based 

on previous research, this study suspects that lifestyle affects consumptive behavior. 

H1: Lifestyle influences online consumptive behavior. 

 

Digital Payment 

According to Tarantang et al., (2019) The digital payment system is the transfer of 

money from consumers to sellers, where the payment system uses technology, no longer 

physical money, processed and received in non-physical form. Digital payment indicators 

according to Gosal & Linawati (2008) are perceived ease of use, perceived benefits, perceived 

credibility, social influence, and intensity of use. According to Nubika (2018), the digital 

payment system is a buying and selling transaction process carried out using an application 

on an electronic device as a means of payment. In the study of Mursita et al., (2024) there was 

a positive and significant influence between the use of digital payments on consumptive 

behavior, in line with the study, further research by Rahayu et al., (2023) showed that digital 

payments affected people's consumptive behavior. Based on previous research, this study 

suspects that there is an influence between digital payments on consumptive behavior.  

H2: Digital payments influences online consumptive behavior.  
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Consumptive Behavior  

Consumptive behavior is a condition when someone cannot resist the urge to buy 

unnecessary goods without considering the main function of the goods (Ancok, 1995). This 

definition shows that people who behave consumeristically are more likely to buy goods 

based on desire rather than need. Khan (2006) describes consumptive behavior as the entire 

process, involving both mental decisions and physical actions, from obtaining and evaluating 

to using and disposing of goods and services. According to Fromm (1995) there are 4 

indicators of consumptive behavior seen from the characteristics of consumptive behavior, 

namely: fulfillment of desires, goods beyond reach, unproductive goods, and status. 

 

Self Control 

Self-control, defined as the capacity to manage internal impulses, emotions, and direct 

one's behavior (Blackhart, 2011) and (Chaplin, 2011), encompasses indicators such as 

behavioral, cognitive, and decision-making control (Averill, 1973). This ability is crucial, as 

research demonstrates that self-control influences consumptive behavior (Al Arif & Imsar, 

2023), with higher self-control being associated with lower consumptive tendencies (Annafila 

& Zuhroh, 2022). Beyond a direct link, studies have also explored its moderating role, for 

instance, Rahmita (2023) found that self-control moderates the relationship between lifestyle 

and consumptive behavior. Furthermore, digital payments significantly impact consumptive 

behavior (Lestari et al., 2022), often linked to the ease of electronic transactions that influences 

shopping preferences (Tang et al., 2021). Building upon these prior findings, this study 

hypothesizes that self-control moderates the influence of lifestyle on consumptive behavior. It 

is also proposed that self-control moderates the effect of digital payments on consumptive 

behavior, potentially by enabling individuals to suppress impulsive digital spending habits. 

H3: Self-control moderates the influence of lifestyle on online consumptive behavior 

H4: Self-control moderates the influence of digital payments on online consumptive behavior. 

 

METHODOLOGY 

This study uses quantitative research and a descriptive approach. The location of the 

study at UIN Maulana Malik Ibrahim Malang, for the population in this study is all students 

of UIN Maulana Malik Ibrahim Malang who have shopped on the Shopee application with a 

digital payment system and are between 18 and 27 years old. This study uses a nonprobability 

sampling technique with a purposive sampling method with a sample size of 155 respondents. 

The data collection technique uses primary data by distributing questionnaires in the form of 

a Google form using a Likert scale of 1 to 5 and secondary data from books, journal articles, 

reports and other Internet sources. To analyze the collected data, this study employed the 

Partial Least Squares Structural Equation Modeling (PLS-SEM) technique. This method 

involves evaluating the measurement model (outer model) through validity and reliability 

tests. Furthermore, the structural model (inner model) was examined, including R-Square, F-

Square, and Q-Square tests for model suitability, along with testing the study's hypotheses. A 

specific moderation test was also performed to determine the moderating role among 

variables. All PLS-SEM analyses were executed using SmartPLS version 3 software. 

RESULTS AND ANALYSIS 
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Respondent Characteristics 

This questionnaire was distributed to students studying at the State Islamic University 

of Maulana Malik Ibrahim Malang. The number of respondents in this study was 155 students 

who had shopped on the Shopee application using a digital payment system at least once. The 

following are the results of the respondent analysis based on the specified criteria: 

 

 

Table 1. Research Result 

 

Description Frequency Percentage 

Gender   

Male 46 29,7% 

Female 109 70,3% 

Total 155 100% 

Age   

18-20 18 11,6% 

21-24 137 88,4% 

25-27 0 0% 

Total 155 100% 

Strata   

S1 153 98,7% 

S2 2 1,3% 

S3 0 0% 

Total 155 100% 

Faculty   

Medicine and Health Sciences 7 4,5% 

Science and Technology 25 16,1% 

Economics 54 34,8% 

Psychology 17 11% 

Sharia 25 16,1% 

Humanities 9 5,8% 

Faculty of Education and 

Teaching 

16 10,3% 

Post Graduate 2 1,4% 

Total 155 100% 

Frequency of Purchases Using Digital Payments for One Month 

1-2 times 37 23,9% 

3-5 times 75 48,4% 

6-10 times 9 5,8% 

>10 times 34 21,9% 

Total 155 100% 

Product Category   

Grooming and Beauty 65 41,9% 

Health 3 1,9% 

Electronic 7 4,5% 

Fashion 49 31,6% 

Food and Drinks 22 14,2% 
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Home Supplies 2 1,4% 

Books and Stationery 0 0% 

Tickets, Vouchers and Services 4 2,6% 

Others 3 1,9% 

Total 155 100% 

Total Expenses for One Month 

< Rp 100.000 19 12,3% 

Rp. 100.000-Rp. 250.000 67 43,2% 

Rp. 250.001- Rp. 500.000 57 36,8% 

Rp. 500.001-Rp. 750.000 8 5,1% 

Rp. 750.001- Rp.1.000.000 2 1,3% 

>Rp. 1.000.000 2 1,3% 

Total 155 100% 

Digital Payment Method 

Shopeepay 92 59,4% 

Shopeepay Later 32 20,6% 

Transfer Bank 28 18,1% 

Debit/ Kredit Card 3 1,9% 

Total 155 100% 
Source: Data processed by researchers (2025) 

 Based on the respondent characteristics table above, female gender dominates this 

study with 109 respondents out of a total of 155 respondents. The majority of respondents are 

aged 21-24 years and are dominated by undergraduate students with the majority coming 

from the faculty of economics. The majority of respondents use the digital payment system to 

shop on the Shopee application 3-5 times. And the most purchased product categories are care 

and beauty then fashion. Based on spending for one month for shopping on the Shopee 

application, the majority of respondents spend money ranging from IDR 100,000 - IDR 250,000. 

and finally, the majority of respondents often use the Shopeepay digital payment system as 

many as 92 respondents out of a total of 155 respondents. 

 

Validity Reliability 

According to Ghozali and Latan (2015), the measurement model test shows how the 

latent variable that is being measured is reflected in manifest variables, also known as 

observed variables.  The purpose of the measurement model evaluation is to assess the 

model's validity and dependability.  It can be considered convergent valid if the loading factor 

value is greater than 0.5 to 0.6 (Ghozali & Latan, 2015).  According to Yamin and Kurniawan 

(2011), if the average variance extract (AVE) value is more than 0.50, it is said to have 

discriminant validity.  Cronchbach's alpha and Composite dependability values can be used 

to determine dependability.  To satisfy the requirements for reliable or high reliability, the 

Cronchbach's alpha and Composite Reliability values must be more than 0.70 (Ghozali & 

Latan, 2015). 

Table 2. Validity and Reliability 

Variable Item Outer 

Loading 

Cronbach's 

Alpha 

Composite 

Reliability 

AVE 

Lifestyle 
X1.1.1 0,809 

0,846 0,883 0,559 
X1.1.2 0,833 
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X1.2.1 0,729 

X1.2.2 0,667 

X1.2.3 0,682 

X1.3.1 0,750 

 

 

Digital Payment 

 

 

 

X2.1.1 0,763 

0,926 0,938 0,603 

X2.1.2 0,708 

X2.2.1 0,752 

X2.2.2 0,733 

X2.3.1 0,805 

X2.3.2 0,846 

X2.4.1 0,861 

X2.4.2 0,735 

X2.5.1 0,681 

X2.5.2 0,855 

Online Consumptive 

Behavior 

Y1.1.1 0,816 

0,944 0,952 0,690 

Y1.1.2 0,851 

Y1.1.3 0,880 

Y1.2.1 0,827 

Y1.3.1 0,856 

Y1.3.2 0,824 

Y1.3.3 0,781 

Y1.4.1 0,821 

Y1.4.2 0,815 

Self Control 

Z1.1.1 0,918 

0,920 0,938 0,719 

Z1.1.2 0,708 

Z1.2.1 0,844 

Z1.2.2 0,923 

Z1.3.1 0,777 

Z1.3.2 0,897 
 Source: Data processed by SmartPLS 3 (2025) 

The table above shows that all items for the variables were found to be valid, meeting 

the criteria of outer loading > 0.6 and AVE > 0.5. Reliability criteria were also satisfied for all 

constructs, with composite reliability and Cronbach's alpha values both above 0.7.  

 

R-Square Test 

Structural model testing is conducted to identify and measure the strength of the 

relationship between abstract concepts (constructs) in the study. The accuracy of the model in 

explaining data can be assessed from the R-Square value. This value indicates the proportion 

of variation in the dependent variable explained by the independent variable. Standard 

interpretation guidelines categorize R-Square values as 0.75 (strong), 0.50 (moderate), and 0.25 

(weak) (Ghozali & Latan, 2015). 

Table 3. R-Square 

Variabel R- 

Square 

R- Square 

Adjusted 

Online 

Consumptive 

Behavior (Y) 

0.776 0.768 
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                                                        Source: Data processed by SmartPLS 3 (2025) 

Based on the R-Square results in the table above, it can be seen that the endogenous 

variables, namely lifestyle and digital payment, can explain the exogenous variables, namely 

online consumptive behavior, by 77.6% and the remaining 22.4% is influenced by other 

variables not included in this study. The influence of lifestyle and digital payment of 0.776 is 

included in the high category, because it is at a value above 0.75, this makes the value fall into 

the strong category. 

 

F-Square Test 

Using the F-Square value, the effect size test assesses the strength of the relationship 

between exogenous and endogenous variables. The magnitude of this influence is typically 

interpreted with 0.02 indicating a small effect, 0.15 a moderate effect, and 0.35 a large effect 

(Ghozali & Latan, 2015).. 

Table 4. F-Square 

Variabel F- Square Description 

X1 -> Y 0.505 Large Influence 

X2 -> Y 0.208 Moderate 

Influence 

                                                            Source: Data processed by SmartPLS 3 (2025) 

Based on the test results in the table above, it shows that lifestyle on online 

consumptive behavior has an effect size value of 0.505, meaning it has a large influence 

because it is above 0.35, likewise digital payments on online consumptive behavior have an 

effect size value of 0.208, meaning it has a moderate influence, because the effect size value is 

above between 0.15 and 0.35. 

 

Q-Square Test 

The Q2 value is used to assess how successfully the model and its parameter 

estimations produce the observed values.  According to Ghozali and Latan (2015), a model is 

considered predictively relevant if its Q2 value is greater than zero, and it is not predictively 

relevant if its Q2 value is less than zero.. 

Table 5. Q-Square 

    

Online 

Consumptive 

Behavior 

0.516 

                                    Source: Data processed by SmartPLS 3 (2025) 

It is evident from the preceding table that the online consumptive behavior variable 

has a Q-Square value of 0.516.  Therefore, since the Q-Square score is greater than 0, it can be 

said that this study has strong predictive potential. 

 

Model Fit Test 

The model suitability test or determination of the goodness of fit model can be seen 

from the SRMR (Standardized Root Mean Square Residual) value must be <0.80. In addition, 

it can also be seen from the NFI (Normal Fit Index) value between 0 and 1 (Ghozali & Latan, 

2015). 

Table 6. Model Fit 
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 Saturated Model  Estimated 

Model 

SRMR 0,077 0,077 

NFI 0,651 0,650 
                           Source: Data processed by SmartPLS 3 (2025) 

Based on the table of model fit test results, the SRMR value shows <0.80. While the NFI 

value shows a value ranging from 0 to 1. From the SRMR and NFI values, it means that the 

model built has a good data fit and is able to explain the relationship between the variables 

studied. 

 

Hypothesis Test 

Hypothesis testing aims to empirically evaluate whether there is sufficient evidence to 

support or reject the proposed hypothesis so that it can produce valid conclusions regarding 

the relationship between variables in the study. The expected P-value for the internal model is 

less than 0.05 (<0.05), which indicates a significance level of 5%. In addition to meeting the p-

value criteria, the hypothesis is also considered significant if the t-statistic value exceeds 1.96 

(>1.96) (Hair et al., 2021) 

Table 7. Hypotesis Test 

No.  T-

Statistic 

P-

Values 

Description 

1. X1 -> Y 7.952 0.000 Accepted 

2. X2 -> Y 4.453 0.000 Accepted 
                                    Source: Data processed by SmartPLS 3 (2025) 

Based on the test table with bootstrapping to test the influence between variables, the 

relationship can be explained as follows: 

 The influence of lifestyle (X1) on online consumption behavior (Y) 

The relationship between lifestyle (X1) and online consumption behavior (Y) can be seen 

from the T-statistic value which shows a value of 7.952 which means a value of more than 

1.96. While the p-value is 0.000 which means less than 0.05. So the influence of X1 on Y is 

significant or H1 is accepted. 

 The influence of digital payments (X2) on online consumption behavior (Y) 

The relationship between digital payments (X2) and online consumption behavior (Y) can 

be seen from the T-statistic value which shows a value of 4.453 which means a value of 

more than 1.96. While the p-value is 0.000 which means less than 0.05. So the influence of 

X2 on Y is significant or H2 is accepted. 

 

Moderation Test 

For the purpose of this study, a P-value less than 0.05 indicates that the moderating 

variable significantly influences the relationship between the independent and dependent 

variables, whereas a P-value greater than 0.05 suggests no significant moderating role for the 

variable. 

Table 8. Moderation Test 

No.  T-

statistic 

P 

Values 

Description 

1. X1 .Z  -> Y 1.091 0.276 Rejected 

2. X2 .Z -> Y 0.647 0.518 Rejected 
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                                  Source: Data processed by SmartPLS 3 (2025) 

Based on the test table with bootstrapping to test the effect of moderation can be 

explained as follows: 

 The effect of lifestyle on online consumption self-control as a moderating variable in 

conduct 

The aforementioned data indicates that the impact of lifestyle on online consuming 

behavior was not mitigated by self-control.  The test results, which display a t-statistic 

value of 1.091 (< 1.96), and a p-value of 0.027, support this conclusion.  H0 is accepted and 

H3 is rejected in light of the study's interpretation that a p-value larger than 0.05 denotes 

no moderating and the result of 0.027 > 0.05. 

 Self-control as a moderating element in the relationship between digital payments and 

online consumption behavior 

Based on the table above, for the moderating variable on the influence on online 

consumption behavior has a p-value of 0.518>0.05 and a t-statistic value of 0.647<1.96. In 

this study, The accepted alpha value of 5% is less than the p-value. The results of this 

study confirm that self-control cannot moderate the impact of electronic payments on 

consumer behavior when shopping online. Therefore, in this investigation, H0 is accepted 

and H4 is denied. 

 

Analysis 

First, H1 is approved since the study's findings indicate that lifestyle significantly 

influences the online purchasing habits of UIN Maulana Malik Ibrahim Malang students who 

use the Shopee app. This study reveals that lifestyle is a crucial factor in shaping online 

consumptive behavior in UIN Maulana Malik Ibrahim Malang students who shop on the 

Shopee application. According to the report, most customers who are undergraduate students 

aged 21 to 24 years are proven to often shop on the Shopee application and often they only 

realize that the products they buy are not needed. This is evidenced by showing purchases of 

goods on the Shopee application that have the same function but with different brands and 

the urge to buy is not always based on needs, but rather desires that arise from modern 

lifestyles and current consumption trends. And the goods purchased are mostly care and 

beauty products and fashion products. This is consistent with Rakhman & Pertiwi's (2023). 

which claims that when it comes to internet purchasing, lifestyle has a big impact on 

consumer behavior. Consumptive behavior increases with one's living level you have 

(Rakhman & Pratiwi, 2023). In addition, the research results of Abdullah & Suja'i, (2022) said 

that lifestyle and consumption habits had a big impact on each other. 

Second, based on the results of the study, shows that digital payments have a 

significant effect on online consumptive behavior among UIN Maulana Malik Ibrahim 

Malang students who use the Shopee application, so H2 is accepted. This is indicated by the 

increasing use of digital payment systems caused by social media. In addition, the majority of 

respondents use digital payments 3-5 times in one month, which means that it can be seen if 

respondents make repeated payments using digital payments. In this study, it was found that 

the majority of respondents prefer to use the payment system using Shopeepay, then the 

second largest using Shopeepay Later. This is in line with research conducted by Rahayu & 

Mulyadi (2023) which states that digital payments affect people's consumptive behavior, 
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which means that the more often individuals use digital payments, the more susceptible they 

are to excessive consumptive behavior. In addition, research by Naufalia (2022) also states that 

digital payments affect the consumptive behavior of Shopee users. 

Third, the findings of this study indicate that self-control ability has not been proven to 

play a role as a modifying factor in the connection between lifestyle and online consumptive 

behavior in UIN Maulana Malik Ibrahim Malang students who use the Shopee application. 

Thus, the third hypothesis (H3) is rejected. These results refute the initial assumption that 

predicts the moderating effect of self-control on the influence of lifestyle on online 

consumptive behavior. This is because there is evidence that the results of the influence of 

lifestyle on online consumptive behavior are that they like to try various products with the 

same function and only realize later that the item is not needed. Thus, this shows that 

consumers cannot control themselves. In addition, self-control does not provide a significant 

additional contribution in this case. In this case, it shows the importance of focusing on better 

lifestyle changes as the main step to reduce consumptive behavior, rather than relying on self-

control alone. This is in line with research conducted by Agasi & Aryani (2024) Lifestyle 

moderated by self-control does not have a significant effect on consumptive behavior. 

Fourth, Based on the results of the tests that have been carried out, show that the self-control 

variable does not influence moderating the relationship between digital payments and online 

consumptive behavior in UIN Maulana Malik Ibrahim Malang students who use the Shopee 

application. Accordingly, the fourth hypothesis (H4) in this research is disproved.  It is 

demonstrated that although the self-control variable was once believed to have the capacity to 

regulate, the results show that it is unable to do so.  According to Tarantang et al. (2019), 

technological advancements are unavoidable in the age of the digital economy, particularly 

given how quickly digital payment systems are developing. Students certainly depend on the 

use of gadgets, especially on social media, this makes it difficult for them to regulate 

themselves, limited awareness to control themselves is also a factor, many understand how to 

control themselves but still have not applied it in everyday life, especially related to online 

shopping. In addition, it is also proven that most students do not check a product before 

buying, this is what causes self-control to be incapable of reducing the impact of digital 

payments on online consumptive behavior. This is consistent with studies carried out by 

Saputra & Suyanto (2023) which explains that self-control cannot moderate the impact of 

electronic payments on consumer behavior. 

. 

 CONCLUSION AND RECOMMENDATION 

Conclusion 

First, Lifestyle has a significant effect on online consumptive behavior in UIN Maulana 

Malik Ibrahim Malang students who use the Shopee application. These results show that 

students' consumptive behavior increases with their lifestyle.. In addition, the results of this 

study also show that the majority of respondents buy products they like on the Shopee 

application even though they are less useful and when some time passes they realize that the 

products they buy are not needed. Second, Digital payment has a significant effect on online 

consumptive behavior in UIN Maulana Malik Ibrahim Malang students who use the Shopee 

application. These results indicate that the more digital payments are used, the higher the 
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consumptive behavior. The results of this study also show that advertising on social media 

also has an impact on increasing users of this digital payment system. 

Third, Self-control is unable to moderate the influence of lifestyle on online 

consumptive behavior in UIN Maulana Malik Ibrahim Malang students who use the Shopee 

application. A consumptive lifestyle encourages individuals to try various products that are 

not needed, indicating a lack of self-control. Therefore, a better lifestyle change is the main 

step in reducing consumptive behavior, compared to relying solely on self-control. Finally, 

Self-control is not able to control the impact of digital payment on online Consumptive 

conduct in UIN Maulana Malik Ibrahim Malang students who use the Shopee application. 

Technological advances and the use of digital payments make it increasingly difficult for 

students to control themselves, especially in shopping online without careful consideration. 

The results of the study also showed that most respondents also did not check a product 

before buying, which proves that self-control is still lacking, this shows that self-control has 

not been able to balance the impact of digital payment regarding consumerism effectively. 

 

Recommendation 

Further researchers are advised to use different research methods to enrich the 

research results. Then, to expand other moderating variables to obtain more insight into the 

elements that can suppress online consumptive behavior because it is known that in this study 

self-control cannot act as a moderating variable. Considering changes in research objects and 

research methods to compare the results obtained. In addition, the scope of the sample can be 

expanded to different regions or levels of education so that the research results are broader 

and can represent various groups in society. 

Regarding UIN Maulana Malik Ibrahim Malang students Shopee application users, are 

advised to pay more attention to their lifestyle by thinking deeply about the needs of the 

products consumed so as not to cause consumptive behavior towards products that are not 

needed. Thus, better living habits are required so as not to fall into consumptive behavior. 

Then, students of UIN Maulana Malik Ibrahim Malang are advised to be wiser in using social 

media, because this can influence students to engage in consumptive shopping behavior, 

students of UIN Maulana Malik Ibrahim Malang are advised to be more aware of checking the 

products to be purchased to suit their needs and not making purchases on products that have 

the same function if they already have the product. 
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