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ABSTRACT

This study aims to examine the effect of financial literacy and the perceived ease of use of mobile payment (m-
payment) on the impulsive buying behavior of virtual goods among active Roblox players. The rapid growth of the
digital gaming industry necessitates a deeper understanding of contemporary consumer behavior. A quantitative
descriptive method was employed, utilizing purposive sampling to collect data from 100 active Roblox players
aged 18—30 within an online community. Data were analyzed using multiple linear regression. The findings reveal
that financial literacy has a significant negative effect on impulsive buying behavior, acting as a crucial control
mechanism against unplanned purchases. Conversely, the ease of use of m-payment has a significant positive
effect, serving as a trigger for impulsive buying due to its convenience. Collectively, both variables account for
21.9% of the variance in impulsive buying behavior. This research extends the Theory of Planned Behavior in the
context of virtual economies, highlighting the dual role of financial knowledge and technological convenience in
shaping digital consumption.
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INTRODUCTION

The rapid development of the digital economy and internet technology has fundamentally
transformed the business landscape and consumer behavior (Jabbi, 2025). One of the sectors
experiencing the most rapid growth is the online gaming industry (Kanojia, 2024). Modern games such
as Roblox are no longer merely entertainment platforms; they have evolved into virtual economic
ecosystems where players can interact, create content, and conduct financial transactions (Nugroho,
Nurwahid, Fauzan, Nurrahman, & Nopriani, 2024). Within this ecosystem, virtual goods such as avatar
clothing, accessories, and special abilities have become economic commodities with real value
(Nugroho & Nasution, 2025). This shift has created a new phenomenon in marketing management and
consumer behavior research: purchasing decisions are no longer confined to physical goods with
traditional utility value, but have extended to digital assets that provide psychological satisfaction and
social status within virtual communities (Salhuteru & Hursepuny, 2025; Alamsyah & Fikri, 2024).

Alongside this shift in consumption objects, new challenges have emerged in purchasing behavior,
particularly the tendency toward impulsive buying (Thamara, Syarif, & Suyono, 2025). Impulsive
buying refers to irrational purchasing behavior characterized by sudden, unplanned decisions, often
driven by strong emotions without consideration of long-term financial consequences (Shofia &
Rafsanjani, 2025). In line with the research by Kautsar, Bhilawa, Rahman, Safwan, and Peerzadah
(2024), individuals in the 19-22 age group have grown up in the digital era and thus tend to be more
aware of and accustomed to using technological devices for online shopping. In the context of Roblox,
continuous exposure to appealing virtual goods, combined with peer influence, creates an environment
highly conducive to impulsive buying (Rita, Guerreiro, Ramos, & Caetano, 2024; Jin, Chi, Chen, &
Chung, 2023). This phenomenon has become a significant concern in behavioral accounting and
personal financial management, as uncontrolled spending on virtual goods may threaten individuals’
financial stability.
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One of the key factors contributing to the rise of impulsive buying in the online gaming industry
is the advancement of digital payment technology, particularly mobile payment (m-payment) (Hery,
Veronica, Widjaja, Haryani, & Tarigan, 2025). The perceived ease of use has reduced both physical and
psychological barriers to transactions (Susiloadi, Renanita, & Julaibib, 2023). From the perspective of
the Technology Acceptance Model (TAM), when consumers perceive a payment system as easy to use,
they tend to adopt and use it more frequently. The “pain of paying” the psychological reluctance to spend
money—is substantially reduced when transactions can be completed instantly and seamlessly, thereby
weakening self-control and increasing the frequency of unplanned purchases.

To mitigate the risks associated with such technological convenience, financial literacy plays a
crucial role as an internal control mechanism (Hidayat, Anwar, & Affandi, 2024). Financial literacy
encompasses not merely knowledge of basic financial concepts, but also the ability to apply such
knowledge when making rational economic decisions. Individuals with adequate financial literacy are
assumed to possess greater budgetary awareness, the capacity to distinguish between needs and wants,
and the ability to evaluate the long-term value of expenditures. In the context of virtual goods purchases,
higher financial literacy is expected to suppress emotional impulses and prevent consumers from
engaging in impulsive buying, even when confronted with the convenience of m-payment transactions.
Although a considerable body of prior research has examined the drivers of impulsive buying,
most studies have focused on conventional e-commerce purchases of physical goods (Sofyanto,
Transistari, & Rafinda, 2025; Qotrunnada, 2024; Mohamad & Dita, 2025). Research specifically
addressing virtual goods transactions on contemporary sandbox game platforms such as Roblox remains
limited, leaving a significant research gap. Moreover, no prior study has simultaneously examined the
opposing roles of financial literacy as a cognitive inhibitor and m-payment ease of use as a behavioral
facilitator within the virtual economy context of a single gaming platform. This dual-mechanism
perspective represents a substantive theoretical contribution, as it captures the tension between
protective financial knowledge and enabling payment technology in shaping digital consumption.
Drawing on the Theory of Planned Behavior and the Technology Acceptance Model, this study explores
these dynamics among Roblox players in Indonesia. The findings are expected to extend the digital
marketing management literature and offer practical implications for strengthening financial literacy in
the era of the virtual economy.

THEORETICAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT

Impulsive Buying Theory. Research on impulsive buying has long been a central topic in
marketing management and consumer behavior (Devi, Sharma, & Jain, 2023). Traditionally, impulsive
buying is defined as unplanned and spontaneous purchasing, often triggered by momentary emotions
and undertaken without careful evaluation of long-term consequences (Ferrinadewi, 2024). With the
transition to the digital economy, consumption has shifted beyond physical products to intangible goods
such as virtual items (Rijali, 2025). On metaverse-style online game platforms such as Roblox, virtual
goods (e.g., skins, avatar accessories, and premium passes) may carry social and economic value
recognized within user communities. As a result, players may experience strong psychological urges to
buy spontaneously in order to enhance their virtual social status, follow community trends, or avoid
FOMO (Muhammad & Hidayanto, 2023; Park & Kim, 2024). This shift in consumption values calls for
theoretical approaches that bridge marketing research with consumer psychology in digital
environments (Dewantoro, Sariani, & Suriono, 2025).

Financial Literacy Theory. From the perspective of behavioral accounting and personal financial
management, financial literacy is regarded as a primary cognitive control mechanism capable of
reducing the risk of irrational economic decision-making (Rahmiyati & Somodiharjo, 2025). Financial
literacy refers not only to knowledge of basic numerical concepts but also to an understanding of the
value of money, budget management, financial risks, and the ability to distinguish between needs and
wants (Maemunah, 2022). Financial literacy as a basic education is important when making smart
financial decisions, regardless of the type of payment method used (Rumbik, Kurniawan, & Ginting,
2024). Furthermore, sound financial literacy can optimize individuals’ financial management
capabilities (Mariana, Handayani, Hariyati, Wuryani, & Putikadea, 2022). As such, the goal of financial
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literacy is to create a positive impact in daily life, as individuals tend to recognize the importance of
maintaining savings as a precautionary measure against future financial needs (Permatasari, Badi’ah,
Zahro, & Edtiyarsih, 2025). In the context of the virtual economy, financial literacy may serve as an
anchor for rational decision-making. Individuals with adequate financial literacy are more likely to
consider opportunity costs before completing a transaction. They may also recognize that virtual assets
are largely consumptive in nature, prone to value depreciation, and generally not easily converted into
real-world cash (Budiarti & Trisnaningsih, 2025). Such awareness can create a psychological pause that
helps interrupt impulsive buying tendencies, even when individuals are repeatedly exposed to in-game
promotions (Putra, Nurhayati, & Pohan, 2024). Based on this argument, the first hypothesis is
formulated:

HI. Financial literacy has a significant negative effect on the impulsive buying of virtual goods.

Technology Acceptance Model (TAM) and M-Payment. Conversely, unlike financial literacy as
a potential dampening factor, impulsive buying in the digital era may be facilitated by financial
technology innovations, particularly mobile payment (m-payment). Within Davis’s Technology
Acceptance Model (TAM), perceived ease of use is a primary determinant of technology adoption and
intensity of use. In line with Wahyudi, Indrawati, and Suryadi (2025), the perceived ease of using a
technology can influence an individual’s intention and behavioral interest in using the system. In online
game transactions, m-payment systems are designed to minimize barriers in the payment process. Users
can complete transactions rapidly through biometric verification or one-click procedures, thereby
reducing the effort required to pay. This convenience may enhance the “invisible money” experience,
in which expenditure feels less salient compared to the use of physical cash. As a result, the “pain of
paying” the psychological discomfort associated with spending may be diminished, which in turn can
increase the likelihood of unplanned purchases. Accordingly, the second hypothesis is formulated as
follows:
H?2. The perceived ease of use of m-payment has a significant positive effect on the impulsive buying of
virtual goods.

RESEARCH METHOD

This study employed an explanatory quantitative research design to test hypotheses regarding the
causal relationships between financial literacy, perceived ease of use of m-payment, and impulsive
buying behavior within the online gaming ecosystem. The target population comprised active Roblox
players in Indonesia. Since the population size was unknown, purposive sampling was applied with the
following inclusion criteria: (1) respondents aged 18—-30 years, (2) active Roblox players, and (3)
individuals who had purchased virtual goods using m-payment at least once in the preceding six months.
Based on general guidelines for multivariate analysis, a sample of 100 respondents was considered
adequate to yield stable statistical estimates. Primary data were collected through an online survey using
a structured questionnaire distributed to Roblox player communities via social media platforms.

To ensure measurement quality, the questionnaire was pilot-tested on 30 respondents prior to full
data collection, confirming its validity and reliability. The final questionnaire consisted of 30 items: 10
items measuring financial literacy, 10 items measuring perceived ease of use of m-payment, and 10
items measuring impulsive buying behavior. Questionnaire items were adapted from established studies
in consumer behavior and personal finance and subsequently modified to suit the virtual economy
context. All variables were measured using a five-point Likert scale ranging from 1 (Strongly Disagree)
to 5 (Strongly Agree). Financial literacy was operationalized using indicators related to basic money
management knowledge, credit understanding, and expenditure planning. Perceived ease of use of m-
payment was measured through perceptions of practicality, user interface clarity, and transaction
completion time efficiency. Impulsive buying behavior, as the dependent variable, was measured using
dimensions of purchase spontaneity, reduced cognitive control, and disregard for post-purchase financial
consequences. Prior to hypothesis testing, the instruments were evaluated through validity and reliability
tests. In addition, classical assumption tests—normality, multicollinearity, and heteroscedasticity—were
conducted to ensure the data met the assumptions required for an unbiased regression model (Best
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Linear Unbiased Estimator/BLUE). Hypotheses were tested using multiple linear regression with the
aid of IBM SPSS Statistics version 26. The partial effect of independent variables was assessed using
the t-test, while overall model performance was evaluated using the coefficient of determination (R?).

Financial Literacy (X1)

H1: Negative &
Significant

Impulsive Virtual
Goods Buying
Behavior (Y)

H2: Positive &
Sianificant

Perceived Ease of M-
payment Use (X2)

Figure 1. Conceptual Research Framework

RESULTS AND DISCUSSION

Based on primary data collected through an online questionnaire distributed to Roblox player
communities, this study obtained 100 valid respondents who met the inclusion criteria. Respondents
were predominantly from the 18-24 age group (88%,), representing Generation Z, and were mostly
university students. This demographic profile aligns with the typical user base of interactive online
gaming platforms, where virtual social interactions increasingly overlap with economic consumption
activities. Regarding transaction behavior, descriptive results indicated that 82% of respondents had
used mobile payment services or integrated digital wallets to purchase virtual currency (Robux) more
than five times during the preceding six months. This frequency suggests that m-payment transactions
are prevalent among the sample and provides a relevant basis for examining impulsive buying tendencies
within the virtual economy context.

Prior to hypothesis testing, measurement instruments were assessed through validity, reliability,
and classical assumption tests. Item validity was evaluated using Pearson correlation, and all items for
Financial Literacy (X1), Perceived Ease of Use of M-Payment (X2), and Impulsive Buying (Y) exceeded
the critical correlation value (r-table = 0.344 at the 5% significance level). Reliability testing also
indicated acceptable internal consistency, with Cronbach's Alpha values above 0.60. Furthermore,
regression assumptions were examined. The Kolmogorov-Smirnov test indicated that residuals were
normally distributed (Sig. 0.135 > 0.05). Multicollinearity was not detected, as tolerance values
exceeded 0.10 and VIF values remained below 10. The scatterplot pattern also showed no apparent
heteroscedasticity. Overall, these results indicate that the data are suitable for multiple linear regression
analysis and that the model satisfies standard assumptions for unbiased estimation (BLUE).
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Table 1. Multiple Linear Regression Results

Variable B t Sig.
Constant 13.256 — —
Financial Literacy (X1) —0.285 —2.176 0.003
Perceived Ease of Use of M- 0.272 5.312 0.000
Payment (X2)

Adjusted R? = 0,219, F-test Sig. = 0,000; N = 100

The multiple linear regression results presented in Table 1 reveal the direction and magnitude of
the relationship between the independent variables and impulsive buying. The estimated regression
equation is Y = 13.256 — 0.285X1 + 0.272X2. The adjusted coefficient of determination (Adjusted R?)
of 0.219 indicates that financial literacy and perceived ease of use of m-payment jointly account for
21.9% of the variance in virtual goods impulsive buying behavior among Roblox players. The remaining
78.1% may be attributed to other factors not included in the model, such as in-game promotion intensity,
peer influence (including FOMO), and interface design features. The simultaneous significance test (F-
test) yielded a p-value of 0.000 (p < 0.05), indicating that the independent variables are jointly and
significantly associated with impulsive buying behavior in the sample.

Evaluation of the first hypothesis (H1) supports the proposition that financial literacy has a
statistically significant negative association with impulsive buying of virtual goods (t = —2.176; Sig. =
0.003 < 0.05). This finding is consistent with perspectives from behavioral accounting and consumer
decision-making, which regard financial knowledge as a cognitive resource that supports more
deliberative purchasing decisions. Respondents with higher financial literacy were more likely to
consider budgetary constraints and opportunity costs prior to completing a transaction. In the context of
Roblox, this may reduce the tendency to impulsively purchase virtual goods, given that such purchases
are discretionary and may offer limited long-term financial value.

These findings are consistent with prior research (Krisnawati, 2023; Lulaj, 2024; Ramadhan,
Nurwati, Cristian, Aida, & Amalia, 2025), which reported that stronger personal financial capability is
associated with lower impulsive buying tendencies. The present study extends this evidence to a virtual
consumption setting, demonstrating that financial literacy remains relevant even when the items
purchased are digital and their perceived value is shaped by online community norms.

Conversely, testing of the second hypothesis (H2) indicates that perceived ease of use of m-
payment is positively and significantly associated with impulsive buying (t=15.312; Sig. =0.000 <0.05).
This finding is consistent with the Technology Acceptance Model (TAM), which posits that when
technology is perceived as easy to use, individuals are more likely to adopt it and use it more frequently.
In the context of online game transactions, m-payment systems reduce procedural barriers and shorten
transaction completion time (e.g., one-click confirmation or biometric verification). This reduction in
barriers directly amplifies the “pain of paying” effect introduced earlier: when payment friction is
minimized, the psychological reluctance to spend money that ordinarily functions as a natural self-
regulation mechanism is substantially diminished. As a consequence, users are left with less time for
deliberation and reduced spending awareness, thereby contributing to a higher likelihood of unplanned
purchases.

Consistent with prior findings (Mufarroh, 2024; Sanny, Chandra, Chelles, & Santoso, 2023), this
study supports the view that digital wallets and m-payment can facilitate impulsive transactions,
particularly among young users. The contribution of this study lies in demonstrating that within gaming
environments such as Roblox, m-payment convenience may interact with platform features such as time-

113 | Neraca Keuangan: Jurnal Ilmiah Akuntansi dan Keuangan Vol. 21 No. 1]2026



Amryna Rosyadal and Insyirah Putikadea / Financial Literacy and M-Payment Ease of Use on Impulsive
Buying of Virtual Goods

limited offers, visual cues, and social nudges. Together, these elements may intensify purchase urgency
and increase the impulsive buying of virtual goods.

Overal 1, these findings highlight an important trade-off in digital consumer behavior. On the one
hand, fintech innovations and streamlined payment systems support participation in digital markets and
platform-based creative economies. On the other hand, increased payment convenience may also elevate
the risk of excessive discretionary spending, particularly among young users. These results imply that
strengthening financial literacy remains important as a protective factor. Simultaneously, platform
operators and payment providers may consider implementing consumer protection features by design
(e.g., spending reminders, transaction confirmations, optional cooling-off alerts, or customizable daily
limits) to support more informed decision-making without eliminating the benefits of payment
innovation.

CONCLUSION

This study examined the relationships between financial literacy, perceived ease of use of m-
payment, and the impulsive buying of virtual goods among Roblox players in Indonesia. The empirical
results indicate that financial literacy has a significant negative association with impulsive buying. This
suggests that individuals with greater financial knowledge and budgetary awareness are more inclined
to evaluate discretionary expenditures and consider opportunity costs prior to making virtual purchases.
Conversely, perceived ease of use of m-payment demonstrates a significant positive association with
impulsive buying, implying that streamlined and frictionless payment processes can increase the
likelihood of unplanned transactions within virtual economy settings.

From a practical standpoint, these findings underscore the importance of strengthening financial
literacy particularly among young users who frequently engage with virtual marketplaces. Financial
literacy initiatives may help users develop stronger spending awareness and reduce impulsive tendencies
when confronted with repeated in-game purchasing stimuli. At the same time, platform operators and
payment providers may consider incorporating consumer protection features by design, such as spending
reminders, optional limits, and additional confirmation steps for repeated or high-frequency transactions,
in order to support more deliberative purchasing decisions without compromising the benefits of
payment convenience.

This study contributes to the literature by extending impulsive buying and fintech adoption
research to the context of virtual goods transactions on metaverse-style online gaming platforms, where
social cues and platform design may shape consumption behavior. However, several limitations should
be noted. First, this study relies on self-reported survey data, which may be susceptible to response bias.
Second, the sample size is limited and focused on Indonesian Roblox players aged 18-30 years, which
may restrict the generalizability of findings to other age groups or cultural contexts. Future research
could encompass larger and more diverse samples, integrate additional determinants (e.g., peer
influence, in-game promotion intensity, or platform interface design), and consider longitudinal or
experimental designs to better capture changes in impulsive buying behavior over time.

Ultimately, as virtual economies continue to grow and digital payment systems become ever more
seamless, the intersection of financial knowledge and technological convenience will define the quality
of individual economic decision-making. This study affirms that fostering financial literacy is not merely
an educational imperative but a critical safeguard one that empowers individuals to navigate the
immersive pull of virtual marketplaces with greater awareness, agency, and long-term financial well-
being.

REFERENCES
Alamsyah, N. A., & Fikri, M. A. (2024). The effect of digital marketing on purchasing decisions: The mediating
role  of  consumer  behavior. Jurnal ~ Riset  Entrepreneurship, 7(2), 128-128.

https://doi.org/10.30587/jre.v7i2.8250

Budiarti, R. R., & Trisnaningsih, S. (2025). Financial literacy as investment decision-making: A literature review
study. Benefits: Journal of Economics and Tourism, 2(2), 12-29. https://doi.org/10.69836/benefits-
jeti.v2i2.324

114 | Neraca Keuangan: Jurnal llmiah Akuntansi dan Keuangan Vol. 21 No. 1| 2026


https://doi.org/10.30587/jre.v7i2.8250
https://doi.org/10.69836/benefits-
https://doi.org/10.69836/benefits-

Neraca Keuangan: Jurnal Akuntansi dan Keuangan, 21 (1) (2026) 109-116
Print ISSN : 1858-2214 Online ISSN : 2654-7880

Devi, S., Sharma, K., & Jain, S. (2023). A retrospection of research on impulse buying behaviour and future
research directions. International Journal of Bibliometrics in Business and Management, 2(4), 308—349.
https://doi.org/10.1504/ijbbm.2023.137603

Dewantoro, R., Sariani, & Suriono, H. (2025). Transformation of generation Z's consumption behavior in the
digital ecosystem: A theoretical review of social media-based marketing strategies. Priviet Social
Sciences Journal, 5(5), 102—110. https://doi.org/10.55942/pssj.v5i5.619

Ferrinadewi, E. (2024). Integral emotions and incidental emotions of consumers in impulse buying behavior
online. Jurnal Indonesia Sosial Teknologi, 5(7), 3089-3099. https://doi.org/10.59141/jist.v5i7.1201

Hery, H., Veronica, W., Widjaja, A. E., Haryani, C. A., & Tarigan, R. E. (2025). Impulse buying behavior in
mobile commerce: A partial least squares structural equation modeling analysis. International Journal of
Advances in Applied Sciences, 14(3), 761. https://doi.org/10.11591/ijaas.v14.i13.pp761-772

Hidayat, G., Anwar, M., & Affandi, A. (2024). Influence of financial literacy, herding behavior, and risk perception
on financial behavior: Case study in West Java, Indonesia. International Journal of Business Law and
Education, 5(2), 2856-2865. https://doi.org/10.56442/ijble.v5i2.948

Jabbi, E. (2025). Digital transformation and e-commerce adoption: A comparative study. JRMSI - Jurnal Riset
Manajemen Sains Indonesia, 16(2), 59—70. https://doi.org/10.21009/jrmsi.016.2.5

Jin, S. J,, Chi, H. L., Chen, J. L., & Chung, Y. K. (2023). Effects of presence and social comparison on impulse
purchase of mobile FPS game items: Focusing on the mediating effect of perceived value. The Journal of
Social Science, 30(1), 49-81. https://doi.org/10.46415/jss.2023.03.30.1.49

Kanojia, S. (2024). Taxation on online gaming industry and allied stakeholders. Advances in Public Policy and
Administration (APPA) Book Series, 409—422. https://doi.org/10.4018/979-8-3693-3908-4.ch014

Kautsar, A., Bhilawa, L., Rahman, M. F. W., Safwan, N. S. Z., & Peerzadah, S. A. (2024). How is Digital Financial
Literacy of FEB Unesa Students? International Conference on Digital Business Innovation and
Technology Management (ICONBIT), 1(1).

Krisnawati, A. (2023). Financial literacy and behavioral bias towards consumptive behavior: Evidence from
Bandung, Indonesia. MIMBAR: Jurnal Sosial Dan Pembangunan.
https://doi.org/10.29313/mimbar.vi.2967

Lulaj, E. (2024). Cracking the wealth puzzle: Investigating the interplay of personal finance, expenditure behavior,
and financial management. Ekonomika, 103(3), 122—-142. https://doi.org/10.15388/ekon.2024.103.3.8

Maemunabh, S. (2022). Strategies for enhancing financial literacy in Indonesia. Journal of Economics and Business
Letters, 2(1), 13—15. https://doi.org/10.55942/jebl.v2i1.283

Mariana, M., Handayani, S., Hariyati, H., Wuryani, E., & Putikadea, 1. (2022). Literasi Keuangan dan Tetap
Bertahan Secara Ekonomi Selama Pandemi pada Masyarakat Terdampak. Abimanyu: Journal of
Community Engagement, 3(1), 19-28.

Mohamad, & Dita, A. (2025). The influence of buy-now, pay-later schemes, social media, and peer pressure on
impulsive buying (Case study in e-commerce consumers in Jabodetabek). Jurnal Ilmiah Multidisiplin,
4(5), 15-22. https://doi.org/10.56127/jukim.v4i5.2282

Mufarroh, R. (2024). The role of the younger generation as facilitators in digital wallet adoption. Reinforce:
Journal of Sharia Management, 3(2), 161-171. https://doi.org/10.21274/reinforce.v3i2.10215

Muhammad, A. N., & Hidayanto, A. N. (2023). Gamers intention towards purchasing game items in virtual
community: Extending the theory of planned behavior. International Journal of Advanced Computer
Science and Applications, 14(12). https://doi.org/10.14569/ijacsa.2023.0141222

Nugroho, M. A., Nurwahid, M. A., Fauzan, K. M., Nurrahman, L., & Nopriani, F. (2024). The role of e-business
in the virtual economy of the game Growtopia. JUSIFOR: Jurnal Sistem Informasi dan Informatika, 3(1),
45-51. https://doi.org/10.33379/jusifor.v3i1.4438

Nugroho, M. K. A., & Nasution, K. (2025). Legal protection for online game users harmed by the unilateral
shutdown of online game electronic systems in Indonesia. Journal Evidence of Law, 4(1), 44-50.
https://doi.org/10.59066/jel.v4i1.958

Park, J., & Kim, H. (2024). Psychological ownership of avatars in the metaverse: Its key antecedents and outcomes.
Journal of Consumer Behaviour, 24(1). https://doi.org/10.1002/cb.2417

Permatasari, 1., Badi’ah, N., Zahro, R., & Edtiyarsih, D. D. (2025). Analisis Swot Menuju Layanan M-banking
Dan Strategi Meningkatkan Tabungan di Bmt NU Kota Kraksaan. Menulis: Jurnal Penelitian Nusantara,
1(3), 460—464.

Putra, T. M., Nurhayati, N., & Pohan, S. (2024). The effect of twin-date advertising on impulsive buying behavior
on e-commerce platforms in Indonesia: A qualitative literature review. Jurnal Penelitian Inovatif, 4(4),
2625-2638. https://doi.org/10.54082/jupin.999

115 | Neraca Keuangan: Jurnal Ilmiah Akuntansi dan Keuangan Vol. 21 No. 1]2026


https://doi.org/10.1504/ijbbm.2023.137603
https://doi.org/10.55942/pssj.v5i5.619
https://doi.org/10.59141/jist.v5i7.1201
https://doi.org/10.11591/ijaas.v14.i3.pp761-772
https://doi.org/10.56442/ijble.v5i2.948
https://doi.org/10.21009/jrmsi.016.2.5
https://doi.org/10.46415/jss.2023.03.30.1.49
https://doi.org/10.4018/979-8-3693-3908-4.ch014
https://doi.org/10.29313/mimbar.vi.2967
https://doi.org/10.15388/ekon.2024.103.3.8
https://doi.org/10.55942/jebl.v2i1.283
https://doi.org/10.56127/jukim.v4i5.2282
https://doi.org/10.21274/reinforce.v3i2.10215
https://doi.org/10.14569/ijacsa.2023.0141222
https://doi.org/10.33379/jusifor.v3i1.4438
https://doi.org/10.59066/jel.v4i1.958
https://doi.org/10.1002/cb.2417
https://doi.org/10.54082/jupin.999

Amryna Rosyadal and Insyirah Putikadea / Financial Literacy and M-Payment Ease of Use on Impulsive
Buying of Virtual Goods

Qotrunnada, S. (2024). The effect of e-commerce flash sale marketing strategies on consumer shopping behavior
from the perspective of impulsive buying: A case study of Tokopedia. Al-Kharaj, 6(5).
https://doi.org/10.47467/alkharaj.v6i5.2273

Rahmiyati, N., & Somodiharjo, K. (2025). The impact of financial literacy, investment decision-making, risk
tolerance, and behavioral biases on individual investment performance. The ES Accounting and Finance,
3(03), 223-237. https://doi.org/10.58812/esaf.v3i103.668

Ramadhan, S., Nurwati, S., Cristian, Aida, V., & Amalia, D. (2025). The effect of financial literacy, self-control,
and lifestyle on consumptive behavior among students of the Faculty of Economics and Business,
University of Palangka Raya. EKOMA Jurnal Ekonomi Manajemen Akuntansi, 4(5), 7389-7402.
https://doi.org/10.56799/ekoma.v4i5.9363

Rijali, N. F. (2025). The evolution of consumer behavior in the digital era and its implications for public purchasing
power. RIGGS: Journal of Artificial Intelligence and Digital Business, 4(3), 1381-1391.
https://doi.org/10.31004/riggs.v4i3.2167

Rita, P., Guerreiro, J., Ramos, R., & Caetano, R. G. (2024). The role of microtransactions in impulse buying and
purchase intention in the video game market. Entertainment Computing, 50(100693), 100693—-100693.
https://doi.org/10.1016/j.entcom.2024.100693

Rumbik, F. E. R. F. E., Kurniawan, R., & Ginting, R. (2024). Menguak perilaku konsumtif generasi z dalam
penggunaan digital payment dan literasi keuangan berdasarkan mental accounting: Sebuah studi
fenomenologi. Jurnal Akuntansi AKUNESA, 12(2), 163—-171.

Salhuteru, A. Ch., & Hursepuny, H. (2025). Analysis of the effect of digital marketing mix on consumer purchasing
decisions: An empirical study in the Indonesian e-commerce industry. Jurnal Locus Penelitian dan
Pengabdian, 4(8), 8295-8302. https://doi.org/10.58344/locus.v4i8.4728

Sanny, L., Chandra, G. R., Chelles, K., & Santoso, L. A. (2023). The impulse buying of Gen Z when using e-wallet
in Indonesia. Journal of Applied Engineering and Technological Science, 5(1), 88-100.
https://doi.org/10.37385/jaets.v511.2600

Shofia, N., & Rafsanjani, M. A. (2025). The effect of social media and economic literacy on students’ impulsive
buying behavior. Jurnal Ekonomi, Manajemen Pariwisata dan Perhotelan, 4(3), 367-382.
https://doi.org/10.55606/jempper.v4i3.5049

Sofyanto, K., Transistari, R., & Rafinda, A. (2025). What triggers impulsive buying on Shopee? A study of
Generation Z in Yogyakarta. Cakrawangsa Bisnis: Jurnal Ilmiah Mahasiswa, 6(1), 103.
https://doi.org/10.35917/cb.v6il.575

Susiloadi, P., Renanita, T., & Julaibib. (2023). Predicting m-payment adoption intention in Indonesia: Integrating
technology acceptance model and psychological factors. Indigenous: Jurnal Ilmiah Psikologi, 8(3), 352—
367. https://doi.org/10.23917/indigenous.v8i3.2586

Thamara, S. D., Syarif, M., & Suyono. (2025). Triggers of consumer impulse buying behavior on e-commerce
platforms: A systematic literature review. Jurnal Ekonomi dan Bisnis Digital, 4(3), 325-334.
https://doi.org/10.55927/ministal.v4i3.14898

Wahyudi, D. Y., Indrawati, N. K., & Suryadi, N. (2025). The Determinants in The Adoption of Banking
Application Technology. AKRUAL: Jurnal Akuntansi, 17(1), 92—110.

116 | Neraca Keuangan: Jurnal llmiah Akuntansi dan Keuangan Vol. 21 No. 1| 2026


https://doi.org/10.47467/alkharaj.v6i5.2273
https://doi.org/10.58812/esaf.v3i03.668
https://doi.org/10.56799/ekoma.v4i5.9363
https://doi.org/10.31004/riggs.v4i3.2167
https://doi.org/10.1016/j.entcom.2024.100693
https://doi.org/10.58344/locus.v4i8.4728
https://doi.org/10.37385/jaets.v5i1.2600
https://doi.org/10.55606/jempper.v4i3.5049
https://doi.org/10.35917/cb.v6i1.575
https://doi.org/10.23917/indigenous.v8i3.2586
https://doi.org/10.55927/ministal.v4i3.14898

