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ABSTRACT 
	Students are one of the groups that are vulnerable to consumptive behavior. Students belong to the late adolescent group in the age range of 18-21 years who are in an important transitional phase in life, where individuals begin to form self-identity. In this phase, individuals tend to look for an ideal self-image through appearance.  This study was conducted with the aim of analyzing the effect of lifestyle and financial literacy on the consumptive behavior of students of the Faculty of Economics, Gorontalo State University. This research was conducted in January-April 2025. located at the Faculty of Economics, Gorontal State University. The results showed that lifestyle variables and financial literacy variables had a positive and significant effect on the consumptive behavior of students of the Faculty of Economics, Gorontalo State University. Based on the results of the analysis, a significant comparison of student consumptive behavior between majors is obtained, where students majoring in management have the most significant difference in consumptive behavior compared to other majors (β = 8.006; sig = 0.001). Meanwhile, Economics students have a positive influence on consumptive behavior but not significant (β = 2.998; sig = 0.133). Compared to students majoring in accounting, it shows a negative and significant influence on consumptive behavior (β = -4.069; sig = 0.037).
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1. INTRODUCTION 

Each individual has different needs in life and tries to fulfill them in different ways. Some people are able to fulfill their needs in a balanced manner, while others tend to be excessive in their consumption. This condition can encourage individuals to be consumptive. According to Pramesti et al. (2023:35), consumptive behavior is defined as excessive consumption that lacks rational consideration, where individuals tend to purchase goods or services based on emotional impulses rather than actual needs. Such impulsive purchases have the potential to cause financial waste and inefficiency in personal budget management.
Technological advancements, particularly in the fields of communication and financial transactions, have made it easier to access various products and services. This ease further reinforces the urge to shop without considering priority needs. Additionally, consumerist behavior is influenced by psychological and social factors. According to Schiffman and Kanuk (2021), psychological factors such as motivation, perception, and attitude influence individual consumption decisions. On the other hand, social factors such as peer groups and social media also shape a person's consumptive habits (Kotler & Keller, 2022).
Students are one of the groups that are prone to consumerist behavior. According to Izzani et al. (2024:260), late adolescence, which spans the ages of 18–21, is an important transitional phase in life, during which individuals begin to form their identity. During this phase, individuals tend to seek an ideal self-image through their appearance and behavior, including their consumption activities. Technological developments, particularly through social media and online shopping platforms, have made it easier for students to access trending products. Students often purchase items to enhance their appearance and social status, rather than solely for essential needs.
Massive and persuasive digital advertisements also encourage consumerist behavior. Promotions with attractive visuals, limited offers, and large discounts can influence students to buy items even if they are not truly needed. Emotionally designed advertisements can cloud rational considerations in consumption decision-making. This phenomenon is exacerbated by easy access to payment methods such as paylater and credit cards, which allow students to shop without considering their personal financial conditions.
Within the campus environment, peer influence is also very strong. Students often purchase a product to maintain their status or to remain accepted within their social circle. The fear of being seen as outdated or unable to keep up with trends plays a significant role. This lifestyle change is driven more by the desire to be accepted and valued by the surrounding environment than by actual needs. At this stage, peer influence tends to be more dominant than influence from family or parents.
Previous studies, such as those conducted by Hartiningsih et al. (2021), indicate that consumer behavior is influenced by lifestyle and financial literacy levels. Financial literacy is an individual's ability to understand and use financial information effectively, including budgeting, saving, and risk management. Individuals with good financial literacy tend to be able to manage their finances wisely and responsibly. Susetyo and Firmansyah (2023:262) add that financial literacy also helps people understand financial products and services, as well as recognize their benefits and risks.
Financial literacy can be acquired through formal and informal education, including the role of the family in shaping financial mindsets and habits from an early age. Thus, financial literacy is an important foundation for rational consumption decisions.
Based on initial observations conducted by researchers at Gorontalo State University, it was found that most students tend to buy items based on desire rather than need. This is reflected in survey results showing that 59.50% of students frequently shop online, and 57.10% of students do not have the habit of recording their personal finances. This data indicates a low level of awareness among students regarding the importance of personal financial management and financial literacy. The high intensity of social media use also serves as a driving factor for students' consumptive behavior. Many students are influenced to purchase products due to the influence of influencers, digital ads, or trends circulating on social media.
Based on the above, the study aims to analyze the influence of lifestyle on consumer behavior and financial literacy on the consumer behavior of economics faculty students at Gorontalo State University.

2. methodology 

[2.1 Time and Place
This research was conducted from January to April 2025 at the Faculty of Economics, State University of Gorontalo, located at Jl. Jendral Sudirman No. 6, Gorontalo City. The subjects of the study were students from the Faculty of Economics at the State University of Gorontalo.
2.2. Research Design
This study uses a quantitative approach to examine a specific population or sample and collect data using research instruments, and analyze data quantitatively or statistically. This study uses two types of independent data, namely lifestyle (X1) and financial literacy (X2), and adds the category of student majors as a dummy variable. According to Gujarati & Porter (2009), dummy variables are techniques used to include non-metric or categorical variables in linear regression models, so that they can be analyzed along with other numerical variables. And consumptive behavior (Y) as the dependent variable. in general, the research design can be seen in Figure 1.
[image: ]
Figure 1. Research Design

Explanation: 
X1        	: 	Lifestyle Influences Consumptive Behavior
X2        	: 	Financial Literacy Influences Consumptive Behavior
Y        	:	Consumptive Behavior
Dummy     	: 	D1, D2,D3

2.3 Population and Sample
The population used consists of students from the Faculty of Economics, academic year 2021-2022, comprising students from four departments: Economics Education, Accounting, Management, and Economics, with a total of 1,332 individuals.  To determine the number of respondents to be taken, the Proportional Random Sampling technique was used at 10%, resulting in a sample size/number of respondents of 133 people. 
2.4 Data Collection Technique
The data collection technique used in this study was with the help of a research instrument as a tool to collect the required data. The research instrument consists of a questionnaire in the form of written questions related to the research topic. The questionnaire was then administered to the group of individuals selected as the research sample, who then answered it in writing. In this study, the responses provided by the respondents were scored using the Likert scale. The Likert scale is a scale used to measure a person's attitude, opinion, and perception of a particular object or phenomenon (Siregar 2013:25).
    The researcher used a Likert scale in the form of a checklist where respondents marked (√) the column of the desired answer alternative. Then, each answer obtained was given a score:
Table 1. Likert Scale Scores

	No
	Category
	Scores

	1.
	Strongly Agree (SS)
	5

	2.
	Agree  (S)
	4

	3.
	Disagree (KS)
	3

	4.
	Strongly Disagree  (TS)
	2

	5.
	Very Strongly Disagree (STS)
	1



2.5 Data Analysis
Instrument testing can be performed on a computer using SPSS (Statistical Product and Service Solution) software. An instrument is considered valid if the validity test results show that the calculated r > table r for an error rate of a = 5%. Conversely, if the calculated r < table r, the instrument is considered invalid.
    Reliability is tested  using Cronbach's Alpha coefficient:
 (Arikunto, 2013:239). In hypothesis testing, two types of approaches are used, namely simultaneous F-test and partial t-test. To test simultaneous F, use the following formula: 

H₀ : βo,β₁,β₂,β₃,β₄,β₅ = 0 → There is no simultaneous effect
H₁: At least one β ≠ 0 → There is a simultaneous influence

(Sugiyono, 2013) states that regression is a formula used to determine the extent of the influence of dependent variables on independent variables. This study uses multiple linear regression data analysis techniques, where α is used to determine the influence of lifestyle variables (X1), financial literacy (X2), and major categories (in the form of dummy variables: D₁, D₂, D₃) on the consumptive behavior of students (Y). The regression model used is as follows:
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The coefficient of determination (R²) is used to determine the relationship between exogenous variables (X) and endogenous variables (Y). The higher the R value, the stronger the correlation. The coefficient of determination (R²) aims to determine how well the exogenous variable explains the endogenous variable. An R² value is considered good if it is above 0.5, as R² values range from 0 to 1]  

3. results and discussion

[3.1 Results
Based on the research conducted, the results are presented in Table 2.
Table 2. Results of Partial Analysis of Independent Variables on Dependent Variables
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	119.475
	3.255
	
	36.709
	.000

	
	Live style
	.550
	.054
	.485
	5.854
	.002

	
	Financial Literacy
	.359
	.053
	.400
	4.828
	.000

	
	D1_in Accounting
	-4.069
	1.986
	-.726
	-2.111
	.037

	
	D2_in Management
	8.006
	1.950
	.355
	4.106
	.001

	
	D3_in Economics
	2.998
	1.981
	.535
	1.514
	.133

	a. Dependent Variable: Consumptive Behavior


Source: IBM SPSS 21 Output, 2023

Based on Table 2, the results of the partial analysis can be used to create a multiple linear equation for the variables of lifestyle, financial literacy, and dummy variables (students majoring in accounting, management, economics, and economic education) on consumptive behavior. The regression equation is as follows:
Consumptive Behavior = 119.475 + 0.550X₁ + 0.359X₂ - 4.069D₁ + 8.006D₂ + 2.998D₃ + ε
The regression equation above shows a constant value of 119.475, indicating that the lifestyle and financial literacy variables are considered constant. This result also serves as the baseline value for students' consumer behavior when all independent variables are set to zero. Based on the analysis results, it is also known that lifestyle and financial literacy variables significantly influence consumer behavior, with significance levels of 0.002 and 0.000, respectively, both smaller than the significance level α=0.05.
Based on Table 2, it is known that the regression coefficient for the lifestyle variable is 0.550. This means that an increase of 1 unit in students' lifestyle will increase consumptive behavior by 0.550, assuming other variables remain constant. This effect is positive, meaning that the higher the students' lifestyle, the more likely they are to exhibit higher consumptive behavior. 
The regression coefficient analysis results for the financial literacy variable are 0.359. This indicates that for every 1-unit increase in financial literacy, consumer behavior will increase by 0.359. Thus, it can be interpreted that an increase in financial literacy will increase consumer behavior. This is because students with higher financial literacy feel more capable of meeting their financial needs and desires, although this does not necessarily reflect thrifty or efficient behavior. 

The results of the analysis of the dummy variable D2_management students show a regression coefficient value of 8.006 and a significance value of 0.001.  This indicates that management students have a higher level of consumer behavior compared to students in other majors, with a consumer behavior level of 8.006 units higher than that of economics education students (reference category). This difference is highly significant. Thus, the total predicted value for management students is 119.475 + 8.006 = 127.481. 
The analysis of the dummy variable D3_economics students shows a regression coefficient of 2.998 with a significance value of 0.133 (> 0.05).  This means there is no significant difference between economics and education students in terms of consumption behavior. The predicted value for economics students is 119.475 + 2.998 = 122.473. 
The analysis of the dummy variable D1_accounting students shows a coefficient of -4.069, with a significance level of 0.037. This means that accounting students have a lower level of consumer behavior. It can be said that the accounting department is equivalent/equal to the economics and economics education departments in the consumer behavior model. In this case, economics education students are used as the reference category (baseline category). Therefore, the baseline prediction value for economics education students is 119,475, and all interpretations of the dummy variable coefficients (D1, D2, D3) are compared to this value.
3.2 Discussion

Lifestyle is one of the main factors influencing the consumptive behavior of college students. Based on the results of descriptive analysis, the lifestyle variable has an average score of 4.02, which falls into the “good” category. This variable consists of four indicators: activities, interests, views of oneself and others, and basic character. Among these four indicators, the activity indicator shows the highest score of 4.38, which falls into the “very good” category. This indicates that students are actively engaged in various activities such as online shopping, hanging out at cafes, following social media trends, and other consumer-oriented activities.
The interest indicator ranks second with an average score of 4.05. Students have a high interest in certain products such as fashion, gadgets, and trendy foods that are heavily promoted through social media. This interest is not always based on need but rather on the desire to appear fashionable and be accepted by their social circle. This reinforces the influence of social factors as a trigger for irrational consumption.
The indicator of self-perception and perception of others scored 3.96. Students tend to form their self-image through the consumption of certain goods, especially those related to appearance. They feel more confident and valued when using branded goods or following certain trends. This indicates that perceptions of self-identity also shape consumptive habits. 
The final indicator, basic character, scored 4.11, which is also in the good category. This basic character reflects how family background, place of residence, and education shape students' consumptive tendencies. Students from upper-middle-class families tend to have a higher consumptive lifestyle compared to students from lower-income backgrounds.
Of the four lifestyle indicators, the activity indicator dominates, showing that students' consumptive lifestyles are more influenced by daily consumptive habits. Activities such as online shopping, using food delivery services, and hanging out at popular places have become part of the routine that students consider normal. This reflects changes in lifestyle due to technological developments and digital culture.
Based on the category of students by major, the dummy regression results show that management majors have the highest influence on consumptive behavior with a coefficient value of 8.006. This indicates that management students tend to have a more consumptive lifestyle. Their academic and non-academic activities often require high social appearance and involvement, so consumption becomes a means of adjustment.
Meanwhile, accounting students show a negative coefficient of (-4.069), meaning that they tend to have lower consumptive behavior or can be said to be equivalent to economics and economic education majors. This result is significant at the 5% level and indicates that accounting education, which emphasizes efficiency and financial record-keeping, fosters a more rational and frugal consumption attitude.
Economics education students were used as the reference category in the regression model. Meanwhile, economics students had a positive but insignificant coefficient. This indicates that while there is a tendency toward consumption, its influence is not as strong as that of management students. This difference reflects that educational background and academic environment play a significant role in shaping students' lifestyles. Accounting students, for example, have the habit of recording expenses, comparing prices, and refraining from impulsive purchases. 
This fact is reinforced by the finding that activity indicators are the primary drivers of a consumptive lifestyle. Students who are active on social media, campus activities, and off-campus communities are more frequently exposed to a consumptive lifestyle. This underscores the importance of environmental influence in shaping consumption habits.
The results of this study align with the views of Mohi et al. (2025), who state that activities, interests, and opinions significantly influence an individual's consumption decisions. In practice, management students are generally more active in organizational activities, seminars, and entrepreneurial activities that require professional appearances, thereby encouraging them to pay attention to clothing styles, gadgets, and other status symbols. Pramesti et al. (2023) state that individuals exposed to a consumptive social environment and driven by a strong desire for recognition are more likely to engage in consumptive behavior, especially if such a lifestyle is supported by an environment that fosters that culture. Financial literacy is a crucial factor in determining how well students can manage their finances and avoid consumerist behavior. Based on the results of the descriptive analysis, students' financial literacy is categorized as good, with an average score of 3.97. Financial literacy is measured through five main indicators: knowledge of financial concepts, ability to communicate about finances, ability to manage personal finances, ability to make financial decisions, and confidence in future planning.
Based on these five indicators, the indicator of ability to communicate about financial concepts recorded the highest score of 4.09. This shows that students feel comfortable and confident in discussing finances, whether with friends, family, or lecturers. However, this ability does not necessarily translate into wise financial behavior.]  

4. Conclusion

[Based on the research results, it can be concluded that lifestyle variables and financial literacy variables have a positive and significant effect on the consumptive behavior of students at the Faculty of Economics, Gorontalo State University. Based on the analysis results, it was found that the comparison of consumer behavior among students in each department showed significant differences, with management department students exhibiting the most significant difference in consumer behavior compared to other departments (β = 8.006; sig = 0.001). Meanwhile, students in the Economics department have a positive influence on consumer behavior but it is not significant (β = 2.998; sig = 0.133). On the other hand, students in the Accounting department show a negative and significant influence on consumer behavior (β = -4.069; sig = 0.037).]
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