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One type of e-commerce that is commonly 
encountered is Online to Offline (O2O). The 
Online to Offline (O2O) business model that is 
well-known among the public is Grab as the 
largest O2O food delivery service provider in 
Indonesia in 2023 with a market share of 57%. 
Even though it has a large market share, a person's 
shopping interest through Grab food delivery 
O2O certainly varies. This interest will be seen 
from the financial attitude and digital financial 
literacy factors that students have. This type of 
research is associative with a quantitative 
approach. The sample in this study is 100 S1 
Accounting students of the Faculty of Economics 
and Business, University of Mataram class of 2021-
2024. The study results show that the variable of 
digital financial literacy has a more dominant 
influence on shopping interest than financial 
attitudes. This is shown by a regression coefficient 
of 75,4% which means that digital financial 
literacy has an influence of 75,4% on shopping 
interest. It can be concluded that the variables of 
financial attitudes and digital financial literacy 
affect shopping interest in using Grab food 
delivery services, both partially and 
simultaneously 
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INTRODUCTION 
The current modern era is characterized by digitalization in various sectors of 

life (Sholeh, 2019). The development of the economic system is one of the 
digitalization that gives an influence that is known as the digital economy (Aulia 
& Putra, 2023). The rapid development of digital technology is driving global 
economic growth and creating new opportunities for innovation, especially in 
the financial and trade sectors. Digital economic activities in the financial sector 
are changing people's habits regarding safe and efficient financial services 
(Tiffani, 2023). In addition, digital economic activities that use the internet are the 
beginning of the development of electronic commerce (Marhawati, 2023). One of 
the innovations in the development of digital technology is the emergence of 
start-ups which are divided into two types, namely electronic commerce (e-
commerce) and financial technology (fintech). 

E-Commerce is a company that provides an online platform for the process of 
purchase, sales, and service transactions (Teresya et al., 2022). One type of e-
commerce that is commonly encountered is Online to Offline (O2O). 
Unknowingly, some people have used Online to Offline (O2O) e-commerce to 
make purchases, especially food or beverage purchases. This is by research 
conducted by Yao et al (2022) that Online to Offline (O2O) provides convenience 
for consumers and the most significant is the Online to Offline (O2O) food 
delivery service. Online to Offline (O2O) is a business model that connects online 
channels with offline stores through smartphone devices and internet access (Yao 
et al., 2022). This means that a person can buy goods online through a 
smartphone, but picking up goods is done offline or through a food delivery 
service. 

An Online to Offline (O2O) business model that is well-known among the 
public is Grab. Grab is one of the Online to Offline (O2O) e-commerce that offers 
convenience to the public by using a food delivery service strategy (Grab.com, 
2019). According to Databoks (2024), Grab is the largest O2O food delivery 
service provider in Indonesia in 2023 with a market share of 57%, while GoFood 
is 38%, and ShopeeFood is 5%. The online-to-offline (O2O) business model of 
Grab food delivery services provides flexibility and convenience for consumers 
because it is enough to place an order through the Grab application on the 
GrabFood feature as well as make online payments using OVO or Superbank e-
wallet financial technology. In addition, there are promos and cashback that 
users can enjoy after making Grab food delivery O2O transactions and paying 
using e-wallets. With promos and cashback, it can encourage or attract attention 
to make purchases. For consumers, the cashback scheme can save expenses, 
especially for repeat purchases, buyers can save because they can pay with the 
cashback that has been collected (Abimanyu & Hermana, 2022).  
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The digitalization of the economy with the emergence of Grab e-commerce is 
quite famous among the public, especially students. S1 Accounting student of the 
Faculty of Economics and Business, University of Mataram with an educational 
background in the field of finance as well as a young generation who is at the 
center of social and economic change. Students have an important role in the era 
of economic digitalization, and they must be able to adapt. Even though it has a 
large market share, a person's shopping interest through Grab food delivery O2O 
certainly varies. Grab started its activities in Lombok, West Nusa Tenggara in 
2017. Grab enthusiasts, especially in the city of Mataram, are increasing in 2018 
with promos in food features of 10%-50%(Aini, 2019). In understanding the 
response and interest of S1 Accounting students of the Faculty of Economics and 
Business, University of Mataram in the behavior of shopping for food online 
through Grab, it will be seen from the factors of financial attitudes and digital 
financial literacy.  

Financial attitude is the ability of individuals to manage their money. This can 
be reflected in the tendency to be frugal, invest, or make decisions related to 
spending, especially for online food shopping. One of the intelligence that must 
be possessed by modern humans is financial intelligence, namely the intelligence 
to manage personal financial assets to avoid mismatches in income and financial 
conditions (Darmawan & Pratiwi, 2020). Digital financial literacy includes 
knowledge of the various digital tools and platforms used in financial 
management, as well as the ability to make smart and secure financial decisions. 
Understanding various digital tools and platforms is important so that online 
shopping activities run smoothly and can take advantage of existing features to 
get promos, cashback, or other benefits. This is one of the steps to save student 
expenses. 

LITERATURE REVIEW 
Theory of Planned Behavior (TPB) 
 The theory of Planned Behavior (TPB) is an extension of the Theory of 
Reasoned Action (TRA) which was first introduced by Icek Ajzen in 1985. TRA is 
a theory of reasoned action with one belief that a person's reaction and perception 
of something will determine the person's attitude and behavior. Ajzen added that 
a construct that does not yet exist in the TRA is called perceived behavioral 
control. This construct is added to the TPB to control individual behaviors that 
are constrained by the shortcomings and limitations of the resources used in 
acting (Sakdiyah et al., 2019). The TPB explains that the behavioral intention of 
an individual is influenced by several factors, namely attitude, subjective norms, 
and perceived behavioral control (Amelia et al., 2019). 
 Based on the TPB model, the relationship between theory and this research is 
shown through the assessment and understanding of students related to their 
finances to meet their daily needs, especially food needs. Financial attitude is a 
state of mind, opinion, and judgment about finance that is based on the intention 
to do something related to their expenses and intensity in carrying out that 
behavior. A person's financial attitude reflects their assessment of the costs and 
benefits of using Grab food delivery O2O services in their daily lives to meet their 
primary needs.  
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 Digital financial literacy is the next factor that measures shopping interest 
through the Grab food delivery O2O service. According to The Organization for 
Economic Co-operation and Development abbreviated as OECD (2018) in 
(Rahayu, 2022a) theoretically, a person's level of digital financial literacy will 
affect the individual's financial behavior, especially in terms of saving and 
shopping behavior. Research that examines digital financial literacy is still 
limited, so this study will try to rely on research related to financial literacy (non-
digital) to explain the influence of digital financial literacy level on a person's 
shopping interest in using online food delivery services. This statement is 
supported by research from Setiawan et al (2022) that the influence of digital 
financial literacy should be the same as the influence of non-digital financial 
literacy. 
Financial Attitude 
 Financial attitude is a person's thoughts, opinions, and assessments of the 
finances that they have to apply in their attitude so that they can maintain these 
values with appropriate decision-making and management (Austin & MN, 2021). 
A good financial attitude will be seen in the success of individuals in managing 
their income and expenses. Everyone has a different perspective and assessment 
of their finances. Individuals who have a positive attitude towards their finances 
will have knowledge and abilities about finance so that they have material to 
consider before making decisions about their finances (Rachmawati & Nuryana, 
2020). 
 The indicators used in the financial attitude variable refer to the opinion Shim 
et al (2010)namely:  
1. Record income and expenses. A good financial attitude is a person's attitude 

when he can control the income and expenses made. This is done to prevent 
someone from spending more than their income. 

2. Spending the money they have. This means that a person spends excessively 
even to the point of spending the money he has. 

3. Save money. A person with a good financial attitude will prepare well 
financially, namely setting aside the income he receives every month to be 
used for unexpected needs in the future. 

4. Pay debts. A person with a good financial attitude can manage his finances to 
pay his debts or bills on time. 

Digital Financial Literacy 
Digital financial literacy is the knowledge and understanding of various 

digital platforms used in managing finances so that individuals can make smart 
and safe financial decisions. The complexity of individual needs in this modern 
era requires them to have good financial literacy to create quality individuals and 
have financial intelligence (Latifatul Afifah et al., 2021). Financial difficulties are 
not caused by low income levels; but can occur if the allocation is wrong due to 
a lack of financial planning, and financial management, as well as not having 
savings (Umami & Syofyan, 2023). 
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In terms of finance, digital financial intelligence includes 4 aspects related to 
knowledge, experience, awareness, and skill in using financial technology and 
digital platforms. The indicators used in digital financial literacy variables refer 
to opinions (Rahayu, 2022), namely: 
1. Knowledge; is a person's ability to absorb knowledge and adapt to financial 

products and other digital services. 
2. Experience; is the result of an event that someone has experienced in using 

financial products and other digital services. 
3. Awareness; is a person's ability to think, remember, and feel something 

related to the risks and benefits of these financial products and digital 
services. 

4. Skill; is a person's ability to manage activities related to financial products and 
digital services. 

Shopping Interest 
Shopping interest arises when a person gets stimulated by the product they 

are paying attention to. The stimulus then gives rise to the desire to buy and own 
the related product. Buying interest reflects the consumer's drive to get a product 
that is considered needed (Sari et al., 2024). Shopping interest on the internet is 
the act of consumers using the internet to get the goods they want. The internet 
in question can be in the form of a site or application that can be downloaded 
using a consumer's smartphone (Herdioko & Widya, 2019). 

Buying interest usually arises after an evaluation process.  In the evaluation 
process, a person will analyze a product to be selected or purchased based on 
interests and brands. According to Ferdinand, there are 4 indicators to identify 
buying interest (Hermawan, 2021), namely: 

1. Transactional interest; is a person's interest in buying a product. 
2. Referral interest; is a person's interest in recommending a product to others. 
3. Preferential interest; is a person's interest described through behavior that has 

a primary preference for a particular product. Preferred interests can be 
superseded if something happens or a related preference product changes. 

4. Exploratory interest, is the interest of a person who describes behavior and is 
always looking for information about the product of interest and information 
that supports the product. 

E-Commerce O2O (Online to Offline) 
The use of digital technology is expected to provide benefits to the business 

world. Companies that can compete in the era of digitalization can implement 
technology into their companies. One of the implementations of technology in 
increasing business competition is by using electronic commerce (e-commerce), 
which is a form of marketing products or services, both in physical and digital 
form. E-commerce is defined as the process of buying or selling between two 
parties in a company with the exchange of goods, services, or information 
through internet media. The use of e-commerce provides several benefits, 
including time and energy efficiency, wider market reach, and flexibility.  
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Quoted from Prasetiyo & Fazarriyawan (2020) there are 7 types of e-
commerce, namely Business to Business (B2B), Business to Consumers (B2C), 
Consumer-to-Consumer (C2C), Consumer to Business (C2B), Consumer to 
Administration (C2A), Business to Public Administration (B2PA), and Online to 
Offline (O2O). The frequency of e-commerce use in the community is significant 
in the Online to Offline (O2O) type to make purchases, especially food or 
beverage purchases. This is by research Yao et al (2022) shows that Online to 
Offline (O2O) provides convenience for consumers and the most significant is the 
Online to Offline (O2O) food delivery service. Online to Offline (O2O) is an 
online business model that is connected to offline stores through the internet 
network so that people can buy goods online through smartphones that have an 
internet network, but picking up goods is done offline or through food delivery 
services. 
Hypothesis Development 

Financial attitudes are one of the indicators that affect a person's consumptive 
behavior. According to Hidayah & Sartika (2024), financial attitude is a way of 
looking at a person that reflects financial principles in making financial decisions. 
Financial attitudes are described as a person's mental state, opinions, and 
judgments regarding their financial aspects which are then reflected in behavior. 
Research conducted by D. M. Sari et al (2024) shows that financial attitudes have 
an impact on shopping interest due to differences in views and attitudes towards 
money.  

According to research Dewi (2022), high digital literacy will make it easier for 
individuals to find, evaluate, and buy products or services through e-commerce. 
Digital financial literacy as online knowledge of the spending system and saving 
activities through payments or digital banking can be a reason for consumers to 
make purchase decisions, especially in e-commerce. This means that increasing 
digital financial literacy; will increase consumers' ability to make wise purchase 
decisions (Rochaniah & Sari, 2021). 

Research by Sianipar & Djamaluddin (2023) shows that individual digital 
literacy has a higher chance of encouraging individuals to make decisions to shop 
online. By increasing digital literacy, consumers can find and decide to buy 
suitable online products. A good e-commerce offering provides a good shopping 
experience and increasing the digital literacy of consumers will improve 
purchasing decisions (Wahyuningsih, 2023). Therefore, this study proposes the 
hypothesis: 
H1: Financial attitudes have an influence on shopping interest through O2O 
(Online to Offline) e-commerce. 
H2: Digital financial literacy has an influence on shopping interest through O2O 
(Online to Offline) e-commerce. 
H3: Financial attitudes and digital financial literacy together have an influence 
on shopping interest through O2O (Online to Offline) e-commerce. 
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The conceptual framework in this research is as follow: 

 

Figure 1. Conceptual Framework 
 
METHODOLOGY 

This type of research is associative with a quantitative approach. This 
research was conducted at the Faculty of Economics and Business, University of 
Mataram located on Jl. Majapahit No. 62, Gomong, Selaparang District, Mataram 
City, West Nusa Tenggara. The population in this study is S1 Accounting 
students of the Faculty of Economics and Business, University of Mataram for 
the 2021-2024 batch. This study used a purposive sampling technique, which is 
carried out on respondents who meet certain requirements (Herdioko & Widya, 
2019). The samples were taken using the Slovin formula with a total of 100 
respondents. 

This study uses a type of quantitative data using primary data sources 
obtained through filling out questionnaires by giving a score of 1-5 with the 
criteria of strongly disagree-strongly agree in each answer category. Respondents 
will be given a questionnaire through an online Google form with a list of 
statements that must be answered to get relevant information. All the data that 
has been collected is then tabulated based on variables to simplify the data 
analysis process using the help of SPSS 30. 

RESULT 
Descriptive Statistical Test Results 

This measurement is carried out to find out the general picture of data such 
as the mean value, maximum, minimum, and standard deviation of each 
variable. The results of the descriptive statistical test can be seen in Table 1 which 
shows that out of a total of 100 respondents, the average value of financial 
attitude was 21,06 points for 7 statements, so the average answer of the 
respondents was 3,01. This figure shows that respondents have thoughts and 
assessments of their finances as a consideration before making shopping 
decisions using Grab food delivery services. 

Digital financial literacy has an average score of 27,42 points for 7 statements, 
so the average answer of respondents is 3,91. This means that respondents have 
knowledge and understanding of the digital platform used in managing their 
finances in order to make smart and safe financial decisions. Furthermore, the 
average value of shopping interest was 24,17 points for 7 statements, so the 
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Digital Financial 
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Shopping Interest 
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average answer of the respondents was 3,45. The figure shows that respondents 
received stimulation from Grab food delivery services, then created a desire to 
buy and use related services. 

Table 1. Descriptive Statistical Test Results 

 
N Minimum Maximum Mean 

Std. 
Deviation 

Financial Attitude (X1) 100 10 31 21,06 4,709 
Digital Financial 
Literacy (X2) 

100 16 35 27,42 4,434 

Shopping Interest (Y) 100 7 35 24,17 6,260 

Validity Test and Reliability Test 
The results of the validity test on the data used a product-moment correlation 

table from Pearson which showed that all statement items had met the validity 
test. The data is said to be valid if the significance level is < 0,05 and the rcalculation 
is > rtable (0,195). The reliability test showed that all three variables had a 
Cronbach's alpha value > 0,7 and were said to be reliable. Reliable data is shown 
with a value of at least 0,7 Cronbach's alpha coefficient. 
Classical Assumption Test 

Classical assumption tests include normality tests, multicollinearity tests, 
and heteroscedasticity tests. In Table 2, the normality test was carried out using 
the Kolmogorov-Smirnov test with the help of SPSS 30. It is known that the 
significance value is 0,067 > 0,05 which means that the data is distributed 
normally.  

The multicollinearity test can be seen in Table 3. The VIF value of each 
independent variable is financial attitude and digital financial literacy < 10 and a 
tolerance value > 0,1. These results show that there is no multicollinearity 
between independent variables in the regression model. 

Table 4 is a heteroscedasticity test conducted using the Spearman Rho test. 
The financial attitude variable has a significance value of 0,578 and the digital 
financial literacy variable has a significance value of 0,261. These results showed 
that there were no symptoms of heteroscedasticity because the significance value 
> 0,05. 

Table 2. Normality Test 

 Asymp. Sig. (2-tailed) 

Unstandardized Residual 0,067 

Table 3. Multicollinearity Test 

Independent Variables 
Collinearity Statistic 

Tolerance VIF 

Financial Attitude (X1) 0,781 1,280 
Digital Financial Literacy (X2) 0,781 1,280 
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Table 3. Heteroscedasticity Test with Spearman Rho Test 

Independent Variables Sig. (2-tailed) 

Financial Attitude (X1) 0,578 
Digital Financial Literacy (X2) 0,261 

Hypothesis Tests 
Hypothesis tests were carried out to determine the influence of independent 

variables partially or simultaneously on dependent variables. Based on Table 5, 
the financial attitude variable has a significance value < 0,05 which is 0,001 while 
the Tcalculation > Ttable is 4,550 > 1,987. This means that there is a partial influence of 
financial attitude variables on shopping interest through O2O e-commerce, 
namely Grab food delivery. So H0 is rejected and Ha is accepted. 

The table also shows that the digital financial literacy variable has a 
significance value < 0,05 which is 0,001 while the Tcalculation > Ttable is 7,675 > 1,984. 
This means that there is a partial influence of digital financial literacy variable on 
shopping interest through O2O e-commerce, namely Grab food delivery. So H0 

is rejected and Ha is accepted. 

Table 4. T Test 

 Unstandardized 
Coefficients 

Standardized 
Coefficients 

B Std. Error Beta t Sig. 

Financial Attitude (X1) 0,555 0,122 0,418 4,550 0,001 
Digital Financial 
Literacy (X2) 

0,865 0,113 0,613 7,675 0,001 

Table 6 shows the simultaneous influence of independent variables on 
dependent variables through the F Test. Independent variables have a 
significance value < 0,05 which is 0,001, while Fcalculates > Ftable is 31,981 > 3,090. 
This means that simultaneously there is an influence of financial attitude and 
digital financial literacy on shopping interest through O2O e-commerce, namely 
Grab food delivery. So H0 is rejected and Ha is accepted. 

Table 5. F Test 

 Sum of Squares df Mean Square F Sig. 

Regression 1541,854 2 770,927 31,981 0,001 

Based on the decision-making of T Test and F Test, it can be concluded that 
both simultaneously and partially, variables of financial attitudes and digital 
financial literacy affect shopping interest 
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DISCUSSION 
The Influence of Financial Attitudes (X1) on Shopping Interest (Y) 

Financial attitude is a person's perspective and assessment of their finances. 
This attitude is formed from various factors, such as the values adhered to, the 
surrounding environment, personal experiences, and knowledge of finance. The 
results of this study show that the Tcalculated > Ttable is 4,550 > 1,987, which means 
that there is an influence of financial attitudes on shopping interest through O2O 
e-commerce, namely Grab food delivery. This shows that the financial attitude of 
students majoring in Accounting, Faculty of Economics and Business, University 
of Mataram has an influence on shopping interest depending on the view of the 
importance of money or how dare we take financial risks. 

A person's financial attitude is measured based on several indicators such as 
recording income and expenses, making excessive spending, saving for the 
future, and paying debts on time. This attitude will be reflected in a person's 
attitude in making decisions and managing finances appropriately. The results 
of the study show that financial attitudes affect shopping interest due to 
differences in views and assessments of money. A person's attitude has a 
significant influence on shopping behavior because of the emotional influence of 
money on decision-making and action. 

In the multiple linear regression equation, financial attitudes have a positive 
coefficient of 0,223 which means that financial attitudes have an influence of 22.3% 
on spending interest. The results of this study are in line with research conducted 
by Haqiqi & Pertiwi (2022) that financial attitudes have a positive and significant 
influence on financial behavior in online shopping. The results of this study are 
also supported by D. M. Sari et al (2024) those who say that financial attitudes have 
a positive and significant effect on shopping interest in e-commerce. 
The Influence of Digital Financial Literacy (X2) on Shopping Interest (Y) 

Digital financial literacy refers to a person's understanding and ability to 
manage finances through digital platforms such as from aspects of online banking, 
and digital investment, to electronic payments. Shopping interest refers to a 
person's tendency to make purchases, both online and offline. The results of this 
study show that the Tcalculated > Ttable is 7,675 > 1,984 which means that there is an 
influence of digital financial literacy on shopping interest through O2O e-
commerce, namely Grab food delivery among students majoring in Accounting, 
Faculty of Economics and Business, University of Mataram. 

Digital financial literacy indicators are seen in terms of knowledge, experience, 
awareness, and skill. The higher a person's digital financial literacy, the higher 
their interest in shopping because digital financial literacy makes it easy to access 
various financial products and services, including online shopping platforms. 
With good literacy, one can access information about products, prices, and 
promotions quickly and accurately. In decision-making, digital financial literacy 
helps individuals make better judgments in terms of finances and needs.  

In the multiple linear regression equation, digital financial literacy has a 
positive coefficient of 0,754 which means that digital financial literacy has an 
influence of 75.4% on shopping interest. The results of this study are in line with 
research conducted by Sianipar & Djamaluddin (2023) that individual digital 
literacy has a higher chance of encouraging individuals to make decisions to shop 
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online. The better a person's level of understanding of digital finance, the higher 
the level of confidence in online transactions. 
The Influence of Financial Attitudes (X1) and Digital Financial Literacy (X2) 
on Shopping Interest (Y) 

Based on the results of the F Test, Financial Attitude (X1) and Digital 
Financial Literacy (X2) have a significance value of < 0,05 which is 0,001 while 
Fcalculates > Ftable is 31,981 > 3,090. This means that simultaneously there is an 
influence of the variables Financial Attitude (X1) and Digital Financial Literacy 
(X2) on Shopping Interest (Y) through O2O e-commerce, namely Grab food 
delivery in students majoring in Accounting, Faculty of Economics and Business, 
University of Mataram. 

The results of data processing for the Determination Coefficient Test (Adjusted 
R square) using the SPSS 30 program obtained an Adjusted R Square value of 0,385 
or 38,5%. It can be concluded that the ability of the variables Financial Attitude 
(X1) and Digital Financial Literacy (X2) to influence the Shopping Interest (Y) is 
38,5%. This shows that there are still 61,5%% of other independent variables such 
as lifestyle, income, social influence, experience, and everyone's preferences in 
influencing shopping interests. 
 
CONCLUSION AND RECOMMENDATION 
Conclusion 

Based on the results of research related to the influence of financial attitudes 
and digital financial literacy on shopping interest through O2O (Online to Offline) 
e-commerce in students majoring in Accounting, Faculty of Economics and 
Business, University of Mataram, it can be concluded that: 
1. The Financial Attitude variable (X1) partially has a positive and significant 

influence on Shopping Interest (Y) through O2O (Online to Offline) e-
commerce in students majoring in Accounting, Faculty of Economics and 
Business, University of Mataram. 

2. The Digital Financial Literacy Variable (X2) partially has a positive and 
significant influence on Shopping Interest (Y) through O2O (Online to Offline) 
e-commerce in students majoring in Accounting, Faculty of Economics and 
Business, University of Mataram. 

3. The variables of Financial Attitude (X1) and Digital Financial Literacy (X2) 
simultaneously have a positive and significant influence on Shopping Interest 
(Y) through O2O (Online to Offline) e-commerce in students majoring in 
Accounting, Faculty of Economics and Business, University of Mataram. 
The Digital Financial Literacy variable (X2) has a more dominant influence on 

Shopping Interest (Y) than Financial Attitude (X1). This is shown by a regression 
coefficient of 75,4% which means that digital financial literacy has an influence of 
75,4% on shopping interest. 
Recommendation 

For students majoring in Accounting, Faculty of Economics and Business, 
University of Mataram to have a good financial attitude can be done by making a 
realistic and easy-to-follow budget by recording all income and expenses. In a 
modern era with ever-changing trends, students are expected to always prioritize 
their needs and avoid consumptive debt. Students should also start saving and 
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investing for the future. In addition to financial attitudes, the current era requires 
students to have insight into digital financial literacy. Students are expected to 
understand financial products and services, online payment systems, and the risks 
of online services.  

This research has several limitations in each process. Therefore, the researcher 
provides suggestions for future studies to develop research with related topics, 
which are as follows: 
1. This research is only limited to the scope of students majoring in Accounting, 

Faculty of Economics and Business, University of Mataram. In the next 
research, it is recommended to take a broader research subject, not only within 
the scope of the Accounting department of the Faculty of Economics and 
Business, University of Mataram but also from the Accounting department of 
other universities. 

2. This research is only limited to financial attitude variables and digital 
financial literacy. For the next research, it is hoped that it can develop research 
variables; so that it can see and assess every change in respondent behavior 
from time to time by adding variables such as lifestyle, income, social 
influence, experience, and preferences of each person in influencing shopping 
interest. 

3. This research is limited to the use of O2O (Online to Offline) e-commerce 
services, namely Grab food delivery. For further research, we can see and 
assess how each person responds to the use of e-commerce services in other 
fields. 

 
REFERENCES 
Abimanyu, R., & Hermana, C. (2022). Pengaruh Persepsi Harga dan Promosi 

Cashback Terhadap Keputusan Pembelian pada Marketplace Tokopedia. 
Jurnal Ilmiah Wahana Pendidikan, Januari, 2023(1), 398–408. 
https://doi.org/10.5281/zenodo.7545920  

Afifah, A. L., Lestari, B. A. H., & Jumaidi, L. T. (2021). Analisis Tingkat Literasi 
Keuangan dan Pengelolaan Keuangan UMKM pada UMKM di Kota 
Mataram. Jurnal Risma, 1(4), 1–12. https://doi.org/10.29303/risma.v1i4.103  

Aini, L. (2019). Analisis Perilaku Konsumen dalam Menggunakan Jasa Ojek Online 
Grab (Studi di Kelurahan Rembiga Kota Mataram) [Skripsi]. Universitas Islam 
Negeri Mataram. 

Amelia, W. R., Lubis, A. H., & Sabrina, H. (2019). Penggunaan Theory of Planned 
Behavior Untuk Menganalisis Niat Perilaku Milenial Dalam Belanja Daring 
Melalui Aplikasi Instagram. Jurnal Bisnis, Manajemen Dan Informatika, 16(2), 
210–230. https://doi.org/10.26487/jbmi.v16i2.7671  

Aulia, G. Y., & Putra, S. G. (2023). Tingkat Literasi Keuangan Digital (Studi pada 
Mahasiswa Fakultas Ekonomi dan Bisnis Islam Universitas Islam Negeri 
Mataram). Jurnal Perbankan Syariah, 2(1), 26–38. 
https://journal.uinmataram.ac.id/index.php/jps/article/view/7835/2653  

Austin, J. N., & MN, N. (2021). Perilaku, Sikap dan Pengetahuan Keuangan 
Terhadap Kepuasan Keuangan. Jurnal Manajerial Dan Kewirausahaan , III(1), 
61–71. 

https://doi.org/10.5281/zenodo.7545920
https://doi.org/10.29303/risma.v1i4.103
https://doi.org/10.26487/jbmi.v16i2.7671
https://journal.uinmataram.ac.id/index.php/jps/article/view/7835/2653


International Journal of Asian Business and Management (IJABM) 

Vol.4, No.1, 2025: 99-112 

  111 
 

https://lintar.untar.ac.id/repository/penelitian/buktipenelitian_10192033
_5A260821061728.pdf  

Darmawan, A., & Pratiwi, F. A. (2020). Pengaruh Pendidikan Keuangan 
Keluarga, Pembelajaran Keuangan di Perguruan Tinggi, Sikap Keuangan 
dan Teman Sebaya Terhadap Literasi Keuangan Mahasiswa. Fokus Bisnis : 
Media Pengkajian Manajemen Dan Akuntansi, 19(1), 27–37. 
https://doi.org/10.32639/fokusbisnis.v19i1.499  

Databoks.com. (2024, February 7). Indonesia Rajai Pasar Online Food Delivery di 
Asia Tenggara pada 2023. 

Dewi, K. H. (2022). Peran Literasi Digital dan E-Commerce Terhadap Keputusan 
Pembelian Online. Coopetition : Jurnal Ilmiah Manajemen, 13(3), 499–504. 
https://doi.org/10.32670/coopetition.v13i3.2939  

Grab.com. (2019, January 24). Grab Menggabungkan Kekuatan dengan Warung 
Pintar untuk Mempercepat Inklusi Digital bagi Bisnis Skala Mikro di Indonesia. 

Haqiqi, A. F. Z., & Pertiwi, T. K. (2022). Pengaruh Financial Technology, Literasi 
Keuangan dan Sikap Keuangan terhadap Perilaku Keuangan Generasi Z di 
Era Pandemi Covid-19 pada Mahasiswa UPN “Veteran” Jawa Timur. 
SEIKO: Journal of Management & Business, 5(2), 355–366. 
https://doi.org/10.37531/sejaman.v5i2.2301  

Herdioko, J., & Widya, P. R. (2019). Analisis Pengaruh Sikap, Desain Tampilan, 
dan Citra Situs Terhadap Minat Belanja pada Situs Belanja Daring 
Tokopedia di Daerah Istimewa Yogyakarta. MODUS, 31(1), 48–60. 
https://doi.org/10.24002/modus.v31i1.1921  

Hermawan, D. J. (2021). Faktor-Faktor yang Mempengaruhi Minat Beli Online 
(Studi pada Mahasiswa Pengguna Platform Shopee). Jurnal Ilmiah Ilmu 
Ekonomi Dan Bisnis, 9(2). https://doi.org/10.51747/ecobuss.v9i2.848  

Hidayah, A. N., & Sartika, F. (2024). Pengaruh Literasi Keuangan dan Sikap 
Keuangan Terhadap Perilaku  Konsumtif Belanja Online Melalui Locus of 
Control sebagai Variabel Mediasi. Al-Kharaj: Jurnal Ekonomi, Keuangan & 
Bisnis Syariah, 6(4), 3880–3894. https://doi.org/10.47467/alkharaj.v6i4.275  

Marhawati. (2023). E-commerce dan Startup: Wujud Inovasi Keberlanjutan 
Bisnis  di Era Industri 4.0. Journal of Economics, Entrepreneurship, Management 
Business, and Accounting, 01 (01)(01), 34–40. 
https://doi.org/10.61255/jeemba.v1i1.16  

Prasetiyo, B., & Fazarriyawan, E. (2020). Analisa Faktor-Faktor E-Commerce 
dalam Membentuk Customer Satisfaction Millenial Bukalapak. Riset & 
Jurnal Akuntansi, 4(1), 311–321. https://doi.org/10.33395/owner.v4i1.177  

Rachmawati, N., & Nuryana, I. (2020). Peran Literasi Keuangan dalam 
Memediasi Pengaruh Sikap Keuangan, dan Teman Sebaya terhadap 
Perilaku Pengelolaan Keuangan. Economic Education Analysis Journal, 9(1), 
166–181. https://doi.org/10.15294/eeaj.v9i1.37246  

Rahayu, R. (2022). Analisis Faktor-Faktor yang Mempengaruhi Tingkat Literasi 
Keuangan Digital: Studi pada Generasi Z di Indonesia. Reviu Akuntansi Dan 
Bisnis Indonesia, 6(1), 73–87. https://doi.org/10.18196/rabin.v6i1.14268  

Rochaniah, Y., & Sari, R. C. (2021). Pengaruh Literasi Keuangan Digital, 
Penghasilan, dan Gender Terhadap Keputusan Pembelian Konsumen E-

https://lintar.untar.ac.id/repository/penelitian/buktipenelitian_10192033_5A260821061728.pdf
https://lintar.untar.ac.id/repository/penelitian/buktipenelitian_10192033_5A260821061728.pdf
https://doi.org/10.32639/fokusbisnis.v19i1.499
https://doi.org/10.32670/coopetition.v13i3.2939
https://doi.org/10.37531/sejaman.v5i2.2301
https://doi.org/10.24002/modus.v31i1.1921
https://doi.org/10.51747/ecobuss.v9i2.848
https://doi.org/10.47467/alkharaj.v6i4.275
https://doi.org/10.61255/jeemba.v1i1.16
https://doi.org/10.33395/owner.v4i1.177
https://doi.org/10.15294/eeaj.v9i1.37246
https://doi.org/10.18196/rabin.v6i1.14268


Kamalapatrisa, Lestari 

112 
 

Commerce. Profita : Kajian Ilmu Akuntansi, 9(6), 1–20. 
https://journal.student.uny.ac.id/index.php/profita/article/view/17724  

Sakdiyah, L., Effendi, R., & Kustono, A. S. (2019). Analisis Penerimaan 
Penggunaan E-Learning dengan Pendekatan Theory of Planned Behavior 
(TPB) pada Mahasiswa Akuntansi Universitas Jember. E-Journal Ekonomi 
Bisnis Dan Akuntansi, VI(1), 120–126. 
https://doi.org/10.19184/ejeba.v6i2.11151  

Sari, D. M., Prasetyo, E. T., & Kurniawan, D. (2024). Terhadap Minat Belanja di 
E-Commerce (Studi Kasus Pada Mahasiswa Fakultas Ekonomi dan Bisnis 
Universitas Bhayangkara Jakarta Raya Pengguna Aplikasi Shopee). 
Cemerlang : Jurnal Manajemen Dan Ekonomi Bisnis, 4(2), 87–99. 
https://doi.org/10.55606/cemerlang.v4i2.2637  

Setiawan, M., Effendi, N., Santoso, T., Dewi, V. I., & Sapulette, M. S. (2022). 
Digital financial literacy, current behavior of saving and spending and its 
future foresight. Economics of Innovation and New Technology, 31(4), 320–338. 
https://doi.org/10.1080/10438599.2020.1799142  

Shim, S., Barber, B. L., Card, N. A., Xiao, J. J., & Serido, J. (2010). Financial 
Socialization of First-Year College Students: The Roles of Parents, Work, and 
Education. Journal of Youth and Adolescence, 39(12), 1457–1470. 
https://doi.org/10.1007/s10964-009-9432-x  

Sholeh, B. (2019). Pengaruh Literasi Keuangan Terhadap Perilaku Keuangan 
Mahasiswa Program Studi Pendidikan Ekonomi Universitas Pamulang. 
Jurnal Pendidikan, Ekonomi Dan Bisnis, 4(2), 57–67. 
https://doi.org/10.32493/pekobis.v4i2.P57-67.4306  

Sianipar, N. T. M., & Djamaluddin, S. (2023). Hubungan Literasi Digital dengan 
Keputusan Belanja Online. Jurnal Administrasi Bisnis, 12(2), 187–200. 
https://doi.org/10.14710/jab.v12i2.52938  

Teresya, R., Rahmah Nabiilah, R., Tunnajah, S., & Penulis, K. (2022). Literature 
Review E-Commerce: Profitabilitas, Tekanan Eksternal dan Kemudahan 
Penggunaan. Jurnal Ekonomi Manajemen Sistem Informasi , 3(4), 474–484. 
https://doi.org/10.31933/jemsi.v3i4  

Tiffani, I. (2023). Pengaruh Literasi Keuangan dan Literasi Digital Terhadap 
Preferensi  Bank Digital. Journal Management, Business, and Accounting, 22, 
152–167. https://doi.org/10.33557/mbia.v22i1.2039  

Umami, N., & Syofyan, R. (2023). Pengaruh Literasi Keuangan Digital dan 
Konformitas Terhadap Perilaku Konsumtif Mahasiswa Universitas Negeri 
Padang. Jurnal Salingka Nagari, 02(1), 341–354. 
https://doi.org/10.24036/jsn.v2i1.108  

Wahyuningsih, R. (2023). Pengaruh Literasi Keuangan, Literasi Digital dan 
Digital Marketing Terhadap Keputusan Pembelian Produk Online. Jurnal 
Cahaya Mandalika, 4(3), 1361–1373. https://doi.org/10.36312/jcm.v4i3.2080  

Yao, P., Osman, S., Sabri, M. F., & Zainudin, N. (2022). Consumer Behavior in 
Online-to-Offline (O2O) Commerce: A Thematic Review. Sustainability , 
14(13), 1–25. https://doi.org/10.3390/su14137842  

  

https://journal.student.uny.ac.id/index.php/profita/article/view/17724
https://doi.org/10.19184/ejeba.v6i2.11151
https://doi.org/10.55606/cemerlang.v4i2.2637
https://doi.org/10.1080/10438599.2020.1799142
https://doi.org/10.1007/s10964-009-9432-x
https://doi.org/10.32493/pekobis.v4i2.P57-67.4306
https://doi.org/10.14710/jab.v12i2.52938
https://doi.org/10.31933/jemsi.v3i4
https://doi.org/10.33557/mbia.v22i1.2039
https://doi.org/10.24036/jsn.v2i1.108
https://doi.org/10.36312/jcm.v4i3.2080
https://doi.org/10.3390/su14137842

