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Abstract: This study explores the role of financial literacy and ethical 

values in controlling impulsive buying behavior among Generation Z, 

especially in the context of digital platforms. This study uses a 

qualitative method with Thematic Analysis to examine how these two 

factors affect self-control in financial decision-making. Data were 

collected through interviews with Generation Z respondents, which 

showed that strong ethical values, instilled through religious teachings 

and cultural culture built into the family, significantly increased self-

control, even when financial literacy was limited. These findings 

suggest that when ethical values are combined with good financial 

literacy, self-control becomes increasingly strong, allowing individuals 

to avoid impulsive buying and make more informed financial 

decisions. The study also recommends the application of Imam Shafi'i's 

principles in prioritizing the most important and urgent needs, which 

translates into the "Eisenhower Matrix" method, as an effective 

strategy for managing impulsive buying behavior. Although this study 

has some limitations, such as a small sample size and a focus on a 

single region, these findings provide important insights for efforts to 

control consumptive behavior among Generation Z. 
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INTRODUCTION 

Economic actors today feel the impact of many technological 

advances, especially in the field of marketing. One of them is the 

presence of e-commerce which has changed the traditional marketing 

landscape. E-commerce eliminates the need for direct interaction 

between buyers and sellers. Transactions that were previously done 

physically can now be done online through e-commerce platforms 

(Fitriansyah et al., 2024). E-commerce is the process of buying and 

selling products electronically involving consumers and companies, 

where the transaction is facilitated by computers. Generation Z, born 

between 1995 and 2012, are those who grew up as technology 

advances (Mateos Blanco, 2023). They are very familiar with the 

internet and smart devices, so they are very skilled in buying online 

through e-commerce (Lee & Chen, 2021). With the existence of e-

commerce helps generation Z buyers, especially in Pekalongan - 

Central Java, to order and buy products without being limited by 

distance. And also make it easier for sellers to expand marketing and 

product promotion in e-commerce such as shopee, tokopedia, lazada, 

bukalapak and blibli, to everyone in the world by using marketing 

strategies such as promos, cashback discounts and free shipping that 

can encourage impulsive behavior because these strategies are very 

able to attract the attention of buyers so that the desire to buy and own 

them arises (Fook & McNeill, 2020). Research conducted states that 

there is a change in the behavior of generation Z, especially in buying 

and spending their money on online buying using e-commerce 

compared to other generations (Schwendtner et al., 2024). With this 

marketing strategy, there is an increase in online impulse buying 
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because buyers spend time through the internet and compare various 

products, due to stimuli from both marketing strategies, internal and 

external factors that encourage buyers to make spontaneous purchases 

or unplanned purchases (Abdelsalam et al., 2020). According to 

Chauhan (2023) stated that marketing and have the influence of 

impulse buying and also have a hedonistic, consumptive and wasteful 

character. 

Impulse buying faced by gen Z is happy to seek instant 

gratification by purchasing goods excessively without planning so as to 

hoard unused goods, and also makes gen Z more wasteful and even 

trapped on credit (Rani & Catherine, 2023). Most gen Z buy goods 

because they follow the trend and are also easily tempted by marketing 

strategies such as discounts, cashback, vouchers and free shipping 

(Pallikkara et al., 2021). This is due to the existence of quality products 

at affordable prices and even providing various types of shipping 

services. And also strengthened by the existence of various payment 

methods to facilitate transactions, even the existence of a credit system 

for every product purchase (Çallı & Coşkun, 2021). To overcome this 

problem, it is necessary to make a budget to overcome the waste of 

excessive purchases of goods and distinguish between needs and 

desires carefully so that financial allocation can flow appropriately and 

also avoid purchases with the credit system so as not to be trapped with 

too much credit (Kadoya et al., 2020). 

In addition to trying to create a budget and differentiate 

between needs and wants, there are other steps that can be taken to 

address this impulse buying problem. One of them is to increase 
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financial literacy and apply ethical values in daily financial 

management. 

However, in the face of the challenges of increasing impulse 

spending, there are two important factors that can help control this 

behavior: financial literacy and ethical values. Financial literacy 

includes an understanding of how to manage money wisely, including 

the ability to plan spending, create budgets, and understand the long-

term consequences of financial decisions. Individuals with good 

financial literacy tend to be better able to avoid impulse buying 

because they have the necessary skills to evaluate whether a purchase 

is really necessary or just driven by a momentary impulse. 

In addition to financial literacy, ethical values also have an 

important role in guiding consumption behavior. Ethical values, which 

can come from a variety of sources such as religious teachings, family 

traditions, or personal moral principles, assist individuals in setting 

priorities and making decisions that are not only based on short-term 

desires but also consider long-term impacts and broader well-being. 

For example, the principle of living modestly and responsibly 

financially can encourage a person to be more cautious in their 

spending and avoid excessive consumptive behavior. 

This study aims to explore how the integration of financial 

literacy and ethical values can help control impulsive buying behavior 

among Generation Z, especially in the context of social media. Using a 

qualitative approach, this research will explore the understanding and 

experience of Generation Z in managing finances and how they apply 

ethical values in making buying decisions. The results of this research 

are expected to provide new insights that are useful for developing 
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more effective financial and ethical education strategies in facing 

consumption challenges in the digital era. 

Spontaneous or unplanned buying are known as impulse buying 

(Abdelsalam et al., 2020). This happens without a careful assessment 

of the goods and the consequences of the purchase (Ganlin et al., 

2021). According to Lee (2021), impulse buying are sudden and 

immediate purchases without prior plans to purchase a specific product 

or complete a specified purchase task. The term "impulse buying 

tendency" refers to a person's tendency to make unexpected, rapid, and 

unreflective purchases (Yang et al., 2022). Customers can quickly 

obtain information about goods or services via the Internet, which has 

become an integral part of everyday life. Online buying facilitates 

impulse buying more than conventional buying. Social media, in 

particular, allows marketers to significantly improve their marketing 

efforts and can influence customer purchasing choices, including 

impulse (Trude et al., 2022). Understanding how people shop 

impulsively is important to business success. According to Horne 

(2023), people shop online because of emotions, spontaneous behavior, 

or lack of cognitive control. They also state that the appeal of certain 

products can encourage people to act impulsively, buying without 

considering financial or other aspects of online buying. Some 

academics argue that people who shop online tend to be more 

impulsive than those who shop in physical stores (Alfian et al., 2023). 

Karim (2021) state that online marketing stimuli make online shoppers 

less afraid of risk during their first search and make them more inclined 

to make an immediate purchase (Sudirjo et al., 2023). 
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More and more customers are turning to online buying as a 

result of the convenience offered, especially since they have limited 

time to shop and prefer to spend time on other interests (Febriandika et 

al., 2023). The time constraints faced by consumers encourage them to 

look for possible ways to save time and effort when making a purchase 

(Redine et al., 2023). The term "ease" originally introduced by Iyer 

(2020) is used to describe the extent of time and effort required in 

acquiring consumer goods. Therefore, the term "ease of retail" refers to 

the cost of time and effort incurred by customers when buying in a 

retail environment. In the marketing literature, time and effort 

expended by consumers are identified as non-monetary costs that 

influence purchasing behavior (Mandolfo & Lamberti, 2021). In 

response to this, retailers have focused on providing services that speed 

up and simplify the buying experience for customers (Vinish et al., 

2020). By increasing the ease for customers to save time and effort 

through various improvements, retailers are able to increase the value 

of their market offerings (Alkhurshan & Rjoub, 2020). In this context, 

the internet has become an attractive alternative for consumers who 

want to maximize the efficiency of their time and energy. Busy lives, 

mainly due to increased professional responsibilities, often limit the 

time available for daily activities, prompting consumers to choose 

retail formats that require the least amount of time. In this context, the 

consumer's top priority is to complete the buying process with minimal 

effort required to obtain the desired item (Pallikkara et al., 2021). 

Based on existing empirical evidence, convenience is an 

important factor in the interaction between consumers and service 

providers. The availability of adequate facilities can increase the 



Baratadewa Sakti Perdana, Tamamudin, Hendri Hermawan Adinugraha 

 

 122                                            el Barka: Journal of Islamic Economics and Business 

likelihood of customers continuing to use the service (Komala & 

Firdaus, 2023), while lack of convenience can be a major factor driving 

them to switch (Anatan & Nur, 2023). 

Despite the importance of convenience, there is no general 

agreement on the factors that shape the ease of online buying. Some 

experts argue that online convenience only reflects the resources used 

by customers, not something inherent to the service itself. On the other 

hand, other views Koerts (2021) emphasize that convenience is a 

multidimensional concept. Although the ease of online buying has 

several dimensions, there is no agreement on those dimensions yet 

Widjaja (2019) define five dimensions of ease of online buying, 

namely access, search, valuation, transaction, ownership, and ease of 

post-ownership. Consumers are more likely to make impulse buying 

online if they can easily access a variety of convenience services, 

whether in terms of search, evaluation, transaction, relationship, 

ownership, or post-ownership ease. 

Financial literacy refers to an individual's ability to understand 

and use a variety of financial skills effectively, including personal 

finance management, budgeting, and investing. Good financial literacy 

allows a person to make more informed financial decisions, including 

avoiding impulsive purchases that could be detrimental to their 

financial condition in the future. Studies show that individuals with 

better financial literacy tend to be better able to manage their finances 

wisely and are less susceptible to the temptation to make impulse 

buying (Șimandan et al., 2022). 

Financial education also plays an important role in improving 

one's financial literacy (Khan et al., 2021). An effective financial 
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education program can provide you with the knowledge and skills 

needed to manage finances more efficiently, including the ability to 

create budgets, understand the long-term impact of financial decisions, 

and develop strategies to avoid unnecessary expenses (Triwidisari et 

al., 2018). Studies show that increasing financial literacy through 

education can significantly reduce impulse buying tendencies, as 

individuals become more aware of the importance of financial planning 

and self-control (Rosales-Pérez et al., 2021). 

Ethical values refer to the moral principles that guide an 

individual's behavior in daily life, including in financial decision-

making (Cailleba & Casteran, 2010). These values, which can be 

influenced by factors such as religion, culture, and family traditions, 

assist individuals in setting priorities and making decisions that are not 

only based on momentary desires, but also consider the long-term 

impact and broader well-being (Hoque et al., 2022). Studies show that 

individuals who apply ethical values in their financial management 

tend to be more cautious in their spending and are better able to resist 

the temptation to buy impulsively (Widjaja, 2019). 

Additionally, ethical values can help individuals to focus their 

attention more on needs rather than desires. In the context of impulse 

buying, the application of ethical values can serve as a reminder of the 

importance of living simply and being financially responsible, which in 

turn can reduce the tendency to make unnecessary purchases (Lee & 

Chen, 2021). Thus, the integration of financial literacy and ethical 

values is important in managing impulse buying behavior (Burton et 

al., 2019). 
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The integration of financial literacy and ethical values can 

provide a robust framework for controlling impulsive buying behavior. 

By having a good understanding of financial management and being 

supported by strong ethical principles, individuals will be better able to 

make wise decisions when it comes to consumption (Iranto et al., 

2023). They will be better prepared to face the temptation of 

advertising and promotion on social media, and be able to maintain a 

balance between needs and desires (Lučić et al., 2021). 

Studies show that when financial literacy and ethical values are 

integrated, individuals tend to be more aware of the long-term impact 

of their financial decisions and are better able to manage their spending 

wisely (Hoque et al., 2022). This integration not only helps in reducing 

impulsive buying behavior but also contributes to better financial well-

being overall (Kadoya & Rahim Khan, 2020) 

 

METHODS 

This study uses a qualitative method, which aims to provide an 

in-depth picture of how impulsive buying behavior occurs among 

Generation Z, especially in Pekalongan, Central Java. This research 

focuses on how financial literacy and ethical values can play a role in 

controlling impulse buying behavior, especially in the context of the 

influence of social media and other digital platforms. 

In this study, the data collection technique was carried out by 

distributing questionnaires through social media platforms such as 

WhatsApp, Instagram DM, or Facebook Inbox to Generation Z in 

Pekalongan, Central Java. This questionnaire contains questions 

designed to explore respondents' experiences, views, and 
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understanding regarding financial literacy, ethical values, and 

impulsive buying behaviors. The respondents in this study were 

selected purposively based on certain types, namely high school 

students and students in Pekalongan who are actively buying online 

through various digital platforms. The digital platforms in question 

include e-commerce, social media, and instant messaging applications 

such as WhatsApp, where buying and selling transactions can occur 

directly between sellers and buyers. 

The data obtained from the questionnaire will be analyzed 

using the Thematic Analysis method. This method is used to identify, 

analyze, and report patterns or themes that emerge from qualitative 

data (Braun & Clarke, 2019, 2021; Nowell et al., 2017). Thematic 

Analysis allows researchers to explore how key themes, such as 

financial literacy, ethical values, and impulsive buying behaviors, 

interact with each other and influence each other in the context of 

Generation Z's daily lives. Table 1 below, presenting the population 

and sample of the study. 

 

Table 1. Population and study sample 

Category Code 

High School Students A 

College Student B 
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The steps in Thematic Analysis include: 

1. Familiarization with Data: Researchers will read and deeply 

understand the data that has been collected, noting the initial 

ideas that emerge. 

2. Coding: The researcher will identify the important parts of the 

data that are relevant to the research question, and then provide 

code to those parts. 

3. Theme Search: The codes that have been given will be grouped 

to form broader themes, reflecting key patterns in the data. 

4. Theme Review: The themes that are formed will be reviewed to 

ensure that they are relevant to the data and relate well to each 

other. 

5. Theme Naming and Definition: Each theme will be named and 

clearly defined to describe the key aspects of the data. 

6. Preparation of Report: The results of the analysis will be 

compiled in the form of a report that connects the themes with 

relevant literature and answers research questions. 

This method allows gaining in-depth insights into how high 

school students and students in Pekalongan understand and apply 

financial literacy and ethical values in the face of the temptation of 

impulsive buying caused by the use of various digital platforms. 

 

RESULT AND DISCUSSION 

To understand more deeply how financial literacy and ethical 

values affect impulsive buying behavior among Generation Z, 

interviews were conducted with respondents consisting of high school 

students and college students. The answers given by the respondents 
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were then analyzed using coding techniques. This coding technique is 

used to identify and classify the key themes that emerge from their 

answers. In this coding process, each respondent's answer was coded 

based on the important aspects that we wanted to explore from this 

study, namely: 

- FL (Financial Literacy): This code is given to answers that 

show the respondent's understanding of financial management. 

For example, how they make rational financial decisions or 

consider the long-term benefits before making a purchase. 

- SC (Self-Control): Answers that reflect the respondent's ability 

to control impulsive buying impulses, especially when faced 

with temptations such as discounts or promotions, are assigned 

SC codes. This code helps identify how well respondents can 

control their buying behavior. 

- EV (Ethical Values): This code is used for answers that indicate 

the influence of moral or ethical values, such as religious 

teachings or family culture, in managing finances and making 

spending decisions. This reflects how the ethical values that 

respondents have influence their consumption behavior to be 

wiser. 

- IB (Impulse Buying): This code is applied to answers that 

indicate a tendency to shop without careful consideration, 

usually triggered by a promotion or momentary impulse. This 

code is important for identifying respondents who are prone to 

impulsive buying behavior. 

This coding process allows us to identify consistent patterns of 

behavior among respondents, revealing the relationship between 
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financial literacy, ethical values, and self-control in controlling impulse 

buying. For example, respondents who have good financial literacy and 

are guided by strong ethical values tend to show better self-control in 

the face of promotions on social media, compared to those with low 

financial literacy or weak ethical values. 

Table 2. presents the answers of each of the respondents who have 

been categorized by these codes, followed by further analysis to reveal 

how each factor plays a role in influencing impulse buying behavior 

among Generation Z. 

 

Table 2. Interviews with Respondents 

Question 
Respon

dent 
Answer Code 

1. How do you decide if 

something is worth 

buying or not? What 

do you usually 

consider before 

buying something? 

A1 

"If I usually look at it first, if 

the item is cool and there is a 

discount, just buy it 

immediately. But sometimes I 

also think that the money is 

mediocre." 

IB 

 A2 

"I first consider whether the 

goods are really what I need 

or just want to. Usually if I 

just want to, I put up with it 

first." 

EV, SC 

 A3 

"Honestly, I often buy the 

item if it's funny, even though 

I don't really need it. But I try 

not to over do it." 

IB 

 B1 
"I always check first if the 

item is really what I need and 

if the price is reasonable." 

FL,SC 

 B2 "If I buy something, I make FL, EV 
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sure it's useful for a long time, 

not just for a moment's 

enjoyment." 

 B3 
 "I usually compare the price 

first  and check if I really need 

the item or just want it." 

FL,SC 

 B4 

"I don't shop often, but if I see 

interesting items, I always 

wait at least 3 days, if there 

are no negative effects 

because I haven't bought it, it 

means I don't need to buy" 

SC, EV 

2. How do you rate an 

offer or discount 

you see on social 

media before 

deciding to buy? 

A1 

"If the discount is big, I like to 

buy it right away. But if I 

want the money for more 

important things, I try to hold 

on. It's just that I often forget" 

IB 

 A2 

"If the item is discounted but I 

don't really want it, I usually 

just ignore it. The money is 

stored first, who knows if 

there will be something cooler 

later." 

SC 

 A3 

"I often buy when there is a 

promo, but now I prefer to 

keep it first, see if the item is 

really necessary." 

SC, FL 

 B1 

"I first checked the review 

and price comparison. If it's 

worth it, just buy it." 

FL 

 B2 
"Discounts are often tempting, 

but I try to see first if the item 

is on my grocery list or not." 

SC, FL 

 B3 
"I am not easily tempted by 

promos. Usually I ask myself, 
SC, FL 
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is this out of budget or not??" 

 B4 

"The promo likes to make 

your eyes dark, but usually I 

ask myself first, is this on 

budget or not? If not, then just 

bye." 

SC, FL 

3. What are the values or 

principles you hold in 

managing finances? 

How those values 

affect your buying 

decisions? 

A1 

"Usually I make a grocery list 

first and try not to deviate 

from that list. But sometimes, 

if there are discounted items 

that tempt me, the budget is 

often missed. After that, I 

often regretted spending more 

than planned." 

FL, IB 

 A2 

"I often make a budget plan 

and try to comply with it. If 

the item I want to buy is not 

in my budget, I usually hold 

on to it first.” 

SC, FL 

 A3 

"Before buying, I try to 

calculate the important 

expenses first. But if there is a 

discount item that makes my 

eyes light up immediately, I 

like to buy it desperately. 

After that, I realized that the 

budget could be missed."

  

FL, IB 

 B1 

"I always make a monthly 

budget and separate funds for 

basic needs and 

entertainment. If there is an 

interesting item that is not in 

the budget, I usually think 

twice. If not, I usually hold 

back first for other buying." 

FL, SC 

 B2 “I don't really understand EV, SC 
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about savings or investment 

products, but I always hold 

fast to my parents' teachings 

so that life always feels 

enough. So even if someone 

offers cool goods plus a lot of 

discounts while still working, 

I definitely won't buy it” 

 B3 

"I always check the budget 

and separate the funds for 

various purposes. Because I 

have had past experiences, 

namely about discounts and 

promos that make me forget 

the budget. At that time, after 

buying, I often felt regret 

because I exceeded the limit 

that had been set." 

EV, SC 

 B4 

“I followed the strategy of a 

financial expert who once said 

that you should spend your 

income on any purpose, as 

long as it is only 80% of your 

income at most, and the rest 

must be saved. 

FL 

Source: Data processed 

 

From the results of interviews with seven respondents, the 

following is an analysis obtained based on the coding approach: 

Respondents B1, B3, and B4 showed a good level of financial 

literacy (FL). They tend to use a more planned approach to financial 

management, such as creating a budget, separating funds for different 

needs, and comparing prices before making a purchase. This helps 

them avoid impulsive buying behavior. B2 respondents showed lower 
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financial literacy. However, he is still able to manage his spending 

behavior in a controlled manner thanks to the influence of strong 

ethical values, which provide guidance in financial decision-making. 

Respondents A2, B2, B3, and B4 showed good self-control 

(SC) skills. They are able to refrain from the temptation of promotions 

or discounts that do not fit their budget or needs. This strong self-

control is often influenced by ethical values that are instilled from an 

early age, both through family teachings and simple living principles. 

Then in B3 respondent who have good financial literacy, but are 

sometimes still tempted by discounts and promotions. This shows that 

financial literacy without strong self-control support can make a person 

vulnerable to impulsive buying behavior. 

B2 respondents indicated that ethical values (EV), especially 

those taught in the family, such as living simply and avoiding waste, 

very influential in controlling impulsive buying behavior. Although his 

financial literacy is limited, these values help him make wiser 

decisions in spending. Next, respondents A2 and B4 also reflected on 

the importance of ethical values in directing their financial decisions. 

This suggests that ethical values can be a strong foundation for 

avoiding consumptive behavior, even when financial knowledge is 

limited. 

A1 and A3 respondents showed a strong impulsive buying (IB) 

tendency. Although they understand the importance of financial 

management, the temptation of discounts and promotions often leads 

them to break the budget, which is then followed by regret. B3 

respondents, despite having good financial literacy, also show 

vulnerability to impulsive buying. They are often tempted by 
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promotions or discounts, which eventually make them go outside the 

set budget limits. 

Based on the results of this analysis, it can be concluded that 

the ethical values instilled by the family, both through religious 

teachings and the culture of simple living, play a significant role in 

strengthening a person's self-control. Even when one's financial 

literacy is low, strong ethical values can help individuals to control 

impulsive spending impulses and make wiser financial decisions. 

When these strong ethical values are combined with good financial 

literacy, self-control becomes even stronger. This allows individuals to 

be more effective in avoiding misdecision-making related to financial 

products or expenses. Therefore, the integration of ethical values and 

financial literacy has proven to be a very effective combination in 

shaping healthy financial behavior and preventing excessive 

consumptive behavior among Generation Z. 

Based on these findings, action is needed to be taken to 

overcome the occurrence of impulse buying in gen Z. The author relies 

on Imam Shafi'i's opinion, namely he uses a multilevel buying priority 

strategy, namely starting to meet the needs of the most important and 

most urgent first (Hasan, 1997). 

So referring to the opinion of Imam Shafi'i, the author makes a 

classification of the priority scale of spending consecutively are 

important and urgent conditions, important not urgent, urgent but not 

important, and not important nor urgent. This rule has been popularized 

by Eisenhower, so it is known as the Eisenhower Matrix (Batra, 2017). 

Referring to the Eisenhower Matrix, the nature of buying written in the 

first category, namely important and urgent is an activity that must be 
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done and can be called the quadrant "Do". This buying activity belongs 

to the category of important and urgent and when not spending it, it can 

have bad consequences. The second category is also called the 

"Schedule" quadrant. These tasks, although important, can be 

scheduled according to the prevailing situation. The third quadrant is 

for buying activities that can be "Delegated" because they are less 

important to gen Z than other activities even though they are still quite 

urgent. The last quadrant is called the "Delete" quadrant. We 

recommend removing this activity to increase the productivity of the 

other quadrant as written in figure 1. 

 

Figure 1. Eisenhower Matrix 

 

Source: Eisenhower 
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CONCLUSION 

 This study finds that the integration of financial literacy and 

ethical values has a significant role in controlling impulse buying 

behaviour among Generation Z, especially in Pekalongan, Central 

Java. Respondents who have good financial literacy tend to be wiser in 

managing their finances, with the ability to save and make selective 

spending decisions. In addition, ethical values instilled by the family, 

both through religious teachings and a culture of simple living, have 

been shown to strengthen self-control, even when financial literacy is 

not optimal. Respondents who have strong ethical values are able to 

resist the temptation of impulsive spending even if their financial 

understanding is not deep. 

This study recommends the application of Imam Shafi'i's opinion 

in meeting needs by prioritizing the most important and urgent first, 

which can be translated using the "Eisenhower Matrix" method to 

overcome impulse buying. This strategy divides buying activities into 

"Do", "Schedule", "Delegate", and "Delete" based on their importance 

and urgency. In addition, this study also has several limitations, such as 

a small sample size and focus on one area. Therefore, further research 

is recommended to use a larger sample and wider coverage of the 

region to reinforce these findings as well as explore other 

psychological factors that may play a role in impulse buying 

behaviour. The "Eisenhower Matrix" application is expected to be an 

effective solution in controlling impulsive buying behaviour among 

Generation Z. 

 

 



Baratadewa Sakti Perdana, Tamamudin, Hendri Hermawan Adinugraha 

 

 136                                            el Barka: Journal of Islamic Economics and Business 

 

 

REFERENCES 
 

Abdelsalam, S., Salim, N., Alias, R. A., & Husain, O. (2020). 

Understanding Online Impulse Buying Behavior in Social 

Commerce: A Systematic Literature Review. IEEE Access, 8, 

89041–89058. https://doi.org/10.1109/ACCESS.2020.2993671 

Alfian, G., Octava, M. Q. H., Hilmy, F. M., Nurhaliza, R. A., Saputra, 

Y. M., Putri, D. G. P., Syahrian, F., Fitriyani, N. L., Atmaji, F. 

T. D., Farooq, U., Nguyen, D. T., & Syafrudin, M. (2023). 

Customer Buying Behavior Analysis Using RFID and Machine 

Learning Models. Information (Switzerland), 14(10). 

https://doi.org/10.3390/info14100551 

Alkhurshan, M., & Rjoub, H. (2020). The scope of an integrated 

analysis of trust, switching barriers, customer satisfaction, and 

loyalty. Journal of Competitiveness, 12(2), 5–21. 

https://doi.org/10.7441/joc.2020.02.01 

Anatan, L., & Nur. (2023). Micro, Small, and Medium Enterprises’ 

Readiness for Digital Transformation in Indonesia. Economies, 

11(6). https://doi.org/10.3390/economies11060156 

Batra, P. (2017). Eisenhower Box for Prioritising Waiting List of 

Orthodontic Patients. Ohdm, 16(1), 2. 

https://www.researchgate.net/publication/352005944 

Braun, V., & Clarke, V. (2019). Reflecting on reflexive thematic 

analysis. Qualitative Research in Sport, Exercise and Health, 

11(4), 589–597. 

https://doi.org/10.1080/2159676X.2019.1628806 

Braun, V., & Clarke, V. (2021). Can I use TA? Should I use TA? 

Should I not use TA? Comparing reflexive thematic analysis and 

other pattern-based qualitative analytic approaches. Counselling 

and Psychotherapy Research, 21(1), 37–47. 

https://doi.org/10.1002/capr.12360 

Burton, J. L., Gollins, J., McNeely, L. E., & Walls, D. M. (2019). 

Revisiting the relationship between ad frequency and purchase 

intentions how affect and cognition mediate outcomes at 

different levels of advertising frequency. Journal of Advertising 

Research, 59(1), 27–39. https://doi.org/10.2501/JAR-2018-031 

Cailleba, P., & Casteran, H. (2010). Do Ethical Values Work? A 

Quantitative Study of the Impact of Fair Trade Coffee on 



                       Integration of Financial Literacy and Ethical Values in Controlling Impulsive… 

                
 Volume 7, No. 1 January - June 2024                                                    137 

Consumer Behavior. Journal of Business Ethics, 97(4), 613–

624. https://doi.org/10.1007/s10551-010-0528-8 

Çallı, B. A., & Coşkun, E. (2021). A Longitudinal Systematic Review 

of Credit Risk Assessment and Credit Default Predictors. SAGE 

Open, 11(4). https://doi.org/10.1177/21582440211061333 

Chauhan, S., Banerjee, R., & Dagar, V. (2023). Analysis of Impulse 

Buying Behaviour of Consumer During COVID-19: An 

Empirical Study. Millennial Asia, 14(2), 278–299. 

https://doi.org/10.1177/09763996211041215 

Febriandika, N. R., Wijaya, V., & Hakim, L. (2023). Gen-Z Muslims’ 

purchase intention of halal food: Evidence from Indonesia. 

Innovative Marketing, 19(1), 13–25. 

https://doi.org/10.21511/im.19(1).2023.02 

Fitriansyah, F., Lesmana, D., & Yudaruddin, R. (2024). The Impact of 

Social Media on Online Buying Behavior of Gen Z Consumers 

In Time of Covid-19 Pandemic; The Moderating Role of 

Celebrity Endorsements. WSEAS Transactions on Business and 

Economics, 21, 266–279. 

https://doi.org/10.37394/23207.2024.21.24 

Fook, L. A., & McNeill, L. (2020). Click to buy: The impact of retail 

credit on over-consumption in the online environment. 

Sustainability (Switzerland), 12(18). 

https://doi.org/10.3390/SU12187322 

Ganlin, P., Qamruzzaman, M. D., Mehta, A. M., Naqvi, F. N., & 

Karim, S. (2021). Innovative finance, technological adaptation 

and smes sustainability: The mediating role of government 

support during covid-19 pandemic. Sustainability (Switzerland), 

13(16). https://doi.org/10.3390/su13169218 

Hasan, A. (1997). The Early Development of Islamic Jurisprudence. 

American Journal of Islam and Society, 14(3), 83–86. 

https://doi.org/10.35632/ajis.v14i3.2236 

Hoque, M. N., Rahman, M. K., Said, J., Begum, F., & Hossain, M. M. 

(2022). What Factors Influence Customer Attitudes and 

Mindsets towards the Use of Services and Products of Islamic 

Banks in Bangladesh? Sustainability (Switzerland), 14(8). 

https://doi.org/10.3390/su14084703 

Horne, G., & Furnham, A. (2023). Social Distancing and Buying 

Behaviour: The Role of Anxiety, Attention, and Awareness on 



Baratadewa Sakti Perdana, Tamamudin, Hendri Hermawan Adinugraha 

 

 138                                            el Barka: Journal of Islamic Economics and Business 

Safety Preferences while Queuing during the COVID-19 

Pandemic. International Journal of Environmental Research and 

Public Health, 20(5). https://doi.org/10.3390/ijerph20054589 

Iranto, D., Suparno, S., & Nisa, F. R. (2023). The Impact of Instagram 

as an Online Shop Media and Financial Literacy on Impulsive 

Buying Behavior among University Students. AL-ISHLAH: 

Jurnal Pendidikan, 15(2), 1404–1412. 

https://doi.org/10.35445/alishlah.v15i2.1690 

Iyer, G. R., Blut, M., Xiao, S. H., & Grewal, D. (2020). Impulse 

buying: a meta-analytic review. Journal of the Academy of 

Marketing Science, 48(3), 384–404. 

https://doi.org/10.1007/s11747-019-00670-w 

Kadoya, Y., & Rahim Khan, M. S. (2020). Financial literacy in Japan: 

New evidence using financial knowledge, behavior, and attitude. 

Sustainability (Switzerland), 12(9). 

https://doi.org/10.3390/su12093683 

Kadoya, Y., Rahim Khan, M. S., & Yamane, T. (2020). Government’s 

stimulus program to boost consumer spending: A case of 

discount buying coupon scheme in Japan. Sustainability 

(Switzerland), 12(9). https://doi.org/10.3390/su12093906 

Karim, M. W., Chowdhury, M. A. M., Al Masud, M. A., & 

Arifuzzaman, M. (2021). Analysis of factors influencing 

impulse buying behavior towards e-tailing sites. Contemporary 

Management Research, 17(2), 97–126. 

https://doi.org/10.7903/CMR.20457 

Khan, M. S. R., Putthinun, P., Watanapongvanich, S., Yuktadatta, P., 

Uddin, M. A., & Kadoya, Y. (2021). Do financial literacy and 

financial education influence smoking behavior in the United 

States? International Journal of Environmental Research and 

Public Health, 18(5), 1–19. 

https://doi.org/10.3390/ijerph18052579 

Koerts, J., Bangma, D. F., Fuermaier, A. B. M., Mette, C., Tucha, L., 

& Tucha, O. (2021). Financial judgment determination in adults 

with ADHD. Journal of Neural Transmission, 128(7), 969–979. 

https://doi.org/10.1007/s00702-021-02323-1 

Komala, A. R., & Firdaus, D. W. (2023). Improving the Quality of 

Financial Statements and the Survival of Msmes Through 

Digital Economy: the Case of Indonesia and Malaysia. Journal 



                       Integration of Financial Literacy and Ethical Values in Controlling Impulsive… 

                
 Volume 7, No. 1 January - June 2024                                                    139 

of Eastern European and Central Asian Research, 10(5), 752–

763. https://doi.org/10.15549/jeecar.v10i5.1435 

Lee, C. H., & Chen, C. W. (2021). Impulse buying behaviors in live 

streaming commerce based on the stimulus-organism-response 

framework. Information (Switzerland), 12(6), 1–17. 

https://doi.org/10.3390/info12060241 

Lučić, A., Uzelac, M., & Previšić, A. (2021). The power of 

materialism among young adults: exploring the effects of values 

on impulsiveness and responsible financial behavior. Young 

Consumers, 22(2), 254–271. https://doi.org/10.1108/YC-09-

2020-1213 

Mandolfo, M., & Lamberti, L. (2021). Past, Present, and Future of 

Impulse Buying Research Methods: A Systematic Literature 

Review. Frontiers in Psychology, 12(July), 1–11. 

https://doi.org/10.3389/fpsyg.2021.687404 

Mateos Blanco, B. (2023). Instagramers Z: bildung virtual, 

identidades lectoras y literacidad crítica en Lola Vendetta de 

Raquel Riba Rossy. Cultura, Lenguaje y Representación, 32, 

131–146. https://doi.org/10.6035/clr.6826 

Nowell, L. S., Norris, J. M., White, D. E., & Moules, N. J. (2017). 

Thematic Analysis: Striving to Meet the Trustworthiness 

Criteria. International Journal of Qualitative Methods, 16(1), 1–

13. https://doi.org/10.1177/1609406917733847 

Pallikkara, V., Pinto, P., Hawaldar, I. T., & Pinto, S. (2021). Impulse 

buying behaviour at the retail checkout: An investigation of 

select antecedents. Business: Theory and Practice, 22(1), 69–79. 

https://doi.org/10.3846/btp.2021.12711 

Rani, N. M., & Catherine, S. (2023). a Study on Impulsive Buying 

Behaviour in Online Buying. International Journal of 

Professional Business Review, 8(3), e01237. 

https://doi.org/10.26668/businessreview/2023.v8i3.1237 

Redine, A., Deshpande, S., Jebarajakirthy, C., & Surachartkumtonkun, 

J. (2023). Impulse buying: A systematic literature review and 

future research directions. International Journal of Consumer 

Studies, 47(1), 3–41. https://doi.org/10.1111/ijcs.12862 

Rosales-Pérez, A. M., Fernández-Gámez, M. A., Torroba-Díaz, M., & 

Molina-Gómez, J. (2021). A study of the emotional intelligence 



Baratadewa Sakti Perdana, Tamamudin, Hendri Hermawan Adinugraha 

 

 140                                            el Barka: Journal of Islamic Economics and Business 

and personality traits of university finance students. Education 

Sciences, 11(1), 1–12. https://doi.org/10.3390/educsci11010025 

Schwendtner, T., Amsl, S., Teller, C., & Wood, S. (2024). Buying 

behaviour of elderly consumers: change and stability during 

times of crisis. International Journal of Retail and Distribution 

Management, 52(13), 1–15. https://doi.org/10.1108/IJRDM-01-

2023-0029 

Șimandan, R., Leuștean, B., & Dobrescu, R. M. (2022). An Uphill 

Battle: Financial Education in Romania in the Midst of Societal 

Transformation. Journal of Risk and Financial Management, 

15(11), 494. https://doi.org/10.3390/jrfm15110494 

Sudirjo, F., Natalia Anastasye Lotte, L., Nyoman Tri Sutaguna, I., 

Risdwiyanto, A., & Yusuf, M. (2023). the Influence of 

Generation Z Consumer Behavior on Purchase Motivation in E-

Commerce Shoppe. Bisnis Dan Akuntansi, 2(2), 110–126. 

Triwidisari, A., Nurkhin, A., & Muhsin, M. (2018). The Relationships 

Between Instagram Social Media Usage, Hedonic Buying 

Motives and Financial Literacy on Impulse Buying. Dinamika 

Pendidikan, 12(2), 170–181. 

https://doi.org/10.15294/dp.v12i2.13565 

Trude, A. C. B., Ali, S. H., Lowery, C. M., Vedovato, G. M., Lloyd-

Montgomery, J. M., Hager, E. R., & Black, M. M. (2022). A 

click too far from fresh foods: A mixed methods comparison of 

online and in-store grocery behaviors among low-income 

households. Appetite, 175(April), 106038. 

https://doi.org/10.1016/j.appet.2022.106038 

Vinish, P., Pinto, P., Hawaldar, I. T., & Pinto, S. (2020). Impulse 

buying behavior among female shoppers: Exploring the effects 

of selected store environment elements. Innovative Marketing, 

16(2), 54–70. https://doi.org/10.21511/im.16(2).2020.05 

Widjaja, Y. I., Khalifa, G. S. A., & Abuelhassan, A. E. (2019). the 

Effect of Destination Reputation on the Revisit Intention To 

Halal Tourism Destination of Jakarta. International Journal of 

Business, Economics and Law, 20(5), 104–111. 

Yang, J., Cao, C., Ye, C., & Shi, Y. (2022). Effects of Interface 

Design and Live Atmosphere on Consumers’ Impulse-Buying 

Behaviour from the Perspective of Human– Computer 

Interaction. Sustainability (Switzerland), 14(12). 

https://doi.org/10.3390/su14127110 


