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Abstract: This study aims to analyze the effect of financial literacy, perceived usefulness,
perceived ease of use, security of e-wallets on impulse buying behavior of Mercu Buana
University students. This type of research is quantitative research, with data collection
methods using questionnaires via Google Form link and distributed digitally to respondents.
Theory Planned of Behavior (TPB) and Theory Acceptance Model (TAM) are used in this
study. The population in this study was 1138 people. The sample selection method used was
simple random sampling with a sample size of 296, and 307 respondents were found in this
study. The object of this research is e-wallet user students who are currently pursuing
undergraduate education at Universitas Mercu Buana Meruya, Faculty of Economics and
Business, majoring in accounting, class of 2018-2021. The data analysis method used is the
Partial Least Square Structural Equation Modeling (PLS-SEM) analysis technique using the
SmartPLS version 3 software analysis tool. What differentiates this research from previous
research is the object of research and the time this research was conducted, where the object
of this research is Mercu Buana Meruya University students majoring in accounting class
2018-2021, with the research time conducted during the pandemic. Based on the results of the
financial literacy, perceived ease of use, and security have a significant positive effect, while
perceived usefulness has no effect on impulsive buying behavior. The limitations of this
study are that the scope is not too broad, where researchers only focus on one location. And
for further research it is better to add other variables that are outside this research.

Keywords: Financial Literacy, Perceived Usefulness, Perceived Ease Of Use, Security,
Impulse Buying Behavior

INTRODUCTION

At the end of 2019, in Wuhan, China, a case of lung inflammation was found, until on
March 9, 2020 the World Health Organization (WHO) declared the corona virus (Covid-19)
caused by SARS-CoV-2 as a pandemic (covid-19.go.id). The impact caused is quite large,
including in the economic sector. Many business have been affected, especially the
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recommendation to stay at home which has alienated customers. (Iskandar & Istaningsih,
2021).

The limitations during the pandemic have caused people to do everything at home, and
this has even fostered impulse buying behavior (Donthu & Gustafsson, 2020). Impulse buying
is carried out by consumers without prior planning or purchase intentions (Ittaqullah et al.,
2020). Some of the things that influence consumers in making consumption during a
pandemic include anxiety, fear, stress, depression, boredom, threats, and also perceptions of
the severity of covid-19. (Belbag, 2022).

According to Lidniwa (2021) in the databox, explaining the results of a survey carried
out by the Katadata Insight Center (KIC) released on Wednesday, June 2, 2021, stated that
online shopping patterns among Indonesian youth changed during the Covid-19 pandemic.
The data, which was conducted on 1,146 respondents in Jabodetabek, Surabaya, Medan,
Bandung, Makassar, Semarang, Denpasar, and Yogyakarta, on April 13-18, 2021, 82% of
whom were aged 18-26 years, stated that before the pandemic, 60.3% of young people had
never done online shopping, but during the pandemic, there were no more young people who
had never shopped online. Another case is young people who before the pandemic did online
shopping, which could be said to be often or several times a week, as many as 14.5%
increased to 39.5%. Therefore, it can be said, young people, especially those aged 18-26
years, have become more impulsive during the covid-19 pandemic.

The phenomenon of impulsive behavior is caused by the low level of financial literacy
owned by each individual. (Rahmawati et al., 2022). Moreover, financial literacy in Indonesia
is still relatively low, which in 2022 based on the National Survey of Financial Literacy and
Inclusion (SNLIK) Indonesia's financial literacy was 49.68% and financial inclusion was
85.10%, however, when compared to 2019, Indonesia's financial literacy and financial
inclusion increased, namely in 2019 the financial literacy index was 38.03% and financial
inclusion was 76.19% (OJK, 2022).

Online shopping is growing in popularity, this encourages the use of electronic money,
both for purchasing products and services, which transactions using electronic money have
increased significantly over the past ten years. According to Bank Indonesia (Bl), during 2012
transactions using electronic money reached a total value of Rp1.98 trillion, until 2021 it
increased to Rp305 trillion, meaning that over the past decade or ten years it has increased by
15,392%. Until the time the Covid-19 pandemic hit, namely in 2020, the transaction value
increased by 41.61% compared to the previous year (Kusnandar, 2022).

The presence of this payment method does not mean the elimination of cash, but it can
minimize inflation, due to the impact of the amount of money in circulation (Nurjannah et al.,
2021). The impact of the growth of fintech (financial technology) has brought innovation in
payments or better known as digital payments. The digital payment system during the Covid-
19 pandemic is considered very appropriate and efficient (Aulia, 2020).

From the explanation given above, it can be seen that the pandemic has a considerable
impact, one of which is the change in people's consumption patterns from offline to online.
Increasing online shopping is one of the reasons why this research was conducted. Of the
many factors that can influence a person in making impulse purchases, are the variables
contained in this study can be one of the factors that influence impulsive buying behavior,
whether this study has a positive or negative influence.

Theory of Planned Behavior (TPB)

The theory of planned behavior was originally called the Theory of Reasoned Action
(TRA) or known as the theory of reasoned action, developed in 1967, then revised and even
expanded by Icek Ajzen and Martin Fishbein. TRA is successfully applied to behavior under
the control or will of the individual, but this theory still cannot show a behavior that is not in
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the control or will of the individual, even though the individual is highly motivated by his
attitude and subjective norm. To overcome the shortcomings of the TRA discovered by Ajzen
and Fishbein in 1988, the Theory Planned of Behavior (TPB) was developed to predict
behavior that is completely out of individual control (Tamba, 2017).

According to Shin (2018) in Mayningsih (2021), a person's behavioral intention is
influenced by three things, namely (1) Attitude toward behavior, regarding the degree to
which a person can evaluate or assess desirable or undesirable behavior; (2) Subjective norm,
influences how people engage in perceived actions, represents social pressure, which is
described as doing or acting on an object in social influence theory. (3) Perceived behavioral
control refers to how easy or difficult a behavior is.

Technology Acceptance Model (TAM)

Technology Acceptance Model (TAM) is a model used to predict or find out a newly
established technology or in other words, the factors that cause the acceptance of a technology
(F.D. Davis, 1986). To determine the level of user acceptance, an information technology
requires factors that will affect individual acceptance, because the role of users in using
information technology is very important (Budyastuti, 2020).

TAM concept has five main factors, namely (1) Perceived usefulness is how easy it is
for someone to use and understand technology; (2) Perceived ease of use is a measure of how
technology can benefit users; (3) Attitude toward using is a person’s attitude about a system
that provides a response in the form of rejection or acceptance in using technology; (4)
Behavioral intention to use is the tendency to be able to take advantage of a technology; (5)
Actual system use is the real action of adopting the system, which shows how satisfied
someone is in using the system.

Impulsive Buying

Impulse buying can be sudden or without a plan to buy before, which can be caused by
an emotion or mood (Fauziyah & Julaeha, 2022), another thing is due to an interest in a
particular brand or product (Pujiastuti et al., 2022), and can also be caused by negative
emotions such as anxiety that arises due to the covid-19 pandemic (Julianti, 2020).

There are 8 items that are used to measure impulse buying by reference to the Rook
(1987), namely (1) Spontaneous urges to buy, which is a desire that is felt suddenly to
immediately buy something; (2) Power and compulsion, is a feeling that a person feels like an
urge to immediately own or buy something instantly; (3) Excitement and stimulation, which is
a happy feeling like falling in love with a product, which can make individuals lose control of
making purchases. ; (4) Synchronicity, which can provide a suggestion that if you don't buy it
now, there will be no chance to find it again. ; (5) Product animation, which is fascinated by a
product, which causes individuals to make purchases. ; (6) Hedonic elements, namely the urge
to make a purchase, which is accompanied by the intention to indulge oneself in the form of
satisfying the desire for a product, but it also causes negative feelings in the form of regret for
making a purchase in a hurry. ; (7) Conflict, namely the interaction between the pleasure
principle and reality, which makes individuals have difficulty in controlling the urge to make
purchases. ; (8) Disregard for consequences, namely a strong urge to make a purchase
immediately, even though the individual realizes the potential for negative consequences.

Financial Literacy

Financial literacy itself relates to a person's ability and skills regarding his
understanding of financial concepts, financial products and services, and in managing
personal and business finances (Ismanto et al., 2019:95), which aims to improve the quality of
personal financial decision making, as well as changes in individual attitudes and behaviors in
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financial management for the better. According to Potrich et al (2017), There are three main
pillars contained in financial literacy, namely as follows, (1) Financial attitude, which is an
individual's belief in deciding to use his personal finances based on his perspective; (2)
Financial behavior, which is a person's ability to organize and manage his personal finances;
(3) Financial knowledge, which is the capital that some individuals have throughout their
lives in managing income, costs and savings effectively.

Perceived Usefulness

Perceived usefulness is a user's belief in using a system to increase effectiveness or
reduce their burden in doing a job (Sandy & Firdausy, 2021), The more confident individuals
are that they will benefit from using a technology, the more they will want to use it (Noviandi,
2022).

There are 6 items used to measures the perceived usefulness in the study referring to
Davis (1989), namely, (1) Work more quickly, namely technology that makes individuals
complete their work faster. ; (2) Job performance, namely technology that makes individuals
feel that their work performance has increased. ; (3) Increase productivity, namely technology
that makes individuals feel that the results obtained are optimal. ; (4) Effectiveness, namely
technology that can complete individual jobs effectively. ; (5) Makes job easier, namely
technology that makes individuals feel that their work is easier. ; (6) Useful, which makes
individuals feel the benefits of using the technology.

Perceived Ease of Use

Perceived ease of use can be the reason why consumers use a system, with the
convenience of consumers being able to reduce the energy and time they have (Rossa &
Ashfath, 2022), another thing is the reduced effort spent by individuals in doing something,
which makes it easy for individuals to get the information they need (Noviandi, 2022).

There are 6 items used to measure perceived ease of use in this study which refer to
Davis (1989), namely as follows, (1) Easy to learn, namely individuals who feel that a system
in technology is easy to learn. ; (2) Controllable, namely a technology can be done easily
according to what the user wants. ; (3) Clear & understandable, namely a technology that can
be easily controlled by its users. ; (4) Flexible, namely a technology that can be used
anywhere and anytime when needed. ; (5) Easy to become skillful, namely a technology that
does not take a long time for users to become proficient. ; (6) Easy to use, namely individuals
feel that a technology is easy to use.

Security

Security is one of the important things in a system, where data related to the system
such as buyer and seller data information is kept confidential, not only that this security must
also be able to guarantee that user data will not be misused by irresponsible parties. (Sawlani,
2021:40). This security factor is important in the use of fintech technology, which in its use is
expected to provide guarantees in the form of data confidentiality (Iskandar & Tanjung,
2023).

According to Handoko (2015:34), system security has the aim of resolving and fulfilling
security principles, including the following, (1) Confidentiality, which is information about
stored data that can only be accessed by authorized parties and cannot be leaked regardless of
the circumstances; (2) Integrity, which is data contained in the system must be consistent and
cannot be modified or changed by unauthorized users. ; (3) Availability, which means that a
system can be accessed by the original user within a certain period of time depending on the
request or need. ; (4) Authentication, which is a proof that the identity that will enter a system
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is correct, and ; (5) Nonrepudiation, which means that the original user cannot deny the
modification of data in the system and the system can prove his identity to the original user.

Framework Of Thought

This research involves 5 (five) variables, with 4 (four) independent variables and 1
(one) dependent variable. These independent variables include, Financial Literacy, Perceived
Usefulness, Perceived Ease of use, and Security with the dependent variable being Implusive
Behavior.

1. The Effect of Financial Literacy on Impulse Buying Behavior

The research conducted by Suratno, et al. (2021) conducted on PIPS students including
at a poor level of financial literacy, where this study can be concluded that the lower the
financial literacy of students, the more it will result in no consideration in making purchases.
Meanwhile, research conducted by Rahma et al. (2022) shows that the higher the literacy
level, the higher the consumptive behavior of the millennial generation.
H: : Financial literacy has a significant positive effect on the impulse buying behavior of
college students during the Covid-19 pandemic

2. The Effect of Perceived Usefulness on Impulse Buying Behavior

According research Lee & Chen (2021), Halim, et. al (2022), Olivia & Marchyta
(2022), and Hapsoro & Kismiatun (2022) perceived usefulness has no significant effect on
users' decisions to continue using e-wallets and Lee Chen who has no effect on the urge to
buy impulsively, where this research was conducted on live streaming conducted by e-
commerce. Meanwhile, research conducted by Sari et al. (2021) Online shopping using e-
wallets makes it easier to buy and pay online, where the perceived usefulness provided by e-
wallets has a significant connection to impulse purchases.
H> : Perceived usefulness has a significant positive effect on the impulse buying behavior of
college students during the Covid-19 pandemic

3. The Effect of Ease of Use on Impulse Buying Behavior

Ease of use provides various benefits for its users, one of which is time efficiency which
can reduce or even eliminate obstacles in transactions, such as research conducted by (Dhanty
et al., 2022; Rossa & Ashfath, 2022) on the use of SPaylater (Shopee Paylater) which makes
consumers make spontaneous purchases without thinking about the impact they will bear in
the future, such as bills from Spaylater itself..
Hs : Ease of use has a significant positive effect on the impulse buying behavior of college
students during the Covid-19 pandemic

4. The Effect of Security of Using E-wallets on Impulsive Buying Behavior

Research carried out by (Sari et al., 2021; Darmawan & Putra, 2022; Rossa & Ashfath,
2022; Cuandra, 2022) shows that transaction security has a significant influence on impulsive
buying behavior, where the more secure a system is, the more consumers will believe in using
the system in shopping or transactions.
H4 : Security has a significant positive effect on students' impulse buying behavior during the
Covid-19 pandemic.
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Based on the framework of thought described above, the hypothesis that can be
prepared is as follows:
H1 : Financial literacy has a significant positive effect on impulse buying behavior
H2 : Perceived usefulness has a significant positive effect on impulse buying behavior
H3 : Perceived ease of use has a significant positive effect on impulse buying behavior
H4 : Security has a significant positive effect on impulse buying behavior

METHOD

This research uses quantitative methods that use data in the form of numbers and
statistical analysis to determine the relationship between variables that are cause and effect.
The research instrument used in this data collection is an online questionnaire using google
form, which then the link is distributed via social media, such as WhatsApp, Instagram Direct
Message (DM), and Telegram. The distribution of this questionnaire was carried out for 48
days, starting from April 3, 2023 to May 20, 2023 and obtained 307 student respondents. The
criteria for respondents in this study are as follows:
1. Mercu Buana Meruya University students who take undergraduate education majoring in

Accounting class 2018-2021

2. Using a digital wallet application (e-wallet) during a pandemic

The population in this study were students of Universitas Mercu Buana Meruya, S1
majoring in Accounting. The reason for this selection is because students have instant life
habits or behaviors, which support the number of research samples.

Table 1. Undergraduate Accounting Students
Undergraduate Accounting Students

Class Year Number of Students
2018 336
2019 326
2020 230
2021 246
Total Students 1138

Source: Mercu Buana University Administration

Determining the number of samples in this study using the Slovin formula.
N

" 14+Ne2
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Description:

n = Number of Samples (respondents in the study)
N = Population

e = Margin Error

The population in this study is known to be 1138 people, and researchers chose a 95%
confidence level from an error of 5%, so the number of samples to be taken is as follows:

N
n =
1+Ne?
o= 1138 _ 1138
T 1+1138(0.052)  1+1138(0.0025)
1138 1138

T 112285 3845
n=295.9 =~ 296

So, the population members taken as samples were 296 respondents.

The analytical tool used in this study is to use SmartPLS, where this program can use
samples that are not too large, nor are very strict assumptions required, and this application
method emphasizes the prediction of response variables rather than the shape of the model
(Simorangkir, 2019). Based on its use, the measurement scale used in this study is a Likert
scale, with the following details:

Table 2. Likert scale

Statement Code Score
Sangat Tidak Setuju STS 1
Tidak Setuju TS 2
Netral N 3
Setuju S 4
Sangat Setuju SS 5

RESULT AND DISCUSSION
Partial Least Square Analysis

This study used Partial Least Square (PLS) analysis. Analysis used to determine the
effect between variables. The software used in this research is smartPLS version 3, the
following are the results of the PLS that have been tested

Source: Output result SmartPLS 3 (2023)

2005|Page


https://dinastipub.org/DIJEFA

https://dinastipub.org/DIJEFA Vol. 5, No. 3, July 2024

An indicator can be declared valid, if it has an outer loading > 0.70. So it can be stated
that the outer model measurement can be continued at the next step.

Validity Test
Convergent Validity

Table 3. Convergent Validity

Variable Indicator Out(_er Description
Loading

Financial FL1 0.794 Valid
Literacy FL2 0.864 Valid
(FL) FL3 0.779 Valid
PU1 0.930 Valid
ved PU2 0.933 Valid
Jsegfuel'r:’gss PU3 0.953 Valid
(PU) PU4 0.954 Val!d
PU5 0.966 Valid
PU6 0.902 Valid
PEU1 0.740 Valid
Perceived PEU2 0.841 VaI!d
Ease of PEU3 0.860 Val!d
Use (PEU) PEU4 0.860 Val!d
PEUS 0.857 Valid
PEUG6 0.718 Valid
Security S1 0.912 Valid
(S) S2 0.853 Valid
IB1 0.804 Valid
IB2 0.838 Valid
Impulsive IB4 0.778 Valid
Buying IB5 0.771 Valid
(IB) IB6 0.721 Valid
IB7 0.712 Valid
IB8 0.736 Valid

Source: Data processed by the author, 2023

Based on the convergent validity test, an indicator can be stated as valid, if the loading
factor value is > 0.70. In this study, there is one indicator that was removed, namely the I1B3
indicator, this is because the outer loading value is below 0.70, which indicates that the
indicator must be removed from the model.

Average Variance Extracted (AVE)

Table 4. Average Variance Extracted (AVE)

Construct Average Variance Extracted (AVE)
FK 0.661
PU 0.884
PEU 0.664
S 0.780
IB 0.588

Source: Data processed by the author, 2023
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Based on the above, it can be explained that the financial literacy variable, perceived
usefulness variable, ease of use variable, and impulse buying behavior variable have an AVE
value > 0.50. Therefore, it can be concluded that the model tested can be declared valid and
has good discriminant validity and is suitable for conducting research.

1. Discriminant Validity
- Fornell Larcker Criterion or HTMT

Table 5. Fornell Larcker Criterion or HTMT
S PEU FL PU IB

S 0.883
PEU 0.471 0.815

FL 0.571 0.623 0.813

PU 0.152 0.211 0.173 0.940

IB 0.612 0.660 0.797 0.147 0.767

Source: Data processed by the author, 2023

The table above shows the AVE value with bold numbers, such as the Ease of Use
variable of 0.883 which has a greater correlation with other variables, as well as other
variables, which show this. Therefore, it can be concluded that discriminant validity for
each variable is fulfilled.

- Cross Loading
Table 6. Cross Loading

Table 4. 1 - Cross

. S PEU FL PU IB
Loading
S1 0.912 0.442 0.555 0.149 0.599
S2 0.853 0.385 0.444 0.117 0.470
PEU1 0.310 0.740 0.448 0.259 0.450
PEU2 0.378 0.841 0.519 0.198 0.522
PEU3 0.369 0.860 0.525 0.163 0.530
PEU4 0.417 0.860 0.523 0.142 0.589
PEUS 0.448 0.857 0.534 0.094 0.600
PEUG6 0.361 0.718 0.487 0.206 0.515
FL1 0.450 0.475 0.794 0.170 0.617
FL2 0.521 0.524 0.864 0.131 0.673
FL3 0.420 0.517 0.779 0.123 0.653
PU1 0.123 0.240 0.174 0.930 0.122
PU2 0.141 0.177 0.175 0.933 0.139
PU3 0.113 0.183 0.158 0.953 0.127
PU4 0.151 0.194 0.157 0.954 0.145
PU5 0.154 0.217 0.170 0.966 0.142
PU6 0.171 0.184 0.143 0.902 0.150
IB1 0.425 0.528 0.642 0.068 0.804
IB2 0.494 0.543 0.651 0.046 0.838
IB4 0.469 0.516 0.594 0.049 0.778
IB5 0.477 0.536 0.611 0.176 0.771
IB6 0.435 0.500 0.608 0.233 0.721
IB7 0.473 0.503 0.602 0.150 0.712
IB8 0.514 0.407 0.566 0.071 0.736

Source: Data processed by the author, 2023
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Based on the table above, the cross loading value shows good discriminant
validity, this is because the correlation value of the indicator to its construct is higher
than the correlation value of the indicator with other constructs. For example, the
loading factor on the security variable 0.912 is greater than the loading factor on ease of
use (0.442), financial literacy (0.555), impulse buying behavior (0.599), and perceived
usefulness (0.149). Likewise, other variables show that the correlation value of the
construct with its indicators is larger than the correlation value with other constructs.

Reability Test
1. Composite Reability
Table 7. Composite Reability

%ngg i(IJistI;e Decription
S 0.876 Reliable
PEU 0.922 Reliable
FL 0.854 Reliable
PU 0.979 Reliable
1B 0.909 Reliable

Source: Data processed by the author, 2023

Based on the data above, it can be concluded that the composite reliability for all
constructs has good reliability, where the composite reliability value is > 0.70.

2. Cronbach’s Alpha
Table 8. Cronbach's Alpha

Cronbach's Alpha Keterangan

S 0.721 Reliable
PEU 0.898 Reliable
FL 0.742 Reliable
PU 0.974 Reliable
IB 0.882 Reliable

Source: Data processed by the author, 2023

Based on the table above, it can be concluded that the Cronbach's Alpha value is >
0.70, which means that all constructs have good reliable or reliability.

Model Structural
Inner Model Test
1. R-Square
Table 9. R-Square
R-square
IB 0.705
Source: Data processed by the author, 2023

Based on the table above, it can be seen that the contribution of financial literacy
variables, perceived usefulness, perceived ease of use, and security to impulse buying
behavior is 70.5% and the remaining 29.5% is influenced by other variables outside the
model. This model is used to determine how much the latent variable explains the indicator
variable.
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2. Patch Coefficient
Table 10. Patch Coefficient

IB Description
FL 0.545 Positive
PU -0.026 Negative
PEU 0.235 Positive
S 0.194 Positive

Source: Data processed by the author, 2023

Path coefficients show that financial literacy, ease of use, and security variables have
a positive influence on impulse buying behavior, namely 0.545; 0.235; and 0.194.
Meanwhile, perceived benefits have a negative influence on impulse buying behavior,
which is -0.026.

3. T-Statistic (Bootstrapping)
Table 11. T-Statistic (Bootstrapping)

T statistik
(JO/ISTDEV))
FL ->IB 12.105
PU -> IB 0.749
PEU -> IB 5.876
S->IB 4.466

According to the T test table, it can be seen that this study is declared significant if
the T-satistic > 1.96, where the financial literacy variable (12.105), ease of use (5.876), and
security (4.466) show T-statistic results > 1.96, then the variable is stated that the variable
has a significant effect on impulse buying behavior. Meanwhile, the perceived usefulness
variable (0.749), which shows a T-statistic below 1.96, is declared insignificant to impulse
buying behavior.

4. Predictive Relevance (Q?)

Q? (= 1-SSE/SSO)
IB | 0.406

Based on the test results above, it can be seen that the Q-Square value on the
endogenous variable is 0.406, which indicates that this study has a good observation value,
because Q-Square > 0, or in other words, this research model has predictive relevance.

5. Model Fit

Saturated Estimated
Model Model

NFI 0.882 0.882

Based on the table above, the NFI value in this study is 0.882, which states that this
model can be declared good, where the model can be said to have a high fit if the value is
close to 1.
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Hypothesis Test
Table 14. Hypothesis Test
. Original T Statistik
Hypothesis Sample (O) (IO/STDEV]) P Values
H1 0.545 12.529 0.000
H2 -0.026 0.731 0.465
H3 0.235 6.076 0.000
H4 0.194 4.581 0.000

Based on the data processing that has been done, it is known as follows:

1. The first hypothesis, which is the hypothesis that tests the financial literacy variable on
impulse buying behavior, shows the results of T-Satitstic 12.529 > 1.96 and has p-values of
0.000 which means significant and original sample 0.545 which has a positive effect.
Therefore, it can be concluded that the financial literacy variable has a significant positive
effect on impulse buying behavior, so the first hypothesis is accepted.

H1 : Financial literacy has a positive and significant effect on impulse buying behavior.

2. The second hypothesis, which is the hypothesis that tests the perceived usefulness variable
on impulse buying behavior, shows the T-Satitstic result of 0.731 < 1.96 and has p-values
of 0.465 which means insignificant, and the original sample is -0.026 which has a negative
effect. Therefore, it can be concluded that the perceived usefulness variable has no
significant effect on impulse buying behavior, so the second hypothesis is rejected.

H2 : Perceived usefulness has no effect on impulse buying behavior.

3. The third hypothesis, namely the hypothesis that tests the ease of use variable on impulse
buying behavior, shows the results of T-Satitstic 6.076 > 1.96 and has p-values of 0.000
which means significant, and the original sample is 0.235 which has a positive effect.
Therefore, it can be concluded that the ease of use variable has a significant positive effect
on impulse buying behavior, so the third hypothesis is accepted.

H3 : Perceived ease of use has a significant positive effect on impulse buying behavior.

4. The fourth hypothesis, which is the hypothesis that tests the security variable on impulse
buying behavior, shows the results of T-Satitstic 4.581> 1.96 and has p-values of 0.000
which means significant and original sample 0.194 which has a positive effect. Therefore,
it can be concluded that the security variable has a significant positive effect on impulse
buying behavior, so the fourth hypothesis is accepted.

H4 : Security has a significant positive effect on impulse buying behavior.

CONCLUSION
This study was conducted with the aim of examining financial literacy, perceived
usefulness, perceived ease of use, security of impulse buying behavior carried out by students
of Universitas Mercu Buana Meruya class of 2018-2021 during the Covid-19 pandemic. The
limitations in this study that can be taken into consideration by further research, namely this
study has a scope that is not too wide, where researchers only focus on one location. With a
sample obtained of 307 respondents. The results obtained from this study are:
1. Financial literacy has a significant positive effect on impulse buying behavior.
2. Perceived usefulness has no effect on impulse buying behavior.
3. Perceived ease of use has a significant positive effect on impulse buying behavior.
4. Security has a significant positive effect on impulse buying.
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