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ABSTRACT 

 The Accounting Information System and online shopping at Shopee e-
commerce are transparent so that it can provide consumers with access to 
some of these accounting systems and can also facilitate transactions and 
buying and selling activities to be very flexible which can be reached and 
accessed whenever consumers want, thus encouraging impulsive buying 
behavior. The purpose of this research is to find out and analyze the effect 
of Accounting Information Systems and Shopping Online to Impulsive 
Buying on E-Commerce Shopee Case Studies on Students of the Faculty 
of Economics and Business, Jenderal Achmad Yani University. The 
population in this study were 2,231 students of the Faculty of Economics 
and Business, Jenderal Achmad Yani University and 100 as samples by 
distributing questionnaires. This research is a quantitative research with 
nonprobability sampling technique used purposive sampling. The results 
showed that the Accounting Information System had a positive and 
significant effect on Impulsive Buying and Shopping Online positive and 
significant effect on Impulsive Buying. This means that the Accounting 
Information System and Online Shopping have an effect on Impulsive 
Buying behavior among Students of the Faculty of Economics and 
Business, Jenderal Achmad Yani University on e-commerce Shopee. In 
addition, impulsive buying behavior in students cannot be avoided 
without awareness by being wise in using online shopping applications or 
e-commerce. And the average student makes these transactions and 
purchases without considering time and needs. 
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Introduction 

Technological developments will continue to grow toward more sophisticated 

technology. Developments in technology, accounting and information technology 

always go hand in hand. As development technology, all technology activities are 
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based online. Advances in information technology also affect the scope of 

accounting, especially in Accounting Information Systems. Accounting Information 

Systems are known as company activities inherent in each company's transaction 

cycle. Therefore, with the existence of an Accounting Information System, companies 

rely on Accounting Information Systems. 

A study explains that the relationship between Accounting Information Systems 

and e-commerce is to avoid the risk of human error. It can allow and make it easier 

for customers to see inventory directly, carry out inventory now, and order goods 

according to procedures (Ni'mah 2022). Information systems embedded in e-

commerce can increase user productivity. The accounting information system is 

transparent when users access accounting information. 

With the convenience of e-commerce and the development time, a consumer does 

a lot of transactions and shopping online compared to going directly to the market or 

market. Consumers can get the product they want in an unlimited time and can 

access it quickly because the features in e-commerce are transparent and easy to 

understand. 

One of the e-commerce with the most significant users is e-commerce Shopee. The 
Shopee app is Southeast Asia and Taiwan's leading online shopping platform. 
Shopee was established in 2015. Shopee is a platform for online shopping that is easy 
to understand, safe and fast for customers. In early 2022 (Ipsos) released the results 
of competition in the e-commerce industry, where Shopee ranked first on the four 
assessment indicators used in the survey. 

The information system at Shopee for buyers comprises, among others, order 
processing facilities that allow consumers to place orders for goods. Then the data 
obtained from the form shown will determine the amount of payment plus shipping 
costs. The billing facility includes the payment amount, which will then be recorded 
in the general ledger. After there is a payment amount for the buyer, immediately 
process the transaction via transfer or Shopeepay. All orders/booking processes are 
part of an information system where steps are carried out in stages according to 
predetermined SOP. 

With the many features of the Shopee application offering, it's easy to access 
customers in transactions and is expected to increase customers to do online 
shopping. Especially if there is a price offer in a limited time and quantity, so 
sometimes buyers can do online shopping or transactions based on sheer desire, 
which is carried out without prior planning (impulsive buying). 

With the convenience of online shopping, students, as the younger generation, of 
course, like to use the practical, effective, and efficient shopping system provided by 
e-commerce companies. However, impulsive behavior emerges behind this 
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convenience, not infrequently from students. There is a phenomenon of impulsive 
buying that students mostly do to teenagers who understand the digital world and 
have a high desire to shop online (Fauziah 2022). This phenomenon was also 
experienced by 38 students of the Faculty and Business Economics Jenderal Achmad 
Yani University. In initial observations, an average of 73.7% of Shopee e-commerce 
users often shop online suddenly and without planning (Impulsive buying). 
According to Rook and Fisher, buying behavior is impulsive. It was pushed by a 
stimulus, namely an online sales and shopping information system, which is a 
stimulus for consumers to shop online. One stimulus strategy that forms instant 
purchases is the existence of a transaction system or sales system that is easy to do in 
online shopping. Women & Minor (2002: 10) defines impulsive buying as a sudden 
purchase of a product without prior planning. Research conducted by Ni'mah (2022) 
shows that Impulsive Buying behavior occurs due to factors in the Accounting 
Information System. 

Literature Review 

Technology Acceptance Model (TAM) 

This study uses the theory of the Technology Acceptance model based on the view 

from the Davis technology acceptance model, which predicts and describes how 

technology users will accept and use technology related to user tasks. 

The technology acceptance model is used to understand and study human 

behavior when receiving and using accounting information systems. The purpose of 

TAM theory is to explain the behavior of information technology users of accounting 

information systems (Kuswanto, 2016). The information technology and systems 

considered in this study are accounting information systems and online shopping. 

Accounting Information System 

An accounting information system is a system that processes collection, stores, 

records, processes data, and processes accounting to produce information for 

decision-making. Accounting information systems can create an organization's 

primary information system and provide information to users who need it to do their 

jobs. (Romney & Steinbert, 2019:11). 

Be found component Accounting Information Systems According to Romney & 

Steinbart (2019:11), accounting information systems have the following six elements: 

1. People who use the system 

2. Procedure and instructions which is used to collect, process, and store data 

3. Data about the organization and its business activities 

4. The software used to process data 
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5. Information technology infrastructure, including computers, peripheral 

devices, and communication network devices used in accounting information 

systems 

6. Internal controls and security measures that prepare accounting information 

system data 

It can be concluded that the accounting information system is a collection of 

resources and subsystems, be they physical or nonphysical, that are interconnected, 

work well with each other, and aim to provide accounting information for users of 

the accounting information system. 

Onlinel Shopping 

Online l shopping ge lne lrally re lfe lrs to buying goods and se lrvice ls via the l intelrne lt. 

Thelre lforel, online l shopping is re lplacing thel purchase l of goods and se lrvicels for 

today's consume lrs. Online l sale ls are l growing ve lry we lll in te lrms of se lrvicel, e lfficie lncy, 

se lcurity and popularity. This allows consume lrs to make l direlct purchasel transactions 

by simply vie lwing we lbsite ls without spe lnding a lot of elne lrgy shopping online l 

(Naimah, e lt al, 2021). 

Impulsivel Buying  

Impulsive l buying is whe ln an individual fe le lls the l impulse l to buy a product 

without prior planning. This be lhavior can bel cause ld by two factors: thel individual 

himse llf and the l markelt (Harmon and Novia, 2016). Impulse l buying occurs whe ln a 

pe lrson sudde lnly e lxpe lrie lnce ls a vital and unavoidable l de lsire l to buy or own an ite lm or 

ite lm he l wants. In re lse larch (Ni'mah, 2022), impulsive l buying is a shopping activity 

carrield out spontanelously or without planning or judgme lnt by an individual. 

Impulsive l buying can also occur be lcause l of the l be lne lfits of an information syste lm 

containeld in e l-commelrce l and thel conve lnie lncel of shopping that is fle lxible l at this 

time l, and theln this can elncourage l some lonel to do impulsive l buying be lhavior. 

Hypothelsis Delvellopmelnt 

1. Thel E Lffelct of Accounting Information Syste lms on Impulsive l Buying on Shope le l EL-

Commelrcel Use lrs 

An accounting information syste lm is a colle lction of information and transaction 

data relgularly, inte lgrateld syste lmatically and inte lrconnelcteld with buying and 

se llling issue ls. The l Accounting Information Syste lm can provide l be lne lfits to its 

use lrs so that with the lse l be lne lfits, it can incre lase l purchase ls e lle lssive lly or 

gratuitously or without purchase l planning can be l calle ld impulsive l buying. 
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Also supported by the theory of technology acceptance model (TAM) which 

describes technology users will accept and use technology, TAM theory is used as 

a basis for understanding and studying human behavior when receiving and 

using Accounting Information Systems 

H1: Accounting Information Syste lms affe lct Impulsive l Buying 

2. Thel E Lffelct of Online l Shopping on Impulsive l Buying in Shope le l E L-Commelrcel Use lrs 

Online l shopping is a consume lr procelss for purchasing goods or products, 

se lrvice ls or othelr things from a se llle lr inte lractivelly and dire lctly via the l inte lrnelt. 

Belside ls be ling e lasy to re lach, it can bel accelsse ld whe lne lvelr consume lrs want. With 

convelnie lnce l and can be l use ld practically anytime l, it can be l a driving forcel for 

buying be lhavior for frele l or without planning, which can bel calle ld impulsive l 

buying. 

Following the theory of Technology Acceptance Models (TAM) on the perceived 

ease of technology that can make it easier for users, it is intended to the extent to 

which people using the system can reduce their efforts to carry out an activity 

H2: Online l shopping has an e lffe lct on Impulsive l Buying 

3. Thel E Lffe lct of Accounting Information Syste lms and Online l Shopping on Shope le l E L-

Commelrcel Use lrs 

Thel occurrelncel of impulsive l buying in an individual can be l influe lnce ld by factors 

that comel from within and from outside l. Thel e lxiste lnce l of an Accounting 

Information Syste lm and Online l Shopping can be l re llate ld to somelone l buying 

impulsive lly. 

H3: Accounting Information Syste lms and Online l Shopping has an e lffe lct on 

Impulsive l Buying 

Me lthod 

This research method uses a quantitative descriptive method and primary data 

using a questionnaire through the Google form. This research was conducted at the 

Faculty of Economics and Business, Jenderal Achmad Yani University. The 

population in this study was 2,231 active students class 2019-2020 Faculty of 

Economics and Business, Jenderal Achmad Yani University. Based on the population, 

the number of samples required in this study is required. The number of samples is 

determined based on the Yamane formula as follows. 

 

   
 

      
 

Explanation: 

n = Number of samples 

N = Total population 
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e = Precision (10% with 90% confidence level). 

Based on this formula, the number of samples in this study is obtained as follows: 

   
     

            
       

Based on the calculation above, the number of samples from active students 2019 

- 2022 Faculty of Economics and Business, Jenderal Achmad Yani University was 

95.71, the researchers rounded up to 100 respondents. 

This re lse larch has fulfille ld all the l re lquire lme lnts of thel validity te lst, relliability te lst, 

classical assumption te lst, multiple l line lar relgre lssion analysis, coe lfficie lnt analysis 

correllation, analysis of the l coe lfficie lnt of delte lrmination, and conclusion partial 

hypothelsis te lsting (t-te lst) and simultane lous hypothelsis te lsting (f te lst) arel use ld to 

delte lrmine l thel elffe lct of elach indelpe lnde lnt variablel on thel delpe lndelnt variable l. Thel F-

telst is use ld to de lte lrminel whe lthe lr thel inde lpe lndelnt variable ls have l an influe lncel big to 

thel de lpe lndelnt variable l. 

Re lsults and Discussion 

Validity Telst 

Tablel 1 Validity Telst Relsults 

Statelmelnt Itelms R. Count R. Tablel Asselssmelnt 

X1.1 0,444 0,361 VALID 

X1.2 0,424 0,361 VALID 

X1.3 0,499 0,361 VALID 

X1.4 0,392 0,361 VALID 

X1.5 0,578 0,361 VALID 

X1.6 0,631 0,361 VALID 

X1.7 0,667 0,361 VALID 

X1.8 0,429 0,361 VALID 

X1.9 0,528 0,361 VALID 

X1.10 0,374 0,361 VALID 

X1.11 0,382 0,361 VALID 

X2.1 0,437 0,361 VALID 

X2.2 0,707 0,361 VALID 

X2.3 0,377 0,361 VALID 

X2.4 0,495 0,361 VALID 

X2.5 0,435 0,361 VALID 

X2.6 0,577 0,361 VALID 

X2.7 0,468 0,361 VALID 

X2.8 0,393 0,361 VALID 

X2.9 0,455 0,361 VALID 

X2.10 0,623 0,361 VALID 
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Y1 0,604 0,361 VALID 

Y2 0,428 0,361 VALID 

Y3 0,558 0,361 VALID 

Y4 0,438 0,361 VALID 

Y5 0,444 0,361 VALID 

Y6 0,655 0,361 VALID 

Y7 0,778 0,361 VALID 

Y8 0,564 0,361 VALID 

Y9 0,617 0,361 VALID 

Y10 0,792 0,361 VALID 

Y11 0,426 0,361 VALID 

Sourcel: Data procelsseld with SPSS, 2023 

With a significant value l of 5%, it can be l se le ln that the l que lstion ite lms on all 

variable ls of Accounting Information Syste lms (X1), Online l Shopping (X2), and 

Impulsive l Buying (Y) as a whole l have l r count valuels more l significant than r tablels. 

So, it can be l concludeld that thel ovelrall variable l of the l quelstion ite lm is de lclare ld valid. 

Relliability Telst 

Tablel 2 Relliability Telst Relsults 

Variable l 
Cronbach's 

Alpha 

Cronbach’s 

Alpha Base ld 

on Stands 

N of Itelms 

Accounting information 

syste lm 
.683 .707 11 

Online l Shopping .707 .726 10 

Impulsive l Buying .793 .806 11 

Sourcel: Data procelsseld with SPSS, 2023 

Base ld on Tablel 2, thel Cronbach alpha value l for elach variable l is worth morel than 

0.60, so it can be l said that all variable ls are l re lliable l. For the l Accounting Information 

Syste lm variable l (X1), that is 0.683 > 0.60, Online l Shopping (X2), that is 0.707 > 0.60, 

and Impulsive l Buying (Y) 0.793 > 0.60. 

 

 

Classic Assumption Telst 

Normality Telst 
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Tablel 3 Normality Telst Relsults 

Onel-Samplel Kolmogorov-Smirnov Te lst 

 Unstandardizeld 

Re lsidual 

N 100 

Normal Paramelte lrsa,b 
Me lan 0E L-7 

Std. De lviation 5.51902961 

Most ELxtrelme l Diffe lre lnce ls 

Absolute l .085 

Positive l .050 

Ne lgative l -.085 

Kolmogorov-Smirnov Z .848 

Asymp. Sig. (2-taile ld) .469 

a. Te lst distribution is Normal. 

b. Calculate ld from data. 

Sourcel: Data procelsseld with SPSS, 2023 

Base ld on thel relsults of Table l 3 above l, it can be l concludeld that thel re lsults of thel 

normality telst with thel Kolmogorov-Smirnov me lthod arel 0.469 > 0.05, so it can bel 

suppose ld that thel relsidual value ls are l normally distribute ld. 

Linelarity Telst 

Tablel 4 Linelarity Telst Relsults 

ANOVA Tablel 

 Sum of 

Square ls 

df Me lan 

Square l 

F Sig. 

Impulsive l 

Buying* 

Online l 

shopping 

Beltwe le ln 

Groups 

(Combine ld) 5094.360 77 66.161 4.647 .000 

Line larity 1537.334 1 
1537.3

34 

107.99

1 
.000 

De lviation 

from 

Line larity 

3557.025 76 46.803 3.288 .211 

Within Groups 313.186 22 14.236   
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Total 5407.546 99    

Sourcel: Data procelsseld with SPSS, 2023 

Base ld on Table l 4, Table 4.14 shows that the significant value of the deviation 

from linearity is 0.211. This value is greater than the alpha value of 0.05. So, the data 

you have meets the assumptions of the linearity test. 

Telst Autocorrellation 

Tablel 5 Telst Relsults Autocorrellation 

Modell Summaryb 

Modell R R 

Square l 

Adjusteld R 

Square l 

Std. E Lrror 

of thel 

ELstimatel 

Durbin-

Watson 

1 .665a .442 .431 5.57564 2.539 

a. Pre ldictors: (Constant), Accounting Information Syste lms, 

Online l Shopping 

b. De lpe lnde lnt Variable l: Impulsive l Buying 

Sourcel: Data procelsseld with SPSS, 2023 

 Base ld on Tablel 5, with a sample l size l of 100 and 2 indelpe lnde lnt variable ls, the l dU 

value l = 1.69439 and the l dL valuel = 1.65404 are l obtaineld. So, from thelse l re lsults, it can 

be l se le ln that 1.694439 < 2.530 < 2.305561. That is, the l owne ld data doels not show signs 

of autocorrellation. 

Telst Multicollinelarity 

Tablel 6 Telst Relsults Multicollinelarity 

Coelfficielntsa 

Modell Colline larity Statistics 

Tole lrancel VIF 

1 

(Constant)   

Accounting information syste lm .771 1.297 

Online l Shopping .771 1.297 

a. De lpe lndelnt Variable l: Impulsivel Buying 

Sourcel: Data procelsseld with SPSS, 2023 
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Base ld on Table l 6, The l re lsults of the l multicolline larity te lst showe ld that the l 

variable l Accounting Information Syste lm and Online l Shopping was 0.771 > 0.10, and 

thel VIF value l was 1.297 < 10.0. So it can bel concludeld that thel two variable ls in this 

study have l fulfille ld the l telst multicolline larity. 

Telst Heltelrosceldasticity 

 

Figurel 1 Telst Relsults Heltelrosceldasticity 

Sourcel: Data procelsseld with SPSS, 2023 

Base ld on Figure l 1, plots or points are l spre lad elvelnly without forming a spe lcific 

pattelrn. So it can be l conclude ld that your data has no he ltelrosce ldasticity symptoms. 

Or, thel data you havel alre lady me lt thel telst assumptions of he ltelrosce ldasticity. 

Multiplel Linelar Re lgrelssion Analysis 

Tablel 7 Relsults of Multiplel Linelar Relgrelssion Analysis 

Coelfficielntsa 

Modell Unstandardizeld 

Coelfficie lnts 

Standardizeld 

Coelfficie lnts 

T Sig. 

B Std. E Lrror Belta 

1 

(Constant) 3.490 3.586  .973 .333 

Accounting information 

syste lm 
.473 .090 .453 5.243 .000 

Online l Shopping  .400 .109 .317 3.668 .000 

a. De lpe lndelnt Variable l: Impulsivel Buying 

Sourcel: Data procelsseld with SPSS, 2023 
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 Base ld on Table l 7, which is the l re lsult of multiple l re lgre lssion te lsting, the l 

re lgrelssion e lquation is obtaine ld as follows: 

Y = a + b1X1 + b2X2 + e l 

Y = 3.490 + 0.473 X1 + 0.400 X2 + 3.586 

Thel multiple l line lar re lgre lssion e lquation can bel de lscribe ld as follows: 

1. In the l e lquation above l, a constant value l of 0.3490 is obtaine ld, stating that whe ln 

thel Accounting Information Syste lm (X1) and Onlinel Shopping (X2) variable ls 

are l 0 (zelro), thel Impulsive l Buying (Y) variable l value l is 3.490 

2. Thel re lgre lssion coe lfficie lnt value l on the l Accounting Information Syste lm 

variable l (X1) is 0.473. So it can be l inte lrprelteld that at elach incre lase l of 1 point 

from the l Accounting Information Syste lm variable l will ge lt an Impulsive l 

Buying (Y) value l of 0.473 

3. Thel re lgre lssion coe lfficie lnt value l for Online l Shopping (X2) is 0.400. So it can be l 

inte lrprelteld that for elve lry increlase l of 1 point in the l Online l Shopping variable l, 

you will ge lt an Impulsive l Buying (Y) value l of 0.400. 

Coelfficielnt Analysis Correllation 

Tablel 8 Coelfficielnt Analysis Relsults Correllation 

Correllations 

 Accounting 

Information 

Syste lm 

Online l 

Shopping 

Impulsive l 

Buying  

Accounting 

information 

syste lm 

Pe larson 

Corre llation 
1 .478** .604** 

Sig. (2-taile ld)  .000 .000 

N 100 100 100 

Online l Shopping  

Pe larson 

Corre llation 
.478** 1 .533** 

Sig. (2-taile ld) .000  .000 

N 100 100 100 

Impulsive l 

Buying 

Pe larson 

Corre llation 
.604** .533** 1 

Sig. (2-taile ld) .000 .000  
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N 100 100 100 

**. Correllation is significant at thel 0.01 le lve ll (2-taile ld). 

Sourcel: Data procelsseld with SPSS, 2023 

 From thel re lsults of data procelssing obtaine ld telst re lsults corre llation using the l 

pe larson correllation te lst. Thel value l of thel Pe larson correllation be ltwe le ln thel 

Accounting Information Syste lm (X1) and Impulsive l Buying (Y) is 0.604. This value l 

indicate ls a positive l re llationship or correllation be ltwe leln Accounting Information 

Syste lms and Impulsive l Buying. The l purpose l of thel positive l correllation re llationship 

is that if thel value l of thel Accounting Information Systelm e lxpe lrie lncels incre lase ls, the ln 

thel Impulsive l Buying value l will also increlase l. The ln, thel value l of 0.604 is in the l 

correllation inte lrval of 0.40 - 0.70, which indicate ls that thel re llationship be ltwe le ln 

Accounting Information Syste lms and Impulsive l Buying has a significant 

re llationship. 

Thel Pe larson corre llation value l be ltwe le ln thel Online l Shopping variable l (X2) and 

Impulsive l Buying (Y) is 0.533. Whe lrel this value l indicatels a positive l re llationship or 

correllation be ltwele ln Online l Shopping and Impulsive l Buying, the l point is, if the lrel is 

an increlase l in the l value l of onlinel shopping, the ln thel value l of impulsive l buying will 

also incre lase l. The ln, thel numbe lr of 0.533 is in the l correllation inte lrval of 0.40 - 0.70, 

indicating that thel rellationship be ltwe le ln Online l Shopping and Impulsive l Buying has 

a significant re llationship. 

Analysis of thel Coe lfficielnt of De ltelrmination 

Tablel 9 Analysis Relsults of thel Coe lfficielnt of Deltelrmination 

Modell Summaryb 

Modell R R 

Square l 

Adjusteld 

R Square l 

Std. ELrror of 

thel E Lstimatel 

Durbin-

Watson 

1 .665a .442 .431 5.57564 1.539 

a. Pre ldictors: (Constant), Accounting Information Syste lms, 

Online l Shopping 

b. De lpe lnde lnt Variable l: Impulsive l Buying 

Sourcel: Data procelsseld with SPSS, 2023 

Kd = 𝑟2 x 100% 

 = (0,442)2 x 100% 
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 = 44,2% 

Thelse l re lsults show that thel R Squarel value l is 0.442. This value l melans that thel 

Impulsive l Buying (Y) variable l is influe lnceld by thel Accounting Information Syste lm 

(X1) and Online l Shopping (X2) variable ls of 44.2%. In contrast, the l relmaining 55.8% is 

influe lnce ld by othelr variable ls not e lxamine ld. 

Partial Hypothelsis Telst (t-telst) 

Tablel 10 Partial Hypothelsis Telst Relsults (t-telst) 

Coelfficielntsa 

Modell Unstandardizeld 

Coelfficie lnts 

Standardizeld 

Coelfficie lnts 

t Sig. 

B Std. E Lrror Belta 

1 

(Constant) 3.490 3.586  .973 .333 

Accounting 

information 

syste lm 

.473 .090 .453 5.243 .000 

Online l Shopping .400 .109 .317 3.668 .000 

a. De lpe lndelnt Variable l: Impulsivel Buying 

Sourcel: Data procelsseld with SPSS, 2023 

 Thel re lsults of telsting thel hypothelsis for thel Accounting Information Syste lm 

variable l (X1) obtaine ld thel re lsults of a t count of 5.423 > t tablel of 1.984 and a 

significant value l of 0.00 < 0.05, it can be l concludeld that thelrel is an Accounting 

Information Syste lm that has a positive l and significant e lffe lct on Impulsive l Buying. 

And thel re lsults of te lsting the l hypothelsis for the l Online l Shopping variable l (X2) 

obtaine ld thel t count value l of 3.668 > t table l 1.984 and a significant value l of 0.00 < 

0.05. It can be l concludeld that Online l Shopping has a positive l and significant e lffe lct on 

Impulsive l Buying. 

Simultanelous Hypothelsis Telst (Telst f) 

Table l of Simultanelous Hypothelsis Telst Relsults (Telst f) 

ANOVAa 

Modell Sum of Square ls Df Me lan Squarel F Sig. 

1 Re lgre lssion 2392.037 2 1196.018 38.472 .000b 
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Re lsidual 3015.509 97 31.088   

Total 5407.546 99    

a. De lpe lndelnt Variable l: Y Impulsive l Buying 

b. Pre ldictors: (Constant), Accounting Information Syste lms, Online l 

Shopping 

Sourcel: Data procelsseld with SPSS, 2023 

Base ld on thel table l, relsults show that thel F count value l of all inde lpe lndelnt 

variable ls is e lqual to 38.472 > 3.09. It can bel e lxplaine ld that F count > F table l and 

significant 0.000 <0.05, theln H0 is re lje lcteld and Ha is accelpte ld, me laning that thel 

Accounting Information Syste lm and Online l Shopping simultane lously havel a 

positive l and significant e lffe lct against Impulsive l Buying. 

Discussion 

Thel ELffelct of Accounting Information Systelms on Impulsivel Buying on Shopelel EL-

Commelrcel Uselrs 

Base ld on thel partial hypothe lsis te lst (t-telst), it is known that for variable l 

Accounting Information Syste lm (X1) obtaine ld relsults mark t count = 5.423 > t table l = 

1.984 and a significant value l of 0.000 <0.05. This mattelr me lans that thel Accounting 

Information Syste lm partially has a positive l and significant e lffe lct on Impulsive l 

Buying (Y). Base ld on the l re lsults of thel que lstionnaire ls distribute ld re lgarding 

Accounting Information Syste lms, it can be l concludeld that thel use l of Accounting 

Information Systelms can affelct Impulsive l Buying. That is Shope le l el-commelrcel use lrs, 

e lspe lcially stude lnts of the l Faculty of E Lconomics and Busine lss, Je lnde lral Achmad Yani 

Unive lrsity, fe lell that thel Accounting Information Systelm on Shopele l el-comme lrcel has 

influe lnce ld or stimulate ld a fe lelling of impulsive l buying be lhavior be lcause l of the l 

convelnie lnce l, use lfulne lss, availability, and accuracy time l on el–comme lrcel Shope lel. 

This is also supported by the theory of the Technology Acceptance Model (TAM) 

this theory describes technology users will accept and use technology, TAM theory is 

used as a basis for understanding and studying human behavior when receiving and 

using Accounting Information Systems 

Also supported by previous research conducted by Laila Nutfatun Ni'mah 

(2022). According to him, the Accounting Information System can provide benefits to 

Shopee e-commerce which can increase the efficiency and effectiveness of its supply 

chain, one of which is Shopee's customers or e-commerce users to directly access 

product availability in one of the stores. With these benefits, it can make it easier for 
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Shopee e-commerce users to make purchases, so that the benefits of the Accounting 

Information System can increase excessive purchases or impulsive buying. 

Thel Influelncel of Onlinel Shopping on Impulsivel Buying in Shopelel EL-Commelrce l 

Uselrs 

Base ld on the l partial hypothelsis telst (t-telst), it is known that for variable l Online l 

Shopping (X2) re lsults obtaine ld mark t count = 3.668 > t table l = 1.984 and a significant 

value l of 0.000 <0.05. This me lans that partially Online l Shopping has a positive l and 

significant e lffe lct on Impulsive l Buying (Y). Baseld on thel relsults of thel que lstionnaire ls 

distribute ld relgarding Online l Shopping, it can be l concludeld that Online l Shopping 

can influe lnce l Impulsive l Buying. This me lans that Shope lel e l-commelrcel use lrs, 

e lspe lcially stude lnts from the l Faculty of ELconomics and Busine lss, Je lnde lral Achmad 

Yani Unive lrsity, fe le ll that online l shopping te lchnology will make l it e lasie lr for 

consume lrs. Spe lcifically, stude lnts of the l Faculty of E Lconomics and Busine lss to fulfill 

thelir ne le lds apart from se llf-satisfaction be lcause l of the l conve lnie lnce l, unlimiteld time l, 

and sufficie lnt quality of information in online l shopping so that stude lnts fele ll an urge l 

to shop online l. 

This is following the theory of Technology Acceptance Models (TAM) on the 

perception of ease of technology that can make it easier for users to mean the extent 

to which people using the system can reduce their efforts to carry out an activity. 

Implemented in Online Shopping which can facilitate one's activities for shopping or 

making purchases. 

This is following previous research conducted by Dela Septiansari and Trisni 

Handayani (2021) which shows impulsive buying behavior among students who use 

online shopping applications. This means that online shopping has a positive and 

significant effect on impulsive buying behavior among students using online 

shopping applications. In addition, student impulsive behavior cannot be avoided 

without awareness to be wise in using online shopping applications. Then the 

average student does online shopping without considering time and needs. 

 

Influe lncel Onlinel Shopping Accounting Information Systelm for Impulsivel Buying 

for Shopelel EL-Commelrcel Uselrs 

Base ld on thel simultane lous hypothe lsis telst (f te lst), it is known that thel calculateld 

f value l is more l significant compare ld to with f table l than the l value l of f count = 38.472 

> f table l = 3.09 and significant 0.000 <0.05. This shows that thel variable l Accounting 

Information Syste lm (X1) and online l shopping simultane lously positive lly and 
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significantly affe lct variable l impulsive l buying (Y). The lre l is a dire lct re llationship 

be ltwele ln Accounting Information Syste lms and online l shopping with impulsive l 

buying, whe lre l thelse l relsults indicate l that thelre l is inte lrelst in consumelrs or Shope le l el-

commelrcel use lrs, e lspe lcially stude lnts of the l Faculty of E Lconomics and Busine lss, 

Je lndelral Achmad Yani Univelrsity for thel elxiste lnce l of an accounting information 

syste lm that is transparelnt for its uselrs, be lne lfits, convelnie lncel, availability, quality of 

information, and timel without rush can increlase l inte lre lst and e lase l of doing online l 

shopping found in e l-comme lrcel Shope le l make ls stude lnts of thel Faculty of E Lconomics 

and Busine lss, Unive lrsity of Je lnde lral Achmad Yani appe lars fe le lling, e llite lmelnt, 

e lncouragelme lnt and elve ln spontanelous to makel purchase ls. 

Conclusion 

Thel inde lpe lnde lnt variable ls use ld in this study are l Accounting Information 

Syste lms and Online l Shopping. In contrast, thel de lpe lndelnt variable l use ld in this study 

is Impulsive l Buying. Base ld on thel re lsults of thel relse larch and discussion that has 

be le ln donel, this study aims to de lte lrmine l thel e lffe lct of Accounting Information 

Syste lms and Online l Shopping on Impulsive l Buying on E L-Commelrcel Shope lel with 

case l studie ls of active l stude lnts of the l Faculty of E Lconomics and Busine lss, Je lnde lral 

Achmad Yani Unive lrsity. The l re lse larch relsults show that stude lnt Faculty of 

E Lconomics and Busine lss, Je lnde lral Achmad Yani Unive lrsity statistical calculations 

that havel be le ln analyze ld show that partially and simultane lously online l shopping and 

accounting information systelms have l a positive l and significant e lffe lct on Impulsive l 

Buying. 

Thel positive l and significant me laning me lans that thelrel is a direlct rellationship 

be ltwele ln the l Accounting Information Syste lm and Online l Shopping with Impulsive l 

Buying, whe lre l the lse l relsults show that thelre l is inte lrelst in consumelrs or Shope le l el-

commelrcel use lrs, e lspe lcially stude lnts of the l Faculty of E Lconomics and Busine lss, 

Je lndelral Achmad Yani Univelrsity for thel be lne lfits, conve lnie lncel, availability, quality 

of information, so that timel without rush can add intelrelst and convelnie lncel to doing 

online l shopping found in e l-commelrcel Shope le l, making stude lnts of thel Faculty of 

E Lconomics and Busine lss, Je lnde lral Achmad Yani Unive lrsity fe le ll, e llite ld, drive ln e lve ln 

thel spontane lity to make l a purchasel. 

Thel re lsults of this study are l e lxpe lcteld to be l a motivation for conducting relse larch in 

thel future l, which is e lxpe lcte ld to improvel the l we lakne lsse ls and limitations of this 

study. For future l re lse larche lrs, it is sugge lste ld to add indicators or othe lr variable ls and 

also choose l diffe lrelnt objelcts and locations so that futurel re lse larchelrs can provide l nelw 

knowle ldge l. For future l relse larchelrs, it is re lcomme lndeld to takel morel sample ls. This 
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aims for belttelr data accuracy in thel re lse larch, for thel ne lxt relse larche lr is advise ld to add 

morel spe lcific critelria to ascelrtain that thel relsponde lnt is following the l elxpe lcteld 

standards. 

Re lfelre lncel 

Angela, V., & Paramita, E. L. (2020). Pengaruh Lifestyle Dan Kualitas Produk 

Terhadap Keputusan Impulse Buying Konsumen Shopee Generasi Z. Jurnal 

Ekobis: Ekonomi Bisnis & Manajemen, 10(2), 248-262. 

Anjani, R. K., Cahyono, Y. T., & MM, A. (2019). Analisis Pengaruh Manfaat, Risiko, 

Kepercayaan, Kepuasan dan Service Performence terhadap Minat Belanja Online 

Menggunakan Sistem E-Commerce (Studi Empiris Pada Mahasiswa Akuntansi 

Fakultas Ekonomi Dan Bisnis Universitas Muhammadiyah Surakarta Tahun 2015-

2017) (Doctoral dissertation, Universitas Muhammadiyah Surakarta). 

Annora, M. P. C. (2022). Analisis Faktor-Faktor yang Mempengaruhi Penggunaan 

Sistem Informasi Akuntansi Berbasis E-Commerce Pada Belanja Online Tokopedia 

Di Era Pandemi Covid-19 Dengan Menggunakan Technology Acceptance Model 

(Studi Kasus pada Mahasiswa STIE YKPN) (Doctoral dissertation, STIE YKPN). 

Azizah, F. D., Nur, A. N., & Putra, A. H. P. K. (2022). Impulsive buying behavior: 

Implementation of IT on technology acceptance model on E-Commerce purchase 

decisions. Golden Ratio of Marketing and Applied Psychology of Business, 2(1), 

58-72. 

Budiastuti, A. D. P., & Muid, D. (2020). Analisis faktor-faktor pengaruh minat 

penggunaan sistem informasi akuntansi berbasis e-commerce pada aplikasi 

shopee dengan menggunakan Technology Acceptance Model (TAM). Diponegoro 

Journal of Accounting, 9(4). 

Firdausy, C. M., & Fernanda, M. (2021). The effects of sales promotion, attractiveness 

of internet advertising, and website quality on impulse buying of consumers of 

Tokopedia in Indonesia. International Journal of Management and Enterprise 

Development, 20(1), 34-48. 

Eldon, M., Prasetyo, B., & Syafitri, S. D. (2021, November). The Effect Of Shopping 

Lifestyle On Impulse Buying On The Marketplace Shopee. In International 

Seminar (Vol. 3, pp. 12-30) 

Ghozali, I.  (2018) Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 (9th 

ed). Badan Penerbit Universitas Diponegoro. 



296 |  P a g e
 

Gie. (2020) Sistem Informasi Akuntansi : Arti, Bagian, Fungsinya dalam Bisnis. 

Retrieved from accurate: https://accurate.id/akuntansi/sistem-informasi-akuntansi/ 

Izzati, R., Muntiah, N., & Hidayah, N. (2020). An analysis of factor that influence the 

interests in behaviors of using accounting information systems based on e-

commerce. Jurnal AKSI (Akuntansi dan Sistem Informasi), 5(1).Harmon & Novia, 

(2016). Faktor Penentu Perilaku Impulsive Buying Pada Fashion Business Di Kota 

Bandung. Bandung: Politeknik Negeri Bandung. 

Hermawan, H. (2017). Sikap konsumen terhadap belanja online. WACANA: Jurnal 

Ilmiah Ilmu Komunikasi, 16(1), 136-147. 

Kruszka, A., &Kumar, P. (2020). Why did I just buy that? A Look at Impulse Buying 

in the Atmosphere of Daily Deals. Capstone Work, American University, 

Washington DC. 

Kuswanto T. Y. L., & Baridwan, Z (2016) Pengaruh Kepercayaan, Persepsi Manfaat, 

Persepsi Kemudahan dan Persepsi Keamanan terhadap Minat Penggunaan 

Transaksi Online. Jurnal ilmiah mahasiswa fakultas ekonomi dan bisnis 

universitas brawijaya 4(2), 1-29 

Naimah, R. J., Haryanto, R., & Urfi, M. R. (2021). Analisis Perilaku Belanja Online 

Konsumen Selama Masa Pandemi COVID-19. Jurnal INTEKNA: Informasi Teknik 

dan Niaga, 21(2), 54-59 

Ni’mah, L. N. (2022). Penggunaan Sistem Informasi Akuntansi Dalam Penawaran 

Flash Sale, Paylater, dan Voucher Terhadap Perilaku Impulsive Buying Pada 

Pengguna Marketplace Shopee (Doctoral dissertation, STIE YKPN). 

Rapika, S (2021). Pengaruh E-Commerce dan Penggunaan Sistem Informasi 

Akuntansi terhadap Pengambilan Keputusan Berwirausaha (Studi Kasus pada 

Mahasiswa jurusan akuntansi fakultas ekonomi dan bisnis universitas 

muhammadiyah sumatera utara). Jurnal akuntansi 

Romney, M. B., & Steinbart, P. J. (2019) Accounting Information System (14th ed.13). 

Pearson. 

Rossa, A. (2022). Pengaruh Persepsi Kemudahan Penggunaan, Kepercayaan, Risiko 

dan Keamanan terhadap Impulse Buying Pengguna SPaylater (Shopee Paylater) di 

Jadetabek. In Seminar Nasional Akuntansi dan Manajemen PNJ (Vol. 3). 



297 |  P a g e
 

Sari, R. (2021). Pengaruh Penggunaan Paylater terhadap perilaku impulsive buying 

pengguna e-commerce di Indonesia. Jurnal Riset Bisnis Dan Investasi, 7(1), 44-57 

Syauqi, A., Lubis, F. A., & Atika, A. (2022). Pengaruh Cashback, Flash Sale, Tagline 

“Gratis Ongkir” Terhadap Impulse Buying Konsumen Generasi Z Pada Shopee 

(Studi Kasus Mahasiswa Universitas Islam Negeri Sumatera Utara). Jurnal 

Manajemen Akuntansi (JUMSI), 2(4), 734-749. 

Septiana, Rini (2020) perilaku impulsive buying di toko online Shopee dengan faktor 

hedonic shopping motivation, price discount dan pembayaran elektronik. Skripsi 

thesis, iib darmajaya 

Sugiyono, (2018). Metodelogi Penelitian Kuantitatif (Setiyawami (Ed.); 1st ed.) 

Alfabeta. 

Sugiyono, (2019). Statistika Untuk Penelitian. Alfabeta. 

Sugiyono, (2021). Metode Penelitian Kuantitatif Kualitatif (Sutopo (ed.); Kedua). 

Alfabeta. 

Octaviani, L., & Sudrajat, A. (2016). Fenomena Perilaku  Belanja OnlineSebagai  

Alternatif Pilihan Konsumsi Di Kalangan Mahasiswa Universitas   Negeri   

Surabaya. Paradigma, 4(09040564205), 1–6. 

Oktafikasari,    E.,    &    Mahmud,    A.    (2017). Konformitas Hedonis Dan Literasi 

Ekonomi   Terhadap   Perilaku   Konsumtif Melalui  Gaya  Hidup  Konsumtif. 

Economic Education Analysis Journal, 6(3), 684–697. 

Putra, M. G. R. (2019). Pengaruh Kualitas Sistem Informasi Akuntansi Terhadap 

Keputusan Pembelian Online (Doctoral dissertation, Universitas Muhammadiyah 

Gresik). 

Putri, G. A. W. (2017). The Relation Between Brand Minded Lifestyle and The 

Impulsive Buying Tendency in Adolescents (Doctoral dissertation, Untag 1945 

Surabaya). 

Yadewani, D., & Wijaya, R. (2017). Pengaruh E-Commerce Terhadap Minat 
Berwirausaha. Jurnal RESTI (Rekayasa Sistem Dan Teknologi Informasi), 1(1), 
64-69. 

Zakiyyah, A. M. (2018). Pengaruh Flash Sale Terhadap Pembelian Impulsif Online 

pada Toko Online “Pulchragallery”. Jurnal Manajemen Dan Bisnis Indonesia, 4(1). 


