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Abstract  
 

Online shopping behavior among students in Banyuwangi Regency is an increasing phenomenon along 
with technological advances and globalization. In this context, online shopping is an attractive choice for 
students due to various supporting factors. These supporting factors include personal factors, 
environmental factors, trust factors, price factors, and goods factors. Where personal factors start from 
the needs and desires of students to buy products. Then there is an environmental factor where the social 
environment can influence students' willingness to participate in online buying and selling transactions. 
Furthermore, there is a trust factor where students in Banyuwangi Regency when they want to buy 
something, first contact the seller. Another option is to ask friends who have shopped at the store. 
Furthermore, there is a price factor, namely low prices allow students to adapt to their financial situation. 
Therefore, they prefer to buy products online at affordable prices that follow the financial strength of 
students. Finally, there is a goods factor where goods are a factor that influences students' online 
purchases. Because online shopping makes it easier for students to find the products they need. They no 
longer need to go to the store directly to look for the item. In addition, the quality of the goods is also one 
of the things that students consider in purchasing. The main objective of this study is to explore and 
analyze various aspects of online shopping behavior among college students. 
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Introduction  

The development of information and communication technology has changed many aspects of life, 
including consumer behavior. One of the most prominent phenomena is the increasing interest in online 
shopping, especially among students. Students, like the younger generation who are accustomed to digital 
technology, tend to be more open to innovation when shopping. With increasingly diverse e-commerce 
platforms, students' online shopping behavior has become an interesting research topic. Every day, more 
and more new products are offered from online stores, making students interested in buying these items 
(Anggraini, 2016). With this modern development, science and technology (IPTEK) has also witnessed 
very high progress and development in terms of internet technology. Technological advances, especially 
in the Internet sector, have made the limitations of distance, time, and cost easier to achieve, because the 
Internet connects more people, entrepreneurs, and even organizations that directly or indirectly drive 
system change. Due to the development of communication technology, the number of internet users is 
increasing. This is supported by the ease of internet access anytime and anywhere because many gateways 
support internet users and electronic commerce (e-commerce) to buy products. Currently, e-commerce has 
become a shopping trend because online shopping makes it easier for consumers to get the products they 
need. Online shopping is much more convenient than offline with traffic jams, limited parking spaces, 
queues, time constraints, etc., so consumers do not have to go to the store for hours, and can be a choice. 

The rapid increase in the number of e-commerce users in Indonesia is supported by the availability of 
many choices of online shopping applications ranging from Instagram and online shopping applications 
that have been widely recognized for their ease in presenting the needs that you want to buy with 
descriptions, products, sizes, prices to product details and reviews from buyers (Faristina, 2022). 
E-commerce is more than just a place to buy and sell products online. The convenience offered by 
e-commerce also covers the entire process from development, marketing, sales, shipping, service, and 
providing practical payment methods for consumers to use (Ruslang et al., 2020). The transaction method 
that is often used is COD (Cash On Delivery). COD is a payment method that is done by paying for the 
order when the order arrives at its destination (Rokfa et al., 2021). E-commerce or electronic commerce 
refers to the transaction process carried out via the Internet network (Budianto, 2020) 

An online shop is a means or place to offer goods and services on the internet, where visitors can see 
the goods in the form of images and photos uploaded by the online shop owner. Online shopping is 
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purchasing via the internet using a website as a catalog and marketing media. Examples of websites that 
provide online shopping include Shopee, Tokopedia, and Lazada. Some offer online shopping through 
friend networks such as Instagram, Messenger, and Facebook. There are so many online stores today that 
many business people are finally interested in this business. The number of online stores has the 
advantage of offering business opportunities in various product fields, making it easier for consumers to 
obtain the products they are looking for.  

Research conducted by Aksari (2015) supports the findings of researchers, namely that online shops 
are one of the triggers for people to behave consumptively, one of which is students. The presence of 
online stores or online shops is one of the impacts of globalization. Globalization occurs because the 
establishment of information networks from global communication overcomes the barriers of space and 
time. Globalization has an impact on technological advances that make it easier for students to make 
online buying and selling transactions. Changes in the lifestyle of today's students have become familiar 
with a modern or fashionable lifestyle, this can be seen from the way they wear goods or clothes that 
always follow current trends. Online shop users come from various backgrounds, but the majority of 
online shop users are teenagers, especially students (Yuniar & Fibrianto, 2020). Online shopping has 
become a trend among people in the current digital era, including students (Sada, 2022). Independence in 
managing finances and life away from parents, as well as support for easy transactions, makes students' 
consumptive behavior uncontrolled (Iqbal, 2020). 

It is undeniable that technological advances have changed the way we shop, namely with the 
emergence of online shopping trends. This online shopping culture phenomenon continues to grow 
rapidly, driven by the availability of unlimited internet. In addition, affordable prices are increasingly 
attracting customers, especially the younger generation. The younger generation today tends to prefer 
shopping through online buying and selling platforms rather than making purchases in conventional 
stores. The most striking example is the online shopping phenomenon that is currently popular among 
students (Rindi 2020). Students are a group of teenage consumers. Students not only carry out 
consumption activities aimed at college needs, but also carry out consumption activities to support their 
appearance through purchasing products such as clothes, make-up, bags, and shoes. From here we can see 
that human needs are not limited to clothing, food, and shelter (primary). Student consumption behavior 
can be seen from how much they use their income (pocket money) to fulfill their shopping desires and 
how much they use for needs that have to be met (Niati, 2016). With the many human needs that must be 
met, humans cannot be separated from consuming activities (Puspitasari & Indrarini, 2021). This activity 
is carried out to meet their daily needs (Mujahidah, 2020). The presence of online shopping 
applications/platforms currently provides side effects for all groups, including students (Pratama, 2020). 

Students and internet use cannot be separated. Student participation in Internet use means that brands 
can take advantage of the various possibilities available on the Internet, especially when shopping. Online 
shopping offers many conveniences to consumers. For example, cost savings, products delivered directly 
to homes, payments via bank transfer, and low prices certainly make users feel happy, so students do not 
need to shop in a crowd to get the items they want. In addition, students also do not need to disrupt their 
free time or vacations to buy products at offline stores or shopping centers. The use of the Internet has 
brought many changes to the lifestyle of students, including shopping. 

Almost all students have bought something online. With the development of technology and the 
internet, a network of stores called e-commerce or online stores has grown. With the existence of online 
stores, students no longer need to visit stores to buy the products they need, because product purchases 
can now be made online. This service makes it easier for students to shop and provides an alternative way 
to shop. Many students choose to shop online because it is considered easy and practical. This is different 
from offline shopping which is more complex, time-consuming, and inefficient. When students search for 
products offline, students do not always find the products they want, and it takes a lot of time to find each 
product. However, students and students are the most active consumers in shopping online on 
e-commerce platforms (Andika et al., 2021). The main objective of this study is to explore and analyze 
various aspects of online shopping behavior among students. 
 
Methods 

The qualitative method was chosen for this study because it allows for a deeper and more complex 
exploration of information about individual behavior. According to Denzin & Lincoln (2017), qualitative 
research is research conducted with multiple methods involving an interpretive, naturalistic approach to 
its subject matter. Data were collected through interviews with students in Banyuwangi Regency. 
Respondents in this study were 30 active students who had regular experience in online shopping. 
Respondents were selected based on the criteria that they had made online purchases at least three times 
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in the last six months. The selection of respondents was carried out to explore the habits and factors that 
influence online shopping behavior among students in Banyuwangi Regency. The sample in this study 
was selected using a purposive sampling technique. The sample consisted of students aged 18-25 years, 
who had online shopping experience, and used e-commerce platforms such as Shopee, Lazada, and 
Tokopedia. 
 
Results and Discussion 
1. Analysis of Online Shopping Behavior Among Students in Banyuwangi Regency 

Personal factors, environmental factors, trust factors, price factors, and goods factors determine the 
online shopping behavior of students in Banyuwangi Regency, according to the interview results. The 
results show that personal factors influence online shopping behavior among students in Banyuwangi 
Regency. Every time a purchase is made is influenced by personal characteristics. Personality refers to the 
qualities that exist within a person. Personal factors include age, occupation, financial situation, and 
lifestyle. In giving any product, a person's characteristics can influence their purchasing decisions. This 
study found that students who shop online are influenced by themselves. What motivates students to buy 
is because of the needs and desires for the product. The needs and desires of each student for the product 
are determined by their respective lifestyles. Students who shop online also pay attention to their financial 
situation. 

Furthermore, there are environmental factors that influence online shopping among students in 
Banyuwangi Regency. It can be seen that students live together and do not live alone. In all their 
activities, students are influenced by environmental factors. One of them is about economic activities. The 
findings also show that environmental factors influence students' online shopping. This is evidenced by 
the statement of students that they shop online because they have friends who like to shop online and also 
get recommendations from friends. Therefore, students are also interested in buying products online. 

The trust factor also influences online shopping behavior among students in Banyuwangi Regency. All 
relationships are based on trust. In carrying out buying and selling activities, a relationship of mutual trust 
is established between prospective buyers and sellers. This trust arises from the seller's actions in 
providing the best service to prospective buyers. This study found that the trust factor is an influential 
factor when students make purchases online. Students don't want something bad to happen every time 
they make a purchase. Therefore, when students want to buy something, they first contact the seller. 
Another option is to ask friends who have shopped at the store. 

Price factor, it is undeniable that price is one of the motivations for students to buy. All prices quoted 
are taken into account by students when buying products. In online stores, there are sellers who offer 
different prices. Some stores offer a fairly affordable price range. In this study, students also found 
reasons for online purchases. The reason students buy online is because the prices offered are cheaper 
when they buy online. Low prices allow students to adapt to their financial situation. Therefore, they 
prefer to buy products online at affordable prices that suit their financial strength. 

Furthermore, the item factor also influences online shopping behavior among students in Banyuwangi 
Regency. When students shop, they first look for the products they need. Some items are easy to find, 
while others are difficult to find. Some products are difficult to obtain, so students have the option to buy 
online rather than offline. In this study, items are a factor that influences students' online purchases. 
Because online shopping makes it easier for students to find the products they need. They no longer need 
to go to the store directly to look for the item. In addition, the quality of the goods is also one of the things 
that students consider when purchasing. 
 
Conclusion 

With the development of technology and the expansion of internet access, online shopping 
behavior among students has changed significantly. Based on the analysis conducted, several important 
things can influence online shopping behavior in Banyuwangi Regency, namely influenced by several 
factors, including: 
a. Personal Factors. Personal factors include age, occupation, financial situation, and lifestyle. 
b. Environmental Factors. Students like to shop online because they have friends who like to shop 

online and also get recommendations from friends. 
c. Trust Factor. When students want to buy something, they will first contact the seller. Another option 

is to ask friends who have shopped at the store. 
d. Price Factor. Students prefer to buy products online at affordable prices that suit the financial 

strength of students. 
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e. Goods Factor. Goods are a factor that influences students' online shopping. Because online shopping 
makes it easier for students to find the products they need. They no longer need to go to the store 
directly to look for the goods. In addition, the quality of the goods is also a consideration for 
students in making purchases. 
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