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	Abstrak
Penelitian ini bertujuan untuk memperoleh pengetahuan dan pemahaman mengenai pengaruh literasi digital dan pendapatan terhadap perilaku konsumtif Generasi Z di Kabupaten Gowa, dengan penggunaan e-commerce sebagai variabel pemoderasi. Metode yang digunakan dalam penelitian ini adalah penelitian kuantitatif dengan jenis penelitian deskriptif. Sampel dalam penelitian ini terdiri dari 100 responden. Analisis data dilakukan menggunakan model Partial Least Squares-Structural Equation Modeling (PLS-SEM). Hasil penelitian menunjukkan bahwa literasi digital berpengaruh signifikan terhadap perilaku konsumtif. Pendapatan juga berpengaruh signifikan terhadap perilaku konsumtif. Selain itu, literasi digital berpengaruh signifikan terhadap penggunaan e-commerce, begitu pula dengan pendapatan yang berpengaruh signifikan terhadap penggunaan e-commerce. Penggunaan e-commerce memiliki pengaruh signifikan terhadap perilaku konsumtif. Selain itu, penggunaan e-commerce mampu memoderasi hubungan antara literasi digital dan perilaku konsumtif. Namun, penggunaan e-commerce tidak memoderasi hubungan antara pendapatan dan perilaku konsumtif.
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	Abstract
This study aims to gain knowledge and understanding of the influence of digital literacy and income on the consumptive behavior of Generation Z in Gowa Regency, with e-commerce usage as a moderating variable. The method used in this research is quantitative research with a descriptive research type. The sample in this study consists of 100 respondents. Data analysis was conducted using the Partial Least Squares-Structural Equation Modeling (PLS-SEM) model. The results show that digital literacy significantly influences consumptive behavior. Income significantly influences consumptive behavior. Digital literacy significantly influences e-commerce usage. Income significantly influences e-commerce usage. E-commerce usage significantly influences consumptive behavior. E-commerce usage is able to moderate the relationship between digital literacy and consumptive behavior. However, e-commerce usage does not moderate the relationship between income and consumptive behavior.
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INTRODUCTION
The development of information and communication technology in the digital era has transformed consumption patterns in society, including in Indonesia. E-commerce has become an integral part of daily life, with platforms such as Tokopedia, Shopee, TikTok Shop, Bukalapak, and Lazada dominating the market (Lazarus, 2024). According to the IDN Research Institute (2024), e-commerce transaction value in Indonesia has continued to rise, surpassing USD 100 billion over the past decade, with an average annual growth rate of 20%.
Generation Z, born between 1997 and 2012, represents the largest group of e-commerce users due to their upbringing in a digital environment (Müller & Montag, 2024). The IDN Research Institute reports that more than 70% of Generation Z in Indonesia regularly shop online. However, despite their familiarity with technology, not all individuals possess adequate digital literacy (Nurlaila et al., 2024). Low digital literacy can lead to excessive consumer behavior due to the influence of various promotions and discounts offered by e-commerce platforms (Sartika et al., 2024; Li & Chen, 2024).
In addition to digital literacy, income also plays a role in shaping consumer behavior (Asanprakit & Kraiwanit, 2023). Generation Z, with access to multiple income sources from both formal employment and the gig economy, tends to be more active in online shopping (Bucko et al., 2018). However, higher income does not always correlate with wise consumption, particularly when digital literacy is lacking (Prakoso & Anggraeni, 2023).
E-commerce acts as a moderating variable that can either strengthen or weaken the relationship between digital literacy, income, and consumer behavior (Udayana et al., 2024). The aggressive marketing strategies employed by e-commerce platforms often drive impulsive purchases, especially among consumers with low digital literacy (Bahrah & Fachira, 2021). In Gowa Regency, disparities in digital literacy and varying income levels influence consumption patterns among the population.
This study aims to analyze the impact of digital literacy and income on the consumer behavior of Generation Z in Gowa Regency, with e-commerce usage as a moderating variable. The findings are expected to provide deeper insights and policy recommendations to enhance digital literacy and promote more responsible consumption patterns in the digital era.
The rapid advancement of digital technology has significantly influenced Generation Z’s consumption patterns, particularly in the e-commerce sector. Digital literacy plays a crucial role in shaping their consumer behavior. The ability to access, evaluate, and effectively utilize information enables Generation Z to make more rational and informed purchasing decisions (Dwivedi et al., 2021). Furthermore, digital literacy enhances their awareness of data security and privacy when shopping online, affecting how they interact with brands and e-commerce platforms (Erwin et al., 2023). Consequently, individuals with higher digital literacy tend to be more prudent and proactive in their consumption decisions (Zhulal et al., 2024).
Besides digital literacy, income also influences the consumer behavior of Generation Z. Higher income increases purchasing power and provides access to various products, including premium goods and lifestyle necessities such as fashion, technology, and entertainment (Gomes et al., 2023). Income also affects brand preferences and the tendency to take advantage of promotions and discounts offered by e-commerce platforms (AKSU, 2020). As a result, higher income is associated with more active and diverse consumption patterns among Generation Z.
In the context of e-commerce, digital literacy enhances the effectiveness of digital platforms for online transactions. The ability to understand transaction security, compare products, and critically assess information allows Generation Z to shop with greater confidence (Limilia et al., 2022; Mohd Johan et al., 2022). The higher their digital literacy, the more frequently and efficiently they utilize e-commerce for consumption activities.
Income also affects e-commerce usage intensity. Individuals with higher incomes have greater access to technology that facilitates online transactions and tend to shop more frequently and extensively through digital platforms (Isa et al., 2020; Salam et al., 2024). As income increases, e-commerce usage also rises, both in terms of transaction frequency and the variety of products purchased.
Both digital literacy and income influence consumer behavior not only directly but also through e-commerce usage. High digital literacy enables Generation Z to be more active in online shopping, access promotions, and tailor consumption decisions based on available information (Salwanisa & Wikartika, 2023). Similarly, individuals with higher incomes are more engaged in digital transactions, ultimately shaping a more dynamic consumption pattern (Amaliya et al., 2024).
Moreover, e-commerce itself plays a pivotal role in shaping Generation Z’s consumer behavior. The ease of access to diverse products and services through e-commerce platforms increases their shopping intensity. Features such as price comparisons, customer reviews, and algorithm-based product recommendations further influence their preferences and purchasing habits (Said et al., 2023; Mofokeng, 2021). Consequently, the more frequently Generation Z engages with e-commerce, the more dynamic and varied their consumption patterns become in response to evolving digital trends.

RESEARCH METHOD
This study employs a quantitative approach using questionnaires and Partial Least Squares Structural Equation Modeling (SEM-PLS) analysis. The independent variables in this research are Economic Literacy (X1) and Income (X2), which are analyzed in relation to Consumptive Behavior (Y) as the dependent variable, with E-Commerce Usage (Z) as the mediating variable. The sample was selected using a purposive sampling technique, a method based on specific criteria to ensure that the collected data aligns with the research objectives. The respondent criteria include individuals aged 12 to 28 years, residing in TomboLopao District, with experience using e-commerce platforms and having a source of income.
Data collection was conducted by distributing an online questionnaire to 100 Generation Z respondents in Gowa Regency. The questionnaire consists of 100 items covering respondent profiles and research variables, measured using a five-point Likert scale ranging from "strongly disagree" (1) to "strongly agree" (5). The research instrument was tested for reliability, convergent validity, and discriminant validity among 100 respondents. Convergent validity was assessed through outer loadings and Average Variance Extracted (AVE), with a threshold of loading factor > 0.70 and AVE > 0.50, indicating that all variables met the required criteria. Discriminant validity was evaluated using cross-loadings and the Fornell-Larcker criterion, ensuring that each construct is distinctly different from others. The results confirmed no issues with discriminant validity. Reliability was measured using Cronbach’s Alpha, Composite Reliability, and Rho_A, with all variables scoring above 0.70, indicating that the research instrument is consistent and reliable.
To analyze the relationships between variables, this study utilizes SmartPLS software (version 4.0) with the SEM-PLS method. The Partial Least Squares (PLS) analysis in this study consists of two main sub-models: the measurement model, which evaluates the validity and reliability of research indicators, and the structural model, which examines the relationships between variables within the research framework.

RESULT AND DISCUSSION
This study involved 100 respondents (45 males and 55 females) aged between 18 and 28 years. The largest age group was 25 years old (18 individuals). The majority of respondents had a higher education background, with 56 individuals holding a Bachelor's degree (S1), followed by 33 respondents with a high school diploma (SMA/SMK), and a small portion holding Diploma, Master's, and junior high school (SMP) degrees. These findings indicate that the respondents are in their productive age with a relatively high level of education.
The study's conclusions were drawn through data processing and analysis using appropriate statistical methods. Based on the R-Square test results, the Consumptive Behavior variable had an R-Square value of 0.545, meaning that 54.5% of the variability in Consumptive Behavior was influenced by the independent variables in this study, while 45.5% was affected by other factors outside the research scope. Meanwhile, the E-Commerce Usage variable had an R-Square value of 0.328, indicating that 32.8% of its variability was influenced by the independent variables in this study, whereas 67.2% was determined by external factors.
The F-Square analysis results showed that Digital Literacy (X1) had a small effect on Consumptive Behavior (f² = 0.084) and a moderate effect on E-Commerce Usage (f² = 0.222). Income (X2) had a large effect on Consumptive Behavior (f² = 0.440) and a small effect on E-Commerce Usage (f² = 0.116). Meanwhile, E-Commerce Usage (Z) had a moderate effect on Consumptive Behavior (f² = 0.224). The interaction between E-Commerce Usage and Digital Literacy had a small effect on Consumptive Behavior (f² = 0.081), while the interaction between E-Commerce Usage and Income had a very small effect on Consumptive Behavior (f² = 0.038).
Direct effects were tested by analyzing the path coefficient values using the bootstrapping method. The results indicated that all relationships between variables had a significant influence (P-Value < 0.05).
The indirect effects were examined to determine whether E-Commerce Usage played a mediating role between Digital Literacy and Income on Consumptive Behavior. The findings revealed that E-Commerce Usage significantly mediated the relationship between Digital Literacy and Consumptive Behavior (P-Value = 0.006). However, the mediation effect between Income and Consumptive Behavior was not significant (P-Value = 0.131).
1. The Effect of Digital Literacy on Consumer Behavior
This study confirms that digital literacy significantly influences Generation Z’s consumer behavior, increasing shopping frequency through digital platforms due to easier access to product information and promotions. Research by Asrun & Gunawan (2024) highlights a positive correlation between digital literacy and online purchasing confidence, while Sudirjo et al. (2023) link it to impulsive buying due to persuasive digital ads.
Utamanyu & Darmastuti (2022) found that Generation Z's high social media and e-commerce usage drive their spending habits, especially during promotions. Algorithm-based ads and influencer marketing further shape their behavior (Kraiwanit, 2022). Additionally, digital payment methods like e-wallets and paylater features enable quick transactions but may lead to financial issues. While digital literacy enhances access and efficiency, responsible digital consumption is essential to prevent excessive spending.
2. The Influence of Digital Literacy on E-Commerce Usage
This study shows that digital literacy significantly impacts e-commerce usage, as individuals with higher digital literacy are more likely to shop online. Understanding e-commerce mechanisms—such as product searches, price comparisons, and secure transactions—enhances user confidence (Gotama & Rindrayani, 2022).
Dharmawan et al. (2024) found that individuals proficient in digital technology use e-commerce more frequently, driven by features like digital payments, cashback, and discounts. Personalized recommendations and influencer marketing further boost online shopping interest.
While e-commerce offers convenience, challenges such as data security risks and impulsive buying remain. Therefore, financial management awareness is essential to prevent excessive consumption. Increasing digital literacy, particularly among Generation Z, ensures safer and more responsible e-commerce use.
3. The Effect of Income on Consumptive Behavior
This study indicates that income significantly influences consumptive behavior, as higher income increases purchasing power and encourages greater consumption. Individuals with higher earnings tend to buy not only necessities but also luxury goods and status symbols, such as branded clothing and exclusive vacations (Setiawati & Alam, 2024).
Raden Vina Iskandya Putri (2023) found that high-income individuals are more influenced by social media trends, often making purchases driven by lifestyle aspirations. However, not all high earners have uncontrolled spending habits; financial awareness plays a key role in managing expenditures.
Thus, while higher income increases consumption, financial literacy is essential to ensure responsible spending. Proper financial education can help individuals balance their expenses and prevent excessive consumption.
4. The Effect of Income on E-Commerce Usage
This study shows that higher income increases e-commerce usage. Financial capability allows individuals to purchase more products, including luxury items, and access premium features (Gupta et al., 2023). Higher-income consumers also benefit from loyalty programs, exclusive discounts, and flexible payment options. Given these trends, e-commerce platforms can optimize marketing strategies by targeting high-income consumers with premium services and personalized offers.
5. The Effect of E-Commerce Usage on Consumer Behavior
This study finds that frequent e-commerce use increases impulsive buying among Generation Z. Their digital exposure, combined with algorithm-based ads and influencer promotions (Bastomi et al., 2023), makes them more susceptible to unplanned purchases (Gotama & Rindrayani, 2022). Integrated with social media, e-commerce enhances shopping convenience but also encourages excessive spending. While beneficial, responsible usage and financial literacy are essential to prevent overconsumption.
6. The Moderating Role of E-Commerce in the Effect of Digital Literacy on Consumer Behavior
This study shows that e-commerce strengthens the impact of digital literacy on Generation Z's consumer behavior. Higher digital literacy leads to more frequent e-commerce usage, increasing consumption patterns (Machsus et al., 2024). Digitally literate individuals respond more actively to digital marketing strategies, such as algorithm-based product recommendations and personalized ads (Amelia & Prasetyo, 2023).
According to Engel, Blackwell, and Miniard (1995), information processing ability affects consumption decisions. E-commerce facilitates quick access to promotions, making high-literacy users more prone to impulsive purchases. Additionally, the concept of Digital Shopping Engagement highlights how Generation Z uses e-commerce not just for transactions but also to follow trends, participate in sales events, and engage in online shopping communities. While e-commerce offers convenience, challenges like impulsive spending and digital dependency must be managed. Therefore, financial education is essential to help Generation Z balance their digital engagement with responsible consumption habits.
7. The Moderating Role of E-Commerce in the Effect of Income on Consumptive Behavior
This study finds that e-commerce usage does not significantly moderate the relationship between income and consumptive behavior among Generation Z. Unlike previous research suggesting that higher income leads to greater e-commerce consumption (Sartika et al., 2024), this study highlights other influencing factors, such as diverse user segmentation and the accessibility of digital payment methods.
One key reason is the rise of digital credit services like paylater and installment plans, which enable Generation Z to shop extensively regardless of income level. As a result, consumption is driven more by financial accessibility and aggressive marketing rather than direct purchasing power. Thus, while income influences consumptive behavior, e-commerce does not significantly strengthen this link. Instead, digital trends and flexible payment options play a greater role. This underscores the need for financial awareness to prevent excessive spending driven by digital payment conveniences. 

CONCLUSION
This study demonstrates that digital literacy and income influence the consumer behavior of Generation Z in Gowa Regency, with e-commerce strengthening the relationship between digital literacy and consumption. Individuals with higher digital literacy tend to engage more actively in online shopping, while higher income increases purchasing power. However, e-commerce does not significantly moderate the relationship between income and consumer behavior, as other factors, such as digital credit services, also shape consumption patterns. Therefore, enhancing digital literacy and financial awareness is essential to promote more responsible consumption in the digital era. 
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