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Article Info Abstract 

This study examines the influence of the social environment on household 

consumption patterns through lifestyle. The research sample was 100 employees 

of PT. Japfa Comfeed Indonesia Gedangan Unit, Sidoarjo Regency. Data were 

collected using questionnaires distributed directly to workers and analyzed using 

descriptive analysis, linear regression, and the Sobel test. The study's results 

include: first, the social environment affects household consumption patterns (the 

higher a person's social environment, the higher the consumption pattern) and 

lifestyle (people who live in a high social environment tend to have a more 

elevated lifestyle). Second, lifestyle directly affects household consumption 

patterns (people with a high lifestyle will have higher daily consumption) and 

mediates the influence of the social environment on household consumption 

(people with an elevated lifestyle and living in a high social environment will 

have higher daily consumption. 
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Info Artikel Abstrak 

Penelitian ini menguji pengaruh lingkungan sosial terhadap pola konsumsi 

rumah tangga melalui gaya hidup. Sampel penelitian adalah 100 karyawan PT. 

Japfa Comfeed Indonesia Unit Gedangan Kabupaten Sidoarjo. Data dikumpul-

kan dengan menggunakan kuesioner yang dibagikan langsung kepada pekerja 

dan dianalisis menggunakan analisis deskriptif, regresi linier, dan uji Sobel. 

Hasil penelitian meliputi, pertama, lingkungan sosial berpengaruh terhadap 

pola konsumsi rumah tangga (semakin tinggi lingkungan sosial seseorang, 

semakin tinggi pula pola konsumsinya) dan  gaya hidup (orang yang tinggal di 

lingkungan sosial yang tinggi cenderung memiliki gaya hidup yang lebih 

tinggi). Kedua, gaya hidup berpengaruh langsung terhadap pola konsumsi 

rumah tangga (orang dengan gaya hidup tinggi akan memiliki konsumsi harian 

yang lebih tinggi) dan memediasi pengaruh lingkungan sosial terhadap 

konsumsi rumah tangga (orang dengan gaya hidup tinggi dan tinggal di 

lingkungan sosial yang tinggi akan memiliki konsumsi harian yang lebih tinggi. 

Kata Kunci: Pola Konsumsi Rumah Tangga, Gaya Hidup, Lingkungan Sosial. 
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INTRODUCTION 

Improving people's welfare is a fundamental goal of economic development. Economic 

growth is state income that increases nationally aggregative or an output increase in a certain period 

(Indayani & Hartono, 2020). It is a generally used indicator of the success of a country's economic 

development. Every country, including Indonesia, always makes efforts to support its economic 

growth. Rising Gross Domestic Product (GDP) can reflect a country's economic growth. According 

to the Central Statistics Agency (2019, 2021), Indonesia's economic growth in 2017 and  2019 

experienced fluctuations between 5.07% and 5.02%. However, during the Covid-19 pandemic, 

Indonesia's economy experienced a minus growth of up to -2.07%, although it grew again 

significantly (3.69%) approaching the end of the Covid-19 outbreak. 

Despite fluctuations in GDP, Indonesia's development performance is considered quite good, 

inseparable from the role of the government, society, and economic actors. Indonesia's rapid 

economic development improves people's living standards and welfare. The living standards 

improvement is seen in the rise of income and the increased demand for goods and services (Afiftah 

et al., 2019). Household consumption expenditure is one of the macroeconomic variables; therefore, 

it considerably affects economic stability. In addition, it is also a leading indicator of household 

welfare in a region or country (Puspita & Agustina, 2020). The high level of consumption can result 

in a significant change in economic activity and national income that will prevail from changes in 

aggregate spending or shopping (Nababan, 2013). Indonesia's economy is still dominated by the 

Household Consumption Expenditure (PK-RT) component, representing more than half of 

Indonesia's GDP, which is 57.66%  (Central Statistics Agency, 2021). 

Stable economic growth encourages the birth of a middle class and enables fundamental 

changes. In 2021, at least 52 million Indonesians belonged to the middle class, or one in five 

Indonesians (Dewanto, 2021). When financial resources become more considerable, purchasing 

power also becomes greater. The continuous increase in purchasing power will affect people's 

behavior in buying goods and services. Everyone meets necessities in daily life, such as food, 

education, health, and other essentials. Public expenditure to meet all people's needs is called 

spending or consumption. Everyone, from birth to the end of their lives, is inseparable from 

consumption expenditures, meaning that there are always consumption activities during their life 

span. For this reason, consumption activities play a vital role in human life, yet it depends on the 

income earned. 

Many factors influence household consumption patterns, such as lifestyle and social 

environment. At least, two theories underly consumer behavior. First, a behavioristic theory asserts 

that the thing that shapes consumer behavior is the impulse of the surrounding environment. 

Second, the hyperreality theory is related to the current state of society's consumption behavior, 

which is no longer based on actual needs, but fictitious or imaginative needs (Oktafikasari & 

Mahmud, 2017). Humans and the environment have a reciprocal relationship: the environment 

affects humans, and humans affect the environment. The setting is the main parameter in the 

formation of behavior. The social climate involves human conditions and interactions with other 

humans who are around, such as family, neighbors, friends, and other unknown people. In addition 

to meeting basic needs, a person needs to interact and socialize with the surrounding environment 

because a person is born and grows up in an environment. Everyone instinctively desires to interact 

and socialize, for which the social environment can influence the individual in carrying out an 

action and behavior change. 
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The development of large industries and massive production and consumption of goods 

characterizes modernization (Sukirno & Harianto, 2017). Modernization influences the changes in 

people's lives leading up to the times of modern society. The development dramatically affects the 

lives of people, especially urban people. Lifestyle is a feature of modernity expressed by behavior 

different from one person and behavior from another. Modern life requires more needs than 

traditional life, such as education, health, and entertainment. Kholis & Ma'rifa (2021) found that 

people with modern lifestyles tend to have higher buying decisions. 

Lifestyle is a frame of reference in which a person behaves and consequents on specific 

patterns (Sukirno & Harianto, 2017). Lifestyle reflects the whole self of each individual in 

interacting with their environment. It is a fundamental trigger affecting individual needs and 

attitudes, influencing transaction activities and product use. For this reason, concerning factors that 

influence consumption patterns, lifestyle is often associated with certain goods and services related 

to social class. Hedonism is already part of the modern lifestyle (Hafsyah, 2020), in which pleasure 

becomes a goal in a person's life. The hedonists consider that life is only once and must be enjoyed 

freely indefinitely. Persons living hedonist lifestyles are willing to spend most of their money and 

time. Nevertheless, there is an assumption that the hedonistic lifestyle is a social disease as it arises 

when a person has lost his humanitarian orientation and sensitivity to the situation and socio-

cultural conditions of the surrounding society who are still in a state of poverty and ignorance 

(Patricia & Handayani, 2014). Continuous occurrence of this condition can result in serious 

psychological problems, especially when the consumption is higher than the monthly income. 

A person will get stimuli through interacting with people near and far and with the observed 

physical environment, then use it as a basis for acting, such as spending money to meet unnecessary 

needs. Several studies have found a positive relationship between the social environment and 

household consumption patterns (Aziz et al., 2019), various forms of family consumption 

(Zeynalova & Mammadli, 2020), and increased family consumption expenditure (Kang, 2019). 

Previous studies have also linked lifestyle to household consumption behavior, as with increased 

energy consumption (Ding et al., 2017), the distribution of household spending (Prilmayanti et al., 

2022), and lifestyle-related diseases increasing spending on health (Jaikumar et al., 2021). 

Lifestyle can be assumed to mediate the influence of the social environment on a person's 

consumption patterns. However, prior studies have focused on the direct effect of the social 

environment and lifestyle on consumption patterns. The relationship between these variables is 

more complex than it is; for example, the high and low consumption patterns of people living in 

high social environments can depend on their adopted lifestyle. Therefore, this study examines the 

social environment's direct and indirect influence on consumption patterns, with lifestyle being a 

mediator variable. This study offers a scientific contribution by providing empirical data on the 

importance of lifestyle in mediating the influence of the social environment on household 

consumption patterns. Practically, understanding the critical impact of lifestyle on consumption 

patterns will help people to moderate their lifestyles. 

 

LITERATURE REVIEW 

Household Consumption Patterns 

In macroeconomics, consumption is categorized into household consumers, namely spending 

on goods and services to meet their needs or buying goods and services based on the income owned 

(Lintang et al., 2019). Consumption is the purchase of goods and services from the use of 
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household income (Takahindangen et al., 2021). Goods here mean household goods with durable 

properties, such as vehicles and electronic goods, and nondurable goods, such as food. Meanwhile, 

the purchase of services means goods that do not have a tangible form, such as education. 

Consumption means an activity that uses goods and services to meet the needs of life 

(Praundrianagari & Cahyono, 2021). 

The purpose of consumption is to get satisfaction, or utility (use value), which means that if 

buying or owning an object increases satisfaction, the use value will increase. In contrast, a 

decreased pleasure with the thing also decreases its use value (Rozalinda, 2014). A factor 

influencing current consumption is the current disposable income. If there is an increase in 

disposable income, then consumption also increases, but the rise in consumption is not as 

significant as the increase in disposable income (Rahardja & Manurung, 2004). 

In addition to income, six factors influence consumption patterns  (Suparmoko, 1998). First, 

different tastes between individuals have an impact on diverse consumption. Second, a person's 

socioeconomics, such as age, education, and family circumstances, affect consumption 

expenditures. Third, wealth both explicitly and implicitly determines consumption patterns. Fourth, 

capital gains and losses with increasing net capital yields will encourage additional consumption; 

and conversely, capital losses will reduce people's consumption levels. Fifth, an interest rate 

encourages a person to save and lower consumption. Sixth, the price level proportional to nominal 

income does not change actual consumption. 

 

Environment 

The social environment can be interpreted as a sociological view based on the relationship 

between people, groups, and humans and groups in social life (Pitoewas, 2018). The social 

environment is the whole human being and the conditions of the place capable of affecting directly 

or indirectly (Tamara, 2016). The social environment forms a social system that forms a person's 

personality and influences a person in activities and behavior changes. The social environment 

includes a person, group, and organization to which the individual is related. 

The environment intensively influences the development of the individual. The social 

environment can be immediate if individuals know each other well and have close relationships 

with others, such as family. It can also be extended when people are not close relatives, such as 

friends and colleagues. Peter & Olson (2000) divide the social environment into: (1) micro level, 

direct social interaction between small groups of people; and, (2) macro level, indirect social 

interaction between large groups of people. 

 

Lifestyle 

Lifestyle is a person's lifestyle explicated through activities, interests, and opinions when 

spending money and allocating time (Gunawan et al., 2020). It is a pattern that a person takes to 

live his life, which includes activities, interests, attitudes, consumption, and expectations  (Patricia 

& Handayani, 2014). It is also a people pattern of life measured using the main AIO dimensions of 

consumers, namely activities (work, hobbies), interests (fashion, recreation, food), and opinions 

(related to themselves, social problems) (Sunarto, 2003). The three dimensions of lifestyle are 

described by Putri & Lestari (2019), i.e.: (1) Activities include what activities consumers do to fill 

their free time and what products are purchased or used; (2) Interest is a consumer interest that is 

paid special and continuous attention to preferences and priorities in his life; and, (3) The opinion is 
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the thinking of consumers in response to local, global, moral, social, and economic problems. 

Views aim to explain interpretations, expectations, and reviews such as belief in the intentions of 

others, predictions of future events, and weighing of rewarding consequences. 

Structural theory suggests that repetitive social practice that connects agents and structures. 

The whole social activity needs a system, and the entire structure needs social activity (Ritzer & 

Goodman, 2004). Social actors perform an activity not once but continuously through a mechanism 

in which they refer to themselves as actors. Based on structuration theory, lifestyle is a social 

activity carried out by social actors/agents (humans) continuously and is manifested in social 

practice or daily activities by utilizing space and time (Fatmawati, 2020). 

 

Hypothesis Development 

Based on the reviews, the purpose of this study was to test: (1) the effect of the social 

environment (X) on lifestyle (M) and consumption patterns (Y) (Hypothesis 1); (2) the effect of the 

social environment (X) on lifestyle (M) (Hypothesis 2); (3) the effect of lifestyle (M) on 

consumption patterns (Hypothesis 3); and, (4) the mediation effect of lifestyle (M) on the 

relationship between social environment (X) and consumption patterns (Y) (Hypothesis 4). 

Associations between variables in this study are depicted in a research framework (Figure 1). 

 

 

 

 

 

Figure 1. Research Framework 

 

METHOD 

The respondents of this study were 100 employees of PT. Japfa Comfeed Indonesia Unit 

Gedangan Sidoarjo Regency. They were selected based on saturated samples (Amini & Wirman, 

2021). The majority of respondents were male (94%), aged 20 to 50, and had a diploma/bachelor's 

degree (56%), followed by high school (43%). Most respondents have worked more than 16 years 

(42%), followed by 1-5 years (27%). As many as 51% of respondents have family members 

between 3-4 people, and 35% have 1-2 family members. As many as 64% of respondents earn 

between 6-10 million, followed by 21% between 1-5 million rupiah per month. Data collection used 

printed questionnaires distributed directly to employees when returning home from work. 

Descriptive analyses, such as frequency, percentage, mean, standard deviation, and correlation 

between variables, were used to describe variables. The mean and standard deviation are presented 

to show the average distribution of data and the distance between each score and the mean value. 

Standard deviation helps to understand data variability and provides essential information related to 

the consistency of results (Omda & Sergent, 2022). Correlation analysis was performed to measure 

relationships between variables to determine the direction of their positive or negative relationships, 

expressed with Pearson correlation (r) (Schober et al., 2018), and not to test causation. 

Regression analysis was carried out because this study aimed to predict the effect of 

dependent variables on independent variables (Angelini, 2019). In this case, a simple regression was 

run to estimate the independent variable (X) on dependent variables (M and Y) and M on Y. The 

coefficient of determination is used to measure the magnitude of participation of dependent 

Social Environment (X) Consumption Patterns (Y) 

Lifestyle (M) 
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variables on dependent variables, generally expressed in points (Kurniawan & Yuniarto, 2016), 

indicated by beta values (β). Furthermore, a significance test was used to determine whether 

independent variables significantly affect dependent variables (Darma, 2021), considering the p-

value. If p < 0.05, the independent variable considered significantly affects the dependent variable. 

Descriptive and regression analysis were performed by IBM SPSS 25 (IBM Corp, 2017). 

Mediation regression analysis was performed to test the strength of the indirect effect of 

independent variables on dependent variables through the mediator variable (Suparna et al., 2021). 

The mediation analysis used the criteria of Baron & Kenny (1986), where X should affect M and Y, 

and M should affect Y. Sobel test was conducted to examine the significance of the mediator 

variable (Sobel, 1982) assisted by the Sobel Test Calculator (Preacher, 2022), based on the z-value 

> 1.96 and p  0.05 (Syarifudin, 2021).  

 

RESULTS 

Table 1 shows descriptive data and intercorrelations between variables. Gender was positively 

correlated with education, indicating that male respondents were more educated than female 

respondents. Age was positively correlated with length of service (respondents' working period is 

directly proportional to the respondent's age), family members (the older respondents tend to have 

more family members), and monthly income (older respondents tend to have higher incomes than 

those who are younger). Interestingly, age is negatively correlated with lifestyle, indicating that the 

young age group tends to have a consumptive lifestyle rather than the old age group. 

Based on Table 1, education is positively correlated with income, indicating that the 

respondent's high income is directly proportional to their level of education. Working periods are 

positively correlated with the number of family members (the longer the working period, the higher 

the likelihood of having more family members) and income (the longer the respondents work, the 

higher their income). However, length of work is negatively correlated with lifestyle, meaning that 

respondents who have worked for a long time tend to have a simpler lifestyle (as opposed to 

luxurious/hedonistic). Family members are also negatively correlated with lifestyle, indicating that 

employees with more family members are likelier to have a simpler lifestyle. 

The social environment, based on Table 1, is positively correlated with lifestyle and 

consumption patterns, meaning that the higher the intensity of a person interacting with the 

macroenvironment, the higher the tendency to have a hedonistic lifestyle and consumption patterns 

to meet secondary and even tertiary needs. Finally, lifestyle is positively correlated with 

consumption patterns, indicating that a person with a hedonistic lifestyle tends to have secondary 

and tertiary consumption patterns. 

Table 1. Intercorrelation of All Variables 

Variable M SD (1) (2) (3) (4) (5) (6) (7) (8) (9) 

Gender (1) 1.06 0.24 1         

Age (2) 2.27 0.89 .066 1        

Education (3) 3.55 0.52 .220* .003 1       

Service Period (4) 2.74 1.26 .120 .832** .082 1      

Family Members (5) 1.79 0.67 .016 .266** -.158 .269** 1     

Income (6) 1.94 0.60 -.045 .506** .236* .500** .019 1    

Social Environment (7) 1.25 0.22 -.122 -.067 -.065 -.166 -.137 .145 1   

Lifestyle (8) 1.18 0.21 -.119 -.214* .098 -.252* -.266** .105 .397** 1  

Consumption Patterns (9) 1.60 0.15 -.091 .017 -.052 -.062 -.126 .136 .271** .314** 1 

*. Significant correlation at the level of 0.05 (2-tailed); **. Significant correlation at the level of 0.01 (2-tailed). 

Source: Primary data (processed), 2022. 
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Table 2. Hypothesis Testing 

Independent Dependent 

Unstandardized 

Coefficients 

Standardized 

Coefficients Sig. t R Square 

B Std. Error Beta 

Live Test       

Social Environment 
Consumption Patterns 0.187 0.067 0.271 0.006 0.074 

Lifestyle 0.378 0.088 0.397 0.000 0.157 

Lifestyle Consumption Patterns 0.226 0.069 0.314 0.001 0.314 

Test Mediation       

Social Environment 
Consumption Patterns 

0.120 0.071 0.175 0.095 0.124 

Lifestyle 0.176 0.075 0.244 0.020  

Source: Primary data (processed), 2022. 

The social environment, based on Table 1, is positively correlated with lifestyle and 

consumption patterns, meaning that the higher the intensity of a person interacting with the 

macroenvironment, the higher the tendency to have a hedonistic lifestyle and consumption patterns 

to meet secondary and even tertiary needs. Finally, lifestyle is positively correlated with 

consumption patterns, indicating that a person with a hedonistic lifestyle tends to have secondary 

and tertiary consumption patterns. 

Table 2 summarizes the regression analysis results to test the formulated hypotheses: the 

association between the environment, lifestyle, and consumption patterns. First, the social 

environment (X) explains the variance of consumption patterns (Y) by 7.4 percent (R
2
 = 0.074). It 

has a positive and significant effect  (β = 0.187, p < 0.05), meaning that the more comprehensive a 

person's interaction with the social environment, the higher the level of consumption or the social 

environment can change a person's consumption patterns up to 19 points (Hypothesis 1 accepted). 

Second, the social environment (X) describes the variant of a person's lifestyle (M) by 15.7 

percent (R
2
 = 0.057) and has a positive and significant effect (β = 0.378, p = 0.006), indicating that 

the more intensive the interaction with the surrounding environment, a person will tend to have a 

luxurious lifestyle, up to 38 points (Hypothesis 2 accepted). Third, lifestyle (M) describes a 

variance of consumption patterns (Y) of 31.4 percent (R
2 

= 0.314) and has a positive and significant 

effect (β = 0.226, p = 0.000), which shows that a high lifestyle encourages a person to have a high 

consumption pattern (secondary and tertiary) up to 23 points  (Hypothesis 3 accepted).  

Fourth, mediating hypothesis testing showed that the social environment (X) and lifestyle (M) 

explained a variance of consumption patterns (Y) of 12.4 percent (R
2
 = 0.124). Based on the 

approach of Baron & Kenny (1986), the effect of social environment on consumption patterns (β = 

0.226, p = 0.001), which was prevalent in the direct test, disappeared in the mediation test (β = 

0.120, p = 0.095) and lifestyle remained influential (β = 0.176, p = 0.020) (Hypothesis 4 accepted). 

This finding explains that lifestyle fully mediates the influence of the social environment on 

consumption patterns, meaning that intensive interaction with the surrounding environment will not 

make people have a high consumptive behavior if their lifestyle is simple. 

Table 3 describes the mediation test with the Sobel procedure to test the significance of the 

mediator variable with the help of the Sobel Test Calculator (Soper, 2022). The test obtained a 

calculated M value of  2.059 < from an absolute M value of 1.96 with a p-value = 0.039. Thus, 

lifestyle (M) is able to mediate the influence of the social environment (X) on household 

consumption patterns (Y) (Hypothesis 4 accepted). 
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Table 3. Sobel Test for Mediator Significance 

Input: Test statistics: Std. Error: P-value: 

A 0.378 Sobel test 2.05938383 0.03230481 0.03945748 

B 0,176 Arion test 2.0177047 0.03297212 0.04362203 

Sa 0.088 Goodman test 2.10375733 0.03162342 0.03539962 

Sb 0,075 Reset all Calculate 

Source: Adapted from Preacher, 2022. 

Discussion 

The Effect of the Social Environment on Household Consumption Patterns 

Based on the analysis, it was found that the social environment has a significant effect on 

household consumption patterns. This finding supports previous studies that found that social 

settings, such as friend groups and areas of residence, have a considerable impact on a person's 

consumer behavior (Casado, 2018; Jannah et al., 2021; Watung, 2018; Xu, 2019). The social 

environment is a vehicle that connects people with others. Social environment factors link 

individual interests and the market, influencing a person's decision-making to spend money on 

goods and services (Luan et al., 2017; Santoso et al., 2018). Various products on the market make 

people compare products in their purchases. The social environment encourages consumption by 

providing space to interact with products, developing certain social norms, and linking the 

availability of products in the market that consumers can reach. This finding implies the importance 

of choosing a social environment that will relatively pressure a person to behave in a highly 

consumptive manner. Especially for someone with a lower income, it is necessary to avoid 

friendships with someone much higher in the economy.  

 

The Effect of the Social Environment on Lifestyle 

People who live in a high social environment, for example, economically and highly educated, 

will have an elevated lifestyle. In this study, the social environment influenced lifestyle. The results 

of this study support several previous studies that concluded that the social environment affects 

lifestyle (Jumantini, 2018; van Eijck & Bargeman, 2004; Vidal et al., 2022). Parsons (in Turama, 

2020) assumes in the theory of structural functionalism that human behavior has a voluntary nature. 

These behaviors are based on the impulse of will by heeding the norms, ideas, and values that 

apply. Each individual is free to choose the necessary tools or means and the goals to be achieved. 

But, this freedom is limited by the environment, and those selected are controlled by norms and 

values. Likewise, a person is required to have the ability to adapt to the environment to survive, 

even though they are capable of changing the setting according to needs.  

Humans are social beings who can not be separated from others. Human beings, as 

perpetrators, have total power over themselves to participate in the environment that contributes to 

their social value (Sastrawati, 2020). For this reason, a person's behavior is influenced not only by 

the times but also by their environment by trying to be part of it. A person's lifestyle is an individual 

trait from interacting with his environment. A person wants his existence to be considered by the 

environment by trying to be part of that environment. This need causes a person to follow a variety 

of attributes that are currently popular for recognition only. The logical consequence of this finding 

is that impressionable people may avoid friendships with people with a high lifestyle. It seems that 

the housing arrangement with the model of elite, middle, and low groups is appropriate to suppress 

the influence of the social environment on lifestyle. 
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The Effect of Lifestyle on Household Consumption Patterns 

The previous analysis shows that lifestyle affects household consumption patterns, supporting 

previous research that found that lifestyle significantly affects household consumption behavior 

(Khaidarsyah & Haruna, 2021; Maney & Mathews, 2021; Saleem & Ali, 2019; Wahyuni et al., 

2019). Lifestyle includes a part of human beings that can change according to the times and one's 

desire to change one's lifestyle. For this reason, lifestyle may be used as a necessity. A person 

consumes a product no longer based on function but on maintaining social status. Consumption is a 

strategic lifestyle choice that consumers make based on tastes that become a habit (Umanailo et al., 

2018). A luxurious lifestyle can become harmful if it develops at a heavy stage, reflected in life for 

mere pleasure, which then impacts consumptive behavior. This finding implies that people must 

conceal a high lifestyle to suppress high consumption patterns. A simple lifestyle remains essential 

even for wealthy people because it can reduce the psychological pressure that drives them to 

consume excessively and unnecessarily. 

 

The Mediating Effect of Lifestyle on Social Environment and Household Consumption 

Patterns 

Modern society is a consumptive society that always carries out consumption activities 

(Umanailo et al., 2018). However, the consumption is no longer to meet the needs; it is a culture 

(Boström, 2020; Firat et al., 2013). The consumption pattern of the Indonesian middle class is at the 

transition stage between fulfilling lifestyle and living needs (Jati, 2015). The main characteristics of 

the consumption behavior of the middle class are improving the quality of life and fulfilling social 

needs. Such shifts in consumption have a relationship with the dignity of lifestyles and symbols. In 

this sophisticated era, lifestyle is the main thing, but on the other hand, the need for life is inevitable 

to be met. 

In essence, consumption is a human thought and action to interpret the needs and adjustments 

to the surrounding environment. The social environment plays the role of providing socialization 

space. By interacting and communicating, one can indirectly share information, allowing a negative 

impact on consumption behavior if the environment is not following applicable values and norms. 

However, in this study, lifestyle fully mediates the effect of the social environment on consumption 

patterns. This study suggests that people's consumption patterns will not be high if their lifestyle is 

simple, even though they live in a highly social environment. In this case, lifestyle plays a more 

critical role in shaping a person's consumption behavior. Therefore, a simple lifestyle is needed to 

maintain the normality of consumption patterns.   

 

CONCLUSION 

Based on the results of the analysis and discussion that have been described earlier, several 

conclusions can be drawn. First, the social environment significantly affects consumption patterns 

(a person's high interaction with the social environment encourages him to have non-primer 

consumption patterns). It seems crucial to enable a person to have broader social interactions so that 

their consumption patterns increase, ultimately improving the community's economy. Secondly, the 

social environment also affects a person's lifestyle (the intensity of interaction with the broad 

environment pushes a person to a luxurious (hedonic) lifestyle. If interpreted positively, a 

hedonistic lifestyle increases the market for goods and services at a higher value, accelerating 
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monetary flows by significant amounts. On the other hand, if interpreted negatively, a hedonistic 

lifestyle can cause people to be mired in economic and psychological problems.  

Third, lifestyle affects consumption patterns (the high lifestyle of a person makes him 

consume higher, that is, to meet secondary and even tertiary needs). The fulfillment of secondary 

and tertiary needs can be positively meaningful if it is directed to, for example, education and health 

spending and useful vehicles to support one's work, not for luxury. Fourth, lifestyle mediates the 

influence of the social environment on consumption patterns (although it has intensive interaction 

with the broad social environment, a person will not necessarily increase his consumption patterns 

if he has an uncomplicated lifestyle). The keyword in people's consumption patterns lies in their 

lifestyle. Therefore it is crucial to maintain a moderate lifestyle to avoid environmental influences.  

This research provides a scientific contribution by providing empirical data on the role of 

lifestyle in the relationship between the social environment and consumption patterns. Given the 

importance of the influence of lifestyle on people's consumption behavior, a similar study needs to 

be carried out with other predictor and outcome variables. 

 

ACKNOWLEDGMENT 

We thank the Head of HRD Sub. Dept. for permitting us to conduct research at PT. Japfa 

Comfeed Indonesia Unit Gedangan Sidoarjo Regency, and HR Supervisor who has assisted in 

collecting data on this study. 

 

REFERENCES 

Afiftah, A. T., Juliprijanto, W., & Destiningsih, R. (2019). Analisis pengaruh pengeluaran konsumsi 

pemerintah dan pengeluaran konsumsi rumah tangga terhadap pertumbuhan ekonomi di 

Indonesia tahun 1988-2017. DINAMIC: Directory Journal of Economic, 1(1), 11–22. 

https://doi.org/10.31002/DINAMIC.V1I1. 

Amini, N., & Wirman. (2021). Pengaruh pembiayaan murabahah, mudharabah, dan musyarakah 

terhadap profitabiltas return on assets pada Bank Syariah Mandiri. Jurnal Ilmiah MEA 

(Manajemen, Ekonomi, & Akuntansi), 5(2), 50–63. https://doi.org/10.31955/mea.vol5.iss2. 

pp50-63. 

Angelini, C. (2019). Regression analysis. Encyclopedia of Bioinformatics and Computational 

Biology, 722–730). https://doi.org/10.1016/B978-0-12-809633-8.20360-9. 

Aziz, A., Permana, I. S., & Alfarisi, M. J. (2019). Factors affecting muslim household consumption 

patterns. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.3445315. 

Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction in social 

psychological research: Conceptual, strategic, and statistical considerations. Journal of 

Personality and Social Psychology, 51(6), 1173–1182. https://doi.org/10.1037/0022-3514. 

51.6.1173. 

Boström, M. (2020). The social life of mass and excess consumption. Environmental Sociology, 

6(3), 268–278. https://doi.org/10.1080/23251042.2020.1755001. 

Casado, J. M. (2018, February). The role of the social environment in household consumption 

decisions in Spain. Economic Bulletin, 1. https://papers.ssrn.com/sol3/papers.cfm?abstract_id 

=3131778. 

Central Statistics Agency. (2019). Ekonomi Indonesia 2018 tumbuh 5,17 Persen. February 6, 2019 

edition. https://www.bps.go.id. 

Central Statistics Agency. (2021). Ekonomi Indonesia triwulan IV 2021 tumbuh 5,02 Persen (y-on-

y). February 7, 2022 edition. https://www.bps.go.id. 



 
  

Kholis, N., & Salsabila, F. T.: The effect of social environment on household consumption patterns through lifestyle   223 

 

P-ISSN 2089-1989 

E-ISSN 2614-1523 

Terakreditasi (SK No. 225/E/KPT/2022) 

Jurnal Samudra Ekonomi dan Bisnis 

Volume 14, Nomor 2, Mei 2023 

Darma, B. (2021). Statistika penelitian menggunakan SPSS (Uji validitas, uji reliabilitas, regresi 

linier sederhana, regresi linier berganda, uji t, uji F, R
2
). Guepedia. 

Dewanto, F. A. (2021). Sinyal positif ekonomi Indonesia: Meningkatnya konsumsi kelas menengah. 

Vibizmedia.com. February 12, 2021 edition. https://www.vibizmedia.com/2021/02/12/sinyal-

positif-ekonomi-indonesia-meningkatnya-konsumsi-kelas-menengah/. 

Ding, Q., Cai, W., Wang, C., & Sanwal, M. (2017). The relationships between household 

consumption activities and energy consumption in china—An input-output analysis from the 

lifestyle perspective. Applied Energy, 207, 520–532. https://doi.org/10.1016/j.apenergy. 

2017.06.003. 

Fatmawati, N. (2020). Gaya hidup mahasiswa akibat adanya online shop. Jurnal Pendidikan Ilmu 

Sosial, 29(1), 29–38. https://doi.org/10.17509/jpis.v29i1.23722. 

Firat, A., Kutucuoglu, K. Y., Saltik, I. A., & Tuncel, O. (2013). Consumption, consumer culture and 

consumer society. Journal of Community Positive Practices, 1, 182–203. https://EconPapers. 

repec.org/RePEc:cta:jcppxx:11310. 

Gunawan, A., Pirari, W. S., & Sari, M. (2020). Pengaruh literasi keuangan dan gaya hidup terhadap 

pengelolaan keuangan mahasiswa Prodi Manajemen Universitas Muhammadiyah Sumatera 

Utara. Jurnal Humaniora: Jurnal Ilmu Sosial, Ekonomi Dan Hukum, 4(2), 23–35. 

https://doi.org/10.30601/HUMANIORA.V4I2.1196. 

Hafsyah, A. H. (2020). Pengaruh kepuasan konsumen, perilaku konsumtif, dan gaya hidup hedonis 

terhadap transaksi online (E-commerce). Prisma (Platform Riset Mahasiswa Akuntansi, 

01(6), 94–103. https://ojs.stiesa.ac.id/index.php/prisma/article/view/695. 

IBM Corp. (2017). IBM SPSS Statistics for Windows (Version 25.0). IBM Corp. 

Indayani, S., & Hartono, B. (2020). Analisis pengangguran dan pertumbuhan ekonomi sebagai 

akibat pandemi Covid-19. Jurnal Perspektif, 18(2), 201–208. https://doi.org/10.31294/JP. 

V18I2.8581. 

Jaikumar, S., Dutta, S., & Sood, N. (2021). Impact of lifestyle diseases on income and household 

consumption: Evidence from an emerging economy. Health Marketing Quarterly, 38(1), 35–

49. https://doi.org/10.1080/07359683.2021.1947078. 

Jannah, A. M., Murwatiningsih, M., & Oktarina, N. (2021). The effect of financial literacy, social 

media, and social environment towards the consumptive behavior of students at SMA Negeri 

Kabupaten Jepara. Journal of Economic Education, 10(1), 85–93. https://doi.org/10.15294/ 

jeec.v10i1. 

Jati, W. R. (2015). Less cash society: Menakar mode konsumerisme baru kelas menengah 

Indonesia. Jurnal Sosioteknologi, 14(2), 102–112. https://doi.org/10.5614/sostek.itbj.2015. 

14.2.1. 

Jumantini, E. (2018). Pengaruh modernitas individu dan lingkungan sosial terhadap gaya hidup 

pada siswa SMK Bisnis dan Manajemen terakreditasi A di Kota Bandung. Equilibrium: 

Jurnal Penelitian Pendidikan Dan Ekonomi, 15(01), 57–63. https://doi.org/10.25134/ 

equi.v15i01.1072. 

Kang, X. (2019). The impact of family social network on household consumption. Modern 

Economy, 10(03), 679–697. https://doi.org/10.4236/me.2019.103046. 

Khaidarsyah, S., & Haruna, H. (2021). The effect of lifestyle and self-concept on consumptive 

behavior in students of the Department of Economics Education STKIP Pembangunan 

Indonesian Makassar. Jurnal Ad’ministrare, 8(2), 359-368. https://doi.org/10.26858/ja. 

v8i1.25358. 

Kholis, N., & Ma’rifa, A. (2021). The Influence of price and income on purchase decisions among 

fast-food consumers: The mediating effect of lifestyle. International E-Conference on 

Business Management (e-ICBM2021), 94–103. https://www.unisza.edu.my/icbm2021/ 



 
  

Kholis, N., & Salsabila, F. T.: The effect of social environment on household consumption patterns through lifestyle   224 

 

P-ISSN 2089-1989 

E-ISSN 2614-1523 

Terakreditasi (SK No. 225/E/KPT/2022) 

Jurnal Samudra Ekonomi dan Bisnis 

Volume 14, Nomor 2, Mei 2023 

images/PROGRAM_BOOK/PAPER_12.pdf. 

Kurniawan, R., & Yuniarto, B. (2016). Analisis regresi: Dasar dan penerapannya dengan R. 

Kencana. 

Lintang, S., Engka, D. S. M., & Tolosang, K. D. (2019). Faktor-faktor yang mempengaruhi pola 

konsumsi keluarga guru aparatur sipil negara (ASN) di Kabupaten Minahasa Selatan (Studi 

SMP Negeri 1, SMA Negeri 1, SMK Negeri 1 Amurang). Jurnal Berkala Ilmiah Efisiensi, 

19(04), 48–59. https://ejournal.unsrat.ac.id/v3/index.php/jbie/article/view/26186. 

Luan, J., Yao, Z., & Bai, Y. (2017). How social ties influence consumer: Evidence from event-

related potentials. PLOS ONE, 12(1), e0169508. https://doi.org/10.1371/journal.pone. 

0169508. 

Maney, K. L., & Mathews, S. (2021). A study of the impact of lifestyle on consumer purchase 

decision of young Indians. AIMS International Journal of Management, 15(2), 89-99. 

https://doi.org/10.26573/2021.15.2.2. 

Nababan, S. S. M. (2013). Pendapatan dan jumlah tanggungan pengaruhnya terhadap pola konsumsi 

PNS dosen dan tenaga kependidikan pada Fakultas Ekonomi dan Bisnis Universitas Sam 

Ratulangi Manado. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis, Dan Akuntansi, 

1(4), 2130–2141. https://doi.org/10.35794/EMBA.1.4.2013.3423. 

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. https://journal.unnes.ac.id/sju/index.php/eeaj/article/view/20280. 

Omda, S. E., & Sergent, S. R. (2022). Standard deviation. In StatPearls. StatPearls Publishing. 

https://www.ncbi.nlm.nih.gov/books/NBK574574. 

Patricia, N. L., & Handayani, S. (2014). Pengaruh gaya hidup hedonis terhadap perilaku konsumtif 

pada pramugari maskapai penerbangan ―X.‖ Jurnal Psikologi, 12(01), 10–17. https://ejurnal. 

esaunggul.ac.id/index.php/psiko/article/view/1458. 

Peter, J. P., & Olson, J. C. (2000). Consumer behavior: Perilaku konsumen dan strategi pemasaran. 

Erlangga. 

Pitoewas, B. (2018). Pengaruh lingkungan sosial dan sikap remaja terhadap perubahan tata nilai. 

JPK (Jurnal Pancasila Dan Kewarganegaraan), 3(1), 8–18. https://doi.org/10.24269/JPK. 

V3.N1.2018.PP8-18. 

Praundrianagari, S. B., & Cahyono, H. (2021). Pola konsumsi mahasiswa K-popers yang 

berhubungan dengan gaya hidup K-pop mahasiswa Surabaya. INDEPENDENT: Journal of 

Economics, 1(2), 33–40. https://ejournal.unesa.ac.id/index.php/independent/article/view/ 

39027. 

Preacher, K. J. (2022). Calculation for the Sobel test: An interactive calculation tool for mediation 

tests. http://quantpsy.org/sobel/sobel.htm. 

Prilmayanti, S., Hasanuddin, B., Fatmawati, & Sari, S. N. D. (2022). Personal economic indicator 

and its distribution on household consumption level. Journal of Distribution Science, 20(4), 

1–7. https://doi.org/10.15722/JDS.20.04.202204.1. 

Puspita, C. D., & Agustina, N. (2020). Pola konsumsi, elastisitas pendapatan, serta variabel-variabel 

sosial ekonomi yang memengaruhi pengeluaran konsumsi rumah tangga. Seminar Nasional 

Official Statistics, 2019(1), 700–709. https://doi.org/10.34123/semnasoffstat.v2019i1.46. 

Putri, N. A., & Lestari, D. (2019). Pengaruh gaya hidup dan literasi keuangan terhadap pengelolaan 

keuangan tenaga kerja muda di Jakarta. AKURASI: Jurnal Riset Akuntansi Dan Keuangan, 

1(1), 31–42. https://doi.org/10.36407/AKURASI.V1I1.61. 

Rahardja, P., & Manurung, M. (2004). Pengantar ilmu ekonomi: Mikroekonomi dan makroekonomi. 

Lembaga Fakultas Ekonomi UI. 

Ritzer, G., & Goodman, D. J. (2004). Teori sosiologi modern. Kencana. 



 
  

Kholis, N., & Salsabila, F. T.: The effect of social environment on household consumption patterns through lifestyle   225 

 

P-ISSN 2089-1989 

E-ISSN 2614-1523 

Terakreditasi (SK No. 225/E/KPT/2022) 

Jurnal Samudra Ekonomi dan Bisnis 

Volume 14, Nomor 2, Mei 2023 

Rozalinda. (2014). Ekonomi Islam teori dan aplikasinya pada aktivitas ekonomi. Rajawali Pers. 

Saleem, S. B., & Ali, Y. (2019). Effect of lifestyle changes and consumption patterns on 

environmental impact: A comparison study of Pakistan and China. Chinese Journal of 

Population Resources and Environment, 17(2), 113–122. https://doi.org/10.1080/ 

10042857.2019.1574454. 

Santoso, I., Mustaniroh, S. A., & Pranowo, D. (2018). Keakraban produk dan minat beli frozen 

food: Peran pengetahuan produk, kemasan, dan lingkungan sosial. Jurnal Ilmu Keluarga Dan 

Konsumen, 11(2), 133–144. https://doi.org/10.24156/jikk.2018.11.2.133. 

Sastrawati, N. (2020). Konsumtivisme dan status sosial ekonomi masyarakat. El-Iqthisadi : Jurnal 

Hukum Ekonomi Syariah Fakultas Syariah Dan Hukum, 2(1), 17–26. https://doi.org/ 

10.24252/el-iqthisadi.v2i1.14050. 

Schober, P., Boer, C., & Schwarte, L. A. (2018). Correlation coefficients: Appropriate use and 

interpretation. Anesthesia & Analgesia, 126(5), 1763–1768. https://doi.org/10.1213/ANE. 

0000000000002864. 

Sobel, M. E. (1982). Asymptotic confidence intervals for indirect effects in structural equation 

models. Sociological Methodology, 13, 290-312. https://doi.org/10.2307/270723. 

Soper, D. (2022). Significance of mediation (Sobel test) calculator—Analytics calculators. 

https://www.analyticscalculators.com/calculator.aspx?id=31. 

Sukirno, F. S., & Harianto, S. (2017). Pergeseran gaya hidup masyarakat sub urban area di Kota 

Mojokerto. Paradigma, 5(1), 1–9. https://ejournal.unesa.ac.id/index.php/paradigma/article/ 

view/18102. 

Sunarto. (2003). Manajemen pemasaran. BPFE UST. 

Suparmoko. (1998). Pengantar ekonomi makro. BPFE. 

Suparna, G., Yasa, N. N. K., Sukaatmadja, I. P. G., & Giantri, I. G. A. K. (2021). Kepemimpinan 

transformasional dan kapabilitas dinamis hijau untuk keunggulan bersaing. Media Sains 

Indonesia. 

Syarifudin, A. (2021). Pengaruh leverage terhadap profitabilitas dan return saham dengan 

intervening asset growth pada perusahaan go public di BEI periode 2011-2019. JABE 

(Journal of Applied Business and Economic), 8(1), 56–79. https://doi.org/10.30998/jabe. 

v8i1.10581. 

Takahindangen, W. C., Rotinsulu, D. C., & Tumilaar, R. L. H. (2021). Analisis perbedaan 

pengeluaran konsumsi pengemudi ojek online Grab sebelum dan sesudah menjadi pengemudi 

ojek online di Kota Manado. Jurnal Berkala Ilmiah Efisiensi, 21(01), 37–46. 

https://ejournal.unsrat.ac.id/index.php/jbie/article/view/34726. 

Tamara, R. M. (2016). Peranan lingkungan sosial terhadap pembentukan sikap peduli lingkungan 

peserta didik di SMA Negeri Kabupaten Cianjur. Jurnal Geografi Gea, 16(1), 44–55. 

https://doi.org/10.17509/GEA.V16I1.3467. 

Turama, A. R. (2020). Formulasi teori fungsionalisme struktural Talcott Parsons. EUFONI, 2(2), 

58-69. https://doi.org/10.32493/EFN.V2I2.5178. 

Umanailo, M. C. B., Nawawi, M., & Pulhehe, S. (2018). Konsumsi menuju konstruksi masyarakat 

konsumtif. Simulacra, 1(2), 203–211. https://doi.org/10.21107/sml.v1i2.4995. 

van Eijck, K., & Bargeman, B. (2004). The changing impact of social background on lifestyle: 

―Culturalization‖ instead of individualization? Poetics, 32(6), 447–469. https://doi.org/ 

10.1016/j.poetic.2004.09.001. 

Vidal, D. G., Oliveira, G. M., Pontes, M., Maia, R. L., & Ferraz, M. P. (2022). The influence of 

social and economic environment on health. One Health, 205–229. https://doi.org/10.1016/ 

B978-0-12-822794-7.00005-8. 

 



 
  

Kholis, N., & Salsabila, F. T.: The effect of social environment on household consumption patterns through lifestyle   226 

 

P-ISSN 2089-1989 

E-ISSN 2614-1523 

Terakreditasi (SK No. 225/E/KPT/2022) 

Jurnal Samudra Ekonomi dan Bisnis 

Volume 14, Nomor 2, Mei 2023 

Wahyuni, R., Irfani, H., Syahrina, I. A., & Mariana, R. (2019). Pengaruh gaya hidup dan literasi 

keuangan terhadap perilaku konsumtif berbelanja online pada ibu rumah tangga di 

Kecamatan Lubuk Begalung Kota Padang. Jurnal Benefita, 4(3), 548–559. 

https://doi.org/10.22216/JBE.V4I3.4194. 

Watung, S. R. (2018). The influence of financial literacy, social environment factors and cultural 

factors to consumption behaviour (Survey on Faculty of Economics Students, Manado State 

University-Indonesia). International Journal of Scientific Research and Management, 6(04), 

EM-2018-353-361. https://doi.org/10.18535/ijsrm/v6i4.em14. 

Xu, L. (2019). Analysis of the factors affecting the consumption level of urban residents in China. 

Proceedings of the 2019 5th International Conference on Social Science and Higher 

Education (ICSSHE 2019), Xiamen, China. https://doi.org/10.2991/icsshe-19.2019.231. 

Zeynalova, Z., & Mammadli, M. (2020). Analysis of the economic factors affecting household 

consumption expenditures in Azerbaijan. Journal of Critical Reviews, 7(07), 241-248. 

https://doi.org/10.31838/jcr.07.07.40. 

 


