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ABSTRACT 
 
This study investigates the influence of E-money usage on impulsive purchasing behavior among Senior 
High School students, addressing growing concerns about the effects of evolving financial transaction 
methods. Using a quantitative research approach and correlational analysis, including Spearman's Rho, 
the study examines the relationship between E-money usage and impulsive purchasing tendencies. A 
representative sample of 100 students was selected through random sampling to provide 
comprehensive insights. The findings reveal a high level of impulsive buying behavior among the 
respondents. However, the study found no significant differences in E-money utilization across 
demographic factors such as strand, age, gender, and grade level. These results emphasize the need 
for personalized financial education interventions aimed at fostering financial responsibility. The study 
also recommends expanding research on students’ impulsive buying habits to better understand and 
mitigate these behaviors. In conclusion, promoting healthy financial habits is essential for addressing 
the potential risks posed by impulsive spending in an increasingly digital economy. 

 
Keywords: Impulsive Buying Behavior, Utilization of E-money, Relationship, Senior High School 
Students 

 
INTRODUCTION 
 

The goal of the research project, 
"Utilization of E-money on the Students Impulsive 
Buying Behavior Among Students in MCM." is to 
objectively analyze how SHS’ buying behavior has 
been utilized by the pervasive use of electronic 
money. E-money has become more popular as a 
useful and effective way to conduct financial 
transactions in the current digital era. Due to their 
economic power and technological flexibility, 
students are a significant demographic group, and 
this study aims to measure the relationship 
between student’s impulsive buying habits. The 
widespread use of E-money has changed the 
financial environment on a global, national, and 
local level, having a significant change on financial 
inclusion and economic systems throughout the 

world. At the national level, governments and 
financial institutions have faced regulatory issues 
because of the quick adoption of E-money, which 
might have control over monetary policy, taxation, 
and financial stability. E-money use for regular 
financial activities including leisure, food, transit, 
and education has increased noticeably among 
local students. This change in buying patterns and 
habits might have an impression on regional 
companies and economies. Despite the growing 
popularity of using electronic money, little study 
has been done on how it specifically affects 
students' impulsive purchasing behavior. 

This quantitative study intends to 
systematically analyze the influence of E-money 
usage on impulsive purchasing behavior among 
SHS students in MCM in order to fill the research 
vacuum. Quantifying the level of e-money use, 
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evaluating impulsive purchasing habits, and 
figuring out how these factors relate to one another 
are the main goals. Goals in particular include 
identifying the primary driving forces behind 
purchasing decisions, measuring their socio-
economic contribution, and contrasting the 
spending habits of students who primarily use E-
money and those who prefer traditional payment 
methods. This research aims to provide precise 
numerical data to policymakers, financial 
institutions, educators, and businesses using 
rigorous statistical analysis and data-driven 
insights, enabling a thorough understanding of the 
changing financial landscape shaped by digital 
currency while highlighting its social relevance and 
quantitative significance. 
 
Consumer Behavior and E-money Adoption 
 

According to Widayat, W., Masudin, I., & 
Satiti (n.d.), They investigated the adoption of e-
money payment mechanisms. Adolescent clients in 
Indonesia were given online surveys to complete, 
and the data were then checked for correctness 
and dependability. The investigation showed that 
practicality, convenience of use, transaction 
efficiency, speedier payments, and payment 
process simplicity were the main drivers of e-
money adoption, with considerable alterations from 
social variables, effort expectations, and attitudes 
toward e-money consumer behavior. Festinger 
presented the basic analytical framework in 1954, 
and Meier and Schaffer (2018) ascribe the phrase 
"social comparison" to him; nonetheless, the 
underlying idea has deep roots in the fields of social 
philosophy and science. The survey revealed that 
practicality, user-friendliness, transaction 
efficiency, quick payments, and ease of the 
payment procedure were the main factors in the 
adoption of e-money. Additionally, it showed how 
important social influences, expectations for effort, 
and individual attitudes were in determining e-
money behavior. This idea appears in everyday 
speech when people talk about how they compare 
to others. Impulsive purchases by customers were 
instinctive and showed a propensity for impulsive 
purchases in general, impulsive consumers 
appreciated internet reviews for their hedonic 
values; today, they value them for their utility values 

(Zhang et al., 2018). According to Pinto et al 
(2017), materialism evolved, while they were 
adolescents and were affected by external factors 
like genders, age, social class, self-worth, friends, 
and peers at school. Globalization is one of the 
most significant current movements is the new 
materialism in humanities and social sciences, 
Though it  among the least comprehended (Gamble 
et al., 2019). 

 
Perceived Factors and E-money Usage 

The feeling of safety compared to the 
danger associated with an electronic payment 
system is called perceived security. the idea that 
the user can lose money that is electronically stored 
on the card and suffer financial loss., 2016 (Ooi & 
Tan). Perceived utility, according to Su et al. 
(2018), refers to the comparative advantage and 
internal driving force behind users' adoption of 
electronic payment. The versatility of a new 
technology is something that the typical user will 

doubt. (Su et al., 2018) state that they highlighted 

the importance of friendly ties, functioning, and role 

in securing higher users' consent. Additionally, the 
perceived usability is a measuring item (Di Pietro et 
al., 2015). It is possible to regard perceived 
usability as a key factor in why people embrace any 
technical advancement.  
 
Financial Literacy and Student Spending 

Understanding the elements that contribute 
to or detract from financial literacy may assist 
develop policy interventions to increase young 
people's financial well-being through their utilization 
of e-money behavior. Financial literacy is important 
for young people since their actions will affect them 
for a longer length of time. According to Felipe, I., 
Ceribeli, H., & Q., L. (2017) say that a population's 
well-being depends on how financially literate it is 
given that the caliber of financial decisions made by 
individuals depends on their financial knowledge, 
talents, and attitudes. This study's objective was to 
assess the degree of financial literacy among 
university students in the northern part of Mexico. 
They conducted a survey that was employed as the 
study method, and structural equation modeling 
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was used to examine the data that was gathered. 
In the study of Potrich, A., & Vieira, K. (2018), It has 

concluded that financial literacy has far more 

important changes than prior academic studies 
have shown, as the main emphasis  up until this 
point in academic research has been determining 
simply how it affects other behaviors. In the study 
of Ahmad, W. (2020) It's common knowledge that 
university students struggle to develop strong 
financial literacy skills. According to the study of 
Ahmad, W. (2020) they aim to investigate the 
sociocultural factors that influence financial literacy 
among Malaysian Muslim students. To evaluate the 

students' degree of financial literacy, this article 
also examines a few other Islamic metrics.  

 
OBJECTIVES OF THE STUDY 
 

The main objective of this research is to 
quantify the relationship between E-money usage 
and students' consumption behavior. Specifically, 
the study aims to: 

1. Assess how E-money usage aligns with 
students' impulsive buying behavior among 
SHS students in MMCM, including factors 
such as perceived security, perceived 
usefulness, and perceived ease of use. 

2. Determine students' impulsive buying 
behavior. 

3. Correlate the utilization of E-money with 
students' impulsive buying behavior. 

 
METHODOLOGY 
 

Research Design. The study used the 
correlational technique of the research approach to 
provide a thorough analysis of the relationships 
between the utilization of E-money and students' 
impulsive buying behavior, as well as the 
significance of E-money in their everyday lives. By 
distributing structured surveys to a wide range of 
participants, the quantitative research technique 
enabled the measurement and statistical analysis 
of responses to fulfill the study's objectives. This 
design allowed for the efficient collection of 
numerical data at a single point in time, facilitating 
the quantification of consumer perceptions of E-
money within the quantitative framework of the 
research. 

Sampling Design and Respondents. 
This research represented various Senior High 
School grade levels and strands in MCM, using a 
random selection approach, as described by John 
A. Howard and Jagdish N. Sheth in their Buying 
Behavior Theory. Students from different SHS 
grade levels, and those who use E-money, were 
the criteria for selecting participants. A sample size 
of 317 respondents was calculated using Slovin’s 
formula. Based on this calculation, a random 
approach was conducted to invite participants to 
respond to the survey, ensuring a varied sample for 
the study’s results. 
 

Instrument and Procedures. An adapted 
online questionnaire was used in the study to 
evaluate students' impulsive buying behavior and 
its relationship to their use of electronic money. 
This research was supported by an adapted 
questionnaire from Van Dat Tran (2022) and 
Alademomi, R. O., Rufai, O. H., Teye, E. T., et al. 
(2019). The data collection process comprised four 
stages: obtaining informed consent from 
participants, randomly distributing the 
questionnaire to a sample of SHS students in MCM, 
collecting completed surveys, and rigorously 
entering and verifying the data to ensure accuracy. 
A Likert scale ranging from "Strongly Disagree" to 
"Strongly Agree" was used to evaluate impulsive 
buying behavior and E-money usage, enabling the 
quantitative analysis. 
 

Data Analysis. Statistical methods were 
employed in the quantitative study to understand 
the relationship between E-money usage and 
impulsive buying among Senior High School 
students. A correlational study was utilized to 
analyze these variables, offering insights into the 
factors driving impulsive purchase decisions. 
Descriptive statistics, such as means and standard 
deviations, were used to explore how E-money 
usage and impulsive purchasing are associated. 
Statistical methods like Spearman's rho were 
applied to quantify patterns, providing a 
quantitative perspective to investigate variations 
across grade levels, genders, ages, and strands. 
These instruments served as analytical tools, 
aiding in the exploration of financial choices among 
students. 
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RESULTS AND DISCUSSION 

The following graphs show the distribution 
of survey participants by age, sex, strand, and year 
level.  

 

Figure 2. Graphic representation of students by sex/gender 

 

Figure 3. Graphic representation of students by Year level 

 

Figure 4. Graphic representation of Students by Strand 

 

Figure 5. Graphic representation of Students by age 

According to the graphical 
representation in Figure 1, out of the 100 
participants in the study, 41 were male and 59 were 
female based on their demographic characteristics. 
There were 50 respondents from Grade 11 and an 
equal number from Grade 12, indicating a balanced 
distribution across grade levels. The age group with 
the highest representation, consisting of 40 
respondents, was 17 years old, while the age 
groups with the lowest representation, consisting of 
only one participant each, were 15 and 20 years 
old. The STEM strand had the most representation 
with 41 respondents, followed by TVL (22), HUMSS 
(15), AD (13), and ABM (9). The data revealed that 
17-year-olds were the most common age group, 
while 15- and 20-year-olds were the least 
represented. 

This research aligns with the trend of 
teenagers being early adopters of digital payment 
methods, consistent with other studies on 
consumer behavior and technology adoption, such 
as Fred Davis (1989). The balanced representation 
at each grade level and the high proportion of 
STEM students among the participants suggest a 
potential educational background effect on E-
money usage, warranting further investigation. 
Additionally, the concentration of respondents in 
the 17–19 age range may indicate a particular 
developmental stage where individuals are more 
likely to purchase impulsively. These findings 
provide valuable insights into the relationship 
between demographic characteristics and E-
money usage, laying the groundwork for future 
research in this area. 

2. Level of Impulsive buying behavior and 

Utilization of E-money 

The variables "Impulsive Buying Behavior" 
and "Utilization of E-money" were found to have 
mean values of 3.506 and 3.4676, respectively. 
These results show that the student respondents 
used e-money extensively and engaged in 
impulsive purchasing. Notable response variability 
is suggested by the standard deviations for both 
variables, which are 44.5560 and 5.66493, 
respectively. The verbal description "High" 
corresponds with the computed means for both 
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variables. These results indicate a persistent 
pattern of increased E-money usage and impulsive 
purchasing among students Buyer Behavior theory 
(1969). 

 

Table 2 
Overview of Students Impulsive Buying Behavior and 
utilization of E-money derived from the survey 

 
 

Previous research has alluded to a possible 
connection between impulsive expenditure and 
electronic payment methods in the context of the 
literature review. This is consistent with our 
findings, highlighting the need for more 
investigation into the underlying causes of these 
practices and their consequences for students' 
financial decision-making  TPB Icek Ajzen in 
(1991). The explanation aligns with current 
research, emphasizing the impact of electronic 
payment systems on young customers' impulsive 
purchasing inclinations. In order to help students 
handle their finances more wisely, more research 
and interventions could be created to target the 
particular issues this study found. 

3. Assessing the relationship of Utilization of E-

money and Impulsive Buying Behavior 

The age group of 19 years old  has the highest 
mean value, 4.49 according to the results, while the 
age group of 18 years old  has the lowest mean 
3.97. There are no statistically significant 
differences indicated by the uniform p-values of 
0.477, 0.178, 0.090, and 0.667 for age groups, 
grade levels, gender, and strands. All mean values 
fall into the "Not significant" range on the 
interpretation scale that was previously provided, 
supporting the choice to accept the null hypothesis 
for each variable. 

 
Table 3 
Spearman's Test of Impulsive Buying Behavior Across 
Different Age Groups 

 
 
Table 4 
Spearman's Test on Students Impulsive Buying Behavior by 

Year Level 

 

Table 5 
Spearman's test on Students' Impulsive buying behavior by 
Sex 

 

Table 6 
Spearman's test on Students' Impulsive buying behavior 
across different strands 

 

 These results imply that the student 
respondents' impulsive purchasing behavior and 
use of e-money are not significantly influenced by 
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differences in age, grade level, gender, or strand. 
Studies revealing comparable non-significant 
relationships between demographic characteristics 
and impulsive buying behavior in varied 
circumstances have been consistently found in the 
literature, according to comparisons with the 
current body of Buyer Behavior theory (1969). The 
ramifications of these findings highlight the 
necessity of focused interventions or additional 
research to pinpoint important characteristics other 
than demographic ones influencing students' use of 
e-money and impulsive purchasing behavior. 

4. Test for assessing the relationship between 
IBB and UEM  

4.1 In terms of Sex 

Table 7 
Test for assessing the relationship between IBB and UEM by 
Sex 

 
4.2 In terms of Grade Level 

Table 8 
Test for assessing the relationship between IBB and UEM by 
Grade level 

 

4.3 In terms of Strands 
 
Table 9 
Test for assessing the relationship between IBB and UEM by 
Strand 

 
 

4.4 In terms of Age 

Table 10 
Test for assessing the relationship between IBB and UEM by 
Age 

 
 

The table shows the results of a test that 
looked at the relationship between Impulsive 
Buying Behavior  and Use of E-money  across 
demographic factors. The highest correlation 
coefficient appears in Grade 11 0.59 and the lowest 
in the ABM strand 0.99, indicating that the 
relationships are non-significant. According to the 
interpretation table, no correlation coefficients 
exceed the significance threshold, indicating a 
consistent lack of a meaningful relationship 
between IBB and UEM across grade levels, 
strands, and age groups. 

When these findings are compared to the 
existing literature, they are consistent with studies 
that emphasize a weak or non-significant link 
between electronic payment methods and 
impulsive purchasing behavior. Despite differences 
across demographic categories, the overall 
insignificance highlights the need for nuanced 
strategies. Tailoring interventions to specific 
demographic segments could be beneficial in 
addressing the complex dynamics revealed in this 
study and encouraging responsible financial 
behavior among E-money users. 
 
CONCLUSIONS 

 
In conclusion, this study aimed to assess 

how E-money usage aligns with students' 
impulsive buying behavior among Senior High 
School students in MCM. The objectives included 
determining students' impulsive buying behavior, 
correlating the utilization of E-money with 
students' impulsive buying behavior, and 
examining variables influencing spending 
patterns. 
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The findings revealed a high relationship 

between the use of E-money and impulsive 
purchases, shedding light on significant 
variables influencing students' financial choices. 
Security and ease of use emerged as potential 
concerns, with neutral responses indicating 
complex perspectives. The p-value for the 
demographic statistics showed some slight 
differences in E-money utilization on impulsive 
buying behavior but most having non- 
significant. Trust issues may be a reason behind 
numerous neutral responses, suggesting areas 
for further exploration. This study provides 
valuable insights into the intricate dynamics of E-
money usage and impulsive buying behavior 
among Senior High School students in MCM. 

RECOMMENDATIONS 

Based on the limitations of our study, it is 
highly advised that future research diversifies 
their participant pool to reduce the possibility of 
sampling bias. Extending the study's geographic 
reach will considerably improve its external 
validity. By including students from different 
places, the results are not limited to a particular 
group of people and offer a more thorough picture 
of the spending patterns of a varied student body. 
This calculated strategy will increase the study's 
generalizability by providing insights that apply to 
a wider spectrum of students and their distinct 
financial situations. 
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