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ABSTRACT: Financial literacy is critical for college students. Students in college face particular 

financial difficulties. They’ve reached an era where basic financial skills and expertise can have a 

significant impact. Research studies across countries on financial literacy have shown that most 

individuals (including entrepreneurs) don’t understand the concept of compound interest and some 

consumers don’t actively seek out financial information before making financial decisions. Most 

financial consumers lack the ability to choose and manage a credit card efficiently, and a lack of 

financial literacy education is responsible for a lack of money management skills and financial 

planning for business and retirement .This study utilized the descriptive-survey design in order to 

achieve the purpose of this study, which is to determine the impact of financial literacy among BSAIS 

students on online purchasing choice. The researchers used a questionnaire as their instrument. To 

interpret the data effectively, the researchers used descriptive and inferential analysis using 

Frequency counts and percentages and Weighted mean, standard deviation, and a 5-point Likert 

scale together with T-test/Analysis of variance was used to determine the significant difference in the 

level of financial literacy of the BSAIS students on their online purchasing choices. It can be concluded 

that their financial literacy level has made huge impact on their online purchasing choice since the 

respondents are wise consumers because they make well-informed decisions when purchasing online. 

Before spending or making a large purchase, they compare the prices offered by online stores on 
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products and consider their financial situation. In view of the findings of this study, the following are 

recommended that the conduct of a research in other languages, such as Filipino, in order to better 

understand the meaning of financial literacy and contribute to its theoretical definition, which could 

pave the way for the discovery of a common measurable indicator for addressing financial literacy 

and a study of this type should be conducted on a larger scale in order to produce much more 

promising results and gain a better understanding of the impact of financial literacy among students. 

 

Keywords: financial literacy, financial attitude, financial behavior, finances, online shopping, 

purchasing choice 

 

INTRODUCTION 

 

According to the Financial Services Authority (2013).Financial literacy is a collection of processes or 

activities aimed at increasing consumers' and the general public's knowledge, beliefs, and skills in 

order to help them better manage their finances. Being financially literate will allow you to better 

manage your finances and exercise control over your purchasing decisions. It is a collection of 

procedures or practices for dealing with the various factors that influence our buying decisions. 

 

Suresh Kumar et al (2017) based on their study on The Influence of Financial Literacy Towards 

Financial Behavior and its Implication on Financial Decisions: A survey of President University 

Students in Cikarang – Bekasi. Financial literacy refers to a person's understanding of money, their 

attitudes toward money, and their actions with money. It is important to be financially literate in 

order to make sound financial decisions. In today's challenging financial climate, young adults, 

especially college students, are faced with difficult financial decisions that will impact their financial 

actions. The aim of this study is to see how financial literacy affects financial behavior and how 

financial behavior affects financial decisions among college students. The study used a quantitative 

approach with 337 respondents drawn from President University students. The convenience 

sampling technique was used in this study. The findings of this study show that there is a connection 

between financial literacy and financial behavior, as well as between financial behavior and financial 

decisions. Since parents are the primary caregivers for their children, they should impart a thorough 

understanding of financial matters to their children, as this will have an impact on their financial 

actions and decisions in the future. When developing a financial education program, educational 

institutions can take into account the ages of students as well as their financial situation. As a result, 

increasing financial literacy among college students would be more successful. Because of its 
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limitations, future researchers should include more variables such as race, faith, and culture to gain a 

better understanding of financial activity and its effect on college students' financial decisions.  

 

Financial literacy refers to a person's knowledge, attitudes, and behavior when it comes to money. It 

is true that making such financial decisions that will have a significant effect on financial actions is 

difficult. Financial literacy and financial conduct, as well as financial decisions, have been linked. The 

parents of students are their first teachers, and they can play a role in shaping their financial literacy 

and how they handle those financial activities. This can be a huge aid in the students' buying 

decisions. 

 

Luzardi et al.(2011)  states  that financial  literacy is a person's ability  to process economic  

information to make decisions about financial  plans, accumulation  of wealth,  debt and  pension. 

Financial literacy is an individual understanding of the financial plan in which the goal can make 

financial decisions in accordance with the plan. This is based on the research of Robin and Lynda 

(2010) that the participants in the study who have poor financial management practices are more 

likely to be impulsive buyers. The financial literacy that should be owned in the process before 

deciding the purchase of how to manage good  finances, how to create a budget in a need and how 

financial planning that suits the needs. In addition, in line with research from Shahnaz and 

Moeinadin(2015). The results of study suggest  that  on  financial   literacy, people with low financial 

literacy are more vulnerable to impulse  buying. So it can be  stated  that financial literacy must be  

mastered by every individual, especially  students  in ages between19-21years  old in which students 

are easily influenced in making buying decisions at that time. 

 

The benefits of better financial literacy may be great. On a personal level, individuals may save more, 

and better manage risk, by purchasing insurance contracts. There may even be general equilibrium 

effects: increased demand by households for financial services may improve risk-sharing, reduce 

economic volatility, improve intermediation, and speed overall Financial development. This in turn 

could facilitate competition in the financial services sector, and ultimately more efficient allocation 

of capital within society. 

 

The improvement of digital media is unavoidable. Most of the people are the young generations 

who are influenced by the idea of digital media. Majority of the target consumer are student. Most 

of them are using digital media daily to search product online. (Siddique, 2017). Online shopping is 

the process of buying goods and services from merchants who sell on the internet. Shoppers can 
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visit on web stores from the comfort of their homes and shop as they sit in front of the computer. It 

is also defined as the process a customer takes to purchase a product or service over the internet 

(Jusoh and Ling, 2012).  

 

Through online shopping many students is involved especially college students wherein some of 

them are financially illiterate which may cause impulsive buying. As more and more consumers 

embrace the World Wide Web it seems a natural expectation and assumption that this channel may 

be the salvation of the brick and mortar store. Young adults were specifically targeted because of 

their generation’s tech savvy embracing of anything wired. As expected over 95% of the college-age 

market uses the Internet and over 91% of that group completes online purchases (Lester, Forman & 

Loyd, 2010).  

 

STATEMENT OF THE PROBLEM 

 

This study determined the financial literacy of BSAIS students regarding their online purchasing 

choice. 

Specifically, it answered the following questions:  

 

1. What is the profile of the participants in terms of 

1.1 sex 

1.2 age 

1.3Year level 

1.4 Marital status 

1.5 Number of household members 

1.6 Average monthly allowance 

1.7 Parents’ monthly average income 

2.  What is the level of financial literacy of the BSAIS students? 

3. What are the factors that influence the BSAIS students’ online purchasing choice when grouped 

according to profile? 

4. Is there a significant difference in the level of financial literacy of BSAIS students when grouped 

according to profile variables? 

5. Is there a significant difference in the factors that influence the BSAIS students in online 

purchasing choice when grouped according to profile variables? 
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HYPOTHESIS 

 

This study will be guided by these questions. 

1. There is no significant difference in the level of financial literacy of BSAIS students in their online 

purchasing choice when grouped according to profile variables. 

2. There is no significance as to the factors that influence the students when grouped according to 

profile variables. 

 

RESEARCH METHODOLOGY AND STATISTICAL TOOLS 

 

This study utilized the descriptive-survey design in order to achieve the purpose of this study, which 

is to determine the impact of financial literacy among BSAIS students on online purchasing choice. 

The researchers used a questionnaire as their instrument.To interpret the data effectively, the 

researchers used descriptive and inferential analysis using Frequency counts and percentages and 

Weighted mean, standard deviation, and a 5-point Likert scale together with T-test/Analysis of 

variance was used to determine the significant difference in the level of financial literacy of the 

BSAIS students on their online purchasing choices . 

 

RESULTS AND DISCUSSIONS 

Table 1.1.Frequency and Percentage Distribution of the BSAIS Students in terms of sex. 

Sex Frequency Percentage 

Female  76 76% 

Male 24 24% 

TOTAL 100 100% 

Table 1.1 shows that out of 100 participants, there are 76% total females and 24% of them are 

males. Hence, the majority of the participants are female. 

Table 1. 2 Frequency and Percentage Distribution of the BSAIS Students in terms of age. 

Age Frequency Percentage 

18-20 48 48% 

21-22 51 51% 

23-24 1 1% 

TOTAL 100 100% 



 International Journal of Advanced Research in  ISSN: 2278-6236 

 Management and Social Sciences  Impact Factor: 7.624 
 

Vol. 11 | No. 1 | January 2022 www.garph.co.uk IJARMSS | 142 
 

Table 1.2 shows that out of 100 participants, 51% of them are aged 21 to 22 years old. Likewise, 48% 

are aged 18 to 20, while there is only 1% among participants ages 23 to 24. 

 

Table 1. 3 Frequency and Percentage Distribution of the BSAIS Students in terms of Year-level. 

Year Level Frequency Percentage 

4th-year level 43 43% 

3rd-year level 21 21% 

2nd-year level 19 19% 

1st-year level 17 17% 

TOTAL 100 100% 

Table 1.3 shows that out of 100 participants, 43% of the participants are 4th-year level. Moreover, 

21% are 3rd-year level, 19% are from the 2nd-year level, and 17% are from the 1st-year level. 

 

Table 1.4 Frequency and Percentage Distribution of the BSAIS Students in terms of marital status. 

Marital Status Frequency Percentage 

Single 100 100% 

TOTAL 100 100% 

Table1.4 shows that 100 out of 100 respondents are single.  

 

Table 1.5  Frequency and Percentage Distribution of the BSAIS Students in terms of the number of 

household members. 

Household members Frequency Percentage 

2-5 61 61% 

6-8 32 32% 

9-11 6 6% 

12 and above 1 1% 

TOTAL 100 100% 

Table 1.5 shows that out of 100 participants, 61% of the participants have 2 to 5 family members. 

Moreover, 32% have 6 to 8 family members, and 6% have 9 to 11 family members. There is only 1 

participant who has 12 and above family members. 
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Table 1.6  Frequency and Percentage Distribution of the BSAIS Students in terms of average 

monthly allowance. 

average monthly allowance. Frequency Percentage 

1,000 – 4,000 77 77% 

4,001 – 7,000 15 15% 

7,001 – 10,000 5 5% 

10,001 and above 3 3% 

TOTAL 100 100% 

Table 1.6 shows that out of 100 participants, 77% of the participants have a 1,000 to 3,000 pesos 

monthly allowance. Moreover, 15% have a 4,000 to 6,000 pesos monthly allowance, and 5% have a 

7,000 to 9,000 pesos monthly allowance. 3% of participants have above 10,000 pesos monthly 

allowance. 

 

Table 1.7  Frequency and Percentage Distribution of the BSAIS Students in terms of parents' 

monthly average income. 

parents' monthly average income. Frequency Percentage 

5,000 – 10,000 47 47% 

10,001 – 20,000 33 33% 

20,001 – 30,000 12 12% 

30,001 and above 8 8% 

TOTAL 100 100% 

Table 1.7 shows that out of 100 participants, 47% parents of the participants have 5,000 to 10,000 

monthly average income. Moreover, 33% of their parents have 10,001 to 20,000 monthly income, 

and 12% have 20,001 to 30,000 monthly income and there are 8% parents of the participants who 

have 30,001 and above monthly income. 

 

Level of Financial Literacy of the Participants 

 

Table 2.1 Level of Financial Literacy of the Participants 

Level of Financial Literacy Frequency Percentage 

Greater than 150,000 pesos 18 18% 

150,000 pesos 67 67% 

Lower than 150,000 pesos 13 13% 
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I don’t know 2 2% 

TOTAL 100 100% 

Table 2.1 shows that out of 100 participants, 67% or the majority of the participants have a high 

level of financial literacy. The participants were asked the question, “If you had 100,000 pesos in a 

savings account which yields an interest rate of 10% per year, how much would you own after five 

years?” Most participants answered 150,000 pesos, equivalently 67% of them answered it correctly. 

Hence, they are financially literate.   

Table 2.2 Level of Financial Literacy of the Participants 

Categories Frequency Percentage 

10,000 2 2% 

20,000 97 97% 

25,000 - - 

I don’t know 1 1% 

TOTAL 100 100% 

Table 2.2 shows that out of 100 participants, 67% or a majority of the participants have a high level 

of financial literacy. The participants were asked this question, “A group of five friends went out for 

dinner and they split a bill of 100,000 equally. How much did a friend owe?” Most or 97% of the 

participants answered it correctly. Hence, they are financially literate.  

 

Table 2.3  Mean level of Financial Literacy of the Participants 

 Financial Attitude Mean SD 

Descriptive 

Rating 

It is critical for me to have a consistent saving habit. 3.68 .99 Agree 

Financial planning makes it difficult for me to meet my needs. 2.83 1.04 Neutral 

My financial planning is a crucial element of my life 

management. 
3.67 .94 Agree 

We must create financial strategies to assist us in prioritizing 

our spending activities. 
4.56 .59 Strongly Agree 

I must plan and implement my personal savings 4.44 .72 Strongly Agree 

I must spend more than I invest 2.18 1.18 Disagree 

I find it satisfying to spend money than save it for long term 2.36 1.11 Disagree 

I must avoid borrowing money for non-essential things  3.30 .96 Neutral 

I like talking to peers about money management issue 3.27 .83 Neutral 
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Category Mean 3.37 0.93 Neutral 

Financial Behavior     

I keep track and manage my own spending. 4.11 .79 Agree 

Before making a purchase, I compare pricing. 4.51 .70 Strongly Agree 

I borrow money for shopping non-essential products 2.23 .98 Disagree 

Before making a large purchase or spending, I would consider 

my financial situation. 
4.56 .72 Strongly Agree 

I have been able to consistently save money over the last 12 

months 
3.21 1.09 Neutral 

I feel responsible for my own financial future 4.28 .70 Strongly Agree 

I must an informed decision and compare information before 

purchase 
4.22 .76 Strongly Agree 

Category Mean 3.87 0.82 Agree 

Table 2.3 illustrates the mean level of financial literacy of the participants as it relates to financial 

attitude and behavior. On financial attitude, the participants assessed the factor as neutral with a 

category mean of 3.37. More so, the participants agree that it is critical for them to have a consistent 

saving habit and that their financial planning is a crucial element of their life management. The 

participants strongly agreed that there must be a creation of financial strategies to assist them in 

prioritizing their spending activities, and they have planned and implemented their personal savings. 

On the other hand, they disagree with spending more than they invest and with spending money 

rather than saving it for the long term. 

  

The result of the table is similar to the study “Saving Habits of Graduates” by Sabharwal, Karan. 

(2016). The results showed that students want to save money and know the importance of savings. 

However, they need some policies and programs to nudge them to save.  In addition to that, 

according to Abhijeet Birari and Umesh Patil (2014) in their study "Spending and Saving Habits of 

Youth in the City of Aurangabad'', youth spend more money on shopping, especially on branded 

items. It was also noted that both the male and female youths have different spending patterns with 

a slight similarity. The young should develop the habit of prudent spending and save and invest more 

in fixed deposits, mutual funds, gold, and so on. which is in contrast with the data presented. 

 

Also, the higher financial literacy yields sound financial planning. The study of Tan and 

Siew (2011) concludes that financially literate individuals have exhibited the ability to 

financially plan their personal expenses which is similar to the study wherein the 
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particpants agree that it is critical for them to have consostent saving habit and that 

financial planning is crucial element of their life management and strongly agree that 

financial stratigies must be created in propritizing their personal spending. 

 On financial behavior, the participants strongly believed that before they purchase 

something, they first compare the prices of the products, consider their financial situation before 

making large purchases, and feel responsible for their own financial future. They must also be 

informed about their decision and compare the information before making a purchase. The 

participants assessed financial behavior as agreeing with a category mean of 3.87. 

  

A study by Voss and Parasuraman (2003) suggests that purchase preference is primarily determined 

by price rather than quality during pre-purchase evaluation. Given explicit quality information, the 

price had no effect on pre-purchase or post consumption quality perceptions. Instead, post-

consumption quality evaluations had a favorable impact on price evaluations. 

 

Table 3: Factors that influence the participant’s online purchasing choice 

Categories Frequency Rank 

Convenience 100 1st 

Web Features 28 3rd 

Security 24 4th 

Discount/Coupon 70 2nd 

The table shows that convenience is the top factor that influences a participant’s online purchasing 

choice followed by discounts or coupons. The least chosen factors are web features and security, 

which rank 3rd and 4th, respectively. 

 

 The result of this study is consistent with the findings of Shih (2009). According to him, 

consumers basically consider the Internet as an "Instrument of Convenience" as the overall shopping 

effort is reduced through online shopping by providing consumers the opportunity to shop at the 

convenience of their home. Online shopping also offers time-saving benefits like incredible 

convenience, easy price comparisons, consumers have infinite choice, easy access to consumer 

reviews and ratings, etc. 
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Table 4: Test of significant difference on the level of financial literacy of BSAIS Students on their 

online purchasing choice when grouped according to profile. 

Variables 

n=100 

Categories N Mean SD T/F-value p-value Interpretation 

Age 18-20 48 3.59 0.38 

.313 .732 NS 21-22 51 3.59 0.34 

23-24 1 3.31  - 

Sex Female 76 3.58 0.31 
0.575 0.567 NS 

Male 24 3.63 0.46 

Year level 1st year 17 3.64 0.42 

.977 .407 NS 
2nd year 19 3.69 0.35 

3rd year 21 3.54 0.38 

4th year 43 3.55 0.31 

Number of 

household 

members 

2 to 5 61 3.64 0.37 

.923 .433 NS 
6 to 8 33 3.52 0.33 

9 to 11 5 3.49 0.27 

12 and above 1 3.44  - 

Average 

monthly 

allowance 

1,000-4,000 77 3.57 0.32 

1.193 .317 NS 

4,001-6,000 15 3.56 0.31 

6,001-1,0000 3 3.77 0.68 

10,001 and 

above 
5 3.84 0.68 

Parents’ 

monthly 

income 

5,000-10,000 47 3.611 0.31 

1.335 .267 NS 

10,001-20,000 33 3.641 0.42 

20,001-30,000 12 3.480 0.30 

30,001 and 

above 
8 3.416 0.33 

Table 4 shows the significant difference in the level of financial literacy of BSAIS students on their 

online purchasing choice when grouped according to profile. The p-value > 0.05 level of significance 

rejects the hypothesis. This means that there is no significant difference in the level of financial 

literacy of BSAIS students on their online purchasing choice when grouped according to profile. 
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In contrast, Lam, L. T., & Lam, M. K. (2017) study titled, The association between financial literacy 

and Problematic Internet Shopping in a multinational sample, suggested that for every increase in 

the FinancialLiteracy score by a unit, on average, there was a corresponding decrease in 

ProblematicInternetShopping by 0.13 units in this sample and that FinanialLiteracy could be 

considered as an independent risk factor of ProblematicInternetShopping. 

 

Table 5: Test of significant difference on the factors that influence the BSAIS Students on their 

online purchasing choice when group according to profile variables. 

Variables 

n=100 

Categories N Mean SD 
T/F-value p-value Interpretation 

Age 18-20 48 3.22 0.49 

.312 .733 NS 21-22 51 3.30 0.54 

23-24 1 3.24   

Sex Female 76 3.32 0.51 
2.280* 0.025 Significant 

Male 24 3.06 0.49 

Year level 1st year 17 3.18 0.45 

.291 .832  
2nd year 19 3.26 0.57 

3rd year 21 3.33 0.44 

4th year 43 3.26 0.55 

Number of 

household 

members 

2 to 5 61 3.31 0.49 

.598 .618 NS 
6 to 8 33 3.16 0.54 

9 to 11 5 3.34 0.70 

12 and above 1 3.18   

Average 

monthly 

allowance 

1,000-4,000 77 3.27 0.53 

2.101 .105 NS 
4,001-6,000 15 3.37 0.37 

6,001-1,0000 3 3.25 0.24 

10,001 and above 5 2.73 0.40 

Parents’ 

monthly 

income 

5,000-10,000 47 3.23 0.51 

.145 .933 NS 
10,001-20,000 33 3.28 0.48 

20,001-30,000 12 3.33 0.67 

30,001 and above 8 3.24 0.46 

Table 5 shows the significant difference in factors that influence the participants' online purchasing 

choice when grouped according to profile variables. The table revealed that there is a significant 
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difference in the factors that influence the participants in their online purchasing choice as to sex 

since the p-value is < 0.05 level of significance. The female (M=3.32, SD=0.51) group assessed a 

higher mean level on the factors that influence the participants' online purchasing choice than the 

males (M=3.06, SD=0.49). This means that the female group is more likely to influence online 

purchasing choice than males. 

 

Other independent variables found no significant difference in factors that influence the 

participants' online purchasing choice such as age, year level, number of households, monthly 

allowance, and income. 

 

In connection to that, Mauritius, Ramasawmy et al. (2013) examined the level of 

awareness of financial literacy by survey among management students at the University 

of Mauritius. They found that management students at the University of Mauritius 

attached a sound level of importance to financial literacy to their subject of study. 

However, according to the results, most students had a medium level of knowledge and 

skills in financial literacy and in savings and borrowings. In contrast with the result of 

this study, they did not find the significant difference in the financial literacy level 

between male and female respondents while male and female’s ability to read, analyze, 

manage and communicate was found significantly different. Similarly, their study also 

stated that age, gender, language, race and income level did not have an impact on the 

level of financial literacy. 

 

CONCLUSIONS 

 

Based on the findings of this study, the researchers found that the level of financial literacy among 

BSAIS Students is above average. It can be concluded that their financial literacy level has made huge 

impact on their online purchasing choice since the respondents are wise consumers because they 

make well-informed decisions when purchasing online. Before spending or making a large purchase, 

they compare the prices offered by online stores on products and consider their financial situation. 
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RECOMMENDATIONS 

 

In view of the findings of this study, the following are recommended: 

1. Conduct a research in other languages, such as Filipino, in order to better understand the 

meaning of financial literacy and contribute to its theoretical definition, which could pave the 

way for the discovery of a common measurable indicator for addressing financial literacy. 

2. A study of this type should be conducted on a larger scale in order to produce much more 

promising results and gain a better understanding of the impact of financial literacy among 

students. 
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