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Abstract: Digital payment systems have revolutionized financial transactions, offering convenience and efficiency, especially to 

younger demographics. This quantitative research explored the impact of digital payment usage on the spending behavior of students 

at Mabalacat City College. Employing a descriptive-correlational design, the study analyzed responses from three hundred sixty-

five (365) students from different institutes of Mabalacat City College to understand how digital payments influence their financial 

habits, priorities, and budgeting practices. Using the Theory of Planned Behavior, the study examined how attitudes, social 

influence, and perceived behavioral control shape students' financial decisions. The findings revealed that positive attitudes towards 

digital payments affect spending behavior, but social influence from peers does not significantly affect spending patterns, while 

students with greater perceived control over their finances tend to make more responsible decisions. Digital payment systems, 

particularly GCash, significantly affect students' spending patterns by increasing the ease of access to funds, leading to a mix of 

responsible and impulsive purchases. Statistical analyses, such as correlation and regression, highlighted demographic factors like 

age, gender, and monthly income/allowance as critical determinants of spending behavior. Furthermore, there is a significant 

relationship between the two variables (Chi Test Square, Likelihood Ratio). The results underscore the need for financial literacy 

programs to mitigate the potential downsides of digital payment accessibility among students. 

Keywords — Digital payment, student spending behavior, financial literacy, Chi-Test Square, descriptive-correlational design, 

1. INTRODUCTION  

The rapid advancement of technology has significantly 

transformed financial transactions, particularly among 

younger generations. Digital payment systems such as mobile 

wallets, contactless cards, and online banking applications 

have become widely adopted by students, offering 

convenience and efficiency in managing daily financial 

activities. These tools eliminate the need for physical cash and 

paperwork, allowing users to make transactions quickly 

through their smartphones. As this trend continues, society—

especially the youth—grows increasingly dependent on 

digital solutions for handling money. 

In the Philippine context, the country remains in the early 

stages of digital transformation. According to recent data, the 

Philippines is considered a “starter” in digital adoption, facing 

challenges in infrastructure, accessibility, and user 

confidence. These national limitations can influence students’ 

exposure to and experience with digital tools, potentially 

widening gaps in financial literacy and inclusion. 

At Mabalacat City College (MCC), digital payments 

have become part of daily academic transactions. From 

paying fees to requesting documents through platforms like 

GCash, students benefit from the speed and accessibility 

digital systems provide. However, these advantages come 

with risks. Studies show that the frictionless nature of digital 

payments may encourage impulsive spending, reduce 

budgeting discipline, and expose users to security and privacy 

threats 

This study explores the impact of digital payment use on 

the spending behavior of MCC students. It aims to provide 

timely insights for educators, policymakers, and financial 

service providers by identifying behavioral patterns and 

challenges associated with the increasing reliance on digital 

financial tools. The findings will help inform targeted 

financial literacy initiatives and contribute to broader 

discussions on responsible financial management in the 

digital age. 
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2. REVIEW OF RELATED LITERATURE 

The Rise and Evolution of Digital Payments 

Digital payment refers to transactions executed 

through electronic devices and platforms (Dimitrova & 

Yazdanfar, 2021). It encompasses methods such as electronic 

fund transfers, mobile applications, and contactless 

technologies that facilitate seamless financial transactions 

without physical cash (Migliore et al., 2022). These 

technologies have evolved to include smart features like 

budgeting tools, further integrating financial management 

into users’ daily lives (Zhu, 2023). Globally, digital payments 

have shown exponential growth, with transaction values 

reaching US$4.7 billion in 2020 and projected to hit US$7.4 

billion by 2024 (Oentoro, 2021). 

 

In the Philippines, the Bangko Sentral ng Pilipinas (BSP, 

2022) reported a surge in digital wallet usage and contactless 

payment adoption. Filipino consumers, especially Gen Z and 

millennials, are increasingly engaging in cashless 

transactions, averaging ten days without using physical 

currency (Magkilat, 2024). This trend indicates a shift in 

behavior and preferences toward more secure and convenient 

financial technologies. 

 

Student-Centric Digital Payment Adoption 

The convenience and accessibility of digital payment 

platforms have also penetrated the education sector. As 

universities adopted alternative learning methods, electronic 

payments became essential for enrollment fees and related 

academic expenses (Espeleta, 2022). According to 

Thirunavukkarasu and Krishnamoorthy (2024), 

understanding the challenges and facilitators of digital 

payment adoption among students is critical for enhancing 

usability, expanding merchant networks, and improving e-

wallet literacy. 

Ramli and Hamzah (2021) emphasized the role of 

mobile apps and the internet in shaping financial behavior, 

noting that e-wallets act as online prepaid accounts capable of 

supporting both online and offline purchases. These platforms 

signify a transformation in financial behavior, particularly 

among tech-savvy youth. 

 

Financial Behavior and Literacy 

Adoption of digital payments among students is 

closely linked with financial behavior. Abdallah et al. (2024) 

and Alekam et al. (2018) identified financial knowledge, 

consciousness, and decision-making abilities as significant 

influences on students’ financial behavior. Sechna (2022) 

similarly emphasized that financial literacy plays a vital role 

in the responsible use of digital financial systems. 

 

Amagir, Groot, and Wilschut (2018) suggested that 

experiential and interactive financial education methods are 

more effective than traditional approaches. By incorporating 

real-world examples and practical learning tools, students can 

build stronger financial skills and better manage digital 

financial tools. 

 

Sorooshian and Teck (2018) proposed behavior charts 

and layaway systems as tools to help students cultivate 

disciplined spending and understand financial concepts such 

as budgeting and delayed gratification. These systems can 

also reinforce good financial behavior through structured 

monitoring and rewards. 

 

The Role of Digital and Financial Literacy 

Digital literacy emerged as a key factor during the 

COVID-19 pandemic, as students increasingly relied on 

online platforms for financial transactions (Darmawan & 

Wenerda, 2022). Trust, perceived usefulness, and security are 

central in determining a student's willingness to use digital 

payment services (Kurniasari, 2021; Kantika et al., 2022). 

Seldal and Nyhus (2022) found that users of digital financial 

tools generally possess higher financial literacy, further 

solidifying the link between knowledge and adoption. Ullah 

et al. (2022) also identified digital skills as vital in influencing 

mobile banking and payment adoption. 

 

Regulatory and Cultural Influences 

Beyond individual traits, systemic factors such as 

regulatory frameworks and technological innovations play a 

crucial role in fostering digital adoption. Tenk (2020) noted 

the influence of policy in shaping trust and usage, while 

Kwabena et al. (2019) emphasized that advancements in 

digital infrastructure enhance speed and cost-efficiency. 

Cultural attitudes also contribute; Bagla and Sancheti (2018) 

and Tang et al. (2021) highlighted that convenience, 

perceived security, and flexibility influence digital payment 

acceptance. 

Gender Differences and Spending Behavior 

Gender dynamics further influence digital financial 

behaviors. Pradhana and Sastiono (2019) found that women 

purchase online more frequently than men, but men spend 

more per transaction. Mandarić et al. (2021) elaborated that 

women are driven by emotional and social experiences in 

digital purchases, whereas men are more influenced by risk 

perception and trust. These behavioral nuances suggest the 

need for gender-sensitive digital financial education. 

Cobla and Osei-Assibey (2018) emphasized that mobile 

money affects student spending behavior, often increasing 

expenditure while reducing saving tendencies. Sandrasegaran 

and Rambeli (2023) also found that female students save more 

frequently, and that parental income significantly shapes 

student spending habits. Early exposure to financial values, as 

noted by Akelo et al. (2019), is crucial in shaping lifelong 

money management behaviors. 

 

Effects of Digital Payment on Financial Habits 

Digital financial applications often provide tools like 

budgeting and expense tracking, which help students control 

their finances and improve their financial habits (Linawati & 

Wijaya, 2022). Sumaylo et al. (2022) linked financial 
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inclusion to banking stability, suggesting a broader socio-

economic benefit from increased digital payment use among 

students. 

Emotional and psychological factors also drive 

adoption. According to Bapat and Khandelwal (2022) and 

Bapat and Hollebeek (2023), consumer hope and engagement 

are key to sustained use of digital payment apps. These 

platforms must not only be functional but also emotionally 

resonant to encourage frequent use. 

Nevertheless, the ease of cashless transactions may lead 

to negative outcomes. Liang (2022) and Park et al. (2021) 

warned that digital payments can fuel impulsive and risky 

consumption due to decreased attention to money outflows. 

Rauf and Thoha (2022) supported this view, identifying 

increased spending in categories such as food, online 

shopping, and social sharing. Setiawan et al. (2020) cautioned 

that poor spending habits can have long-term financial 

consequences. Lach and Nzorubara (2023) underscored the 

danger of low financial literacy, linking it to reduced saving 

and investment behavior, which can hinder economic growth 

and limit access to financial services. 

 

3. CONCEPTUAL FRAMEWORK 

 

 

 

 

 

 

 

 

 

 

This study applies the Stimulus-Organism-Response (S-

O-R) model. The Stimulus, based on the Theory of Planned 

Behavior, includes Attitude, Social Influence, and Perceived 

Control toward digital payments. The Organism focuses on 

MCC students’ internal responses to these factors. The 

Response examines how these perceptions influence their 

actual spending behavior. 

 

4. STATEMENT OF THE PROBLEM 

This research aims to determine the effect of digital 

payment on the spending behavior of MCC Students. 

Specifically, it will seek to answer the following questions: 

1. How may the demographic profile of the students be 

described in terms of 

1.1 Age 

1.2 Sex 

1.3 Institute 

1.4 Year Level 

1.5 Income Level/Budget Allowance 

2. What do students mostly spend online? 

3. What digital payment apps do students utilize? 

4.  How can the spending behavior of students be described? 

5. How do digital payments affect the students’ spending 

behavior in terms of 

5.1 Attitudes 

5.2 Social Influence 

5.3 Perceived Behavioral Control 

   6. Is there a significant correlation between demographic 

variables and the factors affecting students spending 

behavior? 

 

5. HYPOTHESIS OF THE STUDY 

  H0: Demographic profile and digital payment have no 

significant effect on spending behavior. 

  H1: Demographic profiles and digital payments have a 

significant effect on spending behavior. 

 

6. SIGNIFICANCE OF THE STUDY  

This study benefits various stakeholders: 

 

Students gain insights into how digital payments affect 

spending habits, helping them improve financial literacy and 

make smarter financial decisions. 

 

Administrators can use the findings to design programs that 

promote responsible financial behavior and adapt campus 

services to students’ digital needs. 

 

Digital payment service providers gain understanding of 

student preferences, enabling them to enhance features like 

convenience and security. 

 

Future researchers can build upon this study to further 

explore the relationship between technology and financial 

behavior among students. 

 

7. SCOPE AND DELIMITATIONS  

This study focuses on the impact of digital payment apps 

on student spending behavior at Mabalacat City College 

(MCC). Respondents were selected using stratified sampling 

from four institutes: IBCE, IHTM, IAS, and ITE, and only 

students who use digital wallets for purchasing products or 

services were included. The study centers on demographic 

profiles, digital payment usage, and related spending 

behavior, excluding other unrelated variables and non-MCC 

students. This targeted scope allows for a more in-depth 

understanding of financial behavior in the digital context. 

  

8. METHODOLOGY 

8.1 METHODS AND TECHNIQUE OF THE STUDY  

This study used a quantitative, correlational research 

design to examine the relationship between digital payments 

and student spending behavior. This method allows for 

objective measurement, statistical analysis, and examination 
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of variable relationships without implying causation. Student 

demographics were considered as covariates to assess if they 

influenced the correlation. Past studies (e.g., Tribhan, 2024; 

Amadi & Nubia, 2021; Goni & Salawu, 2018) emphasize the 

importance of demographics and realistic settings in 

understanding consumer behavior with digital payment 

systems. 

 

8.2 RESEARCH LOCALE 

The study was conducted at Mabalacat City College 

(MCC) in Pampanga, Philippines—a technologically 

advanced institution with a diverse student population. 

MCC’s strong digital infrastructure and widespread use of 

platforms like GCash and PayMaya provide an ideal setting 

to explore how digital payments influence student spending 

habits. The campus environment and its integration of 

technology made it suitable for this research. 

 

8.2 RESPONDENTS/PARTICIPANTS/KEY 

INFORMANTS  

The study focused on students from Mabalacat City 

College across four institutes: IBCE, IHTM, IAS, and ITE. A 

stratified random sampling method was used to ensure 

balanced representation across institutes and year levels, 

forming 16 unique strata. This approach allowed the 

researchers to compare spending behaviors across different 

student groups effectively. Using Slovin’s formula with a 5% 

margin of error, the required sample size was determined to 

be 365 from a population of 3,503 students. Proportional 

allocation ensured fairness and accuracy in sample 

representation. 

 

                   (1) 

 

 
 

8.3 RESEARCH INSTRUMENTS 

The researchers utilized a self-made survey to assess the 

effect of digital payments on students’ spending behavior. 

Surveys are effective tools for collecting structured data from 

diverse participants, facilitating trend analysis and evidence-

based conclusions (Kim & Couper, 2020). The questionnaire 

employed closed-ended checkbox items, which provided 

consistent and analyzable responses (Kurniawan et al., 2019). 

A 4-point Likert scale was used to quantify students' 

perceptions, allowing for statistical analysis of attitudes and 

behaviors related to digital payment usage. 

 

 
 

The reliability test for this study was conducted 

using Cronbach's alpha to assess the internal consistency of 

the instrument. Cronbach's alpha is a measure that evaluates 

the reliability and stability of the instrument's questions, 

determining the degree to which the instrument consistently 

measures the intended constructs—Attitude, Perceived 

Behavioral Control, and Social Influence—related to 

spending behavior. 

 

Based on the findings, the Spending Behavior 

Impact scale achieved a Cronbach's alpha of 0.80, interpreted 

as "Good" according to reliability standards. This result 

indicates that the research instrument is reliable and suitable 

for data collection, as it effectively captures the constructs in 

question and meets the accepted reliability threshold. 

 

8.4 DATA COLLECTION PROCEDURE 

The researchers identified the objectives and target 

population, then developed a structured survey using 

multiple-choice and 4-point Likert scale items. After 

validating the instrument and securing necessary permissions, 

the questionnaire was distributed to the selected sample. Data 

collection was conducted uniformly to ensure consistency. 

Responses were analyzed using appropriate statistical 

methods, with findings presented clearly to highlight key 

insights and implications. 

8.5 DATA PROCESSING AND STATISTICAL 

TREATMENT 

The collected data in this study undergoes both 

descriptive and inferential statistical analysis. The data 

gathered from the respondents was scored, tallied, tabulated, 

and interpreted. Microsoft Excel was employed to analyze 

the data by calculating frequency counts, sums, ranks, 

percentages, and weighted means.          The following 

statistical technique was utilized for the data analysis: 
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1. Frequency and Percentage Distribution 

According to Statistics Canada. (2021), the frequency (f) 

of a particular value refers to the number of times that value 

occurs in the data set. Essentially, it is a count of occurrences 

for a specific value within the dataset. When talking about 

the distribution of a variable, this refers to the overall pattern 

of these frequencies. This includes the set of all possible 

values that the variable can take and the frequencies 

associated with each of these values. This comprehensive 

view is crucial for analyzing trends and patterns, especially 

in the specific context of the study variables, which are the 

description of respondents’ demographic profiles and the 

types of mobile wallets and apps used by respondents. 

The formula for calculating the percentage in a frequency 

distribution is 

 
             

(2) 

2. Weighted Mean 

The weighted mean is a type of average calculated by 

multiplying each event or outcome's assigned weight (or 

probability) by its corresponding value, then summing up all 

the resulting products. This method proves valuable when 

determining a theoretically anticipated outcome, especially 

when each outcome carries a distinct probability of 

occurrence. Taylor, S. (2023). In this study, this will be used 

to calculate the average income or allowance of the students 

and find the average amount spent by students using 

different digital payment methods.  

 The mean, or average, of a set of numbers is determined 

by dividing the total sum of the numbers by the quantity of 

numbers in the set. The formula used is 

 

 

      (3) 

 

 

3. Standard Deviation 

According to Finding and using health statistics, the 

standard deviation or (σ) quantifies the extent to which the 

data is spread out relative to the mean. A low or small 

standard deviation suggests that the data points are tightly 

clustered around the mean, while a high or large standard 

deviation indicates that the data is more dispersed. A 

standard deviation nearing zero implies that the data points 

are very close to the mean, whereas a larger standard 

deviation suggests that the data points are spread farther 

away from the mean. This enhanced the researchers’ analysis 

by highlighting differences and variations that affect the 

overall spending behavior of MCC students.  

The formula is: 

 

 

 

               

  

              (4) 

 

4. Chi-Square Tests 
The chi-squared test is a statistical method widely utilized 

for assessing the association between categorical variables 

and for testing hypotheses regarding the distribution of data. 

It is particularly effective in analyzing contingency tables, 

where it evaluates whether the observed frequencies of 

occurrences differ significantly from expected frequencies 

under a null hypothesis. The test is grounded in the chi-

squared distribution, which serves as the reference 

distribution for determining statistical significance (Franke et 

al., 2011; McHugh, 2013)   

This study was applied to assess whether demographic 

factors—such as age, gender, income level, and year level—

were related to factors affecting students’ spending behaviors, 

specifically their attitudes, social influences, and perceived 

control over digital payments. The test compared observed 

data to what would be expected if no relationship existed 

between these variables. If the resulting p-value was below a 

standard threshold (0.05), it indicated a statistically 

significant association, meaning the observed relationship 

was unlikely due to chance. By identifying such relationships, 

the Chi-Square test in this study revealed how demographic 

factors influence students’ spending behaviors, which 

informed targeted financial education tailored to students’ 

unique backgrounds. 

 

8.6 ETHICAL CONSIDERATION 

The researchers ensured full compliance with the Data 

Privacy Act of 2012 (RA 10173), prioritizing participants' 

privacy and data confidentiality. Informed consent was 

obtained, with respondents informed of their rights, including 

voluntary participation and anonymity. Data was securely 

stored and limited to authorized personnel. Any identifying 

information was kept separate and used only when necessary. 

Proper citations were observed in accordance with the 

Intellectual Property Code (RA 8293). The study was 

conducted objectively, with the well-being of participants as 

a primary concern. 
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9. PRESENTATION, ANALYSIS, AND 

INTERPRETATION OF DATA 

In this chapter, an analysis of the data collected for the 

study was made, statistical techniques were applied, and 

interpretations were completed to draw conclusions from the 

study. 

1.0 Respondents Profile: According to Age, Gender, 

Institute, Year level, and Income Level/Budget Allowance  

Table 1 Presents the Frequency and Percentage 

Distribution of the Respondents According to Age 

 

 

Table 1 

Frequency and Percent Distribution of the Respondents 

According to Age 

 

Age FREQUENCY PERCENTAGE RANK 

17-19 148 40.55% 2 

20-22 194 53.15% 1 

23-25 18 4.93% 3 

26 and 

above 5 1.37% 4 

Grand 

Total 365 100.00% 
 

It can be gleaned from Table 1 that out of 365 

respondents, 194 or 53.15% were from age bracket of 20-22 

and 148 or 40.55% were from the age bracket of 17-19. The 

18 or 4.93% respondents were from 23-25 age bracket. Lastly, 

students aging from 26 and above represents 5 or 1.37% of 

the study population. 

The data from Table 1 shows that a significant 

proportion of the respondents, specifically those aged 20-22 

and 17-19, comprise over 90% of the total sample size. This 

age group, often referred to as the "digital natives," is known 

for its ability to rapidly adopt and integrate new technologies 

into daily life. Studies, such as Oblinger et al. (2005) and 

Baham et al. (2023), have shown that younger individuals 

exhibit a faster learning curve and adaptability with digital 

platforms. This is largely attributed to their exposure to 

technology from an early age, enabling them to efficiently 

utilize tools like smartphones, social media, and cloud-based 

platforms in both personal and professional settings. 

 

 

Table 2  

Frequency and Percent Distribution of the Respondents 

According to Gender 

 

Sex FREQUENCY PERCENTAGE RANK 

Female 255 69.86% 1 

Male 110 30.14% 2 

Grand 

Total 365 100.00% 
 

 

It can be seen from Table 2 that out of 365 respondents, 

255 or 69.86% were females and 110 or 30.14% were 

Males.  

The results from Table 2 indicate that the majority of 

respondents, 69.86%, are female, which reflects the 

significant role women play in digital technology adoption. 

Studies like Chatterjee (2024) and Smith (2022) show that 

women are rapidly adapting to digital financial tools and 

becoming more involved in financial transactions through 

mobile banking and other fintech platforms. This trend is 

increasingly prevalent in developing countries, where 

women are leveraging user-friendly digital financial 

services, leading to enhanced financial inclusion.  
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Table 3 

Frequency and Percent Distribution of the Respondents 

According to Institute 

 

The table 3 shown above shows that out of 365 

respondents, 135 (36.99%) were from the Institute of 

Business and Computing Education (IBCE), 122 (33.42%) 

from the Institute of Teaching Education (ITE), 78 (21.37%) 

from the Institute of Hospitality and Tourism Management 

(IHTM), and 30 (8.22%) from the Institute of Arts and 

Science (IAS). 

Table 4 

Frequency and Percent Distribution of the Respondents 

According to Year Level 

 

Table 4 shows that first-year students make up the 

largest group (33%), followed by third-year (29%), second-

year (20%), and fourth-year students (18%). The high number 

of first-year students suggests early interest in digital 

payments, likely due to the convenience they offer in 

managing academic expenses. Research also shows that 

younger students tend to adopt digital payment tools quickly 

because of their ease of use and accessibility. 

 

Table 5 

Frequency and Percent Distribution of the Respondents 

According to  

Income/Allowance 

 

Income/Allowa

nce per Month 

FREQUENC

Y 

PERCENT

AGE 

RA

NK 

2,001 - 4,000 

PHP 97 26.58% 2 

4,001 - 6,000 

PHP 46 12.60% 3 

6001 - 8,000 

PHP 10 2.74% 5 

Above 8,000 

PHP 15 4.11% 4 

Below 2,000 

PHP 197 53.97% 1 

Grand Total 365 100.00%  

 

Table 5 shows that around 54% of respondents receive 

less than 2,000 PHP per month, 27% receive 2,001–4,000 

PHP, and 12.60% fall within the 4,001–6,000 PHP range. 

Only 4.11% receive over 8,000 PHP monthly. This 

indicates that most college students manage with limited 

financial resources, which likely affects their spending 

behavior and priorities. Studies also highlight income as a 

key factor influencing digital payment usage and 

satisfaction. 

2.0 Products and Services Spent Online 
 

Table  6 

Frequency and Percentage Distribution of Products and 

Services Spent Online 

 

Table 6 shows that 66.85% of students’ online 

spending goes to academic-related fees, followed by 

29.86% for sending money, and 16.44% for clothing and 

accessories. Smaller portions are spent on general services 

(2.47%), leisure or entertainment (5.21%), and food and 

groceries (0.82%). This suggests students prioritize 

academic and financial needs over personal or leisure 

spending. Research also shows that students are 

increasingly willing to invest in education, with digital 

payment tools supporting convenient transactions for tuition 

and related expenses. 

 

3.0 Commonly used Digital Payment Applications 

Table 7 presents the frequency and percent distribution of 

commonly used digital payment applications 

 

Table  7 

Frequency and Percent Distribution of 

Commonly Used Digital Payment Applications 

Institut

e 

FREQUENC

Y 

PERCENTAG

E 

RAN

K 

IBCE 135 36.99% 1 

IHTM 78 21.37% 3 

ITE 122 33.42% 2 

IAS 30 8.22% 4 

Grand 

Total 365 100.00% 
 

   
 

Year Level 

FREQUENC

Y % RANK 

First Year 119 33% 1 

Second Year 74 20% 3 

Third Year 107 29% 2 

Fourth Year 65 18% 4 

Total 365 100%  

Most Spend Online 
FREQUENC

Y 
% RANK 

Clothing and 

Accessories 60 16.44% 3 

Paying of Academic 

Related Fees 
244 66.85 

1 

General Services 

(e.g., Salon, Spa, 

etc.) 9 2.47% 6 

Sending Money 109 29.86% 2 

Subscriptions (e.g., 

Streaming, Services, 

etc.) 14 3.84% 5 

Entertainment (e.g., 

Games, Movies, 

Music, etc.) 19 5.21% 4 

Food and Groceries 3 0.82% 7 

Books and Study 

Materials 0 0.00% 8 

Grand Total 458 125%  
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Table 7 shows that 97.53% of students use GCash, 

making it the most widely used digital payment app. Other 

apps like 7/11 CLIQQ (14.79%), Maya (11.78%), online 

banking (13.15%), and Go Tyme (9.59%) are used less 

frequently. GrabPay (3.84%) and PayPal (4.66%) are the least 

used. The dominance of GCash highlights its convenience and 

accessibility, which supports students' financial management 

(Espeleta, 2022). However, this ease of use may also 

encourage impulsive spending, as digital payments reduce the 

perceived pain of spending (Soman, 2003; Espeleta, 2022), 

potentially affecting students’ budgeting and saving habits 

 

 

4.0 Spending Behavior and Factors that Affect Them 

 

Table 8 

Respondents Assessments on their Spending Behavior 

and Contributing Factor 

 

Table 8 shows that college students generally agree 

with statements about their spending habits (overall mean = 

2.96, SD = 0.40). They strongly agree with prioritizing trusted 

brands (mean = 3.48), spending mostly on necessities (mean 

= 3.45), and using discounts and special offers (mean = 3.43). 

While less pronounced, impulsive behaviors like buying when 

stressed (mean = 2.27) or based on recommendations (mean 

= 2.58) still fall within the ‘Agree’ range. Students also tend 

to choose cheaper options (mean = 3.23) and are somewhat 

willing to pay more for quality (mean = 2.90). 

 

This behavior aligns with findings by Zhong et al. 

(2022), who noted that financial constraints lead students to 

prioritize essential expenses like tuition and living costs. 

Karunanayaka et al. (2018) observed that students favor 

brands aligning with their values, enhancing trust and 

reducing risk. Brand trust significantly influences purchasing 

decisions, with students showing loyalty to brands they find 

reliable and relatable (Barros et al., 2020; Martin & Nasib, 

2021). Carvalhal (2023) adds that emotional connections to 

institutions can extend to brand preferences. 

Despite their focus on essentials, students still show moderate 

impulsivity, especially when deals are involved—consistent 

with studies highlighting the influence of discounts and 

promotions on student purchasing behavior (Zhong et al., 

2022). 

 

5.0 Effect of Digital Payment on Spending Behavior in 

terms of Attitudes, Social Influence, and Perceived 

Behavioral Control 

Table 9 

Respondents Assessments on the Effect of Digital 

Payment on Spending Behavior In terms of Attitude 

ATTITUDE Mean RANK 

Standa

rd 

Deviati

on 

Verbal 

Description 

Digital 

payments 

make it 

easier for me 

to manage 

my spending 

3.14 2 0.79 

Agree 

I believe 

using digital 

payments 

encourages 

me to spend 

more than I 

would with 

cash 

2.48 4 0.97 

Disagree 

DIGITAL 

PAYMEN

T APPS 

FREQUENC

Y 

PERCENTAG

E 

RAN

K 

G-cash 356 97.53 1 

Maya 43 11.78 4 

Grabpay 14 3.84 7 

7/11 CLIQQ 54 14.79 2 

Paypal 17 4.66 6 

Go tyme 35 9.59 5 

Online 

Banking 

(e.g., BPI, 

BDO, etc.) 48 13.15 3 

Total 567 155.34  

Spending Behavior 
MEA

N 
SD 

RA

NK 

Verbal 

Descript

ion 

1. I tend to spend more 

when I have extra 

money 2.98 0.96 

5 Agree 

2. I usually buy the 

cheapest option 

available 3.23 0.85 

4 Agree 

3. I am willing to 

spend more money on 

high-quality items 2.9 0.96 

6 Agree 

4. I prefer to buy 

products from brands I 

trust. 3.48 0.76 

1 Strong

ly 

Agree 

5. Most of my 

spending is on things I 

really need 3.45 0.73 

2 Strong

ly 

Agree 

6. I often buy things 

impulsively when I see 

products from my 

favorite brands 2.33 0.94 

8 Agree 

7. I frequently take 

advantage of discounts 

and special offers. 3.43 0.76 

3 Strong

ly 

Agree 

8. I tend to spend more 

money when I am 

stressed 2.27 1.09 

9 Agree 

9. I often make 

purchases based on 

recommendations 

from friends or 

influencers 2.58 0.92 

7 Agree 

GRAND MEAN 2.96 0.4  Agree 
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I find digital 

payment 

extremely 

convenient 

for making 

transactions 

3.42 1 0.7 

Strongly 

Agree 

Using digital 

payment fits 

well with my 

lifestyle and 

preferences 

for 

convenience. 

3.02 3 0.74 

Agree 

GRAND 

MEAN 
3.02  0.55 

Agree 

The table shows that respondents generally hold a 

positive attitude toward digital payments. They agree that 

digital payments help manage spending (mean = 3.14, SD = 

0.79) and strongly agree that they are convenient for 

transactions (mean = 3.42, SD = 0.70). They are more neutral 

about whether digital payments fit their lifestyle (mean = 

3.02, SD = 0.74), and less likely to think digital payments 

encourage overspending compared to cash (mean = 2.48, SD 

= 0.97), indicating more varied opinions. 

The overall mean of 3.02 suggests a favorable 

perception of digital payments, which supports findings by 

Luong et al. (2021), who noted that positive attitudes 

significantly influence consumers’ intention to adopt digital 

payment systems. The relatively consistent responses (SD = 

0.55) align with Sivathanu’s (2019) study, which found that 

perceived usefulness and ease of use contribute to stable 

positive attitudes toward digital payments, especially during 

periods of economic transition. 

Table 10 

Respondents Assessments on the Effect of Digital 

Payment on Spending Behavior In terms of Social 

Influence 

SOCIAL 

INFLUENCE 

Me

an 

RAN

K 

Standard 

Deviatio

n 

Verbal 

Descrip

tion 

The way people 

I know spend 

money using 

digital payments 

affects how I 

spend my own 

money 

2.12 2 0.85 
Disagre

e 

I often adjust my 

spending 

patterns based 

on how others 

around me use 

digital payment 

methods 

2.13 1 0.86 
Disagre

e 

During times of 

stress, I'm more 

inclined to make 

impulse 

purchases 

influenced by 

how my friends 

spend with 

digital 

payments. 

1.92 3 0.86 
Disagre

e 

I tend to spend a 

similar amount 

using digital 

payments as my 

friends do. 

1.87 4 0.83 
Disagre

e 

GRAND 

MEAN 
2.01  0.69 

Disagre

e 

The The table shows that respondents generally disagree 

with the idea that social influence significantly affects their 

digital payment behavior (overall mean = 2.01, SD = 0.69). 

They disagree that others’ spending impacts their own (mean 

= 2.12, SD = 0.85), that they adjust spending based on others 

(mean = 2.13, SD = 0.86), or that they make impulse 

purchases during stress due to peer influence (mean = 1.92, 

SD = 0.86). The lowest agreement is with spending similarly 

to friends (mean = 1.87, SD = 0.83). 

These results suggest social factors have minimal impact, 

aligning with Simatupang et al. (2022), who found that 

individual attitudes and perceived control outweigh social 

norms in digital payment use. Likewise, Aditya and Ekyawan 

(2021) emphasize that personal habits and convenience, rather 

than social pressure, primarily drive digital payment behavior. 

Table 11 

Respondents Assessments on the Effect of Digital 

Payment on Spending Behavior In terms of Perceived 

Behavioral Control 

PERCEIVED 

BEHAVIOR

AL 

CONTROL 

Mea

n 

RAN

K 

Standar

d 

Deviatio

n 

Verbal 

Descripti

on 

1. I am 

confident in 

my ability to 

3.13 2 0.76 Agree 
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use different 

digital 

payment 

applications 

effectively. 

2. I find it easy 

to keep track 

of my 

spending when 

using digital 

payments 

3.1 3 0.8 Agree 

3. I feel in 

control of my 

financial 

decisions 

when using 

digital 

payments 

3.01 4 0.84 Agree 

4. I have the 

necessary 

resources (e.g. 

smart phone, 

internet 

access) to use 

digital 

payments 

3.54 1 0.69 
Strongly 

Agree 

GRAND 

MEAN 
3.19  0.6 Agree 

The table shows that respondents generally disagree 

with the idea that social influence significantly affects their 

digital payment behavior (overall mean = 2.01, SD = 0.69). 

They disagree that others’ spending impacts their own (mean 

= 2.12, SD = 0.85), that they adjust spending based on others 

(mean = 2.13, SD = 0.86), or that they make impulse 

purchases during stress due to peer influence (mean = 1.92, 

SD = 0.86). The lowest agreement is with spending similarly 

to friends (mean = 1.87, SD = 0.83). 

These results suggest social factors have minimal 

impact, aligning with Simatupang et al. (2022), who found 

that individual attitudes and perceived control outweigh social 

norms in digital payment use. Likewise, Aditya and Ekyawan 

(2021) emphasize that personal habits and convenience, rather 

than social pressure, primarily drive digital payment behavior. 

Table 12 

Summary of the Respondents Assessment on the Effect of 

Digital Payment on Spending Behavior in terms of 

Attitude, Social Influence and Perceived Behavioral 

Control  

How 

digital 

payments 

affect the 

students' 

spending 

behavior 

MEA

N 

RAN

K 

Standard 

Deviatio

n 

Verbal 

Descriptio

n 

Attitudes 3.02 2 0.55 Agree 

Social 

Influence 2.01 3 0.69 

Disagree 

Perceived 

Behavioral 

Control 3.19 1 0.6 

Agree 

OVERAL

L 2.74  0.41 

Agree 

The table presents the mean scores for the Theory of 

Planned Behavior constructs. A mean of 3.02 for attitude 

suggests students see clear benefits in digital payments, 

aligning with DeFreitas and Bravo (2023), who note that 

digital education enhances tech adoption. This supports 

Poudel's (2023) findings that positive perceptions encourage 

usage. 

Perceived behavioral control scored highest at 3.19, 

indicating students feel capable and secure using digital 

platforms. This reflects Poudel’s (2023) emphasis on the role 

of security and privacy, and Kamal et al.'s (2023) findings that 

convenience drives digital payment adoption among youth. 

In contrast, the social influence construct scored lowest at 

2.01, showing students are less affected by peers in their 

financial behavior. This is consistent with Slade et al. (2015), 

who found that social influence varies across groups and may 

have limited impact on digital payment use among students. 
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6.0 Significant Relationship in the Respondents' Spending 

Behavior by Profile 

 

 

The Chi-

Square tests 

presented 

examine the 

relationship 

between age 

and three 

factors: attitude, social influence, and perceived behavioral 

control. Each test compares the categorical variable "age" 

with the corresponding factor to determine if there is a 

statistically significant association.  

 

Age and Attitude 
     The Pearson Chi-Square value is 53.636 (df = 30, p = 

0.005), indicating a statistically significant relationship 

between age and attitude toward digital payments. The 

Likelihood Ratio test supports this (p = 0.035). However, 

59.1% of cells have expected counts less than 5, which may 

affect test reliability. Despite this, results suggest that age 

influences students’ attitudes (DeFreitas & Bravo, 2023; 

Poudel, 2023). 

 

Age and Social Influence 

The Pearson Chi-Square result is 61.219 (df = 36, p = 

0.005), showing a significant association between age and 

perceived social influence. Yet, 65.4% of cells have low 

expected counts, and the Likelihood Ratio test yields a p value 

of 0.072, indicating a weaker association. These findings 

suggest age may impact sensitivity to peer influence, although 

not uniformly (Simatupang et al., 2022; Aditya & Ekyawan, 

2021). 

 

Age and Perceived Behavioral Control 

The Chi-Square value is 26.478 (df = 36, p = 0.004), 

pointing to a significant link between age and perceived 

behavioral control. The Likelihood Ratio test (p = 0.059) 

supports this. Although 65.4% of cells fall below the expected 

count threshold, the data imply that age plays a role in 

students' sense of control when using digital payment systems 

(Kamal et al., 2023; Poudel, 2023). 

. 

Table 1.2 

Correlation of Sex with the Factors Affecting Student 

Spending Behavior 

 
SEX * 

ATTITUDE 

SEX * 

SOCIAL 

INFLUENC

E 

SEX * 

PERCEIVED 

BEHAVIORA

L CONTROL 

 

Val

ue 

d

f 

Asy

mpt

otic 

Sign

ifica

nce 

(2-

side

d) 

Val

ue 

d

f 

A

sy

m

pt

oti

c 

Si

gn

ifi

ca

nc

e 

(2

-

si

de

d) 

Val

ue 

d

f 

Asy

mpt

otic 

Sign

ifica

nce 

(2-

side

d) 

Table 1.1 

Correlation of Age with the Factors 

Affecting Student Spending Behavior 

Chi-Square Tests 

 
AGE* 

ATTITUDE 

AGE * 

SOCIAL 

INFLUENC

E 

AGE * 

PERCEIVE

D 

BEHAVIO

RAL 

CONTROL 

 

V

al

ue 

d

f 

Asy

mpt

otic 

Sign

ifica

nce 

(2-

side

d) 

V

al

ue 

d

f 

Asy

mpt

otic 

Sign

ifica

nce 

(2-

side

d) 

V

al

ue 

d

f 

Asy

mpt

otic 

Sign

ifica

nce 

(2-

side

d) 

Pear

son 

Chi-

Squa

re 

5

3.

6

3

6a 

3

0 

0.00

5 

6

1.

2

1

9a 

3

6 

0.00

5 

2

6.

4

7

8a 

3

6 

0.00

4 

Like

liho

od 

Rati

o 

4

5.

5

1

6 

3

0 

0.03

5 

4

9.

0

7

2 

3

6 

0.07

2 

2

9.

7

5

5 

3

6 

0.05

9 

N of 

Vali

d 

Case

s 

3

6

5 

  

3

6

5 

  

3

6

5 

  

 

a. 26 cells 

(59.1%) have 

expected 

count less 

than 5. The 

minimum 

expected 

count is .03. 

a. 34 cells 

(65.4%) have 

expected 

count less 

than 5. The 

minimum 

expected 

count is .03. 

a. 34 cells 

(65.4%) have 

expected 

count less 

than 5. The 

minimum 

expected 

count is .01. 

Significant at 0.05 level (p < 0.05) 

x²-value = Computed Chi-square value (Chi-

square test result) 

Likelihood Ratio = Likelihood ratio test result 

P-value = Level of significance (if p < 0.05, 

significant; if p > 0.05, not significant) 

Ho = Null Hypothesis 
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Pe

ar

so

n 

C

hi

-

Sq

ua

re 

10.

048
a 

1

0 

0.04

4 

20.

880
a 

1

2 

0.

05

2 

9.0

83a 

1

2 

0.00

5 

Li

ke

lih

oo

d 

R

ati

o 

10.

307 

1

0 

0.03

4 

22.

631 

1

2 

0.

03

1 

9.9

17 

1

2 

0.41

3 

N 

of 

V

ali

d 

C

as

es 

365   365   365   

 

a .5 cells 

(22.7%) have 

expected count 

less than 5. The 

minimum 

expected count 

is .60. 

a. 7 cells 

(26.9%) have 

expected 

count less 

than 5. The 

minimum 

expected 

count is .60. 

   a. 10 cells 

(38.5%) have 

expected count 

less than 5. The 

minimum 

expected count 

is .30.  

 

 

Sex and Attitude 
The Pearson Chi-Square value is 10.048 (df = 10, p 

= 0.436), indicating no significant relationship between sex 

and attitude. Despite a 22.7% rate of cells with expected 

counts below 5, the test remains valid. The Likelihood Ratio 

test (p = 0.034), however, suggests a possible association. 

These mixed results imply sex may have a marginal influence 

on attitudes toward digital payments (DeFreitas & Bravo, 

2023). 

 

Sex and Social Influence 

 

      The Pearson Chi-Square test yields a value of 20.880 (df 

= 12, p = 0.052), which is just above the threshold for 

significance. While not definitive, this suggests a potential 

weak relationship. In contrast, the Likelihood Ratio (p = 

0.031) supports a significant association. With 26.9% of cells 

having expected counts below 5, interpretation should be 

cautious. These findings are consistent with research 

indicating that gender differences may influence 

susceptibility to social factors (Simatupang et al., 2022; 

Aditya & Ekyawan, 2021). 

 

Sex and Perceived Behavioral Control 

 

      The Pearson Chi-Square value is 9.083 (df = 12, p = 

0.005), indicating a statistically significant relationship 

between sex and perceived behavioral control. However, the 

Likelihood Ratio test reports a p-value of 0.413, contradicting 

this result. Additionally, 38.5% of cells have low expected 

counts, which may reduce reliability. These mixed outcomes 

suggest sex may play a role in shaping perceptions of control 

over digital payments, possibly linked to differing levels of 

confidence and familiarity with technology (Kamal et al., 

2023; Poudel, 2023). 

 

Table 1.3 

Correlation of Institute with the Factors Affecting 

Student Spending Behavior 
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Institute and Attitude 

 

      The Pearson Chi-Square test yields a value of 43.396 (df 

= 30, p = 0.054), suggesting no statistically significant 

relationship, though the result is marginal. The Likelihood 

Ratio test (p = 0.049) indicates a weak but significant 

association between institute and attitude. However, with 

38.6% of cells having expected counts below 5, the reliability 

of this result is limited. 

 

Institute and Social Influence 

 

      The Pearson Chi-Square value is 35.811 (df = 36, p = 

0.048), indicating a significant relationship between institute 

and social influence. However, the Likelihood Ratio test (p = 

0.366) does not confirm this, suggesting mixed findings. With 

50.0% of cells having low expected counts, results should be 

interpreted with caution. 

 

Institute and Perceived Behavioral Control 

 

The Pearson Chi-Square test shows a significant result (χ² = 

51.815, df = 36, p = 0.043), suggesting that institute affiliation 

influences perceived behavioral control. The Likelihood 

Ratio test (p = 0.068) points to a weaker relationship. Since 

55.8% of cells have expected counts below 5, the robustness 

of the conclusion is limited. 

 

Table 1.4 

Correlation of Year Level with the Factors Affecting 

Student Spending Behavior 
 

Year Level and Attitude 

 

       The Pearson Chi-Square value is 31.110 (df = 30, p = 

0.041), indicating a statistically significant relationship 

between year level and attitude. The Likelihood Ratio test (p 

= 0.344) aligns with this, though with weaker evidence. With 

34.1% of cells having expected counts below 5, the result is 

somewhat limited in reliability. 

 

Year Level and Social Influence 

 

      The Pearson Chi-Square test yields a value of 30.464 (df 

= 36, p = 0.729), suggesting no significant relationship 

between year level and social influence. The Likelihood Ratio 

test (p = 0.668) supports this finding. Despite 38.5% of cells 

having low expected counts, the interpretation remains 

unaffected. 

 

Year Level and Perceived Behavioral Control 

 

A significant association is observed with the 

Pearson Chi-Square value of 28.359 (df = 36, p = 0.042). The 

Likelihood Ratio test (p = 0.415) offers weaker support. With 

50% of cells below the expected count threshold, the 

reliability is reduced, indicating the need for a larger sample 

to confirm this relationship. 

 

Table 1.5 

Correlation of Income/Budget Allowance with the 

Factors Affecting Student Spending Behavior 

 
INSTITUTE * 

ATTITUDE 

INSTITUTE * 

SOCIAL 

INFLUENCE 

INSTITUTE 

* 

PERCEIVE

D 

BEHAVIOR

AL 

CONTROL 

 

Va
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d

f 

Asymp
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Signifi
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(2-

sided) 
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ue 

d
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V
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d

f 
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Signi
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ce 

(2-

sided

) 
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are 

43.

39

6a 

3

0 
0.054 

35.

811
a 

3

6 
0.048 

51

.8

15
a 

3

6 

0.04

3 

Like
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od 
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o 

43.
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6 

3

0 
0.049 

38.
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3

6 
0.366 

49

.3

88 

3

6 

0.06

8 

N of 

Vali

d 

Case

s 

36

5 
  365   

36

5 
  

 

 a. 17 cells 

(38.6%) have 

expected count 

less than 5. The 

minimum 

expected count is 

.16.    

a. 26 cells 

(50.0%) have 

expected count 

less than 5. The 

minimum 

expected count 

is .16. 

 a. 29 cells 

(55.8%) have 

expected 

count less 

than 5. The 

minimum 

expected 

count is .08.    

 

 
YEAR LEVEL 

* ATTITUDE 

YEAR LEVEL 

* SOCIAL 

INFLUENCE 

YEAR 

LEVEL * 

PERCEIVE

D 

BEHAVIOR

AL 

CONTROL 

 

Va

lue 

d

f 

Asy

mpto

tic 

Signi
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e 
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0a 

3

0 
0.041 
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a 

3

6 
0.729 

28.
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9a 

3

6 

0.0

42 

Likel

ihood 

Ratio 

32.

51

6 

3

0 
0.344 

31.

812 

3

6 
0.668 

28.

46

4 

3

6 

0.4

15 

N of 

Valid 

Cases 

36

5 
  365   

36

5 
  

 

a. 15 cells 

(34.1%) have 

expected count 

less than 5. The 

minimum 

expected count 

is .36. 

a. 20 cells 

(38.5%) have 

expected count 

less than 5. The 

minimum 

expected count 

is .36. 

a. 26 cells 

(50.0%) have 

expected 

count less 

than 5. The 

minimum 

expected 

count is .18. 



International Journal of Academic Accounting, Finance & Management Research(IJAAFMR) 

ISSN: 2643-976X 

Vol. 9 Issue 6 June - 2025, Pages: 318-336 

www.ijeais.org/ijaafmr 

331 

 

Income Level/Budget Allowance and Attitude 

 

The Pearson Chi-Square value is 49.711 (df = 40, p 

= 0.014), indicating a statistically significant relationship 

between income level or budget allowance and attitude. The 

Likelihood Ratio test (p = 0.117) also points toward a 

potential association. However, 63.6% of cells have expected 

counts below 5, which may limit the reliability of this finding. 

 

Income Level/Budget Allowance and Social Influence 

 

The Pearson Chi-Square value is 56.009 (df = 48, p 

= 0.202), suggesting no significant relationship between 

income level or budget allowance and social influence. The 

Likelihood Ratio test (p = 0.157) supports this result. With 

69.2% of cells below the expected count threshold, the test's 

robustness may be compromised. 

 

Income Level/Budget Allowance and Perceived 

Behavioral Control 

A potential significant relationship is found with a 

Pearson Chi-Square value of 47.386 (df = 48, p = 0.049). The 

Likelihood Ratio test (p = 0.424) offers weaker support. 

Similar to the other tests, 69.2% of cells have expected 

counts below 5, indicating limited reliability and suggesting 

the need for a more balanced sample. 

 

Table 1.6 

Correlation of Demographics with the Factors Affecting 

Student Spending Behavior 

Chi-Square Tests 
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36
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a. 35 cells 

(63.6%) have 

expected count 

less than 5. The 

minimum 

expected count 

is .05. 

a. 45 cells 

(69.2%) have 

expected count 

less than 5. The 

minimum 

expected count is 

.05. 

a. 45 cells 

(69.2%) have 

expected count 

less than 5. The 

minimum 

expected count is 

.03. 
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This table summarizes how various demographic 

factors—age, sex, institute, year level, and 

income/allowance—relate to key constructs influencing 

student spending behavior: attitude, social influence, and 

behavioral control. Each demographic was tested to see if 

there is a significant relationship with these constructs, 

indicated by rejecting the null hypothesis. 

 

Age 

 

          Age shows statistically significant correlations with all 

three constructs—attitude, social influence, and behavioral 

control—with p-values below 0.05. The mean scores (3.02 for 

attitude, 2.01 for social influence, and 3.19 for behavioral 

control) suggest that age significantly shapes spending 

behavior. These results imply that students of different ages 

vary in their spending attitudes, the social pressures they 

experience, and their ability to control spending decisions. 

Sex 
      Sex significantly influences attitude (p = 0.044) and 

behavioral control (p = 0.005), indicating differences between 

males and females in spending attitudes and self-regulation. 

However, the influence of sex on social influence is marginal 

(p = 0.052), falling just above the conventional significance 

threshold. This suggests that while gender might affect social 

factors related to spending, the evidence is not strong enough 

to confirm a definitive effect. 

 

Institute 

The institute a student attends is significantly related 

to behavioral control (p = 0.043), suggesting it affects how 

well students regulate their spending. Attitude (p = 0.054) and 

social influence (p = 0.048) are close to significance but do 

not conclusively show a relationship. This indicates a 

potential but not definitive impact of institutional affiliation 

on spending attitudes and social pressures. 

 

Year Level 
        Year level shows a significant relationship with attitude 

(p = 0.041) and behavioral control (p = 0.042), meaning 

students’ spending attitudes and control tend to change as they 

progress academically. This supports the idea that freshmen 

and seniors differ in their spending behavior. However, year 

level has no significant effect on social influence (p = 0.729), 

indicating that peer pressure does not vary significantly across 

academic years. 

 

Income/Allowance 
      Income or allowance significantly influences attitude (p = 

0.041) and behavioral control (p = 0.049), suggesting that 

students’ financial resources affect their spending attitudes 

and control. Social influence, however, is not significantly 

related to income (p = 0.202), implying that financial status 

does not strongly impact susceptibility to social pressures 

regarding spending. 
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10. SUMMARY OF FINDINGS 

 

Demographic Profile of Students 

 

 Most respondents are aged 20–22 and predominantly 

female. Students come from various institutes and year 

levels at MCC, with most managing a monthly allowance 

below 2,000 PHP. 

 

Students’ Online Spending Priorities 

Students prioritize spending on tuition, supplies, and daily 

needs, with less focus on non-essentials. 

 

Digital Payment Application Usage 

GCash is the most used platform due to convenience and 

accessibility, while others like PayMaya and online banking 

are less common. 

 

Spending Behavior 

Students show practical, needs-based spending 

habits. Leisure spending is present but secondary. 

Impact of Digital Payments on Spending Behavior 

Students value digital payments for their convenience and 

control. Peer influence is minimal, and students feel 

confident managing digital transactions. 

 

Correlation between Demographic Variables and 

Spending Behavior 

 

Age: Younger students have more positive attitudes and 

stronger control. 

Sex: Female students are slightly more peer-influenced but 

both genders show positive attitudes. 

 

Institute: Influences perceived control, especially in 

business/tech fields. 

 

Year Level: Affects control but not attitude or social 

influence. 

 

Income Level: Higher income relates to more positive 

attitudes and greater financial control. 

 

11. CONCLUSION 

 

Demographic Profile: Most students are young, tech-savvy, 

and female, with limited income influencing cautious 

spending. 

 

Online Spending Priorities: Academics are the main 

spending focus, with limited discretionary purchases. 

 

Digital Payment Apps: GCash is dominant due to usability 

and features that suit student needs. 

 

Spending Behavior: Students favor essential purchases and 

discounts, showing financial discipline despite occasional 

impulse spending. 

 

Impact of Digital Payments: Students view digital tools 

positively and use them to support mindful spending. Social 

influence is low; independence is high. 

 

Demographics & Behavior: Age, sex, institute, year level, 

and income all influence attitudes and behaviors, with 

students in higher levels or relevant fields showing more 

control and digital engagement. 

 

12. RECOMMENDATIONS 

 

1. Set Financial Goals Based on Income 

Students should align budgets with income and use digital 

tools for tracking and reviewing expenses. 

 

2. Promote Positive Financial Attitudes 

Encourage use of app features like spending limits and 

promote financial literacy to reinforce healthy habits. 

 

3. For Future Researchers 

Incorporate qualitative methods and explore other settings to 

gain deeper insights into students’ digital payment behavior. 

 

13. SUMMARY 

 

Digital payment platforms help MCC students manage 

finances responsibly. Implementing these recommendations 

will strengthen financial skills, encourage saving, and 

prepare students for future independence. 
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