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Abstract
[bookmark: _8ttdmqflcqq]This research examined the relationship between allowance and online impulse buying behavior of Senior High School students at Adventist Medical Center College Academy (AMCCA). The study aimed to determine whether students’ monthly allowance was associated with their online impulsive buying behavior. A quantitative, descriptive-correlational design was employed, involving 93 randomly selected respondents from a population of 121 Senior High School students (sample size computed using Slovin’s formula). Data were gathered through a researcher-adapted questionnaire composed of three sections: demographic profile, online impulsive buying behavior, and allowance related spending habits. The main variables were measured using a 5-point Likert scale. The instrument was tested for reliability prior to administration. Pearson’s correlation coefficient (r) was used to examine the relationship between two main variables. The combined statistical analysis revealed no significant association between the amount of monthly allowance and student’s online impulse buying behavior (r=0.01, p=0.92). Students with higher allowances were not more likely to make impulsive online purchases, indicating that financial capacity alone did not predict their susceptibility to unplanned spending. Overall, the respondents showed cautious and regulated buying behavior, with low impulsive buying scores suggesting responsible financial decision-making despite exposure to online shopping platforms. These findings provided valuable insights that could help students develop greater financial responsibility. Since allowance levels did not influence impulsive tendencies, the results highlight the importance of focusing on other potential drivers such as financial literacy, emotional regulation, peer influence, and digital marketing exposure. Strengthening these areas may better support adolescents in developing mindful, disciplined, and sustainable spending habits in an increasingly digital consumer environment.
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INTRODUCTION
The development of online shopping platforms has altered purchasing behavior among the entire population of the world, especially adolescents. Among the adolescents, particularly senior high school students, regularly engage with various digital marketplaces. The online environments are characterized by time-limited promotions, personalized recommendations, livestream selling, and convenient digital payment system. This increased the likelihood of impulse buying, defined as unplanned purchasing driven by immediate urges rather than deliberate evaluation of both necessities and wants. A research by Kumar et al. (2024) has demonstrated that online stimuli activate emotional responses that often result in spontaneous purchases. At the same time, Ngo et al. (2024) found that sensory elements and perceived scarcity significantly increased impulsive buying behavior among Generation Z consumers. Consequently, these findings indicate that the structure of online shopping platforms facilitates rapid decision-making that may override rational control.
Amidst the growing body of research, several have examined the psychological and social factors associated with online impulse buying behavior. The research by Nguyen and Nguyen (2025) found that fear of missing out (FOMO) mediated the relationship between livestream features and impulsive buying behavior. On the other hand, a research by Anaya et al. (2024) reported a weak significant positive correlation between implicit peer pressure and impulsive buying among senior high school students. Studies by Kumar et al. (2025) and Ngo et al. (2024) focusing on emotional and environmental triggers further showed that promotional strategies and platform design intensified impulsive urges. Despite these studies contributing to understanding impulse buying behavior, most of them emphasized psychological and marketing influences rather than financial capacity.
The financial resources have also been investigated as potential predictors of impulsive buying behavior in some studies. A study by Borromeo et al. (2022) showed that greater monetary availability increased likelihood of unplanned purchases by reducing financial restraint. In parallel, Suyanto et al. (2024) found that students with higher allowances tended to engage in more frequent impulsive buying in spite of this relationship being moderated by financial knowledge. Conversely, a research by Aningsih (2024) reported that pocket money did not have a significant effect on online impulsive buying behavior. These studies suggest inconsistent findings concerning the influence of allowance on impulsive buying behavior. Furthermore, a study by Ablay et al. (2023) found that strong financial management skills reduced the tendency of impulse buying. Qomariyah et al. (2022) also found that financial literacy plays a moderating role in impulsive buying among the Generation Z consumers.
Despite the continuously growing body of research, gaps consistently remain in literature. According to a study by Pascual et al. (2024), there is a weak relationship between allowance and impulse buying behavior among the Grade 12 students in Manila, but the study was only limited to an urban public-school context. Another study, by Cervantes et al. (2020), reported that the amount of money available does have an influence on online shopping behavior among senior high school students, still institutional and contextual factors remain unexplored. Most existing studies concerning this topic focus on college students or generalized youth populations. This leaves limited empirical evidence on senior high school students whose primary financial resource is a fixed monthly allowance, particularly within faith-based educational institutions.
In order to address this gap, the present study examines the relationship between monthly allowance and impulsive buying behavior in online shopping among senior high school students of Adventist Medical Center College Academy. It aims to determine the distribution of students’ monthly allowances, assess the level of their online impulsive buying behavior, and test whether a statistically significant relationship exists between these variables. Through providing institution-specific quantitative evidence, this study seeks to contribute to the literature on adolescent consumer behavior and support data-driven financial literacy initiatives in secondary education. 

METHODS
The study employed a quantitative, descriptive-correlational design to examine the relationship between students’ monthly allowance and their online impulse buying behavior. A quantitative approach was used to collect and analyze numerical data, while the descriptive component described the students’ allowance range and level of online impulse buying behavior. The correlation aspect of the design determined whether a significant relationship existed between the two variables. Other potential influencing factors such as financing literacy, self-esteem, peer influence, or family background were excluded to keep the scope clear and manageable. 
The respondents of the study were Senior High School students enrolled at Adventist Medical Center College Academy (AMCCA) in San Miguel, Iligan City, Philippines, during the academic year 2025-2026. Out of 121 Senior High School students, 93 respondents were randomly selected, which represented 76.86% of the total population, by utilizing a simple random sampling. The sample size was determined using the Slovin’s formula with a 5% margin of error, ensuring that the sample size was both statistically reliable and feasible for data collection. A digital randomizer (spinning wheel application) was used to select participants, ensuring equal chances of being selected and also reducing sampling bias. 
Data were gathered through a researcher-adapted questionnaire administered via Google Forms. Although the Google Form link was accessible within class group chats, responses were carefully monitored, and only submissions from selected students were included in the dataset to preserve the integrity of the sampling procedure. The instrument consisted of three parts: (1) demographic information; (2) online impulse buying behavior measured through seven Likert-scale items adapted from Rook and Fisher (1995) and Pascual et al.; and (3) allowance and spending habits assessed using four Likert-scale items related to allowance sufficiency, online spending, overspending tendencies, and saving difficulties. A pilot test was conducted among Junior High School students who were excluded from the main sample to establish validity and reliability. Internal consistency testing yielded a Cronbach’s alpa coefficient of 0.87, indicating strong reliability.
Data collection followed a structured procedure that included securing formal permission from the school administration, obtaining informed consent from participants, and automatically recording responses through Google Sheets to reduce manual errors. A five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree) was used for scoring. Descriptive statistics such as frequency, percentage, and mean summarized respondent profiles and key variables. Pearson’s correlation coefficient (r) at a 0.05 level of significance tested the relationship between monthly allowance and impulse buying behavior, with Spearman’s rho considered as a non-parametric alternative if normality assumptions were not met. Ethical considerations were strictly observed by ensuring voluntary participation, informed consent, and confidentiality of all collected data.

RESULTS AND DISCUSSIONS
The demographic profile of the 93 respondents indicates that 54.8% were Grade 12 students and 45.2% were from Grade 11. The majority were female (63.1%) while 26.9% were male. Ages ranged from 15 to 19 years old, with 17-year-olds comprising the largest group (44.1%). In terms of monthly allowance, the highest proportion of students (26.9%) received ₱500-₱1,000, followed by ₱1,001-₱1,500 (23.7%). Notably, 19.4% received below ₱500, and 18.3% reported allowances above ₱2,000. This distribution suggests that while some students receive relatively higher allowances, a considerable portion manages with limited financial resources. 
The overall weighted mean for online impulse buying behavior was 2.55, interpreted as Disagree, indicating generally low levels of impulsive online purchasing. Statements reflecting spontaneous buying tendencies obtained low mean scores (2.32-2.39), while a few items related to excitement or post-purchase feelings reached neutral levels (2.65-3.01). These findings suggest that students rarely engage in unplanned online purchases and tend to demonstrate restraining when exposed to digital shopping platforms. 
Regarding allowance and spending habits, students agreed that their allowance was generally sufficient to cover their needs and wants (3.45). However, they disagreed with statements related to overspending and difficulty saving (2,37-2.43). The overall weighted mean of 2.67 (Neutral) indicates that while students may occasionally experience spending temptations, such tendencies do not strongly characterize their financial behavior. The perception of allowance sufficiency, combined with low impulsiveness scores, reflects practical budgeting habits and responsible financial management.
Correlation analysis revealed a Pearson’s r value of 0.01 with a p-value of 0.92, indicating no statistically significant relationship between monthly allowance and online impulse buying behavior. This finding suggests that the amount of allowance does not determine students’ tendency to make impulsive online purchases. Instead, internal factors such as self-control, financial discipline, and rational decision-making may exert greater influence. The results align with the Theory of Reasoned Action, which posits that behavior is shaped by deliberate intentions and evaluation of consequences rather than by emotional impulse alone. Overall, the findings demonstrate that students exhibit thoughtful purchasing behavior despite exposure to online marketing stimuli and varying financial capacities.

 Table 1. Online Impulsive Buying Behavior Responses

	Statements
	1
(Strongly Disagree)
	2
(Disagree)
	3
(Neutral)
	4
(Agree)
	5
(Strongly Agree)
	Weighted Mean

	1. I often buy things online without thinking.
	35
	15
	25

	8
	10

	2.39


	2. When I see something online that attracts me, I buy it without considering the consequences.
	31
	21
	24
	10
	7

	2.37

	3. I tend to buy things spontaneously when shopping online.
	34
	17
	27
	8
	7

	2.32


	4. It is hard for me to resist buying items that catch my attention online. 
	26
	18
	24
	13

	12
	2.65

	5. I feel excited when I make unplanned purchases online.
	29
	12
	19
	18
	15

	2.76

	6. I sometimes buy things online just because they are on sale, even if I don’t really need them.
	37
	12
	24
	12
	8

	2.38

	7. I regret some of the things I buy online without planning.
	21
	11
	25
	18
	18
	3.01



 Note:    1.00 – 1.80 = Strongly Disagree, 1.81 – 2.60 = Disagree, 2.61 – 3.40 = Neutral, 
3.41 – 4.20 = Agree, 4.21 – 5.00 = Strongly Agree

 
Table 2. Online Impulsive Buying Behavior Responses

	Statements
	1
(Strongly Disagree)
	2
(Disagree)
	3
(Neutral)
	4
(Agree)
	5
(Strongly Agree)
	Weighted Mean

	1. My monthly allowance is enough to cover both my needs and wants.
	6
	14
	30

	18
	25

	3.45


	2. I usually spend a portion of my allowance on online shopping.
	29
	23
	25
	6
	10

	2.41

	3. I sometimes overspend my allowance on online purchases.
	39
	17
	15
	8
	14

	2.37


	4. I find it difficult to save money from my allowance because of online shopping.
	38
	10
	25
	7

	13
	2.43


 Note:    1.00 – 1.80 = Strongly Disagree, 1.81 – 2.60 = Disagree, 2.61 – 3.40 = Neutral, 
3.41 – 4.20 = Agree, 4.21 – 5.00 = Strongly Agree

Table 3. Correlation Between Monthly Allowance and Online Impulse Buying Behavior

	Statements
	Pearson’s r
	p-value
	Interpretation
	Decision on H₀

	Monthly Allowance & Impulsiveness Score
	0.01
	0.92
	Not significant

	Fail to Reject H₀




CONCLUSIONS AND RECOMMENDATIONS
The findings indicate that Senior High School students at Adventist Medical Center College Academy generally demonstrate responsible financial behavior and low levels of online impulse buying. Despite differences in monthly allowance, most students manage their finances wisely. Their low impulsive buying scores show that they rarely engage in unplanned online purchases. Although minor emotional triggers related to excitement or regret displayed higher means, these did not significantly elevate the overall impulsive buying tendency. This implies that while emotional and environmental triggers are present within online shopping platforms, they do not strongly influence students’ purchasing behavior.
Furthermore, the correlation analysis confirmed that monthly allowance does not significantly determine impulsive buying behavior (r = 0.01, p = 0.92). The absence of a statistically significant relationship suggests that financial capacity alone does not shape students’ online spending behavior. Instead, other factors such as personal discipline, financial literacy, peer influence, and exposure to digital marketing strategies may exert a great impact on purchasing decisions. These findings highlight the importance of self-regulation and rational evaluation in adolescent consumer behavior, reinforcing the view that impulsive buying is not merely a function of available financial resources.
In light of these findings, students are encouraged to continue practicing mindful and responsible spending habits. Since allowance size was not a significant predictor of impulsive buying, maintaining budgeting practices and reflecting on purchasing decisions may help prevent unnecessary expenses, particularly when exposed to online advertisements and promotional sales. Parents are likewise encouraged to sustain open communication regarding allowance allocation and savings expectations, as guided financial support may reinforce long-term discipline. Teachers and school administrators may further strengthen financial literacy levels, emotional well-being, digital consumption patterns, and peer dynamics. Expanding the sample way to other schools or communities and conducting periodic assessments of students’ spending behaviors may also provide a broader and more comprehensive understanding of adolescent online purchasing tendencies.
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