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ABSTRACT

This study determined the influence of financial literacy on online purchasing 

decisions among the business administration students amidst COVID-19 pandemic. The 

study further examined if there were significant differences and relationships between 

financial literacy in terms of budgeting, saving, and debt, and online purchasing 

decisions in terms of purchasing expense, quantity, and frequency. Cross tabulation, 

frequency count and percentage distribution, mean, t-Test, ANOVA, standard deviation, 

and Pearson correlation coefficient were used to analyze the data collected from 250 

respondents who were subjected to a survey-form questionnaire. The findings showed 

that the respondents, when grouped according to their profiles, were financially literate 

and had an understanding of budgeting, saving, and debt. In terms of their online 

purchasing decisions, it differs depending on their profiles, as most of their purchase 

expense range from 500 and below, their purchase quantity of 5 items and below, and 

their purchase frequency of once a month. Financial literacy had no bearing on the 

respondent’s profile; the only significant difference was in the debt aspect based on sex 

profile. Additional findings showed that the respondent's profile did not influence their 

online purchasing decisions in terms of expense, quantity, and frequency. Lastly, there 

was no relationship between financial literacy and online purchasing decisions since the 

respondent's being highly literate or least literate did not affect his/her online purchasing 

decisions amidst the COVID-19 pandemic.


