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Introduction

T

Abstract. This study focused on the inclination of ABM Senior High School
students at Guiuan National High School toward online and offline
shopping environments. The researchers used a descriptive-comparative
research design to survey 104 respondents who were chosen through
stratified sampling in order to ascertain how their shopping intentions are
influenced by time, money, and personal preference. A validated
questionnaire modified from Abong et al. (2023) was used to collect the
data. Descriptive statistics and inferential tests were used for analysis.
Analysis showed that both online (M=3.73) and offline (M=3.68) shopping
were preferred by students. It appears that online shopping was popular
due to its cost-effective options and time-saving advantages, such as
discounts and convenience. Offline shopping was still relevant to students
who appreciated physically examining products before purchasing them
and immediately receiving the items they purchased. There were no
statistically significant differences regarding purchase intentions of the
sample based on any of the following: age category, gender category, or
income category (p>.05). Additionally, comparison using paired samples
t-test revealed that online and offline purchasing intentions did not differ
significantly; thus, students seem to perceive both forms of purchasing as
equal in importance. Results further validate the Theory of Planned
Behavior in regard to how a consumer’s purchase decision is more
influenced by situational variables and perceived convenience than by
their demographic characteristics. Finally, results demonstrate that ABM
students practice flexible and adaptive consumer behavior, as they
determine what platform to use based on their immediate context.
Additional future research should explore other psychological and
behavioral factors that can affect purchasing decisions.

he rise of e-commerce has completely changed how consumers make purchasing decisions and have altered
their behavior in terms of obtaining essential information, making product comparisons, and finalizing purchase
transactions. The blended marketplace is a result of the growth of E-Commerce platforms forcing consumers to

understand how to combine traditional offline retailing with the convenience of shopping using their digital device. This
has made the competition between the online and traditional retailing sectors significantly more intense. According to
Chaffey (2019), digital environments influence consumers' purchasing behavior by allowing them to access user-generated
content, compare prices across different suppliers, and have access to immediate product information. Generation Z or the
"Digital (Ben)Native" experiences high levels of comfort when consuming products through technology.
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Despite the rise of online shopping, there are still benefits to shopping offline at brick-and-mortars. Retailers continue to
have an obligation to provide customers with first-hand examinations of products before buying them, as well as an
opportunity for consumers to make immediate purchases and create an experience through product interactions.
Therefore, emerging retailer questions arise from a growing two-channel retail landscape regarding how young consumers
evaluate and navigate both types of retail environments. Since the introduction of online purchasing, the retail environment
has changed significantly, resulting in a dynamic interaction between traditional brick-and-mortar stores and online
marketplaces. Customers who appreciate being able to physically inspect things and receive personalized attention
continue to be drawn to offline shopping due to its tactile experience and instant pleasure. However, due to its unmatched
ease, wide selection, and affordable prices, internet shopping has completely changed how consumers behave. This is
especially true for time- and tech-conscious consumers. New developments in the retail sector show that these two
shopping experiences are becoming more and more similar. For example, augmented reality (AR) allows customers to view
products in real time while physical stores are incorporating digital technologies to improve the in-store experience (Patel,
N. et.al. 2024).

Previous studies were conducted to analyze purchasing behaviors based on urban versus rural populations, adults or across
different generations. In the study conducted by Ray and Bandyopadhyay (2025), entitled “Exploring Consumer
Preferences: An In-Depth Comparative Study on Online and Offline Shopping Habits,” emphasizes that consumer buying
behavior has evolved significantly in the digital age, with both online and offline channels providing unique experiences
and benefits. The study investigates the factors influencing consumer preferences for online and offline shopping and
analyzes consumer behavior patterns in both settings. In the study, the finding reveals that online and offline shopping
behaviors are shaped by various factors, including demographics, convenience, product type, and sensory experiences.
While online shopping is preferred for convenience and variety, offline shopping remains popular for high-involvement
purchases where tactile experience and immediate ownership are valued. The author further discussed that to effectively
meet consumer expectations, retailers should adopt an omnichannel approach that incorporates the strengths of both
online and offline shopping. By understanding consumer motivations and preferences, businesses can create integrated
retail strategies that maximize customer satisfaction and retention.

There are very few empirical studies that focused solely on rural Senior High School Students in the Philippines, due to the
fact that constraints to purchasing decisions can greatly differ in regions with limited infrastructure, variability in income,
and/or limited access to markets. Few studies conduct a direct comparison of intentions for making purchases online versus
making purchases in-store and also evaluate the impact of demographic characteristics like age, gender, and socio-
economic status at the same time. This is particularly significant for students who are enrolled in Accountancy, Business
and Management (ABM) programs, since their exposure to business and consumer principles may influence how they
perceive cost, time, and personal preference when making a purchasing decision. The absence of localized, strand-focused
comparative research limits a comprehensive understanding of youth consumer behavior in rural educational settings.

Due to this gap, this research study seeks to analyze in a comparative manner the respective online and offline shopping
intention of students from the ABM Senior High School at Guiuan National High School. This study shall address the
following three (3) objectives: (1) To ascertain the extent to which respondents prefer shopping online or in-store through
examining their own personal preferences, cost effectiveness, and time effectiveness when compared with their own
individual circumstances; (2) To determine whether there are any significant differences for respondents based on their
respective ages, genders and /or economic statuses; and (3) To identify an overall difference between those who intend to
shop online versus those who intend to shop in-store. By conducting this research within the context of a rural public school
in the Philippines, the results of this research may serve as empirical evidence added to the growing body of literature
discussing Generation Z consumer buying behavior, providing useful information to those involved in decision making
regarding education, retailing and government policy.

Statement of the Problem

This study explored and compared the buying preferences of ABM Senior High School students at Guiuan National
High School between offline and online markets. In addition, the study gained a better understanding of how these students
make purchasing decisions and whether there were significant differences in their preferences for online versus offline
shopping.

Specifically, the following questions were answered:
1. What are the profiles of the students in terms of:

1.1 Age;
1.2 Gender; and
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1.3 Economic Status?

2. What is the level of preference of ABM Senior High students towards online purchase intention in terms of:
2.1 Personal Preferences;

2.2 Cost Efficient; and

2.3 Time Efficient?

3. What is the level of preference of ABM Senior High students towards offline purchase intention in terms of:
3.1 Personal Preferences;

3.2 Cost Efficient; and

3.3 Time Efficient?

4. What is the preferred purchase of ABM Senior High Students in terms of Online and Offline shopping
Environment?

5. Is there significant difference between the level of preference between online purchase intention in terms of
personal preferences, cost efficient, and time efficient classified according to age, sex, economic status?

6. Is there significant difference between the level of preference between offline purchase intention in terms of
personal preferences, cost efficient, and time efficient classified according to age, sex, economic status?

7. 1s there a significant difference between the level of preference for online and offline purchase intention?

Methodology

Research Design

The researchers utilized a descriptive-comparative research design in this case which accommodates explaining measuring
and comparing how students intend to purchase goods in both online and offline stores. In this context narrative
explanation is quite essential because it allows probing of phenomena where the aim is to investigate the differences in a
targeted population, here the ABM students, as well as the impact of other demographic factors like age, gender or economic
class on their shopping behavior.

Research Locale

The study was conducted at the Guiuan National High School (GNHS), which was located in Barangay Cogon in the
Municipality of Guiuan, Province of Eastern Samar. Guiuan is located at the southernmost part of Samar Island and is a first-
class municipality in the province of Eastern Samar. Additionally, serving a diverse student body from different barangays
in Guiuan and surrounding communities, GNHS is a public secondary school run by the Department of Education. The school
gives students options that are in line with their educational objectives and career interests by offering Senior High School
programs under both the Academic and Technical-Vocational-Livelihood (TVL) tracks.

Respondents of the Study

The respondents of this study were the ABM Senior High School Students in Guiuan National High School who were enrolled
in the school year 2025-2026. From a total of 123 ABM Senior High School Students from the Academic Track, 104
respondents were selected using the Stratified Sampling. The study focuses only on ABM (Accountancy, Business and
Management) students because their academic track directly relates to consumer behavior, marketing principles, and
business decision making. These students are more likely to have foundational knowledge and interest in the concept of
buying preferences, product evaluation, and market trends, which align with the study’s objective.

Instrumentation

In their study, Abong et al. (2023) used a structured survey questionnaire called “Exploring the Purchasing Behavior of
Customers in Pangantucan Bukidnon in both Online Shopping and Physical Store,” as adapted for the context of the ABM
Senior High School students who attended Guiuan National High School. The survey was broken up into three sections: (1)
demographic profile (age, sex, and economic status), (2) intention to purchase online, and (3) offline purchase intention.
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Usage intention, both online and offline, was measured on three separate dimensions: (1) personal preference, (2) cost
efficiency, and (3) time efficiency; using a five-point Likert scale of 1 = Highly Not Preferred to 5 = Highly Preferred. The
questionnaire was submitted to research advisors for clarity and relevance then went through a pilot test prior to finalizing
the questionnaire to determine reliability.

Data Gathering Procedure

Before data gathering commenced, official consent was obtained from academic institutions and the administration of
Guiuan National High School to gather data from participating students. School officials and class advisors had coordinated
with the researchers to make necessary arrangements to administer questionnaires in such a way as to not disturb the
students' regular schooling. Participants were made aware of what was going to occur in regard to research, and consent
was obtained in order for researchers to collect data from the participants. Researchers enforced research ethics
throughout the data collection process including confidentiality, anonymity (there was no identifying information
collected), and obtaining participant consent. The researchers administered the questionnaires directly in order to provide
clear directions on how to complete the questionnaires and answer any questions that may arise. After data collection, the
researchers reviewed the returned questionnaires to make sure that they were completed prior to encoding them. All data
collected from the participants was only used for research purposes and academia.

Data Analysis

All gathered data were organized, cleaned, then analyzed using both descriptive statistics and inferential statistics
techniques. To describe the demographic profile of respondents, frequency and percentage will be used. To calculate a level
of preference regarding purchasing either online or offline via personal preference, cost efficiency, and time efficiency will
have mean and standard deviation calculated. The mean score will be interpreted using pre-defined ranges correlating to
that of the descriptive equivalent of Highly Not Preferred through Highly preferred. Independent samples t-test will
compare male vs. female for gender purposes; one-way anova will compare economic status groups; kruskal wallis test will
compare the age ranges. A paired sample t-test determined overall difference between online and offline purchases in
general.

Results and Discussion

Variable Category Frequency (f) Percentage (%)

Age 16-17 years old 101 97.1

18-19 years old 2 1.9

20 years old and above 1 1.0

Gender Male 20 19.2

Female 84 80.8

Economic Below 8,000 php 67 64.4
Status

8,000- 14,999 php 22 21.2

15,000- 24,999 php 8 7.7

25,000 php and above 7 6.7

Table 1. The Demographic Profile of the Respondents
Demographic Profile of the Respondents
Age Profile

A total of 104 ABM Senior High School Students from Guiuan National High School participated in the research. According
to this distribution, the ages of the majority of students from ABM Senior High School correspond to the stage of adolescence
commonly found in students in the Philippines. It can be assumed that the small percentage of students 18 years old or
older are due to delayed entry into school, or other interruptions or personal issues that caused them to return. Because
the majority of the respondents are younger, this study represents a typical example of the consumption behavior and
spending habits of younger generation Z students. Most of the participants were 16-17 years old (97.1%) and at least 18
years old (1.9%) and 20+ (1.0%) were found thus the sample is representative of mostly mid-adolescent learners.
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Gender

Most of the respondents were female (80.8%) and male (19.2%). The distribution of gender reflects a predominance of
females on the ABM strand. It can be seen from this sample that female students represented a larger percentage of the
survey participants than male students. This is in line with national statistics, which also show that more females sign up
for commerce-related vocational programs than males. A higher percentage of female respondents to the survey may mean
that females were quicker to respond or were more inclined to participate in this survey than their male counterparts. Bagla
(2019) states that women are more engaged in online purchases and other digital shopping activities than men. Therefore,
when considering the findings of the study, it should be noted that due to the demographics of the respondent population,
the behavior patterns found may reflect how females traditionally purchase goods.

Economic Status

Of the respondent’s economic status, respondent's monthly household income was below £8,000 reported by 64.4% of
respondents, followed by 21.2% in the £8,000-P14,999 category. Very few (only 1%) were found in the higher income
category thus representing the lack of resources available to the majority of participants came from low-income
households. According to research, most ABM students come from low-income households, a common trend in rural
schools. As aresult, ABM students are typically more cautious when making purchases and tend to evaluate prices before
deciding whether they can afford to make the purchase. Therefore, students' purchasing habits are influenced by their
family's financial limits and as such, ABM students' purchasing decisions are largely made based on what is reasonable or
financially a good deal rather than on what would otherwise be preferred

Statements Mean SD Interpretation
Personal Preference
I like to try to purchase different 3.51 0.92 High Preference
things online
I like a great deal of variety online 3.34 0.76 Moderate Preference
[ prefer the availability of high-quality 3.56 0.95 High Preference

products and services provided by the
web retailer

[ search various online websites just to 3.44 1.00 High Preference
find out more about the latest sales

Mean 3.46 0.91 High Preference
Cost Efficient
I decide that I may be able to find 3.74 0.87 High Preference
better sales at another online stores
[ find a website that offers discounts 4.25 0.81 Very High Preference
or free shipping
[ find a website that has a low price 4.00 0.99 High Preference
I find a website that has lower prices 3.89 1.07 High Preference
than offline stores

Mean 3.97 0.93 High Preference
Time Efficient
I prefer to purchase from an online 3.60 0.95 High Preference

store because I can take my time
compare products

[ prefer online shopping because its 3.63 0.99 High Preference
time saving
I prefer online shopping because it 3.96 0.96 High Preference

reduces the effort of travelling,
walking, and carrying.

I prefer online shopping it takes less 3.82 0.89 High Preference
time to evaluate and select products

Mean 3.75 0.95 High Preference

Overall Mean 3.73 0.93 High Preference

Table 2. Level of Preference towards Online Purchase Intention
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Level of Preference towards Online Purchasing Intention

The statistics indicated that students strongly preferred making purchases online (M=3.73, SD=0.93). In terms of Personal
Preference, the highest mean score is 3.56 "I prefer the availability of high-quality products and services provided by the
web retailer”, with a SD of 0.95 interpreted as "High Preference". The lowest was the statement " I like a great deal of variety
online"” with a mean score of 3.34, a SD of 0.76 and interpreted as "Moderate Preference ". In terms of Cost Efficiency, the
statement "I find a website that offers discounts or free shipping " garnered a mean score of 4.25, with a SD of 0.81
interpreted as Very High Preference. Additionally, the statement " I decide that [ may be able to find better sales at another
online stores" gained a mean score of 3.74, with a SD of 0.87 and interpreted as High Preference. Lastly, In the Time
Efficiency, the statement " I prefer to purchase from an online store because I can take my time compare products” garnered
as lowest mean score of 3.60, with a SD of 0.95 interpreted as High Preference. On the other hand, the highest score was on
the statement" I prefer online shopping because it reduces the effort of travelling, walking, and carrying" with a mean score
of 3.96, a SD of 0.96 and interpreted as High Preference. Of the three criteria, cost efficiency (M=3.97) was the highest,
indicating that students value the free shipping, affordable prices, and discounts offered by online platforms. With a mean
score of 3.75, Time Efficiency ranked second, suggesting that students value the convenience of shopping without having
to travel. Additionally, Personal Preference displayed a high mean of 3.46, suggesting that many students find web browsing
to be convenient and comfortable. While most students agreed on the benefits of online purchasing, there was some
heterogeneity due to individual experiences with internet availability and product quality, as indicated by the standard
deviation values (SD= 0.9).

Some findings match what (Sisca, 2022) - how price views and site exposure affect online buys. The spread of answers
shows whether most students thought alike or had different opinions. While many like the ease and cheaper deals of digital
shopping, confidence and happiness differ because results were mixed in the middle.

Shopping Mode Mean Rank Interpretation
Online Purchase Intention 3.72 1 High Preference
Offline Purchase Intention 3.69 2 High Preference

Table 3. Preferred Purchase of ABM Senior High School Students in term of Online and Offline Purchasing Intentions

The results show ABM Senior High students prefer buying stuff online or at actual shops. Even though internet shopping
scored 3.72 (SD = 0.55), real-store visits reached nearly the same at 3.69 (SD = 0.53). Browsing online edged out slightly,
thanks to a mere gap of 0.03 - offline habits hardly changed at all. With narrow SDs across responses, it's clear most pupils
shared close views when rating either method. These findings suggest that students choose where to shop based on what
feels most practical at the moment. They appreciate the convenience, affordability, and accessibility that online shopping
offers, yet they still place importance on being able to physically inspect products and obtain them immediately when
shopping in stores.

This equal division matches what Ajzen Theory of Planned Behavior suggested back in 1991 - what people do isn't only
shaped by beliefs, yet depends on their sense of control too. Since students enjoy online buying just as much as physical
shops, alongside feeling comfortable with both, their purchase intentions remain flexible rather than fixed.

Variable X2 df. P Interpretation
Online Purchasing Intention 0.043 2 0.979 Not Significant

Table 4. Kruskal-Wallis Test for Age vs Online Purchase Intention

The test results, X2(2) = 0.043, p =.979, show interest in online shopping stayed about the same across age groups - most
participants were 16 to 17 years old, so there wasn’t a wide range to look at; still, standard deviations were alike in each
group, meaning views on online shopping didn’t really shift with age.

Gender Mean SD t df P Interpretation
Male 3.60 0.49
Female 3.75 0.52 -1.77 102 0.80 Not Significant

Table 5. Independent- Samples t-test for Gender vs Online Purchase Intention

© 2026 The International Review of Multidisciplinary Research. This is an open access article distributed under the terms of the Creative
Commons Attribution 4.0 International License (CC BY 4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original author and source are credited.

675



COMPARATIVE STUDY OF ONLINE AND OFFLINE PURCHASING INTENTIONS
The International Review of Multidisciplinary Research, Volume 1, Issue 3, 2026

Although female students (M= 3.75, SD = 0.52) reported slightly higher online- shopping preference than male students
(M= 3.60, SF= 0.49), the difference was not statistically significant ( p= .080). The close mean values and small SDs
demonstrate that both groups of share comparable views toward online purchasing. Standard deviation was useful here to
illustrate that responses within each gender were homogeneous, meaning that individual opinions did not deviate widely
from the group mean.

Variable df Between df Within F Sig. (p) Interpretation
Online Purchasing Intention 3 100 0.202 0.670 Not Significant

Table 6 Economic Status vs. Online Purchase Intention

One-way ANOVA showed no significant differences across economic status groups (F (3, 100) = 0.202, p= .670). This
indicates that students across all levels of economic standing- whether low, average, or relatively higher- reported
comparable preferences for online shopping. The relatively small SDs across categories show uniform responses, indicating
that economic status had minimal effect on students' online - shopping preferences. Access to affordable internet and
mobile apps may explain this uniformly.

Statements Mean SD Interpretation

Personal Preference
I like new and different styles of 3.72 0.88 High Preference
products in the physical stores
I prefer to see things I buy before 4.13 0.95 High Preference
buying them
I find better-quality products and 4.00 0.85 High Preference
services in the physical store
It was easy to find the product I 3.49 0.96 High Preference
wanted in the physical store

Mean 3.84 0.91 High Preference
Cost Efficient
I decide that I may be able to find 3.62 0.83 High Preference
better sales at a land-based store.
I buy items on sales in physical stores 3.49 0.85 High Preference
I notice price difference in physical 3.84 0.93 High Preference
stores
I consider buying in physical stores to 3.35 1.00 Moderate Preference
check products, even at a high price

Mean 3.58 0.90 High Preference
Time Efficient
I prefer to purchase from physical 3.62 0.79 High Preference
stores because it is more convenient
I consider the day when I make a 3.52 0.88 High Preference
purchase in physical stores
I choose to purchase in physical stores, 3.70 0.94 High Preference
particularly in such a hurry
I find myself pressed for time when I 3.67 0.81 High Preference
do my shopping in physical stores

Mean 3.63 0.86 High Preference

Overall Mean 3.68 0.89 High Preference

Table 7 Level of Preference towards Offline Purchase Intention

In terms of Personal Preference, the highest mean score was 4.13 “I prefer to see things I buy before buying them", with a
SD of 0.95 interpreted as "High Preference". The lowest was the statement "It was easy to find the product I wanted in the
physical store" with a mean score of 3.49, a SD of 0.96 and interpreted as "High Preference ". In terms of Cost Efficiency, the
statement "I notice price difference in physical stores" garnered a mean score of 3.84, with a SD of 0.93 interpreted as High
Preference. Additionally, the statement "I consider buying in physical stores to check products, even at a high price" gained
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amean score of 3.35 with a SD of 1.00 and interpreted as Moderate Preference. Lastly, In the Time Efficiency, the statement
"I choose to purchase in physical stores, particularly in such a hurry"” garnered a highest mean score of 3.70, with a SD of
0.94 interpreted as High Preference. On the other hand, the lowest mean score was on the statement" I consider the day
when [ make a purchase in physical stores" with a mean score of 3.52, a SD of 0.88 and interpreted as High Preference.
The findings reveal students favored buying things in person, scoring it 3.68 on average (SD = 0.89). Of the three factors,
liking it personally stood out with a 3.84 - this hints that plenty prefer checking items up close then walking out with them
right away after store visits. Since the spread of answers was narrow, their views lined up closely, showing most felt just
about equally relaxed and sure about shopping offline.

This decision highlights why seeing items yourself matters - many students rely on things they've personally examined or
touched. This thought matches findings from (Muhammad and Raiker 2019), when touching products boosted buyer
confidence during purchases.

Variable Xz df. P Interpretation

Offline Purchasing Intention 0.290 2 0.865 Not Significant

Table 8. Kruskal-Wallis Test for Age vs Offline Purchase Intention

In spite of varying ages, learners preferred real-world store perks - X?(2) = 0.290, p =.865 revealed no major gaps in offline
buying habits. Opinions stayed consistent throughout cohorts - the spread of responses backed that up. Physical shops’
instant rewards mattered just as much to younger crowds as older ones did.

Gender Mean SD t df P Interpretation
Male 3.60 0.49
Female 3.75 0.52 -1.77 102 0.80 Not Significant

Table 9. Independent- Samples t-test for Gender vs Offline Purchase Intention

Female students showed slightly stronger offline shopping habits (M = 3.72, SD = 0.54) compared to male peers (M = 3.63,
SD = 0.50), yet this gap didn’t reach statistical significance (p = .136).The average difference is small- yet shows both
genders think pretty alike. Most answers stayed near the middle since spreads were tight. That closeness means views don’t
swing much when buying face-to-face.

Variable df Between df Within F Sig. (p) Interpretation
Online Purchasing Intention 3 100 0.225 0.855 Not Significant

Table 10. Economic Status vs. Online Purchase Intention

The ANOVA result (F(3, 100) = 0.225, p = .866) revealed no real gap in offline buying interest among different income
brackets. Each group landed close together on average, with tight standard deviations - pointing to shared views about in-
person shopping. So instead of money shaping behavior, it looks like access and checking items firsthand pull equal weight
for students from any economic level.

Online Mean (SD) Offline Mean (SD) Mean Difference T df Sig. (2-tailed)
3.719 (0.547) 3.689 (0.529) 0.030 0.603 103 0.548

Table 11. Significant Difference between Online and Offline Purchase Intention

The paired-sample t-test revealed nearly identical results for web-based buying interest (M=3.72, SD=0.55) versus in-store
options (M=3.69, SD=0.53), with t(103)=0.603 and a p-value of .548 - meaning no real gap existed. A tiny average shift of
just 0.03 suggests learners rated both methods about the same. Since standard deviations stayed small, answers didn’t
swing widely; this points to steady views across individuals when weighing digital against physical stores. This discovery
backs up the idea that Gen Z shoppers think across channels, moving easily between online and offline shops based on
what's easier or what they’re buying. Looking at Ajzen’s (1991) Theory of Planned Behavior, this mix shows students tend
to have alike favorable attitudes and perceived control over both modes of shopping.
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Conclusion and Recommendations

According to the data collected before the research process, students in the ABM Senior High School exhibit similar
purchase intention for both online (M. 3.73, SD. 0.93) and offline (M. 3.68, SD. 0.89) shopping methods. No significant
difference was found between these two methods of purchasing (t.= 0.603, p 0.548). Students rated online shopping as
having greater appeal to them than offline shopping because of its greater cost efficiency (M = 3.97) and time efficiency (M
= 3.75) demonstrating their preference for a digitized method of shopping because they value affordability and discounts
in addition to convenience when performing purchase transactions digitally. The aforementioned findings are consistent
with previous research wherein online shopping was preferred over offline shopping largely as a result of price
competition, accessibility and ease of use. Despite this, shopping offline was still rated a preference (M=3.84) like shopping
online, indicating that college students continue to value the ability to see products before purchasing them and to receive
them immediately. Additionally, there is a low standard deviation across dimensions for each of the two shopping
experiences reflecting a commonality of perception between students on the advantages of each.

Moreover, the results of the inferential statistical analysis did not reveal any significant differences in purchase intentions
when students were categorized by demographic factors such as age, gender, and economic status (p >.05), indicating that
demographic factors do not significantly influence students’ preferences. These findings can be explained by the Theory of
Planned Behavior developed by Icek Ajzen (1991), in which behavioral intentions are influenced by attitudes, subjective
norms, and perceived behavioral control. The findings indicate that students have positive attitudes toward both online
and offline shopping and perceive themselves as capable of performing both behaviors, irrespective of demographic factors.
The study, therefore, reveals that Generation Z students display adaptive and flexible consumer behavior, whereby they
can select between online and offline alternatives depending on situational factors, whereas demographic factors do not
significantly influence students’ preferences for online or offline shopping.
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