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ABSTRACT

This study investigates the impact of implicit peer pressure on impulsive buying behavior
among senior high school students in the Philippines, addressing a gap in existing research.
Impulse buying, characterized by spontaneous and unplanned purchases, can significantly
affect financial stability, especially among adolescents influenced by their peers. Employing a
descriptive-correlational approach, the researchers collected data from 108 students at a faith-
based institution using a survey. Analysis revealed a weak positive correlation (r = 0.273)
between implicit peer pressure and impulsive buying, suggesting that while peer pressure has
some impact, it is relatively minor. The study highlights the need for comprehensive
educational programs that address various factors influencing consumer behavior, including
peer pressure, financial literacy, and marketing strategies. The results indicate that while
implicit peer pressure contributes to impulsive buying, other factors likely play a more
significant role. Educators and parents should focus on promoting informed decision-making
and critical thinking about purchasing influences. Future research should explore additional
variables to gain a more nuanced understanding of impulsive buying behavior.
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INTRODUCTION

Fostering and upholding responsible consumer behavior can significantly influence our
financial prospects. The way individuals perceive and manage our finances exerts far-reaching
consequences on our overall well-being. Impulse buying is a situation in which the customer
makes a spur-of-the-moment purchase and the decision to buy a product is made just before
the purchase is made without any pre-planning or process (Gottumukkala & Kalvakolanu,
2023).

As a student enters high school, the influence of financial peer pressure becomes a
lasting aspect of their life. According to Beatty and Ferrell (1998) and Thiirmer et al. (2020),
peer pressure can cause young individuals to make impulsive purchases. Notario (2022) stated
that peer pressure is the influence of peers or people a person sees as the same as their level.
This can include their friends, classmates, colleagues, and family members of the same age
group. It’s worth noting that peer persuasion can be either positive or negative and can manifest
in a variety of ways (Saxena, 2023). According to Siff (2018), implicit peer pressure refers to

1180



11" ISC 2024 (Universitas Advent Indonesia, Indonesia)
“Research and Education Sustainability: Unlocking Opportunities in Shaping Today's
Generation Decision Making and Building Connections” October 22-23, 2024

when someone does something out of fear not to feel left out or be an outcast. It is tied to
societal pressure, wherein no one directly pressures someone to do something; it is more about
the surroundings.

Teens are particularly receptive to peer influence since their brains experience changes
that make them aware and adapt to social situations (National Institutes of Health, 2022). As a
result, they are easily influenced to act following their peers' behavior or what their peers expect
them to do. They may be impacted by their actions or merely by their impulse habits. Thiirmer
et al. (2020) stated that peer pressure has been seen to have a more aggressive and manipulative
stand on impulse buying, with an ability to cause young adults to make sudden impulsive
choices with the support of peers since it was shown that people tend to spend more money
when they are among friends than when they are alone (Winingshi et al., 2018; Kumar et al.,
2022).

In the Philippines, there is still limited literature that directly links implicit peer pressure
and impulsive buying, particularly those that delve into senior high school (SHS) students and
their ability to react to peer pressure when it comes to their purchases. Moreover, foreign
research conducted on this topic does not provide evidence that the results transcend through
different cultural backgrounds and age groups. It is in this view that the purpose of this study
was to determine whether implicit peer pressure influences the impulsive buying of senior high
school students. Hence, they were able to provide recommendations that would eventually help
improve senior high school students’ finances in the face of implicit peer pressure.

LITERATURE REVIEW

According to Gulati (2017), peer pressure can have both positive and negative effects
on purchasing decisions since peer pressure exerts a significant impact on consumer buying
behavior, leading individuals to base their purchases on the expectations of their peers.
According to Beatty and Ferrell (1998) and Thiirmer et al. (2020), peer pressure can lead to
impulsive purchases among young adults. Young consumers are seen to use the support of their
friends to acquire products and may appear to act irrationally in making their buying decisions
with peer support, causing them to acquire a product impulsively (Mowen & Minor, 1995; Wu-
Chung & Tzung-Cheng, 2010). Additionally, peers cause younger consumers to behave
impulsively when acquiring a product that may be irrelevant to them (Wu-Chung & Tzung-
Cheng, 2010).

Another study conducted by Luo (2005) presents that the presence of peers increases
the urge to purchase, while the presence of family members decreases it. In the context of
fashion products, advertising, discounts, and peers were discovered to have a partial effect on
impulsive buying, with peers being one of the factors that influence impulse buying behavior
(Harpepen, 2022). Similarly, a study conducted in Mongolia shows that peers and family
members have a considerable influence on customers' impulsive buying behavior (Gantulga &
Dashrentsen, 2023). In the context of online shopping, relationships with peers and affiliation
with peer groups were found to influence peer communication, which in turn increased the
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desire to buy impulsively and spurred impulse buying behavior (Kusmaharani & Halim, 2020).
Furthermore, Efendi et al. (2019) found that peers moderated the mediation of economic
literacy on impulsive buying, showing their importance in influencing impulsive purchases.

In recent research conducted by Smith and Johnson (2023), it was emphasized that
impulsive buying and peer pressure are associated. Accordingly, vulnerable students make
irrational decisions when they face peer pressure to keep updated on the latest trends and
preferences to be accepted by their friends. This notion is further enhanced using social media.
This is evident in the study of Brown et al. (2022). Their findings underscore the significance
of targeted interventions to promote financial literacy, manage peer pressure, and empower
responsible consumer habits among high school students. Addressing this issue will foster a
generation that can make informed decisions and responsible choices in their purchases.

The Theory of Reasoned Action by Martin Fishbein and Icek Ajzen (1975) and the
Theory of Planned Behavior by Icek Ajzen (1985) were developed to explore the psychological
factors that influence individual decision-making and performance of behaviors. These social-
cognitive models have been utilized to investigate how attitudes, social pressures, and
perceived control influence intentions and behaviors across domains, including consumer
research. Using these frameworks to analyze these relationships shows that complex peer
interactions influence impulsive buying behaviors and purchase intents.

This literature review suggests that peer pressure significantly influences impulsive
buying behaviors among young people. Studies indicate that peers can both encourage and
prohibit impulsive purchases. The presence of peers increases the desire to buy impulsively.
According to some studies, females are more prone to impulsive buying than males. This study
targeted the influence of peer pressure on purchasing behavior among high school students.
The goal is to provide recommendations to improve the financial decision-making of students
facing peer pressure.

METHODS

The study used a descriptive-correlational approach. This design aims to describe and
analyze implicit peer pressure among senior high school students and its relationship with
impulsive buying. A descriptive approach was used to detail the extent of peer pressure, while
a correlational approach assessed its impact on impulsive buying.

Data gathering proceeded with the approval of the school’s principal and after obtaining
clearance from the university’s ethics research board. Both printed and online questionnaires
were utilized. The research involved 313 senior high school students from a faith-based
institution in Barangay Puting Kahoy, Cavite. Using simple random sampling, with 12 students
chosen per section based on an attendance sheet, 108 students were selected to participate in
the study.
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The survey questionnaire was adapted from previous studies. The implicit pressure
questionnaire was from the study of Chang et al. (2019), while the impulsive buying
questionnaire was a modified version of the studies of Kim (2003) and Borromeo et al. (2022).
The implicit pressure questionnaire showed an acceptable level of consistency, while the
impulsive buying questionnaire obtained a good level of reliability.

Students’ responses were managed using Jamovi. Descriptive statistics, particularly
mean and standard deviation, were used to determine the levels of implicit peer pressure and
the extent of impulsive buying behavior. Person’s correlation coefficient and regression were
utilized to assess the association between implicit peer pressure and impulsive buying behavior.

RESULTS AND DISCUSSION

Results of the analyses are presented in this section. Discussions are given to describe
the results of the analyses.

Level of Implicit Peer Pressure

Table 1 shows the level of senior high school students’ experience with implicit peer
pressure. The respondents accumulated a low implicit peer- pressure, with an overall mean of
2.24 and a standard deviation of 0.67. This implies that while there is some level of implicit
peer pressure, it is not overwhelming, and respondents rarely feel compelled to spend to
maintain social status within their peer group.

Table 1
Level of Implicit Peer Pressure
Items M SD Scaled Verbal
Response Interpretation
1. I spend more when I am with my 339 1.26  Sometimes Moderate
friends.
2. I am involved in money-spending 3.34 1.07 Sometimes Moderate
activities with friends.
3. I buy the same product that my 2.23 1.00 Rarely Low
friends buy to not feel left out.
4. T am expected to go along with my 1.76 0.99 Rarely Low
friends' financial decisions.
5. T overspend to keep up with my 1.73 094 Rarely Low

friends.
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6. 1 buy products to impress my
friends.

7. 1 feel the need to spend money to
maintain my social status within

my group.

Grand Mean

1.72 0.98

1.58 0.89

2.24 0.67

Rarely

Rarely

Rarely

Low

Low

Low

“Research and Education Sustainability: Unlocking Opportunities in Shaping Today's

Legend: 1-1.49 = Never/Very Low; 1.50-2.49 = Rarely/Low; 2.50-3.49 = Sometimes/Moderate; 3.50-4.49 =

Often/High, 4.50-5 = Always/Very High

Extent of Impulsive Buying

Table 2 presents the extent of impulsive buying. With an overall mean of 3.06 (SD = 0.84),
respondents evaluated their impulsive buying as moderate. Sometimes when they see a good
deal, they struggle to resist the urge to buy (mean = 3.43; SD = 1.18), and sometimes they
regret making purchases on impulse (mean = 3.42; SD = 1.07). The results show that the
respondents sometimes buy things without thinking (mean = 2.29; SD = 1.17). This implies
that while impulsive buying is not overwhelmingly prevalent, it is still a notable aspect of their

consumer behavior.

Table 2

Extent of Impulsive Buying Behavior

Items M SD Scaled Verbal
Response Interpretation

1. When I see a good deal, I 343 1.18 Sometimes Moderate
struggle to resist the urge to
buy.

2. 1 regret making purchases on 342  1.07 Sometimes Moderate
impulse.

3. 1 get excited when I make an 3.19  1.29 Sometimes Moderate
impulse purchase.

4. When I spot a nice price, | buy 3.06 1.26 Sometimes Moderate
more than [ expected.

5. If I see something I want, I buy 3.06 1.27 Sometimes Moderate

it.
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6. 1 go shopping to boost my 295 1.14 Sometimes Moderate
mood.

7. 1buy things without thinking. 229  1.17 Sometimes Moderate
Grand Mean 3.06 0.84 Sometimes Moderate

Legend: 1-1.49 = Never/Very Low; 1.50-2.49 = Rarely/Low; 2.50-3.49 = Sometimes/Moderate; 3.50-4.49 =
Often/High, 4.50-5 = Always/Very High

Relationship of Implicit Peer Pressure and Impulsive Buying

Table 3 showcases the result of the study on the relationship between implicit peer
pressure and the impulsive buying of senior high school students. As the table presented shows,
implicit peer pressure is significantly related to impulsive buying with correlation coefficients
of 0.273 (p =.004). The relationship is low positiveindicating that if the senior high school
students felt implicitly peer-pressured, there is a small but existent tendency for them to be
impulsive buyers. This suggests that only a small portion of the implicit peer pressure is
associated with the impulsive buying of students. There could be other unknown variables
influencing both.

Table 3
Relationship of Implicit Peer Pressure and Impulsive Buying Behavior
Implicit
Peer Pressure
Impulsive Pearson Correlation 273 **
Buying
Sig. (2-tailed) .004
Verbal Interpretation Significant

**Correlation is significant at the 0.01 level (2-tailed)

The finding is in line with the research of Beatty and Ferrell (1998) and Thiirmer et al.
(2020) which found that peer pressure can indeed lead to impulsive purchases among young
adults. This aligns with the notion that individuals may feel compelled to conform to peer
expectations and make impulsive buying decisions to fit in with their social groups.

However, as the presented result suggests, there is a weak correlation between implicit
peer pressure and impulsive buying. As shown in the research by Harpepen (2022) in the
context of fashion products, advertising, discounts, and peers were discovered to have a partial
effect on impulsive buying, with peers being one of the factors that influence impulse buying
behavior, suggesting that there are other unknown factors or variable that could affect impulse
buying aside from implicit peer pressure.
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Furthermore, studies by Wu-Chung & Tzung-Cheng (2010) suggest that peers can influence
impulse buying behavior, even for products that may be irrelevant to individuals. This supports
the idea that peer pressure can lead to impulsive purchasing habits among senior high school
students, as they may feel pressured to follow the trends and preferences of their peers.
Moreover, the study by Luo (2005) claimed that peers increase the urge to make purchases.

Predictor of Students’ Impulsive Buying

The result of the linear regression is presented in Table 4. The p-value of 0.004 indicates
that the regression model is statistically significant. This is confirmed by the t-value of 2.94,
confirming that implicit peer pressures are a significant predictor of impulsive buying behavior.

However, with the R? value of 0.0745, it shows that implicit peer pressure has a relatively
small effect on impulsive buying behavior. The variance accounted for is only 7.45%. This
leads to the suggestion that other factors not included in the study are responsible for impulsive
buying behavior.

Table 4

Multiple Regression of Senior High School Students’ Impulsive Buying

R R? R? df F t p
Model Change
Impulsive 0.273 0.0745 0.0659 1 8.62 2.94 0.004

Buying

This result is in harmony with the findings from the study of Kusmaharani and Halin's (2020).
They found out that peer group identification and social media connections result in impulsive
buying behavior. The study of Putra et al. (2020) also suggests that the urge to purchase
impulsively can be fueled by peers.

CONCLUSION, IMPLICATION, SUGGESTION, AND LIMITATIONS

The results of the study show a low level of implicit peer pressure experience and a
moderate extent of impulsive buying behavior. The findings of the study uncover the
connection between implicit peer pressure and impulsive buying behavior. However, the results
suggest a positive but weak correlation between these variables, indicating only a minor
influence of peer pressure on impulsive buying behavior.

The results suggest that while implicit peer pressure significantly influences impulsive
buying behavior, the effect is relatively small. Thus, it is advisable that to mitigate impulsive
buying behavior, educators, parents, and students should not focus on peer pressure.
Intervention programs covering other topics such as self-control, financial literacy, and
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marketing strategies can be included to create environments that promote healthy spending
habits and critical thinking about making purchases.

Moreover, due to the relatively small sample size, it is recommended for future studies that a
diversified population be included. It is also recommended to incorporate a wide range of
variables and utilize different methodologies to gain a deeper understanding of factors that
influence impulsive buying.
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