
International Journal of Research Publication and Reviews, Vol 3, no 4, pp 464-479, March 2022 

 

International Journal of Research Publication and Reviews 

 

Journal homepage: www.ijrpr.com  ISSN 2582-7421 

 

* John Erwin P. Pedroso. Phone No.:+639216688518; fax: +0-000-000-0000.  

E-mail address: johnerwin.pedroso@wvsu.edu.ph 

 

 

Preservice Teachers’ Insights on Online Shopping During the COVID 

19 Pandemic 

John Erwin P. Pedroso, Ph.D.
a
, Hannah Gene I. Palencia

b 

aWest Visayas State University, Iloilo City, 5000, Philippines 
bWest Visayas State University, Iloilo City, 5000, Philippines 

 

 

A B S T R A C T 

Due to the threat of the COVID 19 pandemic, online shopping has become a useful instrument for young shoppers through fast and effective ways of 

purchase. This descriptive phenomenological qualitative study aimed to explore preservice teachers’ insights on online shopping during the COVID 19 

pandemic. This was conducted among twelve (12) pre-service social studies teachers who were determined through purposive sampling. The data were 

gathered using a researcher-made written interview form administered through messenger and analyzed using conventional qualitative content analysis. 

Preservice teachers’ insights on online shopping during the COVID 19 pandemic were revealed to be technology-driven, change-driven, and values-driven. 

There were four (4) meaningful categories taken from the data transcripts. Pre-service social studies students were able to understand online shopping as a 

technology-driven system that uses (1) web software integration. Moreover, as a change-driven activity, they see online shopping as (2) purposive drivers and 

(3) structural drivers. Finally, as value-driven electronic e-commerce, they were able to practice (4) wise consumerism through online shopping. Therefore, in 

this era of information technology, where personalized services have pervaded many facets of life, this paper provides a comprehensive review of the long-

term development of cross-border e-commerce, making it an integral knowledge to the field of social studies research. 
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1. Introduction 

Children are the country's future, as their financial habits have a significant impact on the country's economic health (Kim, 2018), and developing 

sound financial habits necessitate early financial education (Amagir et al., 2018). As the world confronts the coronavirus (COVID-19) crisis, a tremendous 

transition from in-person to online shopping is transpiring (Roggeveen&Sethuraman, 2020) that has led young consumers to rely on the digital world 

(Lund & Tyson, 2018). In the information age, teenagers have access to a wide range of information, allowing them to make well-informed judgments and 

select high-quality products and services (Ku et al., 2019). Therefore, business landscapes are undergoing fast changes, forcing them to alter their strategy 

(He et al., 2020) and venture to digital transformation with far greater urgency (Singh & Hess, 2020). 

Since the middle of the 1990s, internet shopping, being one of the sorts of e-commerce, has grown fast among the youth market (Guve, 2020) when 

web technologies have taken an active impact in the last ten years (Pauwels, 2017). The COVID-19 situation's ambiguity and uncertainty caused some 

young customers to forgo a few of their needs (McMAster et al., 2020). Due to the fact that pre-service teachers studying economics, gain not only a better 

grasp of human behavior and decisions (Kalsoom et al., 2017) but also problem-solving, logic, communication, and persuasion skills, all of which are 

essential for success in today's employment market and challenging issues (Afandi et al., 2018). Students are a segment of society that is intimately 

familiar with the issue of information access and the internet (Mosco, 2017).  Therefore, there is no doubt that internet use is becoming more popular 

among the younger population, and students are no exception (Miller & Slater, 2020). 

In the world of education, economics provides knowledge to students in deconstructing customers' incentives and desires to make a product or service 

more appealing to buyers (Krishnamurthy, 2020). Economic insights into customer behavior, corporate strategy, and turbulent markets assist students in 

making informed decisions (Zhou et al., 2020) that promote higher growth and profitability in the future (Putri&Rahyuda, 2020). Studies across the globe 
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such as in the top 10 fastest growing e-commerce countries, namely, China, the United States, the United Kingdom, Japan, Germany, France, South 

Korea, Canada, Russia, and Brazil (Gu et al., 2021), Macedonia (Dumanska et al., 2021), and India (Kumari et al., 2020) have examined the pandemic's 

influence on e-commerce across industries to determine online shoppers' main priorities (Nanda et al., 2021). The study discovered what alterations in 

online consumer purchasing behavior are common during the COVID-19 pandemic (Ellison et al., 2021). The increasing relevance of speed of decision-

making by customers when purchasing products and services online during the pandemic demonstrated the altering influence of online consumer purchase 

behavior components (He & Harris, 2020). As online users have gained more experience, the impact of awareness among consumers and experience has 

grown (Wu et al., 2017) which had an impact on their purchasing habits (Moreno et al., 2017).  

The pandemic prompted a huge rise in online sales (Blackburn & Boris, 2020), and many people's lifestyles and motivations have been influenced, and 

their shopping habits have changed as a result (Elf et al., 2019). Students who had been purchasing online are crucial not only for the future but also for 

what is going on at the moment. It enables students to grasp the economic crisis and weigh up judgments they make for themselves (Howard, 2017) versus 

those made on their behalf by a variety of social scientists, including economists, psychologists, sociologists, and political scientists, for example (Bessant, 

2020). Young clients may feel like pawns in a global chess game if they do not even receive this kind of analysis (King, 2020). Tseng et al. (2019) 

highlight that knowledge of the internet, income, and educational attainment are all important antecedents of online purchases among university students. 

However, rather than actively seeking, potential customers are sometimes drawn to information about items or services that are related to a perceived need 

(Alshathry et al., 2017). They subsequently weigh the options and select the one that best meets their criteria for addressing the perceived need (Guo, 

2020). 

Furthermore, in order to grow, local businesses rely on the attention and business of their target audiences (Biggart&Guillén, 2018). Yet, the meteoric 

growth of online buying has created both obstacles and opportunities for doing this essential task (Chakraborty, 2021). Subsequently, future learners are 

taught through education to prioritize human needs and fulfillment (Toquero, 2020). Individuals become better decision-makers in their own lives and 

maintain a balance with respect to an externality (Carton & Ache, 2017) that has the ability to supplement or dissuade their ambitions by having a grasp of 

the foundations of economics (Komlos, 2019). Being informed about economic underpinnings allows individuals to be proactive and cognizant consumers 

rather than passive economic agents, as economic theories are the cornerstone of decision-making and regulatory policy (Nyanchama, 2021). While online 

buying has become nearly universal across all areas, (Giovenco et al., 2021), millennials and high-income earners are leading the way in altering 

purchasing patterns across both essential and non-essential commodities (Bhaduri et al., 2020). Although not to the same extent as millennials, Gen X has 

witnessed a comparable internet transition (Goldring&Azab, 2021). From around the world, social science breakthroughs are assisting entrepreneurs, 

educators, and a variety of other professionals in providing critical services with more precision and efficiency (Sovacool et al., 2018). Because the vast 

majority of customers are content with their online shopping experiences and feelings, the consumers today potentially make additional online purchases 

(Lee & Wu, 2017). As a result of the rising number of online shoppers, online retailers might benefit from useful research studies (Gensler et al., 2017). 

Improved recognition of online purchase behavior can also aid online shopping websites (Thaicon, 2017) to sell their services or products easily and 

effectively.  

Kim and Ammeter (2018) examined the quality elements of electronic commerce sites in terms of information, agreement, and settlement phases as 

well as the issues that affect the e-commerce community (Khanna &Wahi, 2018).  Much of this research has contributed significantly to our understanding 

of the dynamics of internet shopping. However, there is a dearth of a comprehensive understanding of the influence of the COVID-19 epidemic on young 

consumers' online attitudes and behavior, particularly among university students, when it comes to online shopping. This makes research findings' 

applicability limited, and the potential of synthesizing and integrating the empirical literature in this field elusive. Due to the rise in the number of online 

shoppers and online shopping websites, the amount of research on online shopping behavior has expanded. The majority of the studies, on the other hand, 

has concentrated on understanding customers' intentions to buy on online shopping websites and then applying the diffusion of innovation theory to 

investigate this shopping behavior.  

Therefore, this current study seeks to explore preservice teachers’ insights on online shopping during the COVID 19 pandemic. Specifically, seeks to 

answer the research questions: 1) How is technology integrated with online shopping?;  2.) How has online shopping changed the traditional shopping 

habits of consumers; and, 3) What values of a wise consumer can be strengthened by online shopping?  

This study is anchored on the following theories: (1) Technology Acceptance Model (Davis, 1989) and (2) Consumer Choice Theory (Robins, 2007). 

According to Technology Acceptance Theory (TAM), two actors impact whether a technology will be adopted by potential users: (1) perceived usefulness 

and (2) perceived ease of use (Davis, 1989). The extent to which a person believes that using a particular system will improve their performance is 

characterized as perceived usefulness. The degree to which a person believes that using a system will be simple is referred to as perceived ease of use. The 

emphasis on the potential user's perceptions is a fundamental component of this model (Mou, 2017). It is also meant to track how well new technology is 

being adapted based on user feedback (Wu, 2017). The Technology Acceptance Model also asserts that the use of an information system is determined by 

the perceived behavioral control, but that the behavioral intention is determined by the particular behavior toward the use of the system and perception of 

its utility, as demonstrated by the theory of reasoned action Davis (1989). According to Davis (1989), an individual's attitude is not the only aspect that 

influences how he uses a system; it also depends on the impact it may have on performance. Even if consumers reject an application software, the 

likelihood that they will utilize it is still high if they believe that the system would help them perform better.  

Consumer Choice Theory, on the other hand, is a hypothesis on why customers purchase items (Robins, 2007). It is also a branch of microeconomics 

that explains how people make decisions based on their available income and the costs of goods and services. To put it another way, people choose to 

acquire the things that provide them the most pleasure while staying within their budget (Browning &Zupan, 2020). Three assumptions about human 

nature are at the foundation of this theory. This theory also explains how people spend money based on their personal preferences and financial limits 

(Robins, 2007). Furthermore, Consumer choice theory assumes that the consumer is completely aware of his or her own preferences, allowing for a 

straightforward but accurate comparison of any two sets of goods. That is, according to the suggested consumer theory, all consumers want to maximize 

utility (Khan &Moshin, 2017). This practice of maximizing utility has been regarded as "rational" decision-making behavior in the mainstream economics 
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paradigm. In economists' eyes, all consumers aim to maximize a utility function while adhering to a budgetary restriction. In other words, economists 

believe that customers will always choose the "best" bundle of products they can afford (Rahnama&Rajabpour, 2017). 

The findings of this study can then be used to better understand social studies students' online purchasing habits, as well as how they perceive online 

shopping during the time of the COVID-19 pandemic. Finally, the goal of this research is to assist educators, stakeholders, and policymakers in improving 

the efficiency and digital security of online shopping management procedures in order to promote e-commerce competitiveness towards the youth segment 

as the future's potential consumers. Likewise, it empowers preservice teachers to act as agents, balancing expectations with knowledge of online 

technologies and the economy's flow during boom and bust business cycles. For teachers, a fundamental foundation of economic theory is the appraisal of 

human relationships as they relate to desires, decision-making, and limits. In addition, simplified frameworks for analyzing complex societal interactions, 

such as consumer and behavior, are vital for the education process. 

 

2. Methodology 

 

2.1 Purpose of the Study and Research Design 

 

This study on preservice teachers’ insights on online shopping during the COVID 19 pandemic was aided by the use of phenomenology (Giorgi & 

Giorgi, 2003). It was founded on a constructivist epistemology, which aimed to investigate what was considered to be a socially created dynamic reality 

through a comprehensive description of the event under study (Rockmore, 2005). This study is anchored on the following theories: (1) Technology 

Acceptance Model (Davis, 1989) which states that the two actors impact whether a technology will be adopted by potential users: (1) perceived usefulness 

and (2) perceived ease of use (Davis, 1989); and (2) Consumer Choice Theory (Robins, 2007) a hypothesis explaining on why customers purchase items.  

 

2. 2 Informants  

 

As informants of this study, twelve (12) preservice social studies students were chosen using the purposive or selective sampling technique (Tongco, 

2007). The snowball or referral analysis was used to obtain informants who satisfied the inclusion criteria (Lamasan&Oducado, 2018). The inclusion 

criteria included: a) 18 to 34 years old during the conduct of this study; b) a preservice social studies student; c) currently enrolled in the school year 2021-

2022; d) resident of the Philippines. A total of ten informants were included in the original phase. During the data collection and analysis of written 

transcripts, however, the researchers were directed by data saturation to consider more informants. Therefore, two (2) additional informants were added as 

a result of this planned action, which helped to ensure that no new ideas formed throughout the subsequent data collection analysis. 

Table-1 presents the informants' profiles. The twelve (12) preservice social studies students included an equal number of six (6) male and six (6) 

female informants. The informants had a minimum of six months of experience as online shoppers. Moreover, two (2) of informants came from the City 

of Iloilo; seven (7) from Iloilo province; one (1) from Antique; and two (2) from Capiz. The informants were assigned pseudonyms to maintain 

confidentiality. 

 

Table 1. Profile of the Informants 

 

Preservice Social Studies Student No. of Years/Months as Online Shopper Location Sex 

Tom 2 (Years) Jaro, Iloilo City M 

Maureen 2 (Years) Oton, Iloilo F 

Claire 1 (Year) Cabatuan, Iloilo F 

Jacob 4 (Years) Oton, Iloilo M 

Maria 1 (Year) San Jose, Antique F 

Clara 2 (Years) Tapaz, Capiz F 

Kel 1 (Year) Calinog, Iloilo F 

Angel 3 (Years) Barotac Viejo, Iloilo F 

Nicolas 2 (Years) Jaro, Iloilo City M 

Ken 2 (Years) Dumalag, Capiz M 

Ron 1 (Year) Miagao, Iloilo M 

King 7 (months) Passi, Iloilo M 

 

2.3 Ethical Considerations 

 

During the analysis of the informant’s statements and insights towards online shopping during the COVID-19 pandemic, this study takes into 

consideration the ethical issue of researcher bias. As a result, comprehensive data analysis and collection ensured that the information given was 

empirically and objectively based on the data acquired. Informant’s voluntary participation in this research study was obtained by written informed 

consent. Furthermore, the researchers guaranteed that the informants' involvement is entirely voluntary and that they are free to withdraw from the study at 

any moment. It is also ensured that the information provided will be confidential and untraceable by anybody other than the researchers. Without denying 

the existing status of the worldwide pandemic, this study used ethical research practices that conformed to the foundations and principles of research. 
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2.4 Data Collection  

 

The data in this research endeavor was collected in the last quarter of 2021. The written interview form was distributed among the selected informants 

via Google Docs. For quick follow-up and communication, the researchers set up a group chat on Facebook Messenger where the informants were also 

added and included. Virtual sessions were also held to compliment the information gathered from the written interviews. The informants were given 

around four (4) weeks to accomplish the interview form. The written interview form's questions, as well as the informants' perceptions and responses, 

were prepared in English. Recommendations and ideas were added in the final version of the written interview form after a series of conversations with 

qualitative research professionals. Only the researchers have access to the information provided by the informants. As a result, anonymity and 

confidentiality were maintained. The data collection technique also included a virtual focus group discussion to validate the information supplied by each 

informant. 

 

2.5 Data Analysis 

 

The researchers opted to electronically retain the documents for convenient access since the informants submitted their completed written interview 

forms at their availability. Every written interview form was retrieved and labeled with the identities of the informants. After collecting the twelve (12) 

written interview forms from twelve (12) informants, the researchers used Hsieh and Shannon's (2005) qualitative content analysis to analyze the 

transcripts. The written transcripts were grouped using a data analysis matrix created by the researcher to identify preservice teachers’ insights on online 

shopping during the COVID 19 pandemic. The researchers previously agreed that the informants' most noteworthy statements and expressions would be 

highlighted and given relevant codes. In addition, the various codes were divided into categories based on their variances and similarities. By combining 

pertinent codes, meaningful categories emerged. The various categories were reduced and grouped according to preservice teachers’ insights on online 

shopping as a technology-driven, change-driven, and values-driven during the COVID 19 pandemic. The analysis period lasts six (6) weeks. Finally, the 

informants were shown the document to ensure that the data reported was accurate. 

 

2. 6 Trustworthiness 

 

To assure the validity of this research investigation, rigid data collection, persistent observation, text descriptions, verbatim or direct quotations, and 

informant validation were utilized. The techniques performed by this research endeavor are also mentioned for other researchers to investigate while 

conducting a study that is relevant or unrelated to this. 

 

3. Results and Discussion 

 

3.1 Results 

 

Online shopping as technology-driven, change-driven, and values-driven during the COVID-19 pandemic was brought to light. There were (4) four 

significant categories taken from the data transcripts. As technology-driven, online shopping (1) utilizes web software integration. As change-driven e-

commerce, online shopping was seen as a (2) purposive drivers and (3) structural drivers. Moreover, online shopping was considered by the students as 

values-driven since it (4) prompts wise consumerism.   

 

Technology-driven e-commerce 

There was one (1) explicit category determined in relation to online shopping as technology-driven trending e-commerce namely (1) web software 

integration. 

 

Web Software Integration 

In today’s expanding world, web-enabled applications provide consumers with convenient access to information as well as a variety of dependable 

operating systems for easier customization capabilities and to meet business demands. This is divided into two (2) subcategories namely (1) Makes use of 

Mobile Application and (2) Makes use of Internet. 

 

 Makes use of Mobile Application 

The mobile application has been developed and distributed all over the world for it has proven essential in mitigating the Coronavirus pandemic 

(COVID-19) (Al-zubidi et al., 2021). It has grown more in popularity as a result of its clarity, which is now required for its appealing quality that allows 

buyers to select and choose what their devices can perform. The majority of time, mobile applications are created as a user interface to a regular 

application since shopping online via mobile applications and online websites has become a common occurrence in individuals’ daily lives. This 

application was created, allowing users to visualize information that is displayed on the screen in real-time. Because mobile commerce application 

provides clients with convenient access to products along with a range of consistent options for a favorable browsing experience.  

Tom: “This platform makes the shopping experience easier for everyone by bringing it just right into our fingertips, and at the comfort of our homes 
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or anywhere we are.” 

Claire: “The online platform also has been a great opportunity for small business owners to sell their products given that people nowadays spent 

most of their time on social media.” 

 

 Makes use of Internet 

The internet is rightly called the highway that has managed to erase the borders between countries and societies and taken human society to a different 

level altogether. Customers prioritize online shopping since the internet has become a critical means of communication and business around the world 

(Hashim et al., 2019). One of the main reasons for consumers' excitement about online shopping is they are not compelled to wait in long queues in a 

traditional shop to acquire products and services because of its availability online. It further allows business online to connect in a cost-effective and 

reliable manner which provides services that leads to a purchase. As a technical infrastructure, it is a global collection of networks, connected to share 

information using a common set of protocols as an enabler for e-commerce and gives potential customers, prospects, and business partners access to 

information.  

King: “When you buy a product over the internet rather than in a traditional brick-and-mortar store, this is referred to as online shopping”.  

Tom: “Online shopping is electronic commerce conducted over the internet through a mobile application or the web browser that has become a trend 

in today’s setting.” 

 

Change-driven 

There were two (2) categories identified with online shopping as change-driven trending e-commerce namely (1) purposive drivers, and (2) structural 

drivers.  

Purposive Drivers 

 This is divided into three (3) subcategories highlighting the positive economic and social impact of online shopping on society through its core 

business activities.  

 

 Ensures Convenience 

Convenience is at the core of e-commerce, and it is one of the main reasons that online buying has grown in popularity in recent years. Consumer 

decision-making is highly influenced by both the speed and ease with which consumers can access effortlessly. Online convenience has been one of the 

primary supporters of customers' tendency to adopt online purchases. Customers can buy services and products online from any location, even rural 

locations, at any time. This helps consumers save time and money by reducing the amount of time and effort they spend shopping. They can also buy 

things from a variety of places, such as their office or home, rather than from physical stores, as time and place flexibility provides a psychological benefit 

by minimizing travel time, waiting time, and avoiding crowds (Almarashdeh et al., 2019). Even when it comes to the same products, online shopping 

environments provide experiences that are quite different from those found in physical stores. 

Angel: “Online shopping is very accessible even before the pandemic and it is more convenient to shop online especially right now that we are in the 

midst of the widespread of COVID-19”. 

Ron: “Online shopping is one of the best options to shop, especially during this pandemic, because of the convenience and safety it gives to the 

shoppers.” 

Tom: “Online shopping can be the most practical and effective way to shop to save time, energy, and money, as all orders will be delivered right to 

your doorsteps.” 

Claire: “Online shopping has been easier access for buying goods and needs.” 

Maria: “It is convenient to know that with just one click we could already order the things we want.” 

 

 Promotes Local Products 

The COVID-19 Pandemic has made the last few months extremely challenging for the entire world's population. Many small enterprises were forced 

to close or retrench some of their employees. Among all of this, each consumer makes their decision for a variety of reasons (Manjón, &Ramírez-

Andreotta, 2020). However, there are numerous advantages to purchasing and supporting local services and products, including the creation of significant 

economic prospects for the Filipino economy and company owners, as well as the reduction of environmental effects. It also brings individuals together in 

the community and allows them to make a difference. Buying local items, for whatever reason, is an important way to support the community and ensure 

that micro, small, and medium firms in the Philippines have a chance to survive and even thrive. 

Nicolas: “Instead of purchasing merchandise in which most came from China, we should consider buying locally.” 

Nicolas: “We can achieve this by buying products within our reach instead of overseas.” 

Nicolas: “Every peso spent on local products helps support small entrepreneurs and recirculate the money throughout the local economy, 

contributing to the economic health of our community.”   

 

 Creates Opportunities for Business 

Many people assumed that the rise of e-commerce would wreak havoc on the labor market, particularly in the retail sector. However, it resulted in the 

creation of jobs in a variety of fields. This new shopping innovation not only provides a large number and variety of products to potential customers, but it 

also provides numerous business opportunities, profit, and a bigger market. As the Philippines' e-commerce business grows, industry players have 

participated in a number of transactions in order to take advantage of the market's prospects. Consumers are shaping the market as internet purchasing 

becomes more popular. They gradually compel industrial actors to adapt to fast-changing conditions and foster an environment conducive to growth. 
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Kel: “And it has been helping people as an alternative source of income amid the increasing unemployment rate in the Philippines.” 

 

Structural Drivers 

 This is divided into three (3) subcategories featuring the shift in the primary ways a market purchasing functions and relies on caused by 

economic progress, global change in capital, labor, and resource accessibility.  

 Economic Focus 

The lockdown provided an opportunity for the major players in the online shopping business to develop exponentially, indicating that there is still a 

big reservoir of market potential for e-commerce. One of the main reasons for the rapid growth of electronic commerce is its enormous impact on business 

costs and productivity (Rehman et al., 2019). Due to the simplicity of many of these applications, they are likely to be extensively adopted and have a 

significant economic impact. As the country continues to handle COVID-19 threats and changes to a new and better normal, efficient, and economical e-

commerce help sustain economic activity and generate growth. Changes in online activities are also expected to outlast the COVID-19 epidemic 

and distribute changes that are already taking place in the economy. 

Jacob: “The closure of physical stores amidst the lockdowns implemented to halt the spread of Covid-19 became a catalyst of an economic shift 

towards online.” 

 

 Changes the Market Place 

The pandemic has hastened the transition to a more digital environment and prompted changes in online shopping habits that are expected to have 

long-term economic implications. These big societal transformations are already underway and will most likely continue indefinitely. Electronic 

commerce is being molded by, and will gradually assist to shape, modern society as a whole, notably in the fields of product and services, as both a 

production and manifestation of such transitions. As a response, online shopping has the potential to be a platform for considerable new product 

development, with many of these things being digital and delivered online. 

Jacob: “It always changes not just because people wanted new things but also due to the new occurrences.”   

Maureen: “We're seeing a major change from in-person to online buying as the world responds to the pandemic.” 

Maureen: “Consumers are more reliant on the digital world than ever before, and businesses are being driven to adapt their strategies and shift 

toward digital transformation with far greater urgency than ever before.” 

 

Values-driven 

 There was one (1) consequential category identified relating to online shopping as value-driven trending e-commerce namely (1) wise 

consumerism.  

 Wise Consumerism 

 This includes seven (7) subcategories presenting the countless decisions that were made overtime time to spend on products and services that 

would benefit their well-being and values representing both extremes of the economic spectrum.  

 

 Contentment 

Even though online shopping has become a norm in this pandemic, shopping decisions lead to a feeling of having more control over making a 

distinction between wants and necessities. It is sufficient to live a happy and healthy life at the moment which could frequently result in the awareness that 

happiness is not derived from material possessions. 

 

Ken: “But most important now, is to consume what we are needed first to survive and devour next, our wants to make us satisfied, happy, and 

contented, despite the current catastrophe.” 

 

 Discipline 

While the majority of individuals shopping online has increased dramatically in recent years, considering the consumer’s rights to freedom evokes an 

ability to resist temptation and control oneself to purchase essential things rather than impulsive purchases that are likely to be regretted later on. These 

must be controlled by the capacity and personality trait that aims to manage one's thoughts, emotions, cravings, and automatic or regular behaviors. 

 

Ken: “Also, we have the privilege to discipline ourselves in making a decision.” 

 

 Compassion 

Individuals who possess and cultivate a compassionate attitude by putting aside judgment and refusing to turn away from difficult situations can only 

be considered great. As well as learning to see things from someone else's point of view and empathize with their feelings. This, in turn, allows one to 

understand others and elicits a desire to alleviate suffering. 

 

Nicolas: “Our greatness could be most accurately measured by our compassionate actions.” 

 

 Prioritization 

When it comes to the selection process, prioritizing is necessary in order to settle on basic priorities, which is a crucial step in moving toward a more 

efficient spending strategy. Prioritizing is essentially a powerful two-step process that entails both identification and decision-making. 
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Ken: “I believe in the power of prioritization of choices and discipline in making decisions.” 

 

 

 

 

 Socialization 

The internet has undeniably transformed the way people shop by making online sales accessible. Consumers' desire to go on an adventure and get a 

plethora of new experiences and interactions, on the other hand, is at odds with online buying. However, as a part of society's robust network of support, 

humans need social contact and connection from time to time. 

 

Jacob: “Online shopping changed the way how we shop, but it cannot change our desire for adventure and socialization.” 

 

Jacob: “A financial advisor and stock market trader, Marvin Germo said, “Online Businesses will become a norm but humans are social animals.” 

 

Jacob: “This means, online and physical stores will compete for market share, but the human desire to roam around and socialize is reversible.”  

 

 Righteousness 

Every human being has the right to deserve an extensive range of high-quality goods and services at reasonable rates. It denotes that a customer can 

pick and choose the products or services he or she wishes to acquire. In particular, to be able to choose from a variety of items and services that are offered 

at affordable costs and of satisfactory quality. 

Ken: “We, humans, have the right to choose what we’re needed and wanted.” 

 

 Consideration 

In comparison to traditional buying, online shopping has seen spectacular growth due to the fact that it is a more cost-effective and accessible trend in 

the market. However, bringing growth and innovation to the business of the local community should first be established and supported while giving 

consideration to the local producers as it helps the nation to thrive even in times of crisis as well as contribute to the community's economy. 

 

Kel: “Hence, we must prioritize online shopping to acquire necessities but must have limitations and considerations to the local economy and 

awareness in accessing reliable online stores.” 
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Figure 1. Demonstration of meaningful categories of the study  

 

 

 

 

3.2 Discussion 

 

This study aims to determine the views of social studies students on online shopping as trending e-commerce during the COVID-19 pandemic. 

Specifically, this study aims to answer questions: 1) How is technology integrated in online shopping?; 2.) How has online shopping changed the 

traditional shopping habits of consumers; and, 3) What values of a wise consumer are strengthened by online shopping? 

Online shopping as trending e-commerce during the COVID-19 pandemic was elaborated by the three (3) important themes such as technology-

driven, change-driven, and values-driven. After closely reviewing the interview transcripts, four (4) major categories were selected from the data text. The 

researchers utilized a careful analysis to set the findings of this research in the context of related literature and the results of similar research efforts in the 

past. 

The global economy and international trade have suffered as a result of the global financial crisis (Gruszczynski, 2020) and continue to suffer 

enormous losses as a logical consequence of the coronavirus epidemic (Atmojo&Fridayani, 2021). The state of uncertainty in which both enterprises and 

end-users have found themselves (Gu et al., 2021) is exacerbated by a number of other variables (Wiliams et al., 2021). Consumers have been urged to 

buy more on online marketplaces as a result of global lockdown, social distancing, and other steps taken to prevent the COVID-19 pandemic from 

spreading (Alessa et al., 2021). Electronic marketing, on the other hand, is a huge step forward in the globalization period (Dixit, 2018). The extent of 

trade and commerce has been enormous (Cunningham et al., 2020) in which online shopping has grown dramatically all around the world as a result of the 

multichannel approach (Liu, 2018). Amidst the COVID-19 epidemic in the Philippines, the rise of online shopping has had a significant impact on 

worldwide trends (Ngoc &Kriengsinyos, 2020) in comparison to traditional shopping, as it has exploded in popularity since it is a more cost-effective and 

convenient way to shop (Carandang et al., 2021). E-commerce was estimated to be worth $2.29 trillion in the world (John, 2018) and by 2021, it is 

anticipated to be worth $4 trillion (Costello &Rimol, 2020). As a result of the quarantine period, the corporate landscape underwent tremendous changes 

(Slagmulder, 2021). The financial crisis, in the end, fueled the development of electronic commerce (Nedorostkova, 2020).  

 The findings of this study denote how the integration of web software altered the way students shop from traditional brick-and-mortar stores to 

online (Chava et al., 2018). In the time of the COVID-19 pandemic, online shopping was also seen as purposive-drivers and structural drivers affecting 

business and the economy as a whole. It is unavoidable to make use of technology and the internet as the pandemic has even forced it to play a crucial role 

in the delivery of services (Pedroso et al., 2022). Moreover, the values gained by the students when shopping online also leads to the development of their 

online shopping attitude as wise consumers.  Students should develop rational and critical thinking skills such as understanding the context in which 

primary sources were created. In an era where increasingly complex social and political issues are evolving from a digital landscape, determining the 

credibility of digital resources is a must when absorbing information. To comprehend the world they live in and make informed decisions, social studies 

students must be prepared to communicate with individuals from diverse cultures and online communities in order to use literacy as means of navigating 

it. Economics is an important aspect of social studies in terms of online shopping, whether it is studied alone or as part of history, ethnography, or political 

science. This study not only identifies social studies students' internet activities, but it also gives comparative data on how often students shop online 

interactively, how much they spend, and what they buy, as well as if they applied what they learned in their social studies courses in real-life situations. 

Through this, students who study economics will be able to see how their financial actions affect their future as well as society's potential.   

In the past twenty years, the world has witnessed the progress of the internet at a staggering rate (De Kloet et al., 2019) and the exponential growth of 

internet users among the youth (Susilo, 2018). The economic crisis triggered by COVID-19 has become a powerful catalyst for business digitization 

(Ozili, 2020). In every area, from communication to education to entertainment, one can clearly notice how the internet (Pereira & Romero, 2017) has 

revolutionized everything. The ubiquitous utilization of technologies is fostered by the growing popularity of information and communication technology 

(ICT) (Pedroso, 2021). Web services from various websites are integrated (Gunawan&Renaldi, 2021) that have boosted web applications in terms of 

originality and usefulness (Mclntyre& Smith, 2018). Companies gained enormous benefits from the high penetration of social media and digital marketing 

(Bala&Verma, 2018) to acquire potential customers at the global, national, and local levels (Serrat, 2017). The major benefits of e-commerce, such as 

contactless, better pricing, portability, and scalability, were prioritized by tight quarantine limits among youth (Foya&Garikayi, 2021).  Students' current 

e-commerce preferences concentrate upon convenience and security (Ardiansiah et al., 2020). In particular, students are increasingly using the internet to 

buy a wide range of items (Rahman et al., 2018), for they have a variety of options to select from when it comes to items and services (Wang et al., 2020).  

In a study conducted by Rahman et al. (2018) in Bangladesh emphasized that the lack of physical touch is often the major impediment to online retail 

purchases, followed by the privacy of personal information and the security of online financial transactions. Zhao et al. (2018) in China also revealed that 

in this scenario, the behavioral pattern of Chinese buyers is influenced by security and privacy considerations rather than apparent ease of use. However, 

Farah et al. (2018), found out that among Kashmiri student buyers, even if they spent hours on the internet, there is no relationship created between the 

customer and the online shop in the presence of perceived online risk. The quality of the user interface, the reliability of the product and service 

information, the perception of security, and the awareness of the site were all found to have significant influence (Chen & Chang, 2018) on the site 

involvement of the customers. Similarly, the research investigated by Pedroso et al. (2020) in the Philippines, found out that in effectively harnessing the 

value and benefits of technologies for education, schools and learning communities, students must be aware of their intention to continue using them for 

learning.  

Additionally, in a study conducted by Thaicon (2017) in Australia, it was found out that consumers' relationship purchasing behavior is heavily 

mediated by information satisfaction and relational benefit. The feelings were represented through the utilization of the internet experience (Shearer et al., 



472 International Journal of Research Publication and Reviews, Vol 3, no 4, pp 464-479, March 2022 

 

2020) and users’ encounters while engaging in online activities (Sailer et al., 2017). The actions of students can have an impact on whether or not a 

product's navigation can be turned into a purchase (Li et al., 2018). Shorter surfing times and less thorough information processing will emerge as a result 

of this favorable effect (Wang et al., 2020) when the intention of internet shopping is to complete a task rather than pure pleasure (Cha & Park, 2017). 

Consumers with varied purchasing objectives and motivations have different emotional responses during the shopping process (Singh, 2018). The goal-

oriented online consumers are found to lack impulsive but enjoy freedom and control, and are more compassionate buyers which prioritize their needs, 

whereas the experiential online shoppers indulge with surprise and pleasure (Lissitsa&Kol, 2021) in the shopping experience. 

Consumers have been forced to digitize by the COVID-19 pandemic over the world since the need for technology is apparent (Pedroso et al., 2021). A 

variety of objective and subjective factors influence students' consumer behavior in this study. Students' attitudes regarding health, as well as their 

purchasing habits, were influenced by the increase in COVID-19 cases and their implications. In general, there has been a huge increase in e-commerce 

spending. The major reasons for shopping online are to save time and to be able to choose from a wide range of things. Because current students are so 

busy that they cannot or would not spend much time shopping, online buying saves them a lot of time. According to the findings of Csiszárik-Kocsir et al. 

(2021), online shopping has become a fundamental element of people's consumer culture since the pandemic's onset. This new purchasing pattern not only 

provides students with a large selection of items but also provides the economy with a large market and a plethora of business optiona (Haaker et al., 

2021).  

According to the survey conducted by United Nations Conference on Trade and Development (2020) in Switzerland, it was revealed that as the 

international economy recovers, consumers in emerging economies have made the biggest move to online shopping, and the choices that buyers make 

today will have a long-term impact as the world economy recovers. The e-commerce sector will grow from 16% to 19% of total retail sales in 2020, 

according to UN trade and development experts. By increasing demand, increasing consumption, and creating employment, online shopping has become a 

powerful tool for strengthening the economy (Jha, 2019). As the country continues to handle COVID-19 threats and transitions to new and better normal, 

efficient and economical e-commerce can assist to maintain economic activity and generate growth (National Economic and Development Authority, 

2020). Similarly, Chua (2020) emphasizes that as businesses and consumers increase their use of electronic transactions, such as cashless payment systems 

and other financial technology platforms, online shopping and marketing platforms will play a larger part in the new normal economy. 

In a research conducted by Jasmani&Sunarsi (2020) in Indonesia noted that through shopping online, there is an influence of lifestyle on purchasing 

decisions of mobile phones. In the social context, the results of the study proved that when it comes to making online purchases, consumers' priorities 

have changed and shifted purchases (Shavitt& Barnes, 2020) during the pandemic. The importance of promptness in decision-making increased as the 

customer's experience improved (Gu et al., 2021), and internet customers became more engaged and sharper when it came to determining what to buy 

(Sheth, 2020). Even before the pandemic, consumers were generally sensible, righteous, considerate, and mindful shoppers (Jansenn et al., 2021) of their 

lifestyle (Pedroso, 2021), however, the inability to manage time and money (Tangco-Siason et al., 2022) could also be a problem by consumers. Because 

of this, some spending categories, such as experiences, were gradually devalued on their priority lists (Kunzmann, 2020), and COVID-19 hastened things 

in this direction (Gu et al., 2021). Online consumers tend to be convenience-oriented (Aschemann-Witzel, 2018), and recreational and economic shoppers 

appear to become superior in the recent past (Campbell, 2021). Experiential purchasers or hedonic buyers always prefer an interactive setting environment 

that involves socialization compared to those that rely solely on text (Lau & Lee, 2019). On the intention to shop online, personal innovation has both 

direct and indirect consequences (He et al., 2018) the attitude mediates these indirect effects (Vasilveya, 2018). As the adoption of innovation is 

influenced by personal characteristics (Jeong et al., 2017) Purchasing online is considered an innovative habit. It is linked to innovativeness in comparison 

to shopping in traditional physical stores (Maat &Konings, 2018). Online customers are also disciplined and seek a wide range of options, (Hu et al., 

2021), in which non-shoppers are less risk-averse and less brand- or price-sensitive (Huseynov&Yıldırım, 2017).  

For the youth segment, the online market has a lot of potentials (Soh et al., 2020) since today's students are well-versed in technology (Pedroso, 

2021). Newer technologies can be adopted by younger individuals (Manyika, 2017) so they are flexible to cope with the internet as a shopping platform. 

In a research conducted by Jung and Seock (2017) among 368 Caucasian American and other ethnic groups (e.g., African American and Hispanic), the 

result emphasized that the level of educational attainment has a conflicting effect on the internet shopping, ranging from no effect to a favorable effect. 

Moreover, this study was supported by Ladhari et. al (2019) in which it was found out that individuals who shops online are not certainly more educated. 

According to several studies on the level of education and consumption, there is a link between education and greatness (Ruiu, 2019), and consumers’ 

amount of time and money spent online (Melović et al., 2021).  This may be explained by the fact that shopping over the internet is a relatively simple 

operation that does not necessitate a higher level of education (Demuyakor, 2020). Young people's buying habits and behavior patterns have a stronger 

impact on their purchasing decisions (Ahmed et al., 2020). However, the study conducted by Schreurs et al. (2017) in Canada reveals that the majority of 

today's youth have access to digital media, but many are unaware of how to use it to its full potential. Individual purchasing habits play a significant and 

predominant effect on consumer behavior in general, and among young people in particular (Elhoushy, &Lanzini, 2021). Likewise, the study by Cao 

(2018), in Taiwan and China, defined college of education students' online shopping behavior and online shopping activities. It was revealed that 

education students with a higher monthly income and a higher level of digital self-efficacy have a more positive attitude and are more likely to shop online 

(Cao, 2018). Similarly, users who have been educated are generally more well-informed than those with their uneducated peers (Noh et al., 2019). Marza 

et al. (2019) tells that enjoyment, perceived danger, and social influence all have a substantial impact on students' online shopping habits. 

As with the majority of studies, the design of the current study is subject to limitations that should be taken into account and may be addressed in 

future research. First, this study's qualitative findings may be supplemented by quantitative research to provide a better understanding of how online 

shopping is perceived as trending e-commerce during the COVID-19 epidemic. Second, the study only focused on the social studies education students, a 

comprehensive application of the findings and implications of this study to other courses and undergraduate programs may be distinguished. In addition, 

our findings are based on the experiences, behaviors, and perspectives of social studies students on online shopping during the COVID-19 epidemic. 

Future studies could provide more information on how online shopping after the pandemic compare and validate each other. Finally, since we employed 

written interview questions, it is possible that the results could be skewed by self-report bias. Despite these limitations, this study provided information on 
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preservice teachers’ insights on online shopping during the COVID 19 pandemic, which might be used to inform future research on this topic in some 

way.  

The findings of this research reveal critical insights related to online shopping values, web atmospheric cues, and purchasing behavior that has not 

been considered by previous researchers, making it a significant contribution to the field of social studies research. For individuals with academic and 

practical interests in the issue in a developing country like the Philippines, the study makes quite a few inputs to the current knowledge on online buying 

as trending e-commerce. As a result, for cross-border e-commerce to be sustainable, it is critical to analyze and predict consumers' purchasing intentions. 

Simultaneously, young online shoppers are eager to keep up with the latest fashion trends. In this era of information explosion, where personalized 

services have pervaded many aspects of our lives, this study provides valuable information for the long-term development of cross-border e-commerce. 

Consumers can relax their minds and bodies and make shopping more enjoyable by combining social e-commerce and the process of interacting among 

younger shoppers.  

 

4. Conclusion 

 

Online shopping has dramatically increased and becomes trending e-commerce during the COVID-19 outbreak, as the country's lockdown lasted 

longer. Because of the changing lifestyle of young shoppersas online consumers and the rise of online activity through fast and effective ways of purchase, 

shopping trends are changing. It is indisputable that consumers prefer to be able to navigate and acquire information on the internet in a more accessible 

and easy way. E-commerce is all about convenience, and it is one of the key reasons why it become so popular in recent years. Despite the fact that 

internet shopping has become the norm in this pandemic, purchasing power gives customers a sense of control over what they desire and what they need. 

Customers' spending habits are also influenced by web integration and technology, which alters the way they purchase, allowing them to make better 

purchasing judgments and become wise, disciplined, and considerate in their spending habits. With the growing demand, extending consumption, 

promoting employees, and helping the local economy, online shopping has also become a useful tool for boosting an economy. On the other hand, the 

desire of young consumers to go on an adventure and have a wide range of new experiences and interactions is at odds with online shopping. As a matter 

of fact, e-retailers may build a marketing strategy that will attract and convert these potential young customers into active purchasers. 
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