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Abstract

Aim: This study determined the significant difference between online and traditional shopping as revealed by the
satisfaction of the consumers.

Methodology: This study used a descriptive research design using survey questionnaires to determine the significant
difference between online and traditional shopping as revealed by the satisfaction of the selected consumers in Sariaya,
Quezon. It was conducted in Brgy. Sampaloc Santo Cristo with 40 respondents. Convenience sampling was employed.
Results: Only the product quality and the return of the products has a significant difference between online and
traditional shopping. Since the T- value of the product quality is 3.61, the p-value is 0.000, and the p<0.05, the null
hypothesis is rejected. Therefore, there is a significant difference between the product quality of online and traditional
shopping. Furthermore, the return of products, its T-value is 5.62, the p-value is 2.798, and p<0.05. The null hypothesis
is rejected in this regard, indicating that there is a significant relationship between the return of products from online
and traditional shopping. With regards to the convenience, variety, prices of the products, and discount of online and
traditional shopping, there is no significant difference found between them.

Conclusion: The satisfaction of the selected consumers in the sub-variables (product quality, convenience, variety,
prices of the products, discounts, and return of products) are anchored in knowing one’s satisfaction with certain
product or services. In online shopping, the product quality, prices, and return of products are verbally interpreted as
“satisfying”. On the other hand, the remaining sub-variables like convenience, variety, and discounts got the verbal
interpretation of’ ‘highly satisfying” which indicates the edge of online shopping in terms of convenience to the
consumers, variety of products they offer in different channels and the various offers and discounts they offer to the
consumers. In addition, in terms of traditional shopping, prices, and discounts garnered a verbal interpretation of
“satisfying” and the product quality, convenience, variety, and return of products results in “highly satisfying” which
means that both mediums of shopping successfully meet the demand of the consumers.

Keywords: online shopping, traditional shopping, difference, customers’ satisfaction

INTRODUCTION

Today, people of all ages incorporate shopping into their lives. Although buying necessities is the main reason
why individuals go shopping, other people find pleasure and relaxation in being able to shop for both their needs and
wants. Despite the proliferation of shopping centers and places worldwide, consumer satisfaction will always be the
primary indicator of the success of one’s business. Consumers drive the market as their satisfaction is one of the crucial
aspects that needed to be considered in the differentiation between online and traditional shopping. With the advent
of technology, one of the most prevalent issues that consumers encounter nowadays is deciding which method of
shopping to use to satisfy their needs and desires.

As defined by Sivanesan (2018), online shopping is a process of buying, purchasing, and even selling products
or goods over the Internet. Online shopping is considered to be more convenient for consumers since they can shop
whenever and wherever they want. According to Statista-The Statistics Portal, there were 3.81 billion active users of
social media and about 4.57 billion internet users globally as of April 2020. As mobile technology has improved, resulting
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in easier access to global markets with the help of increased access to high-speed internet, consumer purchasing habits
have also changed from traditional purchases to digital mediums. Over the past few years, online shopping has grown
in popularity .Global online retail sales were close to $5 trillion in 2021, and by 2025, experts predict they will reach $7
trillion (Coppola, 2022). Moreover, Asia has the highest smartphone usage rates for online shopping. Malaysia, where
approximately 45 percent of people made a weekly mobile purchase, was the top digital market by the end of 2021
based on the percentage of the population who had done so. The top three countries in the ranking were South Korea,
Taiwan, and the Philippines (Coppola, 2022).

The main reasons why consumers are becoming more interested in online shopping are convenience,
enjoyment, and efficiency. Customers can buy comfortably from home, with less time and money spent on a trip.
Another study found that availability, cheap prices, discounts, comparisons, customer service, user-friendliness, time,
and range of options are the primary factors that influence online shopping. Above all, the majority of Filipino
consumers prioritize price and convenience when choosing what to buy. In that case, Filipinos are more likely to shop
online for their convenience (Cudis, 2021). In connection to this, Magkilat (2022) stated in an online article that Filipinos
prefer to shop online rather than going to physical stores, particularly during the pandemic. Additionally, Millennials
and members of Generation Z are purchasing more on social media. Nearly 7 out of 10 survey respondents have found
and purchased items on social media, with Millennials and Gen Z making up 76 percent of this group. The survey also
showed that shoppers’ habits change on different Mega Sale Days in the Philippines wherein almost 90% of the
shoppers surveyed revealed that they purchase online during Mega Sale Days.

Despite all the benefits, some consumers might find online buying to be unreliable and unsafe. Online
shopping is non-social because there is no face-to-face connection between the consumer and seller. As a result, the
buyer occasionally finds it difficult to establish trust (George et al., 2019).

The consumer market has transformed as a result of internet buying over the past few decades. It still has a
long way to go before it completely replaces in-person shopping. Despite its enormous popularity, online shopping
still doesn't always provide the ease and instant gratification that consumers desire which traditional shopping can
somehow provide.

Traditional shopping is also known as real-time shopping. It is the process of purchasing and selling products
or services in which a physical interaction with a salesperson is required in order for the product under consideration
to be purchased. Traditional shopping offers a lot of advantages (Aryani, 2021). For instance, customers can look at,
touch, and browse products being offered in traditional stores. According to another study by Sivanesan, Monisha,
Babisha, and Abisha (2018), the need to hold the thing in their hands is one of the main factors pushing people to
choose conventional shopping. This suggests that when it comes to shopping, people place an immeasurable value on
physical contact and product experience. Additionally, instant delivery is ensured by traditional shopping because
customers can take their purchases home straight away. Furthermore, for other people, simply strolling through malls
and doing their regular shopping is a sort of relaxation, enjoyment, and amusement.

Many buyers like in-person shopping or traditional shopping due to the immediate joy of receiving the item
they are purchasing. Many other customers prefer to physically inspect or try on goods before making a purchase.
Furthermore, 80.9% of sales are made offline compared to 19.1% online as of 2021, indicating that conventional
shopping is still more popular. Online retail sales will still account for only 21% of all worldwide sales even in 2022
(Ariella, 2022). 65% of people claim that the ability to avoid delivery expenses makes them prefer in-person shopping.
Another 60% of respondents said they typically shop in person so they can acquire their goods right away. This
demonstrates that despite the COVID-19 Pandemic’s impact on an increase in internet sales in 2020, brick-and-mortar
stores continue to dominate the world of retail. Moreover, based on the study conducted by Andersone&Sarkane (2019)
and Khatwani (n.d.), traditional shopping still provides purchases that are on average greater than those purchased
online.

Both shopping options have existing disadvantages that hinder consumers to know their significant differences
and advantages. This actively illustrates the need for the researchers to analyze online shopping and traditional
shopping as revealed by the satisfaction of the consumers. Analyzing this existing conflict would help the consumers
to know what is the best and most convenient mode of shopping they can use despite the variety of choices in the
market. According to PhilAtlas (2020), Sariaya had a total population of 161,868. Barangay Sampaloc Sto. Cristo has
the highest population with a total of 9,007. This shows that there are a significant number of consumers within that
area. Thus, in this study, the researchers will examine the consumers’ satisfaction with online and traditional shopping
which will be the basis of knowing the significant difference between the two.
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Research Questions
The purpose of this descriptive study is to analyze online shopping and traditional shopping as revealed by
the satisfaction of the selected consumers in Sariaya, Quezon.
It specifically aimed to respond to the following research questions:
1. What is thedemographic profile of consumers in terms of
1.1. Age;
1.2. Sex; and
1.3. Socio-economic status
2. What is the consumers’ satisfaction towards online and traditional shopping in terms of:
A. Online Shopping
2.1 Product quality;
2.2 Convenience;
2.3 Variety;
2.4 Prices of the products;
2.5 Discounts; and
2.6 Return of products
B. Traditional Shopping
2.1 Product quality;
2.2 Convenience;
2.3 Variety;
2.4 Prices of the products;
2.5 Discounts; and
2.6 Return of products
3 Is there a significant difference between online and traditional shopping as revealed by the satisfaction of
selected consumers in terms of:
3.1 Product quality;
3.2 Convenience;
3.3 Variety;
3.4 Prices of products;
3.5 Discounts; and
3.6 Return of products

Hypothesis

Given the stated research problem, the following hypotheses were tested on 0.05 level of significance:
Hypothesis 1: There is a significant difference between online and traditional shopping
Hypothesis 2: There is no significant difference between online and traditional shopping

METHODS

Research Design

This study used a descriptive research design using survey questionnaires to determine the significant
difference between online and traditional shopping as revealed by the satisfaction of the selected consumers in Sariaya,
Quezon.

Population and Sampling
This study was conducted in Brgy. Sampaloc Santo Cristo with 40 respondents. Convenience sampling was
employed.

Instrument
The survey questionnaire was used to collect the necessary data in this study. Said instrument was validated
by experts in the field.
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Data Collection
The data were gathered, read, and analyzed following the objectives of the study and in adherence to all
protocols in the conduct of research.

Treatment of Data

Statistical Analysis was used to analyze the satisfaction of the consumers toward online and traditional
shopping with the sub-variables of product quality, convenience, variety, prices of the products, discounts, and return
of products.

Ethical Considerations
The researcher ensured that all research protocols involving ethics in the research were complied with for the
protection of all people and institutions involved in the conduct of the study.

RESULTS and DISCUSSION

There is an equal distribution in terms of the ages of the respondents. Out of 40 respondents, there are 8
respondents corresponding to each age range. It means that each age range composed 20% of the total respondents.
In terms of the respondents’ sex, females dominated the highest frequency count of 22 or 55% at rank 1 while males
obtained the least frequency count of 18 or 45% at rank 2. To conclude, with respect to the socio-economic status of
each respondent, it is shown that almost half of the said respondents are poor with the obtained frequency of 19 or
47.5% at rank 1 whereas only 1 among the respondents is in the middle-middle class with a frequency of 1 or 2.5%at
rank 5.

There is an equal distribution in terms of the ages of the respondents. Out of 40 respondents, there are 8
respondents corresponding to each age range. It means that each age range composed 20% of the total respondents.

In terms of the respondents’ sex, females dominated the highest frequency count of 22 or 55% at rank 1
while males obtained the least frequency count of 18 or 45% at rank 2

Lastly, regarding the socio-economic status of each respondent, it is shown that almost half of the said
respondents are poor with the obtained frequency of 19 or 47.5% at rank 1 whereas only 1 among the respondents is
in the middle-middle class with a frequency of 1 or 2.5%at rank 5.

Customers’ Satisfaction Towards Online and Traditional Shopping
Table 1
Customers’ Satisfaction Towards Online Shopping In Terms of Product Quality, Convenience, Variety, Prices of the
Products, Discounts, and Return of Products

Online Mean Int. Rank
Shopping

Product Quality
As a consumer, I can say that...

1. the appearance of the products are 3.225 | Satisfying 1.5
2. the durability of the products are 3.225 | Satisfying 1.5
3. the functional adequacy of the products are 3.075 | Satisfying 4
4. the authenticity of the products’ brand are 2.900 | Satisfying 5
5. the functional accuracy of the products are 3.200 | Satisfying 3
Composite Mean 3.125 | Satisfying

Convenience
As a consumer, I can say that...

1. the checking out of the products Highly

3375 | satisfying | 1
2. the purchasing conveniency are 3.200 | Satisfying 5
3. the salesperson/Employee’s knowledge in the stores are 3.250 | Satisfying 4
4. the availability of the stocks are Highly

3.275 Satisfying 3
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5. the product categorization are Highly

3.300 Satisfying 2
Composite Mean 3.280
Variety
As a consumer, I can say that...
1. the product variations are Highly

3.525 Satisfying 1
2. the product familiarity are 3.225 | Satisfying 5
3. the product recommendations are Highly

3.475 Satisfying 2
4. the product specialties are 3.325 | Satisfying 4
5. the availability of all kinds of products are 3.425 Highly 3

’ Satisfying

Composite Mean Highly

3.395 Satisfying
Prices
As a consumer, I can say that...
1. the consumer friendly prices are 3.225 | Satisfying 1
2. the negotiability of the prices are 2.975 | Satisfying 4
3. the product price justification are 3.100 | Satisfying 2
4. the similarity of the price to the SRP (Suggested Retail Price) are 3.075 | Satisfying 3
5. the VAT (Value Added Tax) free are 2.900 | Satisfying 5
Composite Mean 3.055 | Satisfying
Discounts
As a consumer, I can say that...
1. the considerable discounts are 3.175 | Satisfying 2
2. the holidays and monthly promos and discounts are 3.425 Highly 1

] Satisfying

3. the conveniency to ask for discounts and other good deals are 2.725 | Satisfying 5
4. the benefits of various advantage cards are 3.025 | Satisfying 3.5
5. the discounts accuracy are 3.025 | Satisfying 3.5
Composite Mean 3.075 | Satisfying
Return of Products
As a consumer, I can say that...
1. the responsiveness and accountability of the customer care personnel 2.975 | Satisfying 2
or salesperson are
2. the moneyback refund are 2.650 | Satisfying 3
3. the product exchange to the seller are 2.600 | Satisfying 4
4. the communication between me and the seller are 3.050 | Satisfying 1
5. the returning process and instructions are 2.550 | Satisfying 5
Composite Mean 2.765 | Satisfying
Grand Mean 3.116 | Satisfying

1.00-1.75 Highly Dissatisfying (HD);
1.76 - 2.50 Dissatisfying (D)
2.51-325 Satisfying (S)
3.26-4.00 Highly Satisfying(HS)
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The table above shows the six (6) factors that determine consumers’ satisfaction in terms of purchasing online.
As presented in Table 1, in terms of product quality, the respondents confirmed that they are both highly satisfied with
the appearance and durability of products. It is evident since these two factors obtained the highest mean of 3.225
and the highest rank of 1.5. It means that most consumers are particular about the appearance and durability of the
product before purchasing it. It is confirmed by the study conducted by Bhadauria (2018) wherein humans are believed
to have a strong affinity for beauty, appearance, and high aesthetics. Thus the appearance of the product significantly
affects consumer behavior and satisfaction. Moreover, according to an online article by Excelsior (2018) that aside from
appearance, durability is always a major concern. They believed that durability posed lots of practical advantages to
its end consumers. Products that are less expensive and less durable are inherently more likely to fail frequently, which
can quickly drive up the cost of repair or replacement. However, respondents also affirmed that they are not particular
with the authenticity of the products’ brand in terms of the product quality as evidenced by the lowest obtained mean
of 2.900 and the lowest rank of 5. Here, consumers do not necessarily check if the products’ brand is original or fake.
It is supported by the study conducted by Little (2020) wherein they found out that people tend to buy products even
if they are not authentic because it is more affordable than the original products and they are afraid that their products
will not be delivered. Therefore, it can be said that both factors affect consumers’ satisfaction with online shopping.

Regarding convenience, respondents believed that one of the factors which made them highly satisfied with
online shopping is that checking out the products became easier. It is revealed since it obtained the highest mean of
3.375 and the highest rank of 1. It means that consumers are more likely to shop online since they can easily select
or check the products they want to purchase. According to Baluch (2022), online shopping is convenient since it will
be easier for consumers to compare products, and check their prices, product details, and consumer reviews with just
a click. However, respondents affirmed that the convenience of purchasing online is still satisfying though it gained the
lowest mean 0f3.200 and the lowest rank of 5.

Respondents also believed that the variety of the products is one of the factors that affect their satisfaction
in purchasing online. Thus based on the table above, it is shown that consumers are highly satisfied purchasing online
since the products have lots of variations. It is evident since it obtained the highest mean of 3.525 and the highest
rank of 1. Here, it shows that consumers tend to buy online since they can see that there are a lot of products to
choose from. The single product they want poses a lot of versions that somehow highly satisfied them. It is supported
by the study of Whitney, Trudel, & Kurt (2018) who concluded that consumers desire to have a variety of product
options. Pleasure- driven consumers have the opinion that what makes them happy is very different from what makes
most other people happy. They will consequently prefer a wide variety of a specific product. Meanwhile, respondents
said that product familiarity is still satisfying when purchasing online though it poses the lowest mean of 3.225 and the
lowest rank of 5. According to Lahon (2022), consumers prefer products they are familiar with because it makes it
easier for them to understand the shopping process. Hence, consumers are more willing to stick with familiar products
than those that offer them new buying opportunities.

Regarding the price, respondents said that consumer-friendly prices are satisfying when it comes to online
shopping. It is revealed since it obtained the highest mean of 3.225 and the rank of 1. It means that consumers are
satisfied purchasing online because the products are cheaper compared to traditional shopping. According to Chang
(2021), the price has influenced consumer decision-making and has a more nuanced impact than is typically given
credit for. Here, it is said that the price of the products greatly affects the decision of the consumer if they are going
to purchase something online. Meanwhile, based on the responses, online shopping being VAT (Value Added Tax) free
is still satisfying however, it gained the lowest mean of 2.900 and the lowest rank of 5. It means that consumers are
satisfied since there is no value-added tax on their purchased products; which can also mean that the price will be
cheaper. Thus according to Parietti (2022), if the products purchased online will be taxed, there will be a raise in the
prices of the products. It will cause consumers back to traditional shopping.In terms of the discounts, respondents
revealed that the holidays and monthly promo and discounts are highly satisfying since they posed the highest mean
of 3.425 and the highest rank of 1. It means that consumers are most likely to purchase online during holidays, mega
sales, and monthly promos. According to Magkilat (2022), consumers’ purchasing habits change on different Mega Sale
Days. The entire year is covered by Mega Sale Days in the Philippines. Ninety percent of year-end buyers polled
purchased in 2021's Mega Sale Days. With 24 percent and 44 percent of year-end customers surveyed partaking 12.12
and 11.11 are the most well-liked Mega Sale Days. Therefore, it can be said that online shopping tends to bloom more
especially when there are promos and discounts. Meanwhile, the convenience to ask for discounts and other good
deals is still satisfying though obtained the lowest mean of 2.725 and the rank of 5. Here, customers are nevertheless
satisfied in this circumstance because it is still easier for them to request discounts and deals when making an online
purchase than when doing a physical purchase. According to Lee & Yu (2018), price discounts encourage consumers
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to buy the promoted products as soon as possible. Therefore, it can be said that discounts and promos have a direct
impact on the consumers’ perception and satisfaction with purchased products, specifically in online shopping.

Lastly, regarding the return of products, consumers said that the communication between them and the seller
is satisfying. It posed the highest mean of 3.050 and the rank of 1. Based on the result, it can be said that consumers
prefer online shopping because when they are about to return the products, they can easily communicate with the
seller online. Along with that, the returning process and instructions are also satisfying according to the respondents
though it resulted in the lowest mean of 2.550 and the rank of 5. Here, it can be said that the return process as well
as the instruction are more accessible and convenient because it is done online. Various studies have shown that 80%
of customers are turned off by inconvenient shipping and return policies. This statistic demonstrates the potential
significance of these initiatives. Giving customers real-time details about when their purchases will arrive, for instance,
is quite helpful. Your customer will appreciate any efforts you make to simplify the returns procedure, such as providing
shipping labels, return packaging, and clear directions.Additionally, when consumers are pleased with a company's
return policy, sales, returns, and customer loyalty all increase (Paack, 2022).

Table 2
Customers’ Satisfaction Towards Traditional Shopping In Terms of Product Quality, Convenience, Variety, Prices of
the Products, Discounts, and Return of Products
Traditional
Shopping

Mean Int. Rank

Product Quality
As a consumer, I can say that...

1. the appearance of the products are Highly

3.675 Satis?ying 1
2. the durability of the products are Highl

3.525 Satis?yirzlg 2
3. the functional adequacy of the products are Highly

3.325 Satisfying )
4. the authenticity of the products’ brand are Highly

3-500 | satisfying 3
5. the functional accuracy of the products are Highly

3.400 Satisfying 4

. Highly

Composite Mean 3.485 Satisfying

Convenience

As a consumer, I can say that...
(Bilangisangmamimili, masasabi ko na...)

1. the checking out of the products Highly

3.700 Satisfying 1
2. the purchasing conveniency are Highly

3.450 Satisfying 2.5
3. the salesperson/Employee’s knowledge in the stores are Highly

3.450 Satisfying 2.5
4. the availability of the stocks are 3.225 | Satisfying
5. the product categorization are 3.175 | Satisfying 5

. Highl

Composite Mean 3.400 Satis?yirzlg
Variety
As a consumer, I can say that...
1. the product variations are Highly

3.375 Satisfying 1
2. the product familiarity are Highly

3.350 Satisfying 2
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3. the product recommendations are Highly
3.325 Satisfying 3
4. the product specialties are 3.250 | Satisfying
5. the availability of all kinds of products are 3.125 | Satisfying 3
. Highl
Composite Mean 3.285 Satis?yirzlg
Prices
As a consumer, I can say that...
1. the consumer friendly prices are 3.400 Highly
Satisfyin 2
9
2. the negotiability of the prices are 3.475 Highly
Satisfying 1
3. the product price justification are 3.175 | Satisfying 3.5
4. the similarity of the price to the SRP (Suggested Retail Price) are 3.175 | Satisfying 3.5
5. the VAT (Value Added Tax) free are 3.025 | Satisfying 5
Composite Mean 3.250 | Satisfying
Discounts
As a consumer, I can say that...
1. the considerable discounts are 3.200 | Satisfying 4
2. the holidays and monthly promos and discounts are 3.075 | Satisfying 5
3. the conveniency to ask for discounts and other good deals are 3.250 | Satisfying 1.5
4. the benefits of various advantage cards are 2.975 | Satisfying 3
5. the discounts accuracy are 3.250 | Satisfying 1.5
Composite Mean 3.150 | Satisfying
Return of Products
As a consumer, I can say that...
1.theresponsivenessandaccountabilityofthecustomercarepersonnel or Highly
salesperson are 3.600 Satisfying 1
2. the moneyback refund are Highly
3.350 Satisfying 4.5
3. the product exchange to the seller are Highly
3.450 Satisfying 3
4. the communication between me and the seller are Highly
3.350 Satisfying 4.5
5. the returning process and instructions are Highly
3-425 | satisfying 2
Composite Mean 3.435 S;Itli?;l}ilng
Grand Mean Highly
3.334 Satisfying

1.00-1.75 Highly Dissatisfying (HD),
1.76 - 2.50 Dissatistying (D)
2.51-325 Satistying (S)

3.26 —-4.00 Highly Satisfying (HS)

The table presented the six (6) factors that can affect consumers’ satisfaction with traditional shopping. As
shown in Table 3, regarding the product quality, respondents affirmed that the appearance of the products is highly
satisfying garnering the highest mean of 3.675 and the highest rank of 1. It means that customers are more likely to
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buy products in traditional stores because of the products’ appearance and aesthetic appeal. Meanwhile, based on the
responses, it is also revealed that the functional adequacy of the products is still highly satisfying though obtained the
lowest mean of 3.325 and the lowest rank 5. This means that consumers tend to buy products that they think are
appealing to their eyes instead of focusing on their functionality. It is completely supported by the study of Kumar
(2018), which stated that the aesthetic appeal of the products that influenced the emotional level of the people is the
reason why people become loyal to the brand compared to other factors like price and functionality. In addition to that,
it is also stated that a stronger relationship is the outcome when the seller invested more in aesthetics and if they
invest in functionality, a transactional relationship is more likely to be developed.

With regards to the variety, respondents found the product variations highly satisfying, it is shown as it
obtained the highest mean of 3.375 and the highest rank of 1. Based on the results, it can be said that consumers
prefer traditional shopping because it offers a wide variety of products to choose from. However, some respondents
answered that the availability of all kinds of products is satisfying though it accumulated the lowest mean of 3.123 and
the lowest rank of 5. Here, it can be said that consumers find it difficult to find all of the products they need in a single
store. Traditional stores may not offer a vast range of items or products compared to online shopping (Hans, 2020).
Moreover, Finical (2021) stated that the selection of products available at traditional stores is constrained and limited.
Many shops only offer a portion of their products in each location, choosing which things to stock based on customer
demographics. The in-store choice is also limited by issues like stock and size shortages. This implies that traditional
shopping has this kind of downside.

In terms of convenience in traditional shopping, it is highlighted that checking out the products is highly
satisfying. It is evident since it accumulated the highest mean of 3.700 and the highest rank of 1. It means that
consumers are highly satisfied with traditional shopping since they can personally inspect and check out the products
in the store. As posited by Vishen (2020), before making a purchase, consumers prefer to try the item on or inspect it
in person. It guarantees that the product is of high quality and is priced fairly. Consumers can examine, touch, and
feel the objects to their contentment. Moreover, Clark (2020) stated that, unlike billboards, traditional or physical stores
offer more than just immediate visibility. Customers may view the products, which helps them make a purchase
decision. Meanwhile, some of the respondents answered that product categorization in traditional shopping is just
satisfying. It is evident since it obtained the lowest mean of 3.175 and the lowest rank of 5. This explains that the
products in traditional stores are not in their proper product category and not organized in terms of costs at some point
in time, According to Sanchez (2022), due to the restricted selection of goods and items they offer, traditional stores
do not allow clients to compare costs easily.

Highlighting the prices, it is revealed that the negotiability of the prices is highly satisfying in traditional
shopping according to respondents. It can be seen from the results as it obtained the highest mean of 3.475 and the
highest rank of 1. From here, it can be said that it is easier for consumers to communicate or negotiate with the seller
in traditional stores compared to online shops. According to Goodman (2022), traditional stores occasionally give room
for bargaining with the owner, especially if you are a regular customer. Online, where the purchasing procedure is
virtually always impersonal, this is an uncommon alternative. Additionally, customers can interact face-to-face with
store personnel and other customers when they shop traditionally. A helpful and informed salesperson can greatly
improve the buying experience, especially when combined with an up-close look at the items. This is unquestionably
crucial for local and specialized shops, where you'll almost surely interact with a knowledgeable employee about the
goods. Personal suggestions and professional counsel can be quite helpful while shopping for a variety of items
(Sanchez, 2022).

Moving on to the discounts, the convenience to ask for discounts and other good deals and the discount's
accuracy are both highly satisfying based on the responses. It is apparent since both factors obtained the highest mean
of 3.250 and the highest rank of 1. Here, it can be said how crucial communication is in determining the satisfaction
of consumers in traditional shopping. It could be possible to communicate with certain personnel about a product when
shopping online, but the details they give may not be adequate. Therefore, items could not have the same qualities as
those listed in the order. In contrast, when making a traditional purchase, end users can speak with salespeople in
person in department stores and other retail locations, where they can also learn more quickly about the features of a
particular product. Additionally, they can converse with and watch other shoppers' shopping habits. They will benefit
from having a better purchasing experience as a result (Bazarpe, 2020).

At last, in terms of the return of products, respondents affirmed that the responsiveness and accountability
of the customer care personnel are highly satisfying. This response accumulated the highest mean of 3.600 and the
highest rank of 1. Based on this response, it can be said that the consumers are satisfied with traditional shopping
because they can easily receive the response of the seller since they are interacting personally. Billingsley (2020)
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believed that the speed of service is one of the most overlooked marketing strategies needed to draw customers. All
clients recognize the importance of a prompt response from a company, regardless of whether you are responding to
a query or a complaint. Although customer service requirements are always evolving, one thing that will never change
is how attentive a company is to the needs of the end user. In addition, sellers have embraced a customer-responsive
culture that pushes representatives to prioritize the demands of clients and formulate workable solutions as soon as
possible. With this, a delightful consumer experience is generated (Fontanella, 2022). Meanwhile, though the response;
the money back refund are highly satisfying and the communication between the consumer and the seller, garnered
the lowest mean of 3.350 and the lowest rank of 5. This pertains that some respondents viewed traditional stores as
not having a money back refund just in case there is a problem with the product they purchased. Tran (2022)
highlighted that retailers most likely offer change product rather than money-back refunds.

Table 3
Difference Between the Online an Traditional Shopping as Reveal by the Satisfaction of Selected Consumer
INDICATORS MEAN T- P- DECISION
Online Traditional | value | value INTERPRETATIO
Shopping | Shopping N
3.13
PRODUCT 3.49 3.61 0.000 p<0.05, Significant
QUALITY Reject Ho
p>0.05, R
CONVENIENCE 3.28 3.40 1.35 0.180 Accept Ho Not Significant
p>0.05, .
VARIETY 3.40 3.29 1.14 | 0.259 Accept Ho Not Significant
p>0.05, R
PRICES 3.06 3.25 1.86 0.067 Accept Ho Not Significant
p>0.05, N
DISCOUNTS 3.08 3.15 0.63 0.531 Accept Ho Not Significant
RETURN OF p<0.05, -
PRODUCTS 2.77 3.44 5.62 2.798 Reject Ho Significant

This highlights the significant difference between online and traditional shopping as revealed by the
satisfaction of the selected customers. Based on the results, since the T- value is 3.61, the p-value is 0.000, and the
p<0.05, the null hypothesis is rejected. Therefore, there is a significant difference between the product quality of online
and traditional shopping. In terms of convenience, it is revealed that the T-value has a value of 1.35 while the p-value
is 0.180. This means that p>0.05, therefore, accepting the hypothesis. Thus, it can be said that there is no significant
difference between the convenience of online and traditional shopping. Regarding the variety, T-value resulted in 1.14
while the P-value has a value of 0.259. This means that p>0.05 thus, accepting the hypothesis. Hence, there is no
significant difference between the variety of online and traditional shopping. Concerning the prices, unveiled that it has
a T-value of 1.86 and a P-value of 0.067. Since, p>0.05, it can be stated that the hypothesis is accepted. Thus, it can
be said that there is no significant difference between the prices of online and traditional shopping. For discounts, the
table shows that it has a T-value of 0.63, P-value of 0.531, and p>0.05 which means that the hypothesis is accepted.
Therefore, there is no significant difference between the discounts of online and traditional shopping. Lastly, concerning
the return of products, it is clearly shown that T-value is 5.62, the p-value is 2.798, and p<0.05. In regards to this, the
null hypothesis is rejected thus it can be said that there is a significant relationship between the return of products
from online and traditional shopping. Based on the results, only the product quality and the return of the products are
among the significant differences between online and traditional shopping. Here, it can be said that both methods of
purchasing pose differences in terms of product quality and return of the products as revealed by the satisfaction of
the selected consumers. When we shop traditionally, we can look at our things, try them out once, and make decisions
about them with the help of the person in charge of selling them. When we shop online, we can only look at our
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products once they arrive. Another benefit is that if we are dissatisfied with the product, we may get a replacement.
While traditional shopping takes more time, the results are better to those of online purchasing (Gerline, 2022).

Summary, Conclusions, and Recommendations

Based on the findings of the study, the researchers came up with a number of conclusions. It is found that
most of the respondents are female and the majority of them are in the socio-economic status of poor which ranges
the monthly income of less than Php 12,082. The study also revealed that the satisfaction of the selected consumers
in the sub-variables are anchored in knowing one’s satisfaction with certain product or services. In online shopping,
the product quality, prices and return of products are verbally interpreted as “satisfying”. On the other hand, the
remaining sub-variables like convenience, variety and discounts got the verbal interpretation of’ ‘highly satisfying”
which indicates the edge of online shopping in terms of convenience to the consumers, variety of products they offer
in different channels and the various offers and discounts they offer to the consumers. To add, in terms of traditional
shopping, prices and discounts garnered a verbal interpretation of “satisfying” and the product quality, convenience,
variety, and return of products results to “highly satisfying” which indicates that both forms of purchasing successfully
meet consumer wants. However, there are lapses in both of the medium of shopping and that made them different
from each other in terms of certain aspects in shopping. Above all, based on the aforementioned results of the study,
the researchers concluded that there is significant difference in product quality and return of products according to the
statistical test made.

In light of the findings and conclusions, it is suggested to consumers to give focus on the aspects they can
consider before choosing their medium of shopping, this includes the product quality, convenience, variety, prices,
discounts, and return of products. It is best to regard these aspects to have a good shopping experience. To the
business owners and retailers, the idea of an omni-channel strategy was put forth, whereby retailers and sellers would
continue to operate in both traditional and online channels to give customers a seamless experience. This covers
physical storefronts, mobile apps, and online distribution channels. Furthermore, this approach will encompass the
online and offline channels with the items and brands they are offering so that they will be widely known and will fulfill
the demands of the consumers.

REFERENCES

Andersone, 1., & Sarkane, E. G. (2019). Behavioral differences in consumer purchasing behavior between online and
traditional shopping: Case of Latvia. Economics and
Management.https://www.researchgate.net/publication/362887801_A_Comparati
ve_Study_of Traditional_Shopping_and_Online_Shopping_Special_Reference_t o_Dharga_Town

Ariella, S. (2022). 20+ Fascinating Online  Shopping  Statistics:  Online VS In-  Store
Shopping.https://www.zippia.com/advice/online-shopping-
statistics/#:~:text=N0%2C%?200nline%20shopping%20is%20not,21%25%200f%
20all%20global%?20sales.

Aryani, D. N., Nair, R. K., Dana Xing Yue Hoo, Daisy Kee Mui Hung, Deborah Hong Ru Lim, Dharaniya A/P Ravi
Chandran, Wei Ping Chew, & Amey Desai (2021). A Study on Consumer Behavior: Transition from Traditional
Shopping to Online Shopping During the COVID-19 Pandemic.
https://ejournal.aibpm.org/index.php/IJABIM/article/view/1170

Chiang, W., Hess, J. D., & Kacen, J. J. (2018). Buying Online Vs. Traditional Purchasing.
https://sites.google.com/site/eportfoliopamakshar/artifact-4

Coppola, D. (2022). E-Commerce as share of total retail sales worldwide 2015-2021, with forecasts to 2026. Statistica.
https://www.statista.com/statistics/534123/e- commerce-share-of-retail-sales-worldwide/

Cudis, C. (2021). Filipinos lap up online shopping amid pandemic: survey. Philippine News Agency.
https://www.pna.gov.ph/articles/ 1136660
https://libguides.uta.edu/quantitative_and_qualitative_research/quant

182

ETCOR's Website : https://etcor.org

Facebook Page  : https://www.facebook. com/Emb[a?'pgTheC‘- Thank you for emb racing

Twitter Account  : htt s://twitter.com/ETCOR_resear the culture of research
YouTube Channel : % ://tinyurl.com/YouTube 2 /
E-mail Address racingthecultureofresea with us!

Mobile Number 50939~202 0355



International Journal of Open-Access, Interdisciplinary & New Educational Discoveries of ETCOR Educational Research Center (iJOINED ETCOR)

ETCOR
{JOINED P - ISSN 2984-7567
ISSN 2945-3577

& ETCOR Hieeies ""‘“’“";%‘" T IN@ et

Sta. Ana, Pampanga, Philippines BDB b s =! l» c 0 n_ :h. lxigonoy

RNATIONAL 2 > S 3 REVIEW CENYER
pmxTosCo AT ° GO 8'& Website: https://etcor.org seutiitias —| E - ISSN 1908-3181

Daroch, B. (2021). A Study On Factors Limiting Online Shopping Behaviour Of Consumers.
https://www.emerald.com/insight/content/doi/10.1108/RAMJ-07-2020- 0038/full/html

Espinoza, M. C., Ganatra, V., Prasanth, K., Sinha Rupesh, Montafiez, C., Sunil, K. M., & Kaakandikar, R. (2021).
Consumer Behavior Analysis on Online and Offline Shopping  During Pandemic
Situation.
https://ejournal.aibpm.org/index.php/IJAFAP/article/view/1208

Frei, R. (2019). The Problems & Opportunities of E-Commerce Returns.
https://www.ecrloss.com/research/buy-online-return-in-store/

Gupta, S. (2018). Global Customer  Engagement. Journal  of  International Marketing.
https://doi.org/10.1509/jim.17.0091

Holland, K. (2022). Online Shopping vs. Traditional Shopping — Pros and Cons.
https://merchantchimp.com/online-shopping-vs-traditional-shopping/

Khouloud, S. (2020). Population in Online Shopping.
https://doi.org/10.17762/turcomat.v12i4.549

Kitapci, O. (2020). The Effect Of Specific Discount Pattern In Terms Of Price Promotions On Perceived Price
Attractiveness And Purchase Intention: An Experimental Research.
https://www.sciencedirect.com/science/article/abs/pii/S0969698919315383

Li, P., Wang, Z., & Zhu, C. (2019). Differentiation And Pricing Power Of Online Retailers.
https://fbr.springeropen.com/articles/10.1186/s11782-019-0051-4

Lier (2022).The Rise Of Online Shopping And The Importance Of A User-Friendly Website.
https://www.webstudiolab.co.uk/the-rise-of-online-shopping-and-the-importance- of-a-user-friendly-
website/

Martin, H. (2020). The |Influence of Avatars on Online Consumer Shopping Behavior.
https://journals.sagepub.com/doi/abs/10.1509/jmkg.70.4.019

Palmer (2019). Online Shopping: Advantages over the Offline Alternative.
https://www.icommercecentral.com/open-access/online-shopping-advantages- over-the-offline-
alternative.php?aid=38815

Research and Tech Lab (2018). Filipinos Still Prefer In-store Shopping Over Online Sites.
https://doi.org/10.17762/turcomat.v12i4.549

Sarkar, R. (2018). Online Shopping vs Offline Shopping : A Comparative Study.
https://www.academia.edu/download/63954907/Publishedarticle620200718- 105382-7b6ukj.pdf

Sethi, R. S. (2018). Purchase Intention Survey of Millennials Towards Online Fashion Store.
https://www.semanticscholar.org/paper/Purchase-Intention-Survey-of- Millennials-Towards-Sethi-
Kaur/59198cc34b26249844ff751c2e4f672da5b1489f#citing-papers

Shuttleworth, M. (2019). Descriptive Research Design.  https://explorable.com/descriptive-research-
design

183

ETCOR's Website
Facebook Page
Twitter Account
YouTube Channel :
E-mail Address
Mobile Number

: https://etcor.or e S
:httgs.//wwwfacg 00 Thank you for embracing

- Etéps %witte‘ om TC = the culture of research
i "Wu o with us!




International Journal of Open-Access, Interdisciplinary & New Educational Discoveries of ETCOR Educational Research Center (iJOINED ETCOR)

= : 5""' N\ oweD
i, ETCOR fm =i INN© € i

= T C O R Sta. Ana, Pampanga, Philippines NBDB ﬁ =E T n: The
/‘ — (Gougle website: https:/ fetcor.org mens o ~REVIEW cENTER :-mmm
’ RISLARCH CONFIRINCE , 4" 8 . PS: . EvELOPUENT Soaro = =

Sivanesan, R., Monisha, C., Babisha, P. V., & Abisha, S. A. (2018). Comparative study on factors influencing online
and offline shopping (With special reference to Kanyakumari District of Tamil Nadu). International Journal
of Research in Management & Business Studies, 4(3), 26-34

Weller, A. (2018). Millennials Motivations For Shopping Second-Hand Clothing As Part Of A Sustainable Consumption

Practice.
https://www.diva-portal.org/smash/get/diva2:1353887/FULLTEXTO1.pdf

184

Thank you for embracing

the culture of research
with us!




