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 Abstract – This study inves-gates the influence of pricing and packaging on 
the buying behavior of Genera-on Z toward branded products, focusing on 117 
Entrepreneurship students at Eastern Samar State University (ESSU), Guiuan. U-lizing 
a descrip-ve correla-onal research design, data were gathered through a 15-ques-on 
structured survey to evaluate how external product aKributes drive consumer 
decisions within this demographic. Descrip-ve results indicate a high level of consumer 
consciousness, as both pricing and packaging earned iden-cal overall mean scores of 
4.57, with respondents consistently selec-ng "Strongly Agree" regarding their 
importance. Despite this perceived significance, inferen-al sta-s-cal analysis using 
Pearson’s r revealed that these rela-onships were not sta-s-cally significant. 
Specifically, packaging demonstrated a moderate posi-ve correla-on (r = 0.5422, p = 
0.345), while pricing exhibited a low nega-ve correla-on (r = -0.441, p = 0.457). The 
findings conclude that while Gen Z students consciously value affordability and visual 
aesthe-cs, these factors do not serve as reliable predictors of actual purchasing 
behavior in this specific locale. The lack of sta-s-cal significance suggests that buying 
paKerns are likely influenced by more complex, unmeasured variables. Prac-cally, the 
study recommends that marketers move beyond a binary focus on compe--ve pricing 
or aKrac-ve visuals. To effec-vely capture the Gen Z market, businesses must 
implement holis-c strategies that integrate brand reputa-on, authen-city, and tac-le 
in-person experiences. 
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I. Background of the Study 
 

The millennial and Gen Z genera-ons, 
also known as Genera-on Y and 
Genera-on Z, represent two dis-nct 
cohorts that have significantly shaped 
society and the modern world. 
Millennials, born roughly between 1981 
and 1996, experienced significant 
technological advancements, including 
the rise of the internet and mobile 
devices, which shaped their op-mis-c 
and adaptable nature. In contrast, Gen Z, 
born between 1997 and 2012, are true 
digital na-ves who have grown up fully 
immersed in technology from childhood. 
Characterized by diversity, poli-cal 
engagement, entrepreneurialism, and 
social consciousness, they use 
technology as a core means for self-
expression and connec-on. 
 
Both genera-ons have been shaped by 
unique socio-economic challenges, which 
have influenced their values, aspira-ons, 
and consumer behavior. Gen Z is 
pragma-c, less aKached to brands, and 
highly influenced by social causes and 
ethical business prac-ces. They also 
exhibit strong price sensi-vity combined 
with a desire for quality and authen-city, 
favoring brands that align with 
sustainability and corporate 
responsibility. Social media is a cri-cal 
channel shaping Gen Z's purchasing 

decisions, with influencer 
recommenda-ons oaen holding more 
weight than tradi-onal adver-sing. 
 
The influence of the 4Ps (Product, Price, 
Place, Promo-on) is fundamental to 
marke-ng theory. Specifically, product 
pricing and packaging (a key component 
of the Product element) significantly 
influence buying behavior across 
genera-ons. For Gen Z consumers, 
especially, eco-friendly packaging and 
transparent brand values are essen-al, as 
they seek personalized shopping 
experiences and expect high-quality and 
ethical standards from brands. Globally, 
and in the ASEAN region, marketers are 
no-ng a shia where price is oaen 
balanced against aesthe-c packaging and 
brand ethics. While exis-ng literature 
thoroughly establishes the importance of 
pricing and packaging for Gen Z 
consumers globally, there is a scarcity of 
research that examines the sta-s-cal 
significance of the direct correla-on 
between these specific marke-ng 
elements and buying behavior within a 
localized Philippine context—specifically 
among students who are Genera-on 
Zoomers. 
 
While recent Philippine academic 
research has begun to explore Gen Z's 
purchase inten-ons through the lens of 
perceived value, price sensi-vity, and 
online channels (Ong et al., 2024; Moraga 
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& Favilla, 2024), there remains a scarcity 
of research that examines the sta-s-cal 
significance of the direct correla-on 
between these specific marke-ng 
elements and buying behavior within a 
localized Philippine context—specifically 
among students who are Genera-on 
Zoomers. While exis-ng literature 
thoroughly establishes the importance of 
pricing and packaging for Gen Z 
consumers globally, there is a scarcity of 
research that examines the sta-s-cal 
significance of the direct correla-on 
between these specific marke-ng 
elements and buying behavior within a 
localized Philippine context—specifically 
among students who are Genera-on 
Zoomers. 
 
Previous studies oaen generalize findings 
across regions or genera-onal cohorts, 
making it difficult for local businesses to 
design targeted strategies. This study 
aims to address the exis-ng gap by 
specifically examining the perceived 
importance versus the actual predic-ve 
correla-on between pricing and 
packaging and the purchasing decisions 
of Gen Z students in Eastern Samar, 
Philippines. By u-lizing correla-onal 
analysis (Pearson’s r) and significance 
tes-ng (p-value), this research aims to 
determine whether the perceived strong 
influence of these factors translates into 
a reliable, generalizable rela-onship, 

thereby providing a more robust, local 
perspec-ve for marketers and 
researchers in the region. 

 
II. Methodology  

 
2.1 Research Design 

 
This study employed a descripOve 
correlaOonal research design to 
invesOgate the influence of pricing and 
packaging on Gen Z's buying behavior 
for branded products. This approach is 
ideal for examining and describing 
connecOons without establishing a 
direct cause-and-effect relaOonship. It 
helps measure the degree of 
associaOon between two variables, 
which can be useful for making 
informed predicOons based on the 
idenOfied relaOonships. 

 
2.2 Research Locale 

 
The researchers conducted this study 
at Eastern Samar State University 
Guiuan Campus, which is located in 
Brgy. Salug, Guiuan, Eastern Samar. 
Guiuan is located at the southernmost 
Op of Samar Island and is a second-class 
municipality in the province of Eastern 
Samar, Philippines. On the other hand, 
Eastern Samar State University (ESSU) 
is a university in Guiuan that offers 



Asia-Pacific Research Digest 
Volume 1, Number 1, 2025   
E - ISSN: 3082-639X 
Open Access 
 

43 

bachelor’s degrees like Business 
AdministraOon and other business-
related programs such as AccounOng 
InformaOon System and 
Entrepreneurship. 

 
2.3 Respondents of the Study 

 
The respondents of this study were the 
students from the College of Business 
Management and Accountancy 
(CBMA), parOcularly students taking up 
Bachelor of Science in 
Entrepreneurship enrolled in the first 
semester of the academic year 2024-
2025. A purposive sampling technique 
was the selecOon process for the 
respondents. This sampling technique 
is used when the target respondents 
saOsfy the unique criteria (GeneraOon 
Zoomer who purchased branded 
products, either male or female) set by 
the researchers in order to be included 
in the study. A total of 117 students 
were selected, including 59 first-year 
students from secOon A (10 males and 
49 females) and 58 first-year students 
from secOon B (16 males and 42 
females). 

 
2.4 InstrumentaFon 

 
The research instrument that was 
uOlized in gathering the necessary data 

for this research is a survey 
quesOonnaire. The survey 
quesOonnaire consisted of 15 
quesOons to encourage parOcipants to 
elaborate on their experiences and 
perspecOves on how pricing and 
packaging influence Gen Z’s buying 
behavior for branded products. The 
survey quesOonnaire was divided into 
three parts: Packaging, Pricing, and 
Buying Behavior, a total of 15 
quesOons: 5 quesOons for Pricing, 5 
quesOons for Packaging, and 5 
quesOons for Buying Behavior. The set 
of quesOons was structured using a 
Likert Scale-point response scale to be 
easily answered by the respondents. 
The subsequent scales were (5) 
Strongly Agree, (4) Agree, (3) Neither 
Agree nor Disagree, (2) Disagree, and 
(1) Strongly Disagree. 
 

2.5 Data Gathering Procedure 
 

For the purpose of this research, a 
semi-structured survey quesOonnaire 
was used, which is designed to facilitate 
discussions. A lePer of authorizaOon 
was submiPed to the Dean and 
Program Head. Aier approving the 
permit, the researchers then formally 
requested the parOcipaOon of the 
respondents by distribuOng a lePer 
along with the survey quesOonnaires. 
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In this case, the researchers framed a 
set of quesOons that was answered by 
the respondents, who are the first-year 
students taking a Bachelor of Science in 
Entrepreneurship enrolled in the first 
semester of the academic year 2024-
2025. Upon answering, the researchers 
collected the quesOonnaires for the 
tallying process. The enOre procedure 
was done with utmost confidenOality 
and anonymity. 

 
2.6 Data Analysis 

 
The data obtained from the survey 
quesOonnaire were consolidated, 
organized, and tabulated in distribuOon 
tables. In this process, various 
staOsOcal tools were used, such as 
weighted mean, to calculate the Gen 
Zs’ buying behavior for branded 
products in terms of pricing, packaging, 
and buying behavior. The Pearson 
correlaOon coefficient, or Pearson’s r, 
was applied in idenOfying the 
relaOonship between pricing and 
packaging in Gen Zs’ buying behavior. 
To determine whether the resulOng 
value of correlaOon coefficient r is 
significant or not (i.e., how likely or 
unlikely the correlaOon is), the 
researchers made use of the 
significance value (p-value) resulOng 

from the automated computaOon in 
SPSS StaOsOcs. 
 
III. Results and Discussion 

 
This study was conducted to 
determine the relaOonship between 
pricing and packaging on the buying 
behavior of GeneraOon Z toward 
branded products. 

 
3.1 Factors Influencing Gen Zs’ 

Buying Behavior 
 

Aier the thorough analysis of data, this 
paper was able to arrive the following 
results based on the percepOon of the 
respondents on the Pricing, Packaging, 
and Buying Behaviors. 
Table 1 presents the results of the 
survey that analyzed the impact of 
packaging on Gen Z’s purchasing 
behavior. The data reveals that 
respondents are strongly inclined to 
choose products with appealing 
packaging, which earned the highest 
mean score of 4.65. This is followed 
closely by the willingness to pay more 
for branded products due to aPracOve 
aestheOcs (M=4.63). Crucially, the 
Standard DeviaOon (SD) for these 
indicators ranges from 0.48 to 0.49, 
indicaOng a very high level of 
consensus among the 117 
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respondents. Because the SD is low 
(less than 1.0), it confirms that the 
responses were Oghtly clustered 
around the "Strongly Agree" mark, 
making these findings highly reliable 
for the ESSU student populaOon. Even 
the lowest-rated indicator—
packaging’s overall impact on 
purchasing decisions (M=4.38)—sOll 
reflects a strong agreement with a low 
variance. With an overall mean of 4.57 
and a collecOve SD of 0.49, the results 

demonstrate that appealing packaging 
plays a criOcal role in shaping Gen Z’s 
preferences. This finding aligns with 
Balatero’s (2025) research on Filipino 
Gen Z, which shows that visual appeal 
is a powerful driver of purchasing 
intent. As noted by Rundh (2009) and Li 
et al. (2021), while a product may be of 
any quality, the iniOal impact of the 
packaging on customer purchasing is 
essenOal. 

 

Table 1. Factors influencing the buying behavior of the Gen Zs in terms of 
Packaging 

Indicators Mean Standard 
Deviation Description Interpretation 

A#rac've packaging 
influences my 
willingness to pay more 
for branded products. 

4.63 0.48 Strongly 
Agree 

Highly 
Significant 

I ‘am inclined to choose 
products with appealing 
packaging. 

4.65 0.48 Strongly 
Agree 

Highly 
Significant 

Packaging impacts my 
purchasing decisions. 4.38 0.49 Strongly 

Agree 
Highly 

Significant 
I have chosen branded 
products over non-
branded once due to 
their packaging. 

4.58 0.49 Strongly 
Agree 

Highly 
Significant 

I have chosen product 
based solely on their 
packaging. 

4.58 0.49 Strongly 
Agree 

Highly 
Significant 

Overall Mean 4.57 0.49 Strongly Agree Highly 
Significant 
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The assessment of pricing factors highlights 
its role as a cri'cal determinant in the 
decision-making process for Gen Z 
consumers at Eastern Samar State 
University (ESSU). As shown in Table 2, 
respondents strongly associate price with 
product quality and final purchase 
selec'on. The highest level of agreement 
was found in the indicator regarding price as 
a direct influence on purchasing decisions 
(M=4.65). Notably, the Standard Devia'on 
(SD) for these pricing indicators ranges 
between 0.48 and 0.50. This low varia'on is 
significant because it indicates a high 
degree of "consensus" among the 117 
students; almost all par'cipants provided 
ra'ngs that were clustered closely around 

the "Strongly Agree" response. This 
suggests that the perceived importance of 
pricing is not just a high average, but a 
uniform sen'ment across the demographic. 
This unified percep'on aligns with the 
findings of Larsen et al. (2017), sugges'ng 
that pricing is a founda'onal element in 
consumer behavior. Furthermore, as noted 
by Sadiq et al. (2020) and Huo et al. (2021), 
the inverse rela'onship between price and 
volume remains a relevant psychological 
factor for Gen Z, even as they show a 
rela've willingness to pay premium prices 
for perceived high quality (M=4.43). 
 

 
Table 2. Factors influencing the buying behavior of the Gen Zs in terms of Pricing 

Indicators Mean 
Standard 
Devia@on 

Descrip@on Interpreta@on 

Pricing affects consumer’s 
sa'sfac'on. 4.56 0.50 

Strongly 
Agree 

Highly 
Significant 

The price of the branded 
products influences 
purchasing decisions. 

4.65 0.48 Strongly 
Agree 

Highly 
Significant 

Higher-priced branded 
products are perceived as 
high quality. 

4.60 0.49 Strongly 
Agree 

Highly 
Significant 

Prices influence my 
decision to buy branded 
product. 

4.62 0.49 
Strongly 

Agree 
Highly 

Significant 

Gen Z’s abtudes suggest a 
willingness to pay 
premium prices. 

4.43 0.50 
Strongly 

Agree 
Highly 

Significant 

Overall Mean 4.57 0.49 Strongly        
Agree 

Highly 
Significant 
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The general buying behavior of 
GeneraOon Z respondents at Eastern 
Samar State University (ESSU) reflects a 
complex intersecOon of digital 
engagement and physical validaOon. As 
shown in Table 3, while this 
demographic shows a high affinity for 
online shopping (M=4.49) and is 
significantly influenced by adverOsing 
(M=4.63), the most criOcal factor 
idenOfied was the necessity of touching 
or seeing products in person (M=4.68).  
 
This suggests that for students in this 
locale, physical interacOon remains the 
ulOmate decider in the purchasing 
journey. A key staOsOcal observaOon is 
the Standard DeviaOon (SD) across 
these indicators, which ranges from 
0.47 to 0.50. This low SD signifies a high 
level of consensus among the 117 
parOcipants; it indicates that the 
responses were not widely scaPered 
but were consistently concentrated 
around the "Strongly Agree" end of the 

scale. Such low variance strengthens 
the reliability of the overall mean 
(M=4.56), proving that these behaviors 
are common traits across the sampled 
student populaOon rather than 
outliers. 
 
These results support the asserOon by 
Kotler & Keller (2015) that 
understanding the specific ways 
customers choose products provides a 
vital compeOOve advantage. 
Furthermore, the high value placed on 
brand reputaOon (M=4.55) aligns with 
the "green shii" idenOfied by Durif, 
Roy, & Boivin (2012), where strategic 
markeOng and trust-building are 
essenOal as consumer preferences 
evolve through different life cycle 
stages. For businesses, these findings 
emphasize the need for a "phygital" 
strategy—balancing a strong digital 
presence with tacOle, in-person brand 
experiences. 
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Table 3. Buying Behavior of Gen Z’s 

Indicators Mean 
Standard 
DeviaRon 

DescripRon InterpretaRon 

Buying or purchasing 
online is something I 

like doing. 
4.49 0.50 

Strongly 
Agree 

Highly 
Significant 

I’ am influenced by 
adverOsing when 

making a purchase. 
4.63 0.48 

Strongly 
Agree 

Highly 
Significant 

I oien buy items 
impulsively. 

4.46 0.50 
Strongly 

Agree 
Highly 

Significant 
Brand reputaOon is an 
important factor in my 

buying decisions. 
4.55 0.50 

Strongly 
Agree 

Highly 
Significant 

Touching or seeing the 
products in person is an 

important part of the 
purchasing experience. 

4.68 0.47 
Strongly 

Agree 
Highly 

Significant 

Overall Mean 4.56 0.49 
Strongly 

Agree 
Highly 

Significant 

Based on the systemaOc analysis of 
data, the result presented in the table 
explained the relaOonship between 
Packaging and Buying Behavior. As 
presented in the table, the correlaOon 
coefficient between Packaging and 
Buying Behavior is 0.5422. This value 
indicates a moderate posiOve 
correlaOon. A coefficient of 0.5466 
suggest that as one variable increases, 
the other variable tends to also 
increase, but not perfectly. This is 

consistent with the interpretaOon that 
a moderate correlaOon exists. 
Meanwhile, the p-value associated 
with this correlaOon is 0.34515. This 
value indicates the probability of 
observing a correlaOon as extreme as 
the one found in the sample, assuming 
that the null hypothesis (which states 
that there is no correlaOon) is true. A 
common threshold for significance is 
0.05. Since 0.34515 is greater than 
0.05, we conclude that the correlaOon 
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is not staOsOcally significant. This 
means that we do not have enough 
evidence to reject the null hypothesis, 
suggesOng that the observed 
correlaOon may be due to random 
chance.  
 

In summary, while there is a moderate 
posiOve correlaOon between packaging 
and buying behavior, the lack of 
staOsOcal significance suggests that this 
relaOonship may not be reliable or 
generalizable beyond the sample data. 
 

Table 5. RelaFonship Between the Pricing and Buying Behavior 

Variable 1 Variable 2 Correla@on 
Coefficient (r) 

Interpreta@on p-
value 

Interpreta@on 

Pricing 
 

Buying 
Behavior 

 

-0.441 
 

Low 
Correla'on 

 

0.457
273 

 

Not significant 
At p<.05 

 

3.2 Discussion 
 

This research aimed to explore the 
influence of price and packaging on 
GeneraOon Z's purchasing behavior for 
branded goods. UOlizing a descripOve 
correlaOonal research design, this 
study explored how people perceive 
price and packaging and how these 
percepOons affect the preference of 
117 ESSU Guiuan CBMA 
Entrepreneurship students. The 
findings indicated that price and 
packaging are equally seen as highly 
significant aspects in shaping Gen Z's 
purchasing behavior. Yet, the staOsOcal 
test revealed that the relaOonships 
observed were not staOsOcally 
significant. There was a posiOve 

moderate correlaOon between buying 
behavior and packaging, but it was not 
significant (r=0.5422, p=0.34515). 
There was also a low negaOve 
correlaOon between pricing and buying 
behavior, but again it was not 
staOsOcally significant (r=−0.441, 
p=0.457273). 
 
The finding of a low negaOve 
correlaOon (r = -0.441) that is not 
staOsOcally significant (p = 0.457273) 
between pricing and Gen Z's buying 
behavior warrants a deeper discussion 
that integrates exisOng literature. This 
result suggests that while there is a 
general tendency for buying behavior 
to decrease as prices increase (a typical 
market relaOonship), the relaOonship is 
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not strong or reliable enough to be 
deemed significant within this specific 
sample. This contrasts with tradiOonal 
markeOng theory, which oien posits 
pricing as a dominant factor. However, 
it aligns with a growing body of 
literature, parOcularly from Southeast 
Asia, which indicates that for Gen Z, 
factors like brand authenOcity, 
sustainability, and packaging appeal—
which were found to be highly 
significant in Table 1—can moderate or 
even outweigh the effect of price (Lee 
& Tan, 2023). For instance, research on 
Filipino Gen Z and Millennials highlights 
that price percepOon is evaluated 
alongside ethical and intangible 
aspects, such as sustainability, in their 
purchase decisions (Moraga and Favilla, 
2024). The current finding implies that 
for branded products, a non-significant 
price relaOonship may reflect Gen Z's 
willingness to accept a perceived "fair" 
price if the product's non-price 
aPributes (like packaging) align with 
their values and aestheOc preferences. 
This further supports the argument by 
Zhou et al. (2021) that while pricing 
directly affects revenue, its influence 
on behavior is complex and 
interconnected with other product 
elements. 
 

The results have several significant 
implicaOons for businesses and 
marketers. MarkeOng units and 
business owners must give maximum 
importance to proper packaging since 
improper packaging can cause failure in 
the product. Standards of packaging 
need to be defined and followed for 
quality and compeOOveness purposes. 
Managers must do their best to balance 
pricing as well as packaging so that they 
aPract customers. Nevertheless, if 
budgetary demands allow limited 
choice, the research implies giving 
priority to pricing measures while 
maintaining the opOonal costs of the 
product. This research discovered that 
although Gen Z views both price and 
packaging as very important 
consideraOons in their purchasing 
behavior, staOsOcal correlaOons 
between the variables and their 
purchasing decisions were insignificant.  
 
This indicates that although good-
looking and aPracOve packaging, along 
with viewing a product's price, maPer 
to Gen Z consumers, perhaps they are 
not alone or the best predictors of their 
purchasing behavior. Instead, their 
decision is driven by a holisOc 
assessment of value, as studies on 
Philippine consumer behavior confirm 
that purchase commitment is primarily 
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driven by the overarching concept of 
perceived value and customer 
saOsfacOon (Ong et al., 2024). The 
absence of staOsOcal significance can 
be explained by other variables like 
brand reputaOon, adverOsing, and the 
demand for both physical and online 
shopping experiences, which the 
research also established to be highly 
significant.  
 
IV. Conclusion 
 
Grounded in a thorough examinaOon of 
the impact of pricing and packaging on 
Gen Z consumers' purchasing behavior 
for labeled products, the research 
developed a number of findings. This 
study demonstrates that while 
GeneraOon Z (Gen Z) consumers in 
Eastern Samar perceive pricing and 
packaging as highly significant factors in 
their purchasing decisions, these 
elements do not exhibit a staOsOcally 
significant predicOve relaOonship with 
actual buying behavior. The analysis 
revealed a moderate posiOve 
correlaOon for packaging (r = 0.5422, p 
= 0.345) and a low negaOve correlaOon 
for pricing (r = -0.441, p = 0.457), 
suggesOng that these perceived 
influences may be moderated by 
external variables like brand reputaOon 
or tacOle shopping experiences. 

Despite the lack of staOsOcal 
significance, descripOve data shows 
Gen Z favors aestheOcs, funcOonality, 
and ecological sustainability in 
packaging, which fosters emoOonal 
brand connecOons and repurchasing. 
Simultaneously, this cohort exhibits 
strong price sensiOvity, valuing 
transparency and "value for money" as 
markers of brand credibility.  
 
Overall, the research suggested that 
brands aiming to capture the Gen Z 
demographic needed to implement 
strategies that balanced compeOOve 
pricing and thoughuul packaging. 
Pricing, they suggested, needed to be 
reflecOve of value and candor, while 
packaging needed to appeal to the Gen 
Z need for sustainability and aestheOcs. 
Addressing these primary 
consideraOons, brands were able to 
connect with this generaOon, creaOng 
loyalty and generaOng long-term 
business success more effecOvely in an 
aggressive marketplace. 
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