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ABSTRACT 
As a digital tool, social media plays an increasingly important role in people’s everyday life. One of 

the generations that depend heavily on this tool is Generation Z, often abbreviated as Gen Z. In 

Indonesia only, social media reached 277,7 million users with 42% users at the age of 24 or below. 

Among the purposes of social media usage, personal finance rose as a topic that has been gaining more 

attention of Gen Z, as the importance of financial management appeal to this digital native generation. 

Previous research in China, later on, provoked the interest of the researchers to investigate the 

antecedents and consequences of social media usage for personal finance among Indonesian Gen Z. 

Findings of this research reveals the that social media perceived usefulness, social media compatibility, 

and perceived risk has a positive and significant relationship with the use of social media for personal 

finance, while perceived ease of use did not show any significant result. Current use of social media for 

personal finance and personal finance outcomes also proven to encourage the future use of social media 

for personal finance. Thus, this study recommends individual or organizations in the field of personal 

finance (financial consultants, financial planning, etc.) to leverage the use of social media, considering 

its advantages for the consumers. This study adopted the model and variables from a previous study by 

Cao et al., (2020) however, to the knowledge of the researcher, this study is the first study to examine 

the model on Indonesian Gen Z. 

 
Keywords: perceived usefulness, perceived ease of use, compatibility, perceived risk, social media use for 

personal finance. 
 

1. Introduction 

The number of investors has shown a significant surge, compared to the previous years. On December 2021, the 

Financial Services Authority of Indonesia (Otoritas Jasa Keuangan Indonesia) recorded a 92.7% year-to-date 

growth of Single Investor Identification (SID) (Fadillah, 2021). The growth of investors’ number is no longer a 

surprise, since it has been significantly surging up in the past two years. This growth is dominated by Indonesian 

Millennial and Gen Z, where Gen Z counts for 47.4% of the new investors in 2021 (Kristianto, 2021). Generation 

Z (or Gen Z for short) are the people aged 25 – 16 in 2022. The survey of Statistics Center Institute (Badan Pusat 

Statistik),⁠ 2020 shows that Gen Z represent 27% of Indonesian population of 270 million people (Hasil Sensus 

Penduduk 2020, 2021). As the one of the youngest generations, Gen Z is expected to be the most financially savvy 

generation. The financial literacy level of Indonesian people in the age of 10 – 25 years old has reached 44.04% 

in 2019 with the financial inclusion is 82.06%. Quite high compared to the overall financial literacy of Indonesian 

citizen, which is only 38.03% (Ardianto, 2021). The Financial Services Authority mentioned that Gen Z can be a 

beneficial customer segment in the long run. However, the generation needs more socialization and education as 

they are more focused on spending their allowance/income for entertainment and leisure rather than other type of 

expenses (Dion, 2020). 
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Gen Z is also known as the digital natives, or a generation that lives with the internet. Gen Z utilizes social 

media and internet in a high frequency to the point that it creates a habit as a part of their lives. As the platform 

of communication, social media enables collaboration, idea exchanging, and information sharing among people, 

including personal finance (Cao et al., 2020) ⁠. A survey by GoBankingRates found that 38.8% of 1,000 surveyed 

Gen Z used TikTok, YouTube and other social media platform to learn about personal finance (Csiszar, 2021). 

Another survey featured in an article by Skinner (2013) also shows that 34% of 4,000 surveyed investors utilize 

social media and company blogs for their personal finances and investment. Personal finance has become a 

popular topic among young people, looking at the popularity of hashtags like #personalfinance that has more than 

4 billion views in TikTok and 1.7 million posts on Instagram. 

Among many factors that could affects the use of social media for personal finance, there are several 

variables that has been examined to explain the social media adoption for personal finance purposes. A study by 

Chen et al. (2014) ⁠ shows that the perceived usefulness of social media has a positive relation to the use of social 

media for personal finance. Cao et al. (2020) ⁠ also hypothesized that the ease of use of social media is also related 

to the adoption. Furthermore, the compatibility is also suggested to have strong association to the use of social 

media for personal finance (Cao et al., 2020). However, the existence of risk in social media is also testified to 

affect the use of the tools for personal finance (X. Chen et al., 2011; Gross et al., 2005). Moreover, the use of 

social media also reported to have positive outcomes for the personal finance, such as advancing the ability to 

handle personal finance, increasing their access to financial advice, etc. (Mudholkar, 2015; Openshaw, 2014). The 

current use of social media is also tested to have a relation with the future use, as examined in the study of (Cao 

et al., 2020; Lee et al., 2003; Legris et al., 2003; Parra-López et al., 2011; Taylor & Todd, 1995). Despite its 

benefits, the usage of social media also sparks controversy as the platform lacks regulation and possesses 

openness, which can lead to misinformation by irresponsible individuals. Hence, the usage of social media for 

personal finance improvement are questioned (Cao et al., 2020). This lack of credibility makes young adults 

susceptible to the possibility of missing financial fundamental principles that usually came from school or college 

class (Cao et al., 2020; Csiszar, 2021) ⁠. 

The objective of this study is to discover the relationship between social media (perceived usefulness, 

perceived ease of use, compatibility, perceived risk) and personal finance, personal finance outcomes, and future 

use of social media for personal finance. As a contribution to the literature in personal finance, this study can be 

used to improve the utilization of social media for financial education purposes, hence increasing the level of 

financial literacy and personal finance ability. Hopefully, this study will give a contribution to the development 

of youth’s personal finance in Indonesia. 

2. Literature Review 

2.1 Generation Z 

Beside being classified by their birth years, generations in the world also grouped by the impactful events 

happened in their early years (Fromm & Read, 2018). Generation Z, or Gen Z, is generally defined as the people 

who are born between 1996 to 2010, people born after 1995, or even after 1997 (Szymkowiak et al., 2021). 

However, this study will use the period of 1996 to 2010. According to their characteristic, Gen Z has numerous 

nicknames such as D Generation (D represents the word ‘digital’), N Generation (N for the word ‘Net’), and many 

more as the generation is heavily enabled by technology since their early lives which makes them a tech-savvy 

generation (Szymkowiak et al., 2021). Being digital natives, Gen Z is defined as social media’s avid users (Rue, 

2018). Technology such as social media and smartphones, has been an integral part in their daily lives, which led 

to the important role of internet and technology in their education (Szymkowiak et al., 2021). Furthermore, Gen 

Z also considers financial stability to be important. They seek formal financial planning training and start saving 

in the age as early as 13 as an effort to achieve financial stability (Fromm & Read, 2018). Thus, the current study 

will investigate the antecedents and the consequences of using social media for personal finance purposes among 

Indonesia Gen Z. 

 



 Wahidah and Hadiansah 592 

© 2022. The 6th  International Conference on Family Business and Entrepreneurship. 

2.2 Social media use for personal finance 

Adopting the variables from a previous study by Cao et al. (2020), this research will use the integrated variables 

from the TAM and DOI theories which are perceived usefulness, perceived ease of use, relative advantage, 

complexity, and compatibility. The three last variables came from the DOI theory that has been proven to be 

connected to adoption of innovation consistently (Cao et al., 2020). To avoid repetitious variables, relative 

advantage and complexity are not used, considering that the variables are similar to TAM theories’ variables, 

perceived usefulness and perceived ease of use (Cao et al., 2020) ⁠. Thus, this study adopted these variables in a 

theoretical model show in Figure 1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Theoretical Framework 

(Source: Cao et al., 2020) 

 

2.2.1. Social media perceived usefulness and social media use for personal finance 

According to Davis (1989), perceived usefulness is “the degree to which a person believes a particular system 

would enhance his or her performance.” Perceived usefulness is also defined as the social media users’ degree of 

perception where they believe the usage of a particular social media channel will help them achieve their 

individual needs (Rauniar et al., 2014). Rauniar et al. (2014) stated that perceived usefulness in social media 

portrays the beneficial result coming from the used technology’s attributes, which could come in a form of 

psychological, physiological, material, or even sociological in nature. Moreover, perceived usefulness has been 

directly linked to the consumer intention to adopt the used technology and also buying behavior (Bhuvanesh & 

Vimal, 2018). In using social media for personal finance, users believe social media will help them fulfill their 

personal finance needs such as reaching out to financial professional, obtain necessary skills, and many more (Cao 

et al., 2020; Openshaw, 2014). Therefore, this study proposed H1. 

H1: social media perceived usefulness has a significant impact towards social media use for personal finance.  

 

2.2.2. Social media perceived ease of use and social media use for personal finance 

As a part of the TAM theory, perceived ease of use is defined as “the degree to which a person believes that using 

a particular system would be free of effort” (Davis, 1989) ⁠. Oentario et al. (2017) states that clear understandable, 

easy to use, and less effort, can be used as measurement indicators for perceived ease of use. By assessing the 

easiness of social media usage and its effectiveness in assisting the users in fulfilling their needs, it is expected 

that the user will use and perform actions on the social media site (Rauniar et al., 2014). Previous study found a 

positive relation between perceived ease of use and usage intensity (Lane & Coleman, 2012) ⁠. Cao et al. (2020) 

stated that nowadays, learning and managing personal finance can be done through a click, swipe, and tap of 

smartphones. They further explained that the easiness has enabled users to search for financial education via social 

media platforms, where users can find experts and get direct financial education. Perceived ease of use has also 

proven to positively influence the intensity of use (Lane & Coleman, 2012). Hence, H2 is proposed. 
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Usefulness 
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H2: social media perceived ease of use has a significant impact towards social media use for personal finance. 

 

2.2.3. Social media compatibility and social media use for personal finance 

Rogers et al. (1983)⁠ describes compatibility as “the degree to which the innovation is perceived as consistent with 

the existing values, past experiences, and needs of the potential adopter.” Chatterjee & Kumar Kar, (2020) further 

elaborated that relationship between level of compatibility and the users’ perception about a service’s 

effectiveness has been prevailed in past studies. The higher level of compatibility, the higher likelihood of the 

technology to be adopted (Qalati et al., 2021). This variable has been confirmed to have a positive influence 

towards social media adoption in the study of Odoom et al. (2017), and Zolkepli & Kamarulzaman (2015). In this 

study, the application of compatibility is through the users’ compatibility with social media and their personal 

finance. This study took 3 item statements from Cao et al. (2020) to measure this variable. Based on this 

relationship, it is expected that users will consider adopting social media for their personal finance needs if they 

feel that social media is compatible with their way of managing finance and using technology. Therefore, this 

study proposed H3: 

H3: social media compatibility has a significant impact towards the use of social media for personal finance. 

 

2.2.4. Perceived risk and social media use for personal finance 

Bonnin (2019) ⁠ refers to perceived risk as “the expectation of a loss, and the consequences of such a loss if it 

occurs.” Perceived risk is often regarded as the prohibitive variable of adoption and innovation (Cao et al., 2018). 

Besides the positive factors, the usage of social media also affects the user negatively when it comes to security 

and privacy concerns (Cao et al., 2020). Irresponsible parties can access social media users’ data easily, which 

can lead to data breach. One of the latest data breaches comes from LinkedIn that were breached by a hacker 

called Tom Liner. The third party gained access to 700 million user database and sold it for estimate $5,000 (Tidy, 

2021)⁠. Users are also faced with the security issues that could lead to financial loss (X. Chen et al., 2011). These 

perceived risks of social media could restrict users from adopting social media for their personal finance. Thus, 

this study proposed H4: 

H4: perceived risk has a significant impact towards the use of social media for personal finance. 

 

2.3 Social media use for personal finance and personal finance outcomes 

Cao et al. (2020) ⁠ underlined that the usage of social media for personal finance gives various outcomes as social 

media mediated direct user interactions that gives instant feedback from the financial products, services, and 

business (Openshaw, 2014). Social media make personal finance approachable for its users, which leads to the 

increase of engagement in personal finance. Moreover, social media serves financial education more efficiently 

in quick and easily understood manners, despite the limitation of time and location (Cao et al., 2020) ⁠. Cao et al. 

(2020)⁠ further emphasized that social media also gives users chances to access personal finance education and 

advise. Additionally, social media can enhance user’s financial capabilities and influence their decision in 

investing (Mudholkar, 2015) and develop herding behaviour among investors (Ammann & Schaub, 2017; Heimer, 

2016). A study by Evans (2014) examine the improvement of learning process using social media among students. 

and found out that Twitter usage is linked enhanced engagement by the students. Therefore, H5 is proposed: 

H5: social media use for personal finance has a significant impact towards personal finance outcomes. 

 

2.4 Social media use for personal finance and future use of social media for personal finance 

User’s experience in using IT tools enables them to gain extensive knowledge and skills in technology. This will 

later form the future intention to use IT tools (Lee et al., 2003; Legris et al., 2003; Taylor & Todd, 1995) ⁠. User’s 

experience also plays a role in stabilizing the intention and behaviour relationship (Taylor & Todd, 1995). Later, 

these experiences will help the user accept the IT tools and keep on using them in the future (Parra-López et al., 

2011). Cao et al. (2020) argued that the users are more likely to use social media for personal finance after they 

had positive outcomes from it. Therefore, when social media has been used for personal finance by the users, the 
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experience will also facilitate the continuous and progressive usage of social media for personal finance. Thus, 

H6 and H7 is proposed. 

H6: social media use for personal finance has a significant impact towards the future use of social media for 

personal finance 

H7: personal finance outcomes has a significant impact towatds the future use of social media for personal 

finance.  

3. Research Method 

3.1 Research design 

This study uses quantitative method. According to Heimer (2016), quantitative research is a form of study that 

provides results that can be quantified using statistical procedures or other means of quantification. He further 

explained that the quantitative method concentrates on symptoms with specific characteristics in human life, 

which are referred to as variables. The variable of this study consists of 4 independent variables and 2 dependent 

variables. The dependent variables are social media usefulness, social media ease of use, social media 

compatibility, and social media perceived risk. The dependent variables are personal finance outcomes and 

personal finance future. Questionnaires are used to collect data in this research. 

 

3.2 Sampling plan 

Sujarweni (2015) defined population as “total number consisting of objects or subjects that have certain 

characteristics and qualities determined by the researcher to be studied and then drawn conclusions.” The 

population of this study are Indonesian Gen Z, which consists of pupils as the youngest members and 

undergraduate students as oldest generation. However, age range used in this study are 15 – 24 years old 

individuals who are actively using social media for financial education. Sample for this study will be taken using 

purposive sampling method to ensure that the data collected will be coming only from Indonesian Gen Z who has 

previously used social media for personal finance. According to Kyriazos (2018), purposive sampling considers 

the researcher’s judgement in sourcing the best information to reach the research objectives. Hence, by using 

purposive sampling method, the study is expected to understand the antecedents and consequences of social media 

use for personal finance better. Therefore, the sample size for this study is 10 x 23 or 230 samples. 

 

3.3 Instrument/operational definitions 

This study collects data through online questionnaire that contains 4 (four) sections namely: research and study 

objectives’ introduction and screening questions to determine whether the participants possess the quality needed 

for the study, which are: (a) “Are you willing to participate in this study?” (b) “Are you Gen Z aged 15 – 24 years 

old?” and (c) “Do you often use social media (Facebook, Instagram, YouTube, Twitter, etc.) for personal 

finance?”. When the participants passed the screening process, demographic details of respondents (age, gender, 

income, education, occupation, monthly spending, social media channels, and financial assets if available) are 

also collected. After filling the details, the participants can proceed to fill 23 items statements measuring the 6 

constructs (perceived usefulness, perceived ease of use, compatibility, perceived risk, social media use for 

personal finance outcomes, future use of social media for personal finance) using 7-points Likert scale. 

This study adopts the item statements from previous study of Cao et al. (2020) with 23 item statements 

that consist of 4 items statements for social media usefulness, 3 items statements for ease of use, 3 items statements 

for compatibility, 2 items statements for risk, 5 items statements for personal finance, 4 items statements for 

personal finance outcomes, and 2 items statements for future personal finance.  

 

3.4 Data collection design 

Purposive sampling method is utilized in this study. Online questionnaire was chosen due to its effectiveness in 

data collection which able the researcher to gather data quicker and more comfortable, with lower cost (Debois, 

2022). The survey was conducted through Google Form from December 19th until December 31st, 2021. The 

researcher reached out to the respondents through Instagram Direct Message, WhatsApp, and Telegram to gain 
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their approval before giving the online survey. Out of two weeks period, 313 responses were collected with 258 

responses passed the screening questions. The number of responses therefore satisfied the required minimum 

sample size.  

4. Results nd Discussion 

4.1 Data analysis 

4.1.1 Reflective model 

The indicator loadings were examined to see how much of the variance of a variable can be explained by the 

construct. Hair et al. (2018) recommends the indicator loadings above 0.708 to indicate that a construct is able to 

explain the variance of the indicator for more than 50%. To further analyze the reliability and validity of the 

model, Cronbach’s alpha, composite reliability, and the Average Variance Extracted (AVE) is measured. Table 1 

presents the result for the construct reliability and validity. Finally, discriminant validity of the model is checked 

to evaluate the ability of a construct in explaining its items’ variances. Thus, proving the discriminant validity of 

the constructs.  

Table 1. Construct reliability and validity 

 Cronbach’s 

alpha 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

C 0,889 0,895 0,818 

EU 0,759 0,768 0,677 

FU 0,868 0,868 0,883 

PF 0,885 0,889 0,685 

PO 0,887 0,889 0,747 

PR 0,859 0,859 0,877 

PU 0,880 0,881 0,736 

Source: Primary data 

 

4.1.2 Structural model 

After confirming the reliability and validity of the constructs, the structural model will be assessed to examine the 

model’s capability to predict and to test the relationship among the variables. Metrics used to assess the structural 

model are the significance of the path coefficient, the R2 value, the size of f2 effect, the Q2 value, and the size of 

q2 effect. 

R2 or known as the coefficient of determination is commonly used as the measurement of the predictive 

capability of a model. The value of this measure ranges between 0 and 1, where higher value indicates higher 

accuracy in the prediction. As displayed in Table 2, the R2 of personal finance, personal finance outcomes, and 

future use of social media for personal finance are categorized as moderate with the value of 0.460, 0.609, and 

0.638 respectively. Table 6 also presents the Q2 value to further analyze the robustness of the model. The result 

shows that all of the dependent variables have values above 0, which clearly supported the predictive relevance 

of the model and indicates the observed values are well reproduced. 

 

Table 2. R2 and Q2 value 

 R Square Q2 value 

FU 0,638 (moderate) 0,556 

PF 0,460 (moderate) 0,307 

PO 0,609 (moderate) 0,449 

Source: Primary data 

 



 Wahidah and Hadiansah 596 

© 2022. The 6th  International Conference on Family Business and Entrepreneurship. 

The f2 effect size then examined to observe the impact of the specified constructs to the change in the value 

of R2 of the endogenous construct when it is omitted (Hair et al., 2016). The f2 value of the three constructs (social 

media perceived usefulness, social media compatibility, and perceived risk) are considered small, while social 

media perceived ease of use has no impact to the change of R2 value of the use of social media for personal finance. 

Moreover, for the use of personal finance to personal finance outcomes and future use of social media for personal 

finance, the values yielded are 1.556 and 0.090, respectively. Lastly, personal finance outcomes produce 0.329. 

The summary of the f2 effect size can be seen in Table 3. 

 

Table 3. f2 effect size 

 C EU FU PF PO PR PU Interpretation 

C    0,120    Medium effect 

EU    0,000    Small effect 

FU         

PF   0,090  1,556   Large effect (PO) 

Medium effect (FU) 

PO   0,329     Large effect 

PR    0,041    Medium effect 

PU    0,063    Medium effect 

Source: Primary data 

 

4.1.3 Hypothesis testing 

After assessing both inner and outer model, the hypothesis testing then conducted. The hypothesis testing for PLS-

SEM using SmartPLS is done by assessing the path coefficients, t value, and p-value using the Bootstrapping 

procedure. Figure 2 exhibits the model of the study during the assessment. The analysis shows a positive and 

significant relationship between social media perceived usefulness with the use of social media (path coefficient 

= 0.303, t value = 3.393, and p-value <0.05), thus H1 is supported. Perceived ease of use, however, only yields 

0.010 for the path coefficient, which indicates positive but weak relationship between the constructs. 0.127 and 

0.899 are also retrieved as the t value and p-values. Hence the second hypothesis is rejected. Social compatibility 

has a path coefficient of 0.390, t value of 5.579, and p-value of 0.000. Therefore, the third hypothesis is accepted 

with excellent values for the hypothesis testing. The relationship of perceived risk and use of social media for 

personal finance also exhibits good values for its path coefficients, t value, and p-value. It scores 0.151, 3.115, 

and 0.002 for each metrics respectively, indicating support for the fourth hypothesis. The relationship of use of 

social media for personal finance and personal finance outcome produce a path coefficient of 0.780, t value of 

32.051 and a significant p-value. Therefore, the fifth hypothesis is also supported. The sixth hypothesis between 

use of social media for personal finance and the future use of social media for personal finance shows a significant 

result (path coefficient = 0.289, p value <0.05) indicates the support for this hypothesis. Lastly, the seventh 

hypothesis shows an output of 0.552 for the path coefficient, 7.090 for the t value, and 0.000 for the p-values, 

which support the significant relationship between personal finance outcomes and the future use of social media 

for personal finance. The result of the hypothesis testing is presented on Table 4. 
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Table 4. Hypothesis testing 

Construct Path 
Coeffificent 

T 

value 
P 

value 
Interpretation 

Social media usefulness --> Social media use for personal finance 0.303 3.393 0.001 Accepted 

Social media ease of use --> Social media use for personal finance 0.010 0.127 0.899 Rejected 

Social compatibility --> Social media use for personal finance 0.390 5.378 0.000 Accepted 

Perceived risk --> Social media use for personal finance 0.151 3.115 0.002 Accepted 

Social media use for personal finance --> Personal finance outcomes 0.780 32.051 0.000 Accepted 

Social media use for personal finance --> Future use of social media 

for personal finance 

0.289 3.967 0.000 Accepted 

Personal finance outcomes --> Future use of social media for 

personal finance 

0.552 7.090 0.000 Accepted 

Source: Primary data 

 

 

Figure 2. PLS-SEM analysis result 

 

 

 

 

 

 

 

 

 

 

 

Source: Primary data 

4.2 Discussion 

The findings on the testing suggest that the model of this study is well grounded. The model accounted 46% of 

the variance of the social media use for personal finance came from the personal understanding of people towards 

social media. Moreover, the model also able to explain 60.9% of the construct of personal finance outcomes, and 

63.8% of the future use of social media for personal finance. The first variable, perceived usefulness of social 

media is proven to have significant impact to the use of social media for personal finance with the coefficient of 

0.303 and p-value <0.05. Result of this hypothesis supports the findings on the previous study by Cao et al. (2020) 

and H. Chen et al. (2014). Similar to the study of Cao et al. (2020), the current study also found that social media 

compatibility shows the strongest positive relation to social media use for personal finance (coefficient = 0.390, 

p-value < 0.05).  
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5. Conclusion and Implications  

This study provides the antecedents and the consequences of social media use for personal finance can be useful 

for both individuals, organizations, and businesses who are engaged in the personal finance fields, such as 

financial consultants, financial company, financial organizations, etc. The study suggests that the usage of social 

media must be leveraged, considering its helpfulness for the consumers, especially in the present day where 

consumers prefer to look for information online. Similar to other studies, the current study still has limitations 

which can provide opportunities for future research. The first limitation is the time and effort of the researcher. 

Longer research period will probably help the future research to obtain more data which gives more interesting 

insights about the topic. Secondly, this study only employed purposive sampling, hence the result of the study can 

only be generalized to Gen Z who has used social media for personal finance purposes. Lastly, the study focuses 

on testing the model from the previous study to Indonesian Gen Z. Therefore, it does not provide any investigation 

other perspectives. Future studies on this field could go several other directions. First, the future study could add 

more mediating variables such as demographic, financial literacy, financial inclusion, etc. Second, the revision of 

the survey instrument is also possible since some of the variables only have 2 indicators. Third, future studies 

could also add depth into the research by investigating the influence of each variables’ dimensions and adds more 

fruitful insights to the practice of social media use for personal finance in the future. 

References 

Ahmed, Y. A., Ahmad, M. N., Ahmad, N., & Zakaria, N. H. (2019). Social media for knowledge-sharing: A 

systematic literature review. Telematics and Informatics, 37, 72–112. 

https://doi.org/10.1016/j.tele.2018.01.015 

Ammann, M., & Schaub, N. (2017). The impact of internet postings on individual investors. American Finance 

Association 2018 Annual Metting, 1–46. 

Ardianto, P. (2021, February 13). OJK: Nasabah Milenial dan Gen Z Segmen Investasi Jangka Panjang. 

Investor.Id. https://investor.id/finance/237201/ojk-nasabah-milenial-dan-gen-z-segmen-investasi-jangka-

panjang 

Bhuvanesh, K. S., & Vimal, K. B. (2018). Impact of Social Media on Consumer Buying Behavior - a 

Descriptive Study on Tam Model. Journal of Management, 13(1), 34. 

https://doi.org/10.26634/jmgt.13.1.14048 

Bonnin, G. (2019). The roles of perceived risk, attractiveness of the online store and familiarity with AR in the 

influence of AR on patronage intention. Elsevier, 0–40. 

Brooker, G. (1984). An Assessment of an Expanded Measure of Perceived Risk. Advances in Consumer 

Research, 11, 439–441. 

Cao, Y., Ajjan, H., Hong, P., & Le, T. (2018). Using social media for competitive business outcomes: An 

empirical study of companies in China. Journal of Advances in Management Research, 15(2), 211–235. 

https://doi.org/10.1108/JAMR-05-2017-0060 

Cao, Y., Gong, F., & Zeng, T. (2020). Antecedents and Consequences of Using Social Media for Personal 

Finance. Journal of Financial Counseling and Planning, 31(1), 162–176. https://doi.org/10.1891/JFCP-

18-00049 

Chatterjee, S., & Kumar Kar, A. (2020). Why do small and medium enterprises use social media marketing and 

what is the impact: Empirical insights from India. International Journal of Information Management, 

53(March), 102103. https://doi.org/10.1016/j.ijinfomgt.2020.102103 

Chen, H., De, P., Hu, Y., & Hwang, B. H. (2014). Wisdom of crowds: The value of stock opinions transmitted 

through social media. Review of Financial Studies, 27(5), 1367–1403. https://doi.org/10.1093/rfs/hhu001 

Chen, X., Bose, I., Leung, A. C. M., & Guo, C. (2011). Assessing the severity of phishing attacks: A hybrid data 

mining approach. Decision Support Systems, 50(4), 662–672. https://doi.org/10.1016/j.dss.2010.08.020 

Csiszar, J. (2021, September 15). 34% of Gen Z Is Learning Personal Finance From TikTok and YouTube, 

Survey Finds. https://finance.yahoo.com/news/34-gen-z-learning-personal-

110037868.html?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer

_sig=AQAAAHFtTM4vL4OU2kk8qX_11YmIK_JB64v2XN8kanRg3vmLjAVQazJebbGVZ7-



 Wahidah and Hadiansah 599 

© 2022. The 6th  International Conference on Family Business and Entrepreneurship. 

Fm_UjG9CzcTnROneZNCbVGTPpBB6LAUGLttOwhbDb_D84XfSrHGJlinNY6gVQN4uTpBUN7iR_w

g42Vv4KqbgEz0MfEm2iQ-zujLbXeEuT4n2cRE6A#:~:text=A whopping 38.8%25 of Gen,answered 

TikTok and YouTube specifically.&text=Combined%2C that’s far more than,learning from parents or fa 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Quarterly: Management Information Systems, 13(3), 319–339. 

https://doi.org/10.2307/249008 

Debois, S. (2022). 10 Advantages and Disadvantages of Questionnaires - Survey Anyplace. 

https://surveyanyplace.com/blog/questionnaire-pros-and-cons/ 

Dion. (2020, January 31). Generation Gap: Pengelolaan Keuangan Milenial dan Gen Z. Avrist. 

https://avrist.com/lifeguide/2020/01/31/pengelolaan-keuangan-milenial-dan-gen-z-generation-gap/ 

Evans, C. (2014). Twitter for teaching: can social media be used to enhance the process of learning? British 

Journal of Education Techonology, 1–22. 

Fadillah, M. G. (2021, December 30). Green Investment, Saham Incaran Investor Milenial dan Gen Z. Berita 

Satu. https://www.beritasatu.com/ekonomi/873349/green-investment-saham-incaran-investor-milenial-

dan-gen-z 

Fromm, J., & Read, A. (2018). Marketing to Gen Z: The Rules for Reaching This Vast--and Very Different--

Generation of Influencers. American Management Association (AMACOM). 

https://books.google.co.id/books?hl=en&lr=&id=kVBLDwAAQBAJ&oi=fnd&pg=PP1&dq=gen+z&ots=

fbVAsN2gGk&sig=HaIiBXtkE3r6OCUC1nK-Yt_v4qI&redir_esc=y#v=onepage&q=gen z&f=false 

Garman, E. T., & Forgue, R. (2014). Personal Finance. Cencage Learning. 

https://books.google.co.id/books?hl=en&lr=&id=dSd0AwAAQBAJ&oi=fnd&pg=PR3&dq=personal+fina

nce&ots=5hlxrif1t2&sig=Cd_D6WJLqShvMrdU5g0Xu-QLQV4&redir_esc=y#v=onepage&q=personal 

finance&f=false 

Gross, R., Acquisti, A., & Heinz, H. J. (2005). Information revelation and privacy in online social networks. 

WPES’05: Proceedings of the 2005 ACM Workshop on Privacy in the Electronic Society, 71–80. 

https://doi.org/10.1145/1102199.1102214 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2016). A Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM) (2nd ed.). Sage. 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2018). When to use and how to report the results of PLS-

SEM. Emerald Insight, 31(December). https://doi.org/10.1108/EBR-11-2018-0203 

Hasil Sensus Penduduk 2020. (2021). Badan Pusat Statistik Kabupaten Demak. 

https://demakkab.bps.go.id/news/2021/01/21/67/hasil-sensus-penduduk-2020.html 

Heimer, R. Z. (2016). Peer Pressure: Social Interaction and the Disposition Effect. The Journals of Gerontology 

Series A: Biological Sciences and Medical Sciences, 0813(April), 1–11. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of Social 

Media. Business Horizons, 53(1), 59–68. https://doi.org/10.1016/j.bushor.2009.09.003 

Kline, R. B. (2011). Principles and Practice of Structural Equation Modeling (Vol. 25, Issue 2). The Guildford 

Press. https://doi.org/10.1080/10705511.2017.1401932 

Kristianto, A. (2021, November 30). Geliat Kaum Milenial & Gen Z Bikin Investasi di BEI Melesat. CNBC 

Indonesia. https://www.cnbcindonesia.com/market/20211130185756-18-295627/geliat-kaum-milenial-

gen-z-bikin-investasi-di-bei-melesat 

Kyriazos, T. A. (2018). Applied Psychometrics : Sample Size and Sample Power Considerations in Factor 

Analysis ( EFA , CFA ) and SEM in General. Scientific Research Publishing, 2207–2230. 

https://doi.org/10.4236/psych.2018.98126 

Ladamay, A. Z. F., Supriyanto, T., & Nugraheni, S. (2021). Pengaruh Media Sosial, Literasi Keuangan, Risiko, 

Imbal Hasil, dan Religiusitas Terhadap Minat Berinvestasi Sukuk Generasi Z di Jakarta. Islamic 

Economics Journal, 7(2), 161–185. 

Lane, M., & Coleman, P. (2012). Technology ease of use through social networking media. Journal of 

Technology Research, 1–12. 

Lee, Y., Kozar, K. A., & Larsen, K. R. T. (2003). The Technology Acceptance Model: Past, Present, and Future. 

Communications of the Association for Information Systems, 12(December). 



 Wahidah and Hadiansah 600 

© 2022. The 6th  International Conference on Family Business and Entrepreneurship. 

https://doi.org/10.17705/1cais.01250 

Legris, P., Ingham, J., & Collerette, P. (2003). Why do people use information technology? A critical review of 

the technology acceptance model. Information and Management, 40(3), 191–204. 

https://doi.org/10.1016/S0378-7206(01)00143-4 

Marakanon, L., & Panjakajornsak, V. (2017). Perceived quality, perceived risk and customer trust affecting 

customer loyalty of environmentally friendly electronics products. Kasetsart Journal of Social Sciences, 

38(1), 24–30. https://doi.org/10.1016/J.KJSS.2016.08.012 

Moore, G. C., & Benbasat, I. (1991). Development of an instrument to measure the perceptions of adopting an 

information technology innovation. In Information Systems Research (Vol. 2, Issue 3, pp. 192–222). 

Mudholkar, G. P. (2015). The Impact of Social Networking Sites on Investment Decisions. Finance 

Management, 252–256. 

Odoom, R., Anning-dorson, T., & Acheampong, G. (2017). Antecedents of social media usage and performance 

benefits in small- and Journal of Enterprise Information Management Article information : Emerald 

Insight, April. https://doi.org/10.1108/JEIM-04-2016-0088 

Oentario, Y., Harianto, A., & Irawati, J. (2017). PENGARUH USEFULNESS , EASE OF USE , RISK 

TERHADAP INTENTIONTO BUY ONLINEPATISSERIE MELALUI CONSUMER. 11(1), 26–31. 

https://doi.org/10.9744/pemasaran.11.1.26-31 

Openshaw, J. (2014, January 6). 5 ways social media is changing finance - MarketWatch. MarketWatch. 

https://www.marketwatch.com/story/5-ways-social-media-is-changing-finance-2014-01-06 

Parra-López, E., Bulchand-Gidumal, J., Gutiérrez-Taño, D., & Díaz-Armas, R. (2011). Intentions to use social 

media in organizing and taking vacation trips. Computers in Human Behavior, 27(2), 640–654. 

https://doi.org/10.1016/j.chb.2010.05.022 

Qalati, S. A., Yuan, L. W., Khan, M. A. S., & Anwar, F. (2021). A mediated model on the adoption of social 

media and SMEs’ performance in developing countries. Technology in Society, 64(July 2020), 101513. 

https://doi.org/10.1016/j.techsoc.2020.101513 

Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). Technology acceptance model (TAM) and social 

media usage: An empirical study on Facebook. Journal of Enterprise Information Management, 27(1), 6–

30. https://doi.org/10.1108/JEIM-04-2012-0011 

Rogers, E. M., Singhal, A., & Quinlan, M. M. (1983). Diffusion of innovations. In An Integrated Approach to 

Communication Theory and Research, Third Edition. https://doi.org/10.4324/9780203710753-35 

Rue, P. (2018). Make Way, Millennials, Here Comes Gen Z. About Campus: Enriching the Student Learning 

Experience, 23(3), 5–12. https://doi.org/10.1177/1086482218804251 

Schuchardt, J., Bagwell, D. C., Bailey, W. C., DeVaney, S. A., Grable, J. E., Leech, I. E., Lown, J. M., Sharpe, 

D. L., & Xiao, J. J. (2007). Personal finance: An interdisciplinary profession. Journal of Financial 

Counseling and Planning, 18(1), 61–69. 

Skinner, L. (2013). Wealthy using social media for personal-finance decisions. Investment News. 

Sujarweni, V. W. (2015). Metodologi Penelitian Bisnis & Ekonomi (I). PUSTAKABARUPRESS. 

Syahril, W. N., & Rikumahu, B. (2019). PENGGUNAAN TECHNOLOGY ACCEPTANCE MODEL (TAM) 

DALAM ANALISIS MINAT PERILAKU PENGGUNAAN E-MONEY PADA MAHASISWA 

UNIVERSITAS TELKOM. Jurnal Mitra Manajamenen, 3. http://e-

jurnalmitramanajemen.com/index.php/jmm/article/view/201/133 

Szymkowiak, A., Melovi, B., Dabi, M., & Kundi, G. S. (2021). Information technology and Gen Z: The role of 

teachers , the internet , and technology in the education of young people. 65(January). 

https://doi.org/10.1016/j.techsoc.2021.101565 

Taylor, S., & Todd, P. A. (1995). Understanding information technology usage. In Information Systems 

Research (Vol. 6, Issue 2, pp. 144–176). https://www.jstor.org/stable/23011007 

Tidy, J. (2021, June). How your personal data is being scraped from social media - BBC News. BBC News. 

https://www.bbc.com/news/business-57841239 

Way, W. L., Wong, N., & Gibbons, D. (2011). Online Talk about Money: An investigation of interactions 

around personal finance in social media. Center for Financial Security Research Brief, 14(October), 1–5. 

http://www.cfs.wisc.edu/Publications-



 Wahidah and Hadiansah 601 

© 2022. The 6th  International Conference on Family Business and Entrepreneurship. 

Briefs/Social_Network_Sites_and_Internet_Forums_An_Investigation_of_Interactions_around_Personal_

Finance_in_the_Online_Social_World.pdf 

Weston, R., & Gore, P. A. (2006). A Brief Guide to Structural Equation Modeling. The Counseling 

Psychologist, 34(5), 719–751. https://doi.org/10.1177/0011000006286345 

Zolkepli, I. A., & Kamarulzaman, Y. (2015). Social media adoption : The role of media needs and innovation 

characteristics. COMPUTERS IN HUMAN BEHAVIOR, 43, 189–209. 

https://doi.org/10.1016/j.chb.2014.10.050 

 


