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Abstract

This study aims to observe the impact of financial influencers, social influencers, and the FOMO economy moderated by financial
bebavior and financial literacy on the decision-making to invest in the millennial generation and Gen Z of Indonesia. This study used
a Likert scale questionnaire to collect the data. There were 306 samples gathered. The data were analyzed using Smart PLS software
with the PLS method. The result showed that the financial influencers and the FOMO economy significantly influenced investment
decision-mafking for the Millennial and Generation Z generations. However, when financial influence as a variable when moderated
either by financial literacy or by financial bebavior, it would become less significant in influencing investment decision-mafking for the
Millennial and Generation Z generations. In contrast, social influence was not significantly influencing investment decision-mafking for
the Millennial and Generation Z generations. However, after the variable social influence moderated by financial literacy or financial
bebavior, the social influence effect had a significant impact on investment decision-making. On the other hand, the FOMO economy
as a variable after being moderated by financial literacy or financial bebavior has a significant impact on investment decision-mafking.

Keywords: Financial Bebavior, Financial Influencer, FOMO Economy, Investment, Social Influence.

Introduction

Recently, the young generations in Indonesia have been interested in investing in capital market products.
The majority of capital market investors in Indonesia are in the Millennial and Generation Z age groups
with a maximum age limit of 30 years which reaches a percentage of 56.43 percent in the December 2023
period (Zakaria et al., 2020). The preference for the type of investment chosen by the Millennial and
Generation Z generations cannot be separated from their attachment to digital. platforms, especially social
media, in obtaining information related to investment (Ryandono et al., 2022).

The Financial Services Authority (OJK) collaborated with the Central Statistics Agency (BPS) to create the
National Survey of Financial Literacy and Inclusion (SNLIK) to see the gap between the number of
investors and investment products issued by both the government and the central bank. Based on the
results of the SNLIK survey in 2022 for the province of Bali, there is a gap between the literacy level of
57.66% and the financial inclusion level reaches 92.21% (N. Iman et al., 2021). This means that many people,
in this case, many investors/potential investors, have accessed many financial products and services but do
not fully understand these products and services. The influence of social media often exposes individuals
to ongoing trends and opinions in the world of finance, so social media users, especially investors, are often

exposed to views and analyses from financial experts, financial influencers, and the investment community
(I. Rahman et al., 2022).

Financial influencers in this digital era, have become a significant factor that can influence rationality in
investment decision-making, the information conveyed by financial influencers, whether regarding
investment strategies, financial management tips, or views on financial market conditions. Financial
influencers' ability to build emotional connections and trust with their followers can make followers feel
confident to follow their advice without critical evaluation. Previous research conducted by Zhen Zhao,
and Xiangmin Li (2023) shows that financial influencers are one of the causes that influence the millennial
generation and Generation Z in determining decision-making. This research explains that financial
influencers can have a positive influence on decision-making to invest their money into investment products.
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A previous study by (Pedersen, 2022) stated that there was a positive relationship between financial
influencers and decision-making. However, other studies say different things.

Another thing that influences investment decision-making is social influence, namely the ability of the social
environment, be it family, friends, or community, to influence individual views and actions regarding
investment which can appear in various forms, ranging from casual discussions about investment with
friends to pressure from surrounding environment to follow certain trends or investment styles. Previous
research conducted by (Thao et al., 2022) shows that social influence can be a factor for the millennial
generation and Generation Z in deciding to invest. However, there are research results that are not in
harmony. Namely, research conducted by (Wijayanti & Ryandono, 2020) shows that social influence
negatively influences decision-making to invest. This means that this relationship has the opposite pattern,
namely that the millennial generation will be increasingly reluctant to invest if there is more information
from social influence. This research gap is what makes the author carry out an in-depth analysis of the
relationship between social influence and decision-making.

Another factor that can be one of the causes of high levels of decision-making is the Fear of Missing Out
(FOMO) phenomenon, namely the desire not to be left behind by trends or investment opportunities that
can motivate someone to make less rational decisions. Previous research was conducted by (Pachlevi, 2023)
shows that the FOMO Economy is the main basis for the newest generation in this era to make investments,
meaning that there is a significant relationship between the FOMO Economy and decision-making.
However, research conducted by (Susanto, 2023) shows different results. In his study, it was stated that
investing is not always based on the FOMO Economy, where the higher the level of financial literacy, the
less influence FOMO will have in deciding to invest.

Financial literacy affects the individual’s decision to invest in a good or bad investment. Good financial
literacy not only strengthens a person's ability to manage and determine risk but also provides a basis for
rationality in making more rational investment decisions, not only focused on potential profits but also
considering the level of risk that may be involved (Ghifara et al., 2022). In research conducted by (Saputri
et al., 2023) shows that financial literacy can weaken the relationship between FOMO and decision-making.

Apart from financial literacy, several other factors, such as financial behavior, can also be a determinant in
deciding to invest based on the influence of financial influencers, social influencers, and the FOMO
economy (Zhang et al., 2022). With the social media phenomenon that can encourage people, especially the
millennial generation and Generation Z, to compete in investing, it is hoped that there will be a factor that
can play a role in maintaining this stability, namely financial behavior. The existence of the Millennial and
Generation Z phenomenon, which cannot be separated from the closeness of digital platforms and the
high interest in investing among Millennials and Generation Z, is a reason for researchers to test the
influence of financial influencers, social influencers, FOMO economy, financial literacy, and financial
behavior on investment decision making (Qosim et al., 2023).

This research is a development of a previous study conducted by Saputri et al., (2023) with the title "The
FOMO Phenomenon: Impact on Investment Intentions in Millennial Generation with Financial Literacy
as Moderation" with the FOMO variable as the independent variable, Investment Decisions as the
dependent variable, and financial literacy as the moderating variable. Based on the background above, this
research aims to observe the impact of financial influencers, social influencers, and the FOMO economy
moderated by financial behavior and financial literacy on the decision-making of investing money in the
millennial generation and Gen Z of Indonesia. The formulation of the problem in this research is:

How did financial influencers influence the investment decisions of the Millennial and Generation Z
generations?

How did social influence influence the investment decisions of the Millennial and Generation Z
generations?
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How did the FOMO economy influence the Millennial and Generation Z generation's investment
decisions?

What is the influence of financial influencers with financial literacy as a moderating variable on investment
decision-making for the Millennial and Generation Z generations?

How did social influence influence financial literacy as a moderating variable on investment decision-making
for the Millennial and Generation Z generations?

How did the FOMO economy's influence with financial literacy as a moderating variable affect investment
decision-making for the Millennial and Generation Z generations?

What was the influence of financial influencers with financial behavior as a moderating variable on
investment decision-making for the Millennial and Generation Z generations?

How did social influence influence financial behavior as a moderating variable on investment decision-
making for the Millennial and Generation Z generations?

How does the FOMO economy influence financial behavior as a moderating variable on investment
decision-making for the Millennial and Generation Z generations?

The practical implications of this research can be a reference for financial industry players in developing
more effective marketing strategies, considering the role of financial influencers, social influence, FOMO
economy, and financial literacy in shaping investors' perceptions and behavior. The theoretical implications
of this research are expected to increase financial literacy regarding the impact of financial influencers, social
influence, and economic FOMO on the flow of capital market movements.

Literature Review
Bebavioral Finance

Behavioral finance /s a theory that focuses on the psychological influence of investors in making financial
decisions and the market. Investors sometimes make decisions when market conditions are full of
uncertainty. The concept of behavioral finance paid attention to various types of investors given the risks
associated with investment decisions. Bailard, Biehl & Kaiser (an investment institution in California,
United States) say that there are five types of investors in the capital market, which is known as the Five-
Way Model (Artati & Utami, 2020). They are divided into several categories; namely risk takers which
consist of adventurers and celebrities; risk averse which consists of groups of individualists and guardians;
and groups that cannot be assigned to one of the four groups (straight arrows).

Behavioral finance is an alternative approach to standard finance with several differences, stating that
behavioral finance is a study related to investment behavior based on the belief that investors do not always
act rationally, in other words, investors can act irrationally. Behavioral finance can also be defined as a

conventional financial theory that ignores how people make decisions and differences (Alifiandy &
Sukmana, 2020).

Financial Influencers

An influencer is an individual who has a relatively large number of followers and what he conveys can
influence their followers (Trisno & Vidayana, 2023); (Mafruchati, Ismail, et al., 2023). According to Hasan
Fawzi, IDX Development Director, financial influencers have the potential to become a medium for
socializing education about investing in the capital market to their followers. Indirectly, a financial
influencer is a financial advisor. Several studies that analyzed the influence of financial advice on financial
decisions found that there was a significant positive influence on the relationship between these two
variables (Saputra & Elfarosa, 2023). To support increasing someone's interest in investing, the Indonesian
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Stock Exchange (BEI) created an Influencer Incubator program implemented in all Indonesian Stock
Exchange (BEI) Representative Offices spread across Indonesia. This program embraces influencers come

from areas where the Indonesian Stock Exchange (BEI) Representative Office is located.

Influencers are individuals who use social media to gain online fame. They will build a strong online identity
first, then they will share their interests and opinions on personal blogs or other social media such as
Facebook, Instagram, YouTube, Twitter, and most recently, TikTok. Have a strong influence on their
followers' decision-making. Therefore, many brands, organizations, or companies approach them to
support advertising (Loestefani et al., 2022). A person's environment can play an important role in decision
making and having someone who is considered important or an idol can influence interest in investing.
Thus, the influence of influencers in the social media environment proves that they can influence students'
intentions to invest in the capital market (Saputra & Elfarosa, 2023).

Social Influence

Social influence 7s a conceptual framework that describes how individuals influence and are influenced by
others in social groups (Mendo et al., 2023). Social influence refers to the extent to which an individual or
group influences the attitudes, beliefs, perceptions, or behavior of others. According to research conducted
by (Jiang et al., 2023) stated that social media could affect investment decisions, both positively and
negatively. Investors too influenced by market trends or group opinions without careful consideration can
be trapped in irrational decisions.

A study conducted by (Muflih & Juliana, 2020) defines informational social influence as the influence to
accept information obtained from other people as real evidence. This occurs when other people provide
information about a product to consumers to help them make purchasing decisions. This information is
usually based on personal experience, recommendations from friends, or other people who have tried and
experienced the product. Therefore, consumers can save time and money before and after purchasing
because recommendations from friends or other people will convince consumers about a product to be
putchased. After all, consumers consider other people's opinions or use of the product as reliable evidence
in terms of quality and product characteristics. Thetrefore, consumers ate influenced by other people's
opinion in purchasing decisions. Meanwhile, normative social influence according to (Trisno & Vidayana,
2023) is an influence to adapt to positive expectations from oneself, a group, ot other people.

FOMO Economy

Fear of Missing Out (FOMO) is a psychological phenomenon that refers to anxiety or fear that one may
miss out on a satisfying experience, event, or opportunity enjoyed by others(Nizar, 2024). This anxiety is
often fueled by the pervasive influence of social media and the constant stream of updates about other
people's activities and accomplishments, and someone experiencing FOMO tends to compare themselves
to others in their social environment. FOMO is also triggered by the desire to get social acceptance and
inclusion. Individuals may feel compelled to participate in certain activities or events to avoid the fear of
being excluded from social circles (Saputri et al., 2023).

According to (Saputri et al., 2023), FOMO and social influence can have a significant impact on investment
decision-making, FOMO often drives catch-up behavior, where investors are influenced to follow market
trends or make certain investments for fear of missing out on gains that others may make. (Alfan et al.,
2022) stated that there are 3 (three indicators) of FOMO, namely:

Fear, which explains a person's threatened state when someone is connected or not connected to an event
experience, or conversation with another party

Worry, namely something that is unpleasant without it and feeling like you have missed the opportunity to
meet other people
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Anxiety is the presence of anxiety, namely something unpleasant when someone is connected or not
connected to an event experience, ot talked to another party.

Financial 1 iteracy

Financial literacy 7 a measurement of a person's understanding of finance concepts and influences human
behavior, such as investment interest, various factors can influence investment decisions, one of which is
financial literacy (Adil et al., 2022). Good financial literacy means that an individual has knowledge of
information and confidence in financial products and institutions, starting from features, services, benefits,
risks, rights, and obligations, apart from that, people also have skills in using financial products and services
(Wijayanti et al., 2020). With good financial literacy, investors can choose the right financial strategies and
decisions. The higher the investot's financial literacy, the more responsible the investor will be for the
financial decisions taken (WIDAGDO et al., 2020).

Financial Bebavior

According to a study conducted by (HC & Gusaptono, 2020), financial behavior is a way that every person
treats, manages, and uses the financial resources they have. Then according to (Artati & Utami, 2020),
financial behavior is the ability to understand, analyze, and manage finances to make the right financial
decisions to avoid financial problems. Furthermore, according to (Zhang et al., 2022), financial behavior
related to individual financial obligations depends on financial management methods. Individuals usually
do not have a big interpretation regarding the level of financial knowledge when financial knowledge is
known in a factual and personal way. Moreover, half of people believe that they have a lot of insight into
financial behavior rationally and well reduce risk of investment loss.

Research Hypothesis

Based on the literature review and the framework that has been described, this study formulated research
hypotheses as follows:

H1 2.1. D] 2.2, Financial influencers has a significant influence on the
investment decision-making of the Millennial generation
and Generation Z.

H2 2.3. o | Social influence has a significant influence on the investment
decision-making of the Millennial generation and generation
Z.

H3 2.4. | FOMO economy has a significant influence on the investment
decision-making of the Millennial generation and Generation
Z.

H4 2.5. o | Financial literacy can moderate the influence of financial
influence on investment decision-making for the Millennial
and Generation Z generations.

H5 2.6. 2 | Financial literacy can moderate the influence of social nfluence
on investment decision-making for the Millennial and
Generation Z generations.

Ho 2.7. : | Financial literacy can moderate the influence of economic
FOMO on millennial and Generation Z investment decision-
making,

H7 2.8. Financial bebavior can moderate the influence of financial

influence on investment decision-making for the Millennial
and Generation Z generations.

H8 2.9. Financial behavior can moderate the influence of social influence
on investment decision-making for the Millennial and
Generation Z generations.
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FOMO on millennial and Generation Z investment decision-

making,

Figure 2. Variable model
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Source: Data arranged by authors

Method
Collection of Data

The data source used in the research is primary data in the form of a questionnaire24 questions divided into
4 parts using a Likert scale from 1-5. The questionnaire was disseminated through Google form and then
distributed in the WhatsApp group of the Semi-Autonomous Body student community, Capital Market
Study Group, Faculty of Economics and Business, Udayana University. The population in this research is
all student members who are still active and registered as of eatly January 2024 in the Semi-Autonomous
Body for the Capital Market Study Group, Faculty of Economics and Business, Udayana University, totaling
1,455 people. This population selection is due to the relatively high level of exposure of Millennials and
Generation Z in Bali to international influences and technological developments.

This research uses the method of purposive sampling, Purposive sampling is a sampling method carried out
by considering certain factors or criteria (Mafruchati, Othman, et al., 2023). The inclusive criteria used in
obtaining samples are investors who invest on the Indonesia Stock Exchange (BEI), investors who follow
financial influencer accounts, and investors who belong to the Millennial generation and Generation Z.
This research determined the number of samples from a population of 1,455 using the Isaac and Michael
formula (Fikri et al., 2022), namely:
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MN.P.Q
S =
d2(N-1) + 22 P.Q
Information

A : | Number of samples
A2 : | Chi Square value depends on the degrees of freedom and the degree of error. For 1

degree of freedom and 5% error (confidence level) the Chi Square price is 3.841.
N : | Total Population
P : | Cortrect probability (0.5)
Q : | Wrong probability (0.5)
d ¢ | The difference between the population average and the sample average (sampling

error/sample precision level) = 5% = 0.05

So, the calculation of the number of samples is as follows:

)2 N.P.Q
s =
EN-1) +22. P Q
3.841 X 1455 X 0.5 X 0.5
s =

0.052x (1445-1) + 3.841 X 0.5 X 0.5
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1397,163
S =
0.0025 X 1444 + 0.9602
1397,163
S =
3.61 + 0.9602
1397,163
k) =
4.5702
S = 305,711
S = 306 (rounded)

The total population (S) is 1,455 with a tolerable error of (e) 5%, to calculate the sample using the Isaac and
Michael formula and obtained a total of 306 investors as a sample who are registered with the Stu Group
Semi-Autonomous Agency in Capital Markets, Faculty of Economics and Business, Udayana University.
The independent variables in this research are financial influencer (X1), social influence (X2), and economic
FOMO (X3). The moderating variable in this research is financial literacy (M). The dependent variable in
this research is investment decision-making (Y).

Data Analysis Technique

Data analysis in this research uses Partial Least Square (PLS). Smart PLS uses the bootstrapping method.
Therefore, the assumption of normality will not be a problem. In addition, with bootstrapping, Smart PLS
does not require a minimum number of samples, so it can be applied to research with small sample sizes.
SEM-PLS analysis consists of two sub-models, the outer model and the inner model. This study uses an
outer model for the measurement model.

Validity and Reliability Test

Convergence validity assessment in PLS uses the reflectance index which is assessed using factor load
metrics (correlation between component scores and score construction). The rule of thumb for convergent
validity according to Abdillah & Hartono (2015) is outer loading > 0.7, communality > 0.5, and Average
Variance Extracted (AVE) > 0.5. To ensure the validity of the identification, the indicator must have a
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higher cross-loading value compared to other variables. On the other hand, the discriminant value can also
be determined by looking at the Average Variance Extracted (AVE) of each indicator. An AVE value greater

than 0.5 indicates that the model has good discriminant validity.

Reliability Test

In PLS-SEM, testing is carried out in addition to testing reliability and validity. Accuracy tests are carried
out to demonstrate reliability. uniformity and precision of the instrument when measuring construction.
Using indicators to measure construct dependency. There are two approaches to doing reflective work,
using the Cronbach Composite approach and the Alpha Reliability principle general, to assess credibility,
the Composite Reliability value for the construct must be better than 0.70. However, the Alpha Cronbach
Build reliability test will show lower results than expected, so the use of Composite Reliability is

preferred.

Assumption Test

The method commonly used in multiple linear regression analysis to include moderating variables is
Moderate Regression Analysis (MRA). MRA involves a third variable which is the product of two
independent variables as a moderating variable. By doing this, the relationship between the variables
becomes non-linear, so that the estimated coefficients in MRA using latent variables can be inconsistent
and biased. A structural equation model (Structural Equation Modeling) can be used to include
interaction effects in the model. There ate two critetia for testing SEM assumptions using SmartPLS,
running the goodness of fit test value with an SRMR value of <0.1 and an R2 value of at least 0.75.

Results and Discussion

Table 1. Result of construct reliability and validity

Variables Cronbach's | Composite Average Variance
Alpha Reliability Extracted (AVE)

FOMO Economy moderated by Financial
Literacy (FEXFI) 1,000 1,000 1,000
Financial Influencer moderated by Financial
Behavior (FIFB) 1,000 1,000 1,000
Financial Influencer moderated Financial
Literacy (FT*FL) 1,000 1,000 1,000
FOMO Economy Moderated by Financial
Behavior (FE*FB) 1,000 1,000 1,000
Financial Behavior (FB) 0.900 0.925 0.713
Financial Influencers (FI) 0.908 0.935 0.784
Financial Literacy (FL) 0.897 0.924 0.709
FOMO Economy (FE) 0.828 0.897 0.744
Investment Decision (ID) 0.943 0.963 0.897
Social Influence moderated by Financial
Behavior (SI*FB) LY 15U LY
Social Influence moderated by Financial
Literacy (ST*FL) 1,000 1,000 1,000
Social Influence (SI) 0.870 0.920 0.793

Source: Data arranged by Smart PLS

Table 1 shows that the AVE score of each variable was more than 0.5. it means that the data passed one of
the validity tests using the AVE score. Then, the data was tested again for discriminant validity for each of
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DOIL: https:

the variables. Moteovert, the scote of Cronbach's Alpha and Composite Reliability was >0.7, meaning that

the data were valid.

Table 2. Results of discriminant validity

FE* | FI* | FI* | FM* SI* SI*
FL FB FL FB IE1E | L LEAL, ) dehat ) 2 FB FL ol
FE*FL 1’08
_— 086 | 1,0
FI*FL 0.93 0.83 1 ,08
FE*FB 0.9(; 0.9; 0.81 1,000
Financial . i} ) -1 0.9
Behavior (FB) 0'28 0'32 0'3‘7‘ 0.287 | 84
Financial . . ] -l 07] 0.8
Influencers (FI) 0'32 0'62 0.5? 0.453 90 85
Financial _ . ) -1 091 0.8 0.9
Literacy FL) 0'1; 0'3? 0'32 0.185 11 31 42
FOMO ] . | - 0.8] 08| 0.8 0.8
Economy (FE) 0'11 0'48 0'33 0272| 23| 70| 83| 62
Investment | . - -1 091 08| 08| 0.7] 09
Decision (ID) 0'32 0'5(2) 0'4; 0431 07| 11| 02| 25| 47
SI*FB 0'72 0'82 0'72 0.845| 03] 05| 02| 03| 04 1’08
06 27 58 16 32
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SI*FL 0'88 0'72 O'SZ 0.722 | 02| 05| 02| 02 0.3 0'83 1’08
69 01 98 54 80
Social Influence i} . - - 07 08| 07| 07| 0.7 ) | 08
(S1) O'Zz 0'43 0'42 0.318 11 64 42 66 11 0'4; 0'33 91

Note:

FE*FL- FOMO economy moderated by financial literacy
FI*FB — Financial influencer moderated by financial behavior
FI*FL — Financial influencer moderated by financial literacy
FE*FB - FOMO economy moderated by financial behavior
SI*FB — Social influence moderated by financial behavior

SI*FL - Social influence moderated by financial literacy

Source: Data processed by Smart PLS

Table 2 shows that the score of the discriminant validity of each variable against other variables was bigger
than the score of the variables below the rows of each column. It means that the variables were valid and
can be processed for analysis. To read the results in Table 2, readers should pay attention first at the edge
of the top-left side of the table's column. The first variable was FE*FL has a score of 1.00. its score was
higher than other variables' score in the row below that variable in the same column. It means that FL*FE
was valid. The same with another variable that could be read diagonally from the top edge of the left column
to the bottom edge right of the column.

Table 3. Result of collinearity statistics (VIF)

Variables Information of Variables VIF
FB1 Financial Behavior 3,984
FB2 2,153
FB3 3,459
FB4 4,513
EB5 2,600
FI1 Financial Influencer 2,824
FI2 2,473
FI3 2,736
FI4 2,778
FL1 Financial Literacy 3,759
FL2 4,828
FIL3 4410
FLA 2,789
FL5 2,636
FM1 FOMO Economy 2,341
FM2 1,584
FM3 2,201
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1D1 Investment Decision 4,377
ID2 6,456
ID3 4,111
SI1 Social Influence 2,919
S12 2,966
SI3 1,829
ST*FB Social Influence Moderated by Finangial 1,000
Behavior
STHEL Social Influence Moderated by Fir}ancial 1,000
Literacy

Source. Data processed by Smart PLS

Table 3 shows that the VIF score of the indicator of variables was less than 5. It means that the data had
no collinearity issue. However, there was one indicator that had a VIF score >5. It needs to be pruned so
that the data that would be analyzed can avoid producing bias in results.

Table 4. R-Square score

R-Square  R-Square Adjusted

Investment 0.906 0.896

Decision

Source: Data processed by Smart PLS

Table 4 shows the R2 score was more than 0.7. It indicated that the model used in this study was reliable
because 90% of the cause of the result was predicted inside the model in this study while the remaining 10%
was affected by the model outside variable of this study.

Table 5. SRMR score

Saturated Model | Estimated Model
SRMR 0.091 0.092

Source: Data processed by Smart PLS

Table 5 shows that the score of SRMR was <0.1. It means that the data passed the assumption of fit and
could be used for analysis.

Table 5. Inner model results

Original | Sample | Standard T Statistics P Res
Hvpothesis Sample Mean Deviation (|]O/STDE | Val ults
yP (0) ™) (STDEV) \D) ues
Financial Influencer (FI) 0.00 Acc
-> Investment Decision 0.394 0.376 0.101 3913 | 7 o | €Pte
(ID) d
Social Influence (SI) -> 0.69 | Reje
Investment Decision (ID) 0.022 0018 0.057 0.395 3 | cted
Acc
Fomo Economy (FE) -> 0,00
Investment Decision (ID) -0.362 -0.356 0.097 3,746 0 Zpte
FI*FL -> Investment 0.78 | Reje
Decision (ID) -0.047 -0.066 0.174 0.268 9 | cted
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Acc
SI*FL -> Investment 0.00
Decision (ID) -0.710 -0.696 0.233 3,045 5 | cpte

d
FE*FL -> Investment 0.992 0.992 0228 4348 | 000 Actc
Decision (ID) ' ' ' ’ 0 Zp ¢
FI*FB -> Investment 0.23 | Reje
Decision (ID) -0.239 -0.210 0.203 1,178 9 | cted

Acc
SI*FB -> Investment 0.00
Decisions (ID) 0.778 0.760 0.242 3,214 1 Zpte
EMPED > Investment 0782 | -0.794 0.192 2066 | 9% | e
Decision (ID) ' ' ' ’ 0 dp

Note:  FI*FL. - financial influencer moderated by financial literacy
SI*FL. - social influence moderated by financial literacy

FE*FL. - FOMO economy moderated by financial literacy
FI*FB - Financial influencer moderated by financial behavior
SI*FB - Social influence moderated by financial behavior
FM*FB - FOMO economy moderated by financial behavior

Source: Data arranged by Smart PLS

Table 5 shows that the outer loading scote of each indicator of independent vatiables is more than 07. It
means that the data were valid and could be processed for analysis. the T-statistic of vatiables' effects that
were more than 1.96 were for H1, H3, H5, H6, H8, and H9. It can be said that those hypotheses were
accepted.

Hypothesis 1 was accepted. It was stated that financial influencers significantly influence investment
decision-making for the Millennial and Generation Z generations. It was in line with the study conducted
by (Faisal et al., 2023) that stated the younger generation's intetest in investing is dtiven by the influence of
social media. Some influencers often show the results of their investments, some even create content to
encourage and teach how to invest properly. This result shows that financial influencers have a significant
impact on influencing the investment decisions of the millennial generation and the relatively young
Generation Z. The younger generation's interest in investing is driven by the influence of social media.
Some influencers often show the results of their investments, some even create content to encourage and
teach how to invest propetly. This result shows that financial influencers significantly affected the
investment decisions of the millennial generation and the relatively young Generation Z. Both generations
use social media heavily, where financial influencers are easily accessible and gain their reputation through
interesting and educational content about finance and investing. Informative and interesting financial
influencer content can build the trust of the younger generation who are looking for information about
investing, thus convincing the younger generation to follow their advice.

The results of this study about H1 were also in line with the study conducted by (Dison Silalahi et al., 2023).
To support increasing someone's interest in investing, the Indonesia Stock Exchange created an Influencer
Incubator program which is implemented in all BEI Representative Offices spread across Indonesia (Qosim
et al., 2023). Financial influencers' ability to build emotional connections and trust with their followers can
make followers feel confident to follow their advice without critical evaluation. Followers may feel drawn
to take higher risks or follow strategies that are less suitable for their risk profile to achieve quick results
(Trisno & Vidayana, 2023).
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Table 5 shows that H2 was rejected because of the T-statistic score <1.96. It can be said that social influence
had no significant influence on investment decision-making for the Millennial and Generation Z
generations. This result was in contradiction to the study conducted by According to research conducted
by (Bharata et al., 2023) which states the extent to which a person believes that other people think that he
should follow other people, in this context, millennial investors believe that their family, relatives, and
friends also encourage them to follow influencers. Social influence creates subjective norms that can
influence individual attitudes toward investment behavior. However, a petson's social influence creates
subjective norms that can influence individual attitudes on investment behavior. A positive or negative
attitude toward investment, and strong or weak self-control create a framework that shapes the extent to
which investment decisions are taken rationally (Wardhana, Ratnasari, & Fauziana, nd).

Table 5 shows that the H3 was rejected because of the T-statistic score <1.96. it means that the FOMO
economy did not significantly influence the investment decisions of the Millennials and Generation Z. This
was in contradiction with the study conducted by(Nizar, 2024) that explained FOMO Economy
significantly affected investment decision-making. Investors influenced by FOMO economy tend to feel
anxious and worry about missing investment opportunities that can generate profits in the future. This can
encourage them to make rash and irrational investment decisions. Even though Gen Z and Millennials may
make impulsive decisions in buying something because of the temporary trends, it does not change the fact
that the economic conditions pushed them to hold out their money in cash to prepare for unpredictable
expenses in daily life(I. Rahman et al., 2022).

Table 5 shows that H4 was rejected because the T-statistic score was 0.2, lower than 1.96. it means that
financial literacy could not moderate the influence of financial influencers on investment decision-making
for the Millennial and Generation Z generations. This is contrary to a previous study conducted by (HC &
Gusaptono, 2020) which stated that financial literacy has a significant influence on investment decision-
making. Millennials and Generation Z with good finance and investment concepts tend to make better and
more informed investment decisions. A study (Taufik & Ernawati, 2021) stated that an influencet's track
record, especially in the number of investment failures, is crucial for the influencer to be trusted in his
advice by the younger generation of audiences. The increasing number of young people who have received
higher education in the financial sector has become a new challenge for influencers to invite the young
generation to invest because the younger generation is increasingly educated.

Table 5 shows that H5 was accepted because the T-statistic score was >1.96. it means that financial literacy
can moderate the influence of social influence on investment decision-making for the Millennial and
Generation Z generations. A previous study conducted by (HC & Gusaptono, 2020) stated that Millennials
and Generation Z who understand the investment and financial concepts tend to be more able to evaluate
information critically. A person has a good understanding of what investment is and what can result from
it, and they can consider relevant factors before making a decision. The results were also in line with the
study conducted by(Hasselgren et al., 2023) that stated the level of financial literacy is also very important
as a moderating variable that influences the strength or weakness of social influence. Millennials and
Generation Z can be more financially independent, make smarter investment decisions, and not be
influenced by new trends or opinions on social media if they have high financial literacy.

Table 5 shows that the H6 was accepted because the T-statistic score >1.96. it means that financial literacy
can moderate the influence of FOMO economy on investment decision-making for the Millennial and
Generation Z generations. This was in line with the study conducted by (Setiawati et al., 2018) stated that
financial literacy had a significant positive effect on investment interest, where respondents with good
financial knowledge were interested in investing and vice versa. Financial literacy is a process where financial
customers, entrepreneurs, and investors increase their understanding of financial products and risks
through information. Thus, improving financial behavior leads to better financial decisions. Financial
Literacy was a moderating variable that can moderate the impact of the FOMO economy on investment
decision-making. A high level of financial literacy can help millennials and Generation Z refrain from
emotional stress that may be caused by FOMO economy and focus more on more important aspects such
as risks, potential returns, and long-term financial goals(A. N. Iman et al., 2022).
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Table 5 shows that the H7 was rejected because the T-statistic score was lower than 1.96. It means that
tinancial behavior can moderate the influence of financial influencers on investment decision-making for
the Millennial and Generation Z generations. The result was contrary to a previous study conducted by(M.
Rahman & Gan, 2020)that stated influencers' financial traits, which refer to their charactetistics and
behavior related to finances, can play an important role in influencing young people's investment decisions.
Influencers who explain their investment strategies clearly, without using jargon or misleading information,
build trust and demonstrate respect for their audience. However, one must pay attention precisely to what
things the financial influencer tried to cover so that their audience cannot see the negative side of their
financial behavior (Kilipiri et al., 2023).

Table 5 shows that the H8 was accepted because the T-statistic score was >1.96. It means that financial
behavior can moderate the influence of social influence on investment decision-making for the Millennial
and Generation Z generations. This is in line with the previous studies by (Siswantoro & Surya, 2021) where
according to descriptive norms, individual perceptions of behavior are generally carried out by other people
in their social environment. For example, when many people were successful in making profits by investing
their money in blue-chip stocks, their colleagues or people close to them would likely to follow to do the
same thing.

Table 5 shows that the H9 was accepted because the T-statistic score was >1.96. It means that financial
behavior can moderate the influence of the FOMO economy on investment decision-making for the
Millennial and Generation Z generations. This was in line with the study conducted by (Zhang et al., 2022)
that stated younger generations with strong financial knowledge were better to understand market risk and
volatility, so they were less influenced by the hype or fear triggered by FOMO economy. In the case of real
estate which was one type of investment for the young generation in Indonesia, the FOMO economy was
one of the variables that could drive the young generation to buy property for investment. However, Gen
Z and Millennials today are more advanced in clarifying the real value of the price of the property that they
would like to purchase (Ryandono et al.,, 2022). This was called zero moments of truth where young
generations clarify the real price. They did so by scrolling through social media, asking experts of the real
estate industry, as well as asking about the neighborhood where the property was being sold (Pratiwi et al.,
2022).

Conclusion

Based on the results above, it can be concluded that the financial influencers and the FOMO economy
significantly influenced investment decision-making for the Millennial and Generation Z generations.
However, when financial influence is moderated whether by financial literacy or by financial behavior, it
becomes less significant in influencing investment decision-making for the Millennial and Generation Z
generations. In contrast, social influence was not significantly influencing investment decision-making for
the Millennial and Generation Z generations. But after social influence was moderated by financial literacy
or financial behavior, the social influence effect could significantly affect investment decision-making.

On the other hand, the FOMO economy as a variable after being moderated by financial literacy or financial
behavior has a significant impact on investment decision-making. It could mean that the FOMO economy
was the one that had the most impact on the decision-making of Gen Millennials and Z to make investments
rather than the other two variables.

Limitation of this Study

This study was limited in using samples of Generation Z and Y that had watched financial influencers and
willing to invest their money. This study also limited in samples that were Indonesian Gen Millennials and
Z. Moreover, this study has not elaborate about perceived behavior and perceived trust as variables that

were important in observing about “intention to buy something” because of the influence.

Suggestions for Future Research
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The FOMO Economy was the only variable that significantly affected the decision to invest in the young
generation of Indonesia. Future research should observe more about the FOMO economy because it could
impact the decision-making to invest, especially investments that support ESG. FOMO Economy was also
important to be considered by Indonesia's financial authorities because Indonesia has a bonus demography
of the young generation most of them tend to have FOMO Economy factor to invest.

Statement of the Conflict of Interest

The authors guarantee that this study has no conflict of interest involved. This study had not been published
elsewhere in any journal. The authors also guarantee that this study was free from plagiarism.

References

Adil, M,, Singh, Y., & Ansari, M. S. (2022). How financial literacy moderate the association between behaviour biases and
investment decision? Asian Journal of Accounting Research, 7(1), 17-30. https://doi.org/10.1108/AJAR-09-
2020-0086

Alfan, A. T., Proyoga, E. R., Dharmawan, W. R., & Ramadani, P. (2022). Prilaku Investasi dan Pengguna Media Sosial:
FoMO dan Keterbukaan Diri. Jurnal Masharif Al-Syariah: Jurnal Ekonomi Dan Perbankan Syariah, 7(30), 1378—
1394.

Alifiandy, M. M., & Sukmana, R. (2020). the Influence of Planned Behaviour Theory and Knowledge Towards the Waqif
Intention in Contributing Wagqf. Jurnal Ekonomi Dan Bisnis Islam (Journal of Islamic Economics and Business),
6(2), 260. https://doi.org/10.20473/jebis.v6i2.22624

Artati, A. K., & Utami, 1. (2020). Can and will village-owned enterprises provide the financial statement accountability?
International ~ Journal ~ of  Scientific  and  Technology = Research, 9(4), 647 -  650.
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85083707588&partnerID=40&md5=3ea84c3504a209e799912831de5cdc95

Bharata, W., Fourqoniah, F., & Novianti, R. (2023). Herd Behavior in Millennial Stock Investors in Indonesia: The Concept
of Bandarmology. Atlantis Press SARL. https://doi.org/10.2991/978-2-88476-090-9_62

Faisal, Y. A., Gunawan, I., Cupian, Hayati, A., Apriliadi, A., & Fajri, M. (2023). Examining the Purchase Intentions of
Indonesian Investors for Green Sukuk. Sustainability, 15(9), 7430.

Fikri, A. R, Ratnasari, R. T., Ahmi, A., & Kirana, K. C. (2022). Market orientation and business performance: the mediating
role of total quality management and service innovation among Moslem fashion macro, small and medium
enterprises in Indonesia. Journal of Islamic Accounting and Business Research, ahead-of-print.

Ghifara, A. S., Iman, A. N., Wardhana, A. K., Rusgianto, S., & Ratnasari, R. T. (2022). The Effect of Economic Growth,
Government Spending, and Human Development Index toward Inequality of Income Distribution in the
Metropolitan Cities in Indonesia. Daengku: Journal of Humanities and Social Sciences Innovation, 2(4), 529-536.

Hasselgren, B., Chrysoulas, C., Pitropakis, N., & Buchanan, W. J. (2023). Using Social Media & Sentiment Analysis to Make
Investment Decisions. Future Internet, 15(1). https://doi.org/10.3890/1115010005

HC, R. H. K., & Gusaptono, R. H. (2020). The Impact of Financial Literacy on Investment Decisions Between Saving and
Credit: Studies on Sharia Bank Customers in the Special Region of Yogyakarta. Journal of Economics and Business,
3(4). https://doi.org/10.31014/aior.1992.03.04.291

Iman, A. N,, Wardhana, A. K., Rusgianto, S., & Ratnasari, R. T. (2022). Venture vs Investment, Which Type of Financing
was more Demanded by Agriculture, Forestry, and Aquaculture Sector? Daengku: Journal of Humanities and
Social Sciences Innovation, 2(5), 587—-595.

Iman, N, Santoso, A., & Kurniawan, E. (2021). Critical Assessment of the Productive Waqf Innovation Linkage Literature:
Lessons for Waqf Asset Management Institutions in Indonesia. Review of International Geographical Education
Online, 11(6), 920-932. https://doi.org/10.48047/rigeo.11.06.109

Jiang, Z., Peng, C., & Yan, H. (2023). Personality Differences and Investment Decision-Making. SSRN Electronic Journal,
153(December 2023), 103776. https://doi.org/10.2139/ssrn.4393382

Kilipiri, E., Papaioannou, E., & Kotzaivazoglou, I. (2023). Social media and influencer marketing for promoting sustainable
tourism destinations: The Instagram case. Sustainability, 15(8), 6374

Loestefani, V., Poan, R., Suwitorahardjo, B., & Wardhana, A. K. (2022). Service Quality and Product Quality as An Influence
on Customer Loyalty at Naturalis Koffie. FIRM Journal of Management Studies, 7(2), 211-236.

Mafruchati, M., Ismail, W. I. W., Wardhana, A. K., & Fauzy, M. Q. (2023). Bibliometric analysis of veterinary medicine on
embryo of animals in textbook in conceptualizing disease and health. Heliyon.

Mafruchati, M., Othman, N. H., & Wardhana, A. K. (2023). Analysis of the Impact of Heat Stress on Embryo Development
of Broiler: A Literature Review. Pharmacognosy Journal, 15(5).

Mendo, A. Y., Singh, S. K., Yantu, I, Hinelo, R., Bokingo, A. H., Dungga, E. I, Juanna, A., Wardhana, A. K., Niroula, B., &
Win, T. (2023). Entrepreneurial leadership and global management of COVID-19: A bibliometric study.
F1000Research, 12(31), 31.

Muflih, M., & Juliana, J. (2020). Halal-labeled food shopping behavior: the role of spirituality, image, trust, and satisfaction.
Journal of Islamic Marketing. https://doi.org/10.1108/JIMA-10-2019-0200

Nizar, M. (2024). THE IMPACT OF AVAILABILITY BIAS AND REPRESENTATIVE BIAS ON INVESTMENT
DECISIONS AND PERFORMANCE : THE ROLE OF FOMO. 12(1), 71-89.

1334


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i3.3604

Journal of Ecohumanism

2024

Volume: 3, No: 3, pp. 1319 — 1335

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online)

https://ecohumanism.co.uk/joe/ecohumanism

DOT: https://doi.org/10.62754/joe.v3i3.3604

Pachlevi, R. (2023). Peran Personal dan Social Fear of Missing out (FoMo) terhadap Keputusan Investasi Disusun.

2M5d1FIW NNV N LT AN ULaLEe, 4(1), 88-100.

Pedersen, L. H. (2022). Game on: Social networks and markets. Journal of Financial Economics, 146(3), 1097—1119.
https://doi.org/10.1016/] jfineco.2022.05.002

Pratiwi, A. C., Wardhana, A. K., & Rusgianto, S. (2022). Application of Vector Error Correction Model on Macroeconomic
Variables toward Changes in the Composite Stock Price Index. Daengku: Journal of Humanities and Social Sciences
Innovation, 2(2), 219—229.

Qosim, N, Ratnasari, R. T., Wardhana, A. K., Fauziana, H., & Barkah, T. T. (2023). Eight Years of Research Related to the
Green Sukuk in the Global Stock Exchange Market to Support the Implementation of SDG: A Bibliometric
Review. Journal of Islamic Economic and Business Research, 8(2), 161-180.

Rahman, I, Ratnasari, R. T., & Wardhana, A. K. (2022). Effect of Certificate of Bank Indonesia Sharia and Indonesian Bank
Seven Days Repository Rate to Inflation Ratio in Indonesia During Covid-19 Pandemic. Economic Education and
Entrepreneurship Journal, 5(1), 157—174.

Rahman, M., & Gan, S. S. (2020). Generation Y investment decision: an analysis using behavioural factors. Managerial
Finance, 46(8), 1028—1041. https://doi.org/10.1108/MF-10-2018-0534:

Ryandono, M. N. H., Mawardi, I, Rani, L. N, Widiastuti, T., Ratnasari, R. T., & Wardhana, A. K. (2022). Trends of research
topics related to Halal meat as a commodity between Scopus and Web of Science: A systematic review.
F1000Research, 11(1562), 1562.

Saputra, U. W. E,, & Elfarosa, K. V. (2023). Determinant of Investment Decisions: Evidence From Gen Z in Indonesia.
Analisis, 13(2), 259—286. https://doi.org/10.87478/als.v13i2.2512

Saputri, N. D. M., Raneo, A. P., & Muthia, F. (2023). The FoMO Phenomenon: Impact on Investment Intentions in
Millennial ~ Generation ~ with  Financial —Literacy as Moderation. Owner, 7(3), 2590—2597.
https://doi.org/10.83395/owner.v7i3.1619

Setiawati, R., Nidar, S. R., Anwar, M., & Masyita, D. (2018). Islamic financial literacy : construct process and validity.
Academy of Strategic Management Journal, 17(4), 1-12.

Siswantoro, D., & Surya, H. V. (2021). Indonesian Green Sukuk (Islamic Bond) of climate change: A revisited analysis. IOP
Conference Series: Earth and Environmental Science, 716(1), 12044

Susanto, A. H. (2023). Pengaruh FOMO, Technical Analysis Knowledge dan Fundamental Analysis Knowledge Terhadap
Keputusan Investasi Dengan Financial Behavior Sebagai Pemoderasi. 5, 1-14.

Taufik, T., & Ernawati, E. (2021). Encouraging the rise of young entrepreneurs: Promoting entrepreneurial intention
through storytelling. Open Psychology Journal, 14(1), 218-219.
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85120031996&doi=10.2174%2F 1874350102114010213&partnerID=40&md5=f4cb879647d6feb23ece23dace 156
25f

Thao, V. T., Hiisser, A. P., & Ohnmacht, T. (2022). A combined theory-based explanatory model for predicting tourists’
travel intentions during the COVID-19 pandemic: the role of individual’s assessment of the compliance with non-
pharmaceutical interventions. Discover Psychology, 2(1). https://doi.org/10.1007/544202-022-00046-2

Trisno, B., & Vidayana. (2023). Understanding herding behavior among Indonesian stock market investors. E3S Web of
Conferences, 426. https://doi.org/10.1051/e3sconf/ 202342601088

Wardhana, A. K., Ratnasari, R. T., & Fauziana, H. (n.d.). ISLAMIC INVESTMENT IN INDONESIA BEFORE AND
DURING PANDEMIC OF COVID-19: A BIBLIOMETRIC STUDY INVESTASI SYARIAH DI INDONESIA
SEBELUM DAN SELAMA PANDEMI COVID-19: STUDI BIBLIOMETRIK.

WIDAGDO, B, Jihadi, M., BACHITAR, Y., SAFITRI, O. E., & SINGH, S. K. (2020). Financial Ratio, Macro Economy, and
Investment Risk on Sharia Stock Return. The Journal of Asian Finance, Economics, and Business, 7(12), 919-926.

Wijayanti, I., Herianingrum, S., & Ryandono, M. N. H. (2020). Islamic Crowdfunding Mechanism to Answer Renewable
Energy Investment Challenge in Indonesia. Test Engineering and Management, 83, 3596—3605.

Wijayanti, 1., & Ryandono, M. N. H. (2020). Zakat institutions’ mustahiq transformation in developing countries:
Comparison study. Opcion, 36(526), 350—366.

Zakaria, N., Wan-Ismail, W.-N. A. N. A, & Abdul-Talib, A.-N. N. (2020). Seriously, conspicuous consumption? The impact
of culture, materialism and religiosity on Malaysian Generation Y consumers’ purchasing of foreign brands. Asia
Pacific Journal of Marketing and Logistics. https://doi.org/10.1108/ APJML-07-2018-0283

Zhang, M., Nazir, M. S, Farooqi, R., & Ishfaq, M. (2022). Moderating Role of Information Asymmetry Between Cognitive
Biases and Investment Decisions: A Mediating Effect of Risk Perception. Frontiers in Psychology, 13(March).
https://doi.org/10.8389/1psyg.2022.828956

1335


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i3.3604

