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Gen Z’s Financial Literacy and Behavior Introduction

Introduction
“Winter is coming!” No other 
expression can perfectly describe what 
might happen next year. As what has 
been published repeatedly by the news 
and social media lately, leaders and 
economic experts are now bracing for 
the storm that might hit the global 
economy next year. They expect high 
inflation, economic contraction, and 
geopolitical problems.

The challenge arguably came from 
several geopolitical events that shook 
the world over the last few months. The 
Russia-Ukraine crisis and Post-Covid 
Recovery are some of them which 
caused severe supply shocks that, in 
turn, also caused supply chain 
disruptions and inflation.

While some experts believe that 
Indonesia is in a better position than 
many other countries, as its domestic 
demand remains strong and inflation is 
pretty under control, it does not mean 
its people can relax. The storm can hit 
anytime, so it is better to prepare for 
the worst. 

“We have to remain optimistic, but we 
also need to stay careful and vigilant,” 
according to the President of 
Indonesia, Joko Widodo, who reiterated 
the situation during the opening of the 
2022 BNI Investor Daily Summit, 
Jakarta, last October. 

The economic storm can hit anyone, 
including Gen Z. They are the most 
significant population cohort, with 
approximately 2,5 billion people 

worldwide. In Indonesia, based on the 
country’s statistics center (BPS) in 2020, 
Gen Z covered 27.94% of the total 
Indonesian population, leaving 
Millenials and Gen X in second and 
third place with 25.97% and 21.88%, 
respectively.

Responding to the threat, some of 
those Gen Z have started to plan their 
financial steps to face the storm. Their 
most significant objectives are having a 
passive income or even an early 
retirement plan. Thanks to social media 
(and, to some degree, Finfluencers), 
they can access the necessary 
information. The big question is, do 
they have the literacy and knowledge 
to understand the information and 
take the necessary steps?

Our latest research, Gen Z’s Financial 
Literacy & Behavior, was built around 
that question. The research was 
established in Q4 2021 to get accurate 
data, to get a better understanding, of 
the financial behavior of Gen Z in 
making financial decisions. We argue 
that their financial decisions were 
influenced by their financial literacy, 
which is also affected by numerous 
factors.

With the help of researchers from 
Universitas Multimedia Nusantara, we 
surveyed 814 Gen Z across Indonesia. 
They are from various islands, from 
Sumatra to Papua. The research itself is 
Quantitative, in which the data were 
collected through online 
questionnaires.

We hope this research will help 
financial institutions or fintech startups 
to understand Gen Z’s financial 
behavior, literacy and later guide them 
better during the potential financial 
crisis. As mentioned in our previous 
research, Gen Z are different from their 
predecessors. They have distinctive 
traits which can only be approached 
through particular strategies. We offer 
insights to form that strategy.
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Objective and MethodologyGen Z’s Financial Literacy and Behavior

UMN Consulting also established additional objectives in the form of marketing 
and academic goals based on the industry’s needs. The marketing objective is 
to help financial companies to develop effective communication strategies 
toward Gen Z and innovative financial services that can give higher return with 
considerable risk. 

The academic objective is also related to the marketing objective. UMN 
Consulting conducted this research to facilitate academic staff to create a study 
that fits industries’ needs. In addition, UMN Consulting hopes the research 
results can be used as teaching materials in relevant studies.

The research about Gen Z’s Financial Literacy & Behavior was conducted to 
reach the following primary objectives:

Presenting information about Gen Z’s behavior and 
literacy in making financial decisions.
Identifying elements that influence Gen Z’s financial 
behavior.
Identifying elements that influence Gen Z’s financial 
literacy. 

Objective
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Our researchers set up a proper methodology to ensure every objective is 
achieved with reliable results during the research. We decided to use 
Quantitative Analysis in which data were collected by distributing online 
questionnaires using a survey application. Furthermore, we used Probability 
Sampling with Stratified Random Sampling to have a generalization of Gen Z’s 
financial behavior in Indonesia. 

The survey itself was conducted to 
hundreds of Gen Z across Indonesia 
that matched our target group:

Male or female

17-23 years old

Minimum high school as current
education level

Live across Indonesia 
(Greater Jakarta, Jawa, Bali, Sumatera,
Kalimantan, Sulawesi, Maluku, Nusa Tenggara Barat,
Nusa Tenggara Timur, and Papua) 

Upon completing the research, we conducted interviews with several respondents 
to reconfirm what we found during the survey and to hear their explanations 
regarding their financial behavior and literacy. 

Methodology

Respondents

814
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DemographyGen Z’s Financial Literacy and Behavior

Demography
There are 814 Gen Z respondents in the research and all of them are internet 
users. While in the previous report we divided the respondents based on 
Education, Gender, Socioeconomic status and Origin, we added Investment 
Instrument for this report. The reason for that, to make this report easier to 
understand and comprehensive in identifying Gen Z’s financial behavior.

Based on gender, there are more female respondents than male 
respondents. The female respondents cover 55.16% of total Gen Z involved 
during the research while the male respondents cover 44.84%.  

Digging deeper, The proportion of male respondents who claim to have a 
high level of financial knowledge is 1.87 times higher than female 
respondents. Meanwhile, the proportion of female respondents who claim 
to have a low level of financial knowledge is 1.75 times higher than male 
respondents. 

That finding goes in line with OJK’s survey in 2019 that shows males’ 
financial literacy (39.94%) is higher than females' (36.13%).

Respondents’ Gender

Male Female

Respondents’ Gender
n: 814

Level of financial 
knowledge by gender

n: 814

HighLow Medium

0.14%

0.24%

0.63%0.62%

0.13%

0.24%

Female
55.16%

Male
44.84%
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In terms of education, the majority of our respondents’ latest education 
level is High School (85.38%), followed by Bachelor Degree (12.41%). It’s worth 
mentioning that those with high school education might be in university 
right now as our data shows most of our respondents take Management 
(52.24%) and Accounting (38.41%) as their major.

The overall percentage of respondents with Economic and Business 
backgrounds is 91.56%. Meanwhile, those from the Science, Technology, 
Engineering, and Mathematics (STEM) cover 3.76% of the total Gen Z 
respondents. 

Next, 3.74% of our respondents come from the Social, Politics, and 
Humaniores fields. The remaining define themselves as having unspecified 
majors or didn’t enroll in any of them (1.02%).

Respondents’ Education Level

Senior
High School

Diploma 2

Diploma 1

Master

Diploma 4

Diploma 3

Bachelor

1.11%

0.37%

0.37%

0.25%

0.12%

12.41%

85.38%

0% 20% 40% 60% 80%

Management

Others

Accounting

Psychology 1.92%

52.24%

7.43%

38.41%

0% 10% 20% 30% 40% 50%

Respondent’s latest education
n: 814

Respondent’s field of study
n: 814



Demography

Our respondents for this research are spread throughout Indonesia, with 
the most significant percentage in Java at 70.8% and Sumatra at 16.1%. From 
a provincial perspective, most respondents are from Banten at 27%, West 
Java at 14.3%, and DKI Jakarta at 10.1%. 

In determining the percentage of active internet user respondents during 
the research, we referred to the Indonesian Internet Service Providers 
Association (APJII) in 2020. According to the data, the highest internet 
penetration rates came from Java and Sumatra region, with a percentage of 
56.4% and 22.1%, respectively. 

Respondents’ Origin

16.10%

70.80%

2.10%

4.80%
4.20%

1.90%

Gen Z’s Financial Literacy and Behavior
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Chapter 1
Investment Instruments
It is hard to deny that when we 
talk about investment among our 
peers, we tend to compare each 
other's investment instruments. 
Like the other generation, Gen Z 
have their own investment 
instruments preference too. 

What surprised us during the 
research, most of our Gen Z 
respondents showed a degree of 
“conservatism” when choosing 
investment instruments. They 
prefer a stable and safer 
instrument. It’s different from 
how the media have projected 
Gen Z all this time as the 
generation who prefer “high risk, 

high return” and “new” 
investment instruments such as 
Cryptocurrency or NFT 
(Non-fungible Token). 

To determine which investment 
instruments the respondents use, 
we asked them to choose one or 
more instruments they use 
simultaneously. As a result, 
Savings (73.96%), Stocks (44.35%), 
and Mutual Funds (35.01%) 
emerged as the three 
instruments with the most users. 
How about crypto? Although still 
relatively new, crypto is in the fifth 
position with 13.64%.

Investment
Instruments

Chapter 1Gen Z’s Financial Literacy and Behavior

Investment instrument used by the respondents
n: 814

Savings

Cryptocurrency

Mutual Funds

Stocks

Precious Metals

Bond

Deposits

Foreign Currencies

Robot Trading

Derivative

Property

44.35%

35.01%

19.90%

13.64%

13.14%

8.97%

3.81%

2.83%

2.46%

0.86%

73.96%

0% 20% 40% 60%



Digging deeper into Gen Z’s prior-
ity in investment instruments, 
their chosen Instruments are con-
sistent. Gen Z’s prioritized instru-
ments are as follows: Savings 

(36.49%), Stocks (28.50%), Mutual 
Funds (13.02%), Precious Metals 
(6.63%), and Deposits (5.04%). 

Preferred Investment Period
During the research, we divided 
Gen Z’s preferred investment 
period into three categories: me-
dium-term, long-term, and 
short-term period. Data shows 

that most of our Gen Z respond-
ents (43.12%)  prefer to invest for a 
medium-term period of around 
1-3 years.

UMN Consulting

Gen Z’s prioritized investment instruments
n: 814

Savings

Deposits

Mutual Funds

Stocks

Precious Metals

Property

Cryptocurrency

Robot Trading

Foreign Currencies

Derivative

Bond

28.50%

13.02%

6.63%

5.04%

4.30%

2.70%

1.72%

0.74%

0.61%

0.25%

36.49%

0% 10% 20% 30%



Furthermore, 38.08% of Gen Z 
prefer to invest for a long-term 
period or more than three years. 
Last, 18.80% prefer a short period 
or under one year. 

If we correlate Gen Z’s preferred 
investment period with the 
instruments they prioritize, data 

shows that Gen Z who prefer a 
long-term and medium-term 
period rarely choose “experimen-
tal” investment instruments such 
as cryptocurrency as their priority. 
On the contrary, respondents who 
prefer a short-term period tend to 
choose cryptocurrency as their 
priority investment

Chapter 1Gen Z’s Financial Literacy and Behavior

Preferred investment period
n: 814

0% 0.1% 0.2% 0.3% 0.4%

Savings

Deposits

Mutual Funds

Stocks

Proportion

Property

Cryptocurrency

Robot Trading

Foreign Currencies

Precious Metals

Derivative

Bond

0.392
0.396

0.316

0.275
0.276

0.300

0.092
0.111

0.171

0.039
0.054

0.094

0.059
0.048
0.048

0.105
0.028
0.029

0.013
0.028
0.032

0.007

0.009
0.006

0.007
0.003

0.034
0.003

0.013
0.011

Short-term period
(Less than 1 year)

Mid-term period
(1-3 year)

Long-term period
(More than 3 years)

Investment
Instruments



Our survey discovers that most of 
our respondents' goal in investing 
is to get profit (63.88%). For the 
rest of the group, 26.29% invest 

due to recommendations from 
people around them and 9.83% 
because of trends.

Source of Information 
on Investment Instrument

Reason to Invest

From various elements that 
define Gen Z, their “close relation-
ship” to social media is one of 
them. They use the platform for 
almost anything, including in 
making financial decisions and it 
is evident in our research. 

The majority of our respondents 
use social media as their primary 
source of financial information. 
Furthermore, 42.87% of Gen Z get 
financial information from formal 
education (school or university), 
42.14% from influencers and 
20.88% from reference books.

UMN Consulting

Gen Z’s reason to invest
n: 814

Source of information of investment instrument
n: 814

Get profit

Trends

Recommendation from
people around them 26.29%

9.83%

63.88%

0% 20% 40% 60%

Social Media

Influencer

Reference Book

School/University 42.87%

42.14%

20.88%

74.57%

0% 20% 40% 60%



In this part, we’ll discuss Gen Z’s 
degree of investment knowledge 
along with their risk-profile pref-
erences. Based on our data, the 
majority of our respondents 
(62.53%) consider themselves as 
having a medium level of invest-
ment knowledge. That means 
they know enough information 
and are willing to invest in a 
low-profile risk. 

How about the others? 19.78% 
claim to have a low level of invest-
ment knowledge and 17.69% 
claim to have a high knowledge. 
Low level means knowing slightly 
about investment but not yet will-
ing to invest while high level 
means actively seeking invest-
ment-related information.

Chapter 1Gen Z’s Financial Literacy and Behavior

Degree of Investment Knowledge

0% 20% 40% 60%

High (know and dare to
invest in the high-risk

instrument)

Medium (know & invest
in the low-risk instrument)

Low (knowing but not
investing at all) 19.78%

17.69%

62.53%

What is your level of financial knowledge?
n: 814

Investment
Instruments
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Chapter 2
ICT Usage in Investment
Known as digital natives, using 
digital devices is part of Gen Z’s 
daily life. It is even safe to say that 
Gen Z have used digital devices 
for many aspects of their life. One 
of those aspects is, inevitably, 
about finance.

In this part, we will show you sev-
eral information about the rela-
tion between ICT usage and 
financial activities. Our hypothe-
sis is that Gen Z spend hours 
using ICT devices to support their 
financial activities, from looking 
for financial information to 
making financial decisions.

Frequency of Using Digital Devices
Based on our survey, half of our 
respondents, 50.98%, use their 
digital devices for more than 6 
hours per day. Furthermore, 
29.24% use their digital devices for 

3 to 5 hours. We argue the high 
frequency of digital devices usage 
helps them to find every neces-
sary financial information before 
making investment decisions.

Chapter 2Gen Z’s Financial Literacy and Behavior

ICT Usage in
Investment

Frequency of using digital devices
n: 814

Under 1 hour
in a day

3-5 hours per day

1-3 hours per day

Above 6 hours
per day

15.36%

29.24%

50.98%

4.42%

0% 10% 20% 30% 40% 50%



Digital Device Expertise
Our data shows 81.94% of Gen Z 
see themselves as proficient in 
using digital devices. Considering 
Gen Z's familiarity with computers 
and the internet since they were 

toddlers, it is not surprising to see 
them highly proficient in using 
digital devices. After all, it will help 
them to look for financial infor-
mation effectively.

Technology Feature Supports 
Financial and Banking Services
Looking at the data, 82.31% of Gen 
Z respondents agree that 
technology features support 
financial and banking services. 
Interestingly, no respondents 
think technology features don’t 

matter. From most of our 
respondents' responses to this 
subsection, it’s safe to say that the 
current technology feature 
supports Gen Z’s financial 
activities.

UMN Consulting

Digital device expertise
n: 814

Very amateur

Highly expert

Neutral

Amateur

Expert

1.60%

15.60%

47.79%

34.15%

0.86%

0% 10% 10% 10% 10% 10%



Internet Connection Support
Data shows 87.84% of Gen Z agree 
that an internet connection sup-
ports their investment activities. 
That finding is in line with our 
in-depth interview where some 
Gen Z expressed that they feel 

safe doing investment when their 
internet connection supports 
them well. In short, good internet 
connection with adequate speed 
is necessary for Gen Z’s financial 
activities

Chapter 2Gen Z’s Financial Literacy and Behavior

Technology Feature Supports 
Financial and Banking Services

n: 814

Internet connection support
n: 814

Hardly unsupportive

Highly supportive

Supportive

Neutral

Not supportive

16.34%

48.16%

34.15%

1.35%

0% 10% 20% 30% 40% 50%

Hardly unsupportive

Highly supportive

Supportive

Neutral

Not supportive

10.69%

47.30%

40.54%

0.98%

0.49%

0% 10% 20% 30% 40%

ICT Usage in
Investment
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