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Abstract.. In the era of digital financial products, the sandwich generation needs to practice good financial management.
This fully digital era makes it easy to buy on every transaction and even search on digital platforms if needed. It's
jam-packed with both cashless and cardless electronic payment transactions, with discounts on every transaction.
This leads to an increase in the percentage of consumer behavior among productive generations, millennials and Gen
Z. This study analysis using SmartPLS 3 software was conducted to provide appropriate personal financial
management based on personal income and financial planning using in the digital age as a moderating variable for
the sandwich generation on their consumptive behavior. Our results show that the types of moderating effects of
personal income & digital age on consumptive behavior act as predictor moderation, whereas the type of moderating
effect of financial management & digital age on consumptive behavior act as quasi-moderation. The practical
implication of the results of the study is consumption behavior carried out by the sandwich generation supported by
the digital era can have a significant impact if rarely get used to financial planning even with high personal income.
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l. INTRODUCTION

Financial success is an aim that current millennials and generation Z aspire to achieve [1], This is also the hope of
the Sandwich Generation, the adult generation responsible for caregiving for three generations at once, his
parents,himself and their children[2][3]. The study of personal financial management aims to overcome the difficulties
of financial management by the personal income of the sandwich generation, create a financial plan suitable for
individual assets, and ensure good financial security and early retirement [4] to minimize the existence of next-
generation sandwiches. To implement issues related to financial management, one must consider how to develop good
spending habits and have a good idea of money by focusing on investments and the money that serves them|[5].

Gen 7Zs
My longer-term 43% I 37%
financial future 41% 439%,
The welfare of my 45% D 36%
family 41% 41%
My job/career 40% I 41%
prospects 40% 46%
My day-to-day 39% I 35%
finances 34% 33%
My physical/medical 35% I 33%
health 32% 36%
Primary survey - Primary 43 E Primary survey - Primary 43
Pulse survey - Pulse 13 Pulse survey - Pulse 13

Q: To what extent do each of the following contribute to your feelings of anxiety or stress?

Figure 1. The Generations Feelings of Anxiety or Stress. Graphs From The 2020 Deolitte Millennials Survei

The survey results in Figure 1 were conducted on millennials in 43 countries and generation Z in 20 countries,
showing the results of concerns about their personal financial situation if they are in a situation similar to the covid
outbreak again and find it difficult to recover their finances. In the following survey, it was discovered that few people
experienced these difficulties because they were used to saving in combination, and the stress levels of the two
generations also decreased [6]. According to the OCBC Financial Fitness Index in 2021[7], the digital generation in
Indonesia has lower financial literacy than the general population, ranking 37.72 out of 100 total scores, much lower
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than Singapore's position last year at 61. Figure 2. The proportion of Z generation and Millennial generation in
Indonesia based on data [8] the results of the 2020 population census show that the Z generation accounts for 27.94%
or 74.93 million of the total estimated population, indicating that all of these generations are productive generations,
while the sandwich generation accounts for 25.87% or 69.38 million.
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Figure 2. Indonesia Population Census Results. From Statistics Indonesia

Based on the most recent, the current sandwich generation consists of the millennial and z generations [9]The
characteristics described in the profile present demographics, technology access, role, and participation in economic,
social, and political fields. This phenomenon has existed since the 1990s, particularly in the female gender[10][11]
and it satisfies the needs of two generations at the same time. Personal income across generations demonstrates that
having low skills also has an impact on earning low income [12] When an individual's income is low but their
expenditures are not well conceptualized in terms of revenues and expenses [13], they do not have a good financial
plan. Personal financial management can also be seen in how they choose investment products based on their income
and financial literacy [14], by selecting investments with moderate risk, making this a good step in dealing with the
sandwich generation problem.

Planning to manage finances [15] is important to do as early as possible in the current economic development.
Planning entails making decisions about investing[16], saving, and debt. The development of digital services[17],
particularly in the economic field, as well as an increase in the price of goods, imply that there is accuracy in financial
management. Based on research conducted by [18] financial planning is one of the tools for determining and self-
evaluating the choices that have become decisions, designing the right strategies, and putting them into action in order
to achieve financial goals. Poverty and income, basic needs and health, and the environment are all linked in the
context of poverty reduction [19].

Consumption ideology is conceptualized by merging systemic viewpoints, social groupings, and social realities as
beliefs, wants, and ambitions exchibited in consumer behavior [20]. Based on research from [21] there has been a
decline in overall consumption during the Covid-19 pandemic, but there has been a significant increase in the sale of
luxury brand product. Similarly, the fast fashion industry has its own characteristics like high volatility, short cycles,
low pricing, and impulsive consumer decisions [22] discusses the consumption needs of the millennial generation by
adopting the theory of planned behavior because this generation is the generation with the largest consumption of fast
fashion. [23] Highlighting generation z's lifestyle continuance choices based on limitless exposure to social media and
internet information sources shared, being aware of ethical issues prevalent in society and doing what they can at this
stage of life to make a positive impact, reducing consumption of clothing and choosing recycling out of awareness
and a strong desire for ethical and environmental issues. However, the act of buying hedonic products is carried out
because it is a form of revenge as well as a form of compensation with policies that are prohibited or limited during a
pandemic [24].

Table 1. Evaluations of previous Personal Financial Framework

Framework Author(s) Covered
(YYear)

Personal Financial Management Method Xuemei Analysis of problems regarding the investment process
and Investment Strategies Based on The (2021) and personal financial management.
Concept of Quantitative Thinking.
Investment Decision Judging From Rita Tri Research in Tasikmalaya, Indonesia. Find out the
Personal Income, Financial Literacy and (2021) behavior taken in determining family investment from
Demographic Factors. personal income.
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Investment Interest and Consumptive Jandi Research among students in North Sulawesi, Indonesia.
Behavior of Student Investor : Between (2019) About Investment trends and Consumptive Behavior.
Rationality and Irrationality

The Need to Promote Digital Financial Peter J Digital financial literacy is becoming an increasingly
Literacy for The Digital Age (2019) important aspect education for the Digital Age. That

individuals will become more responsible for their own
financial planning, including to retire.

Table 1. describes the findings of the Personal Financial Management research on the generation sandwich.
The study [25][26][27][28] as a results, there is hope in the cross-generational research to obtain an explanation of
financial success by describing the proper personal financial management for the sandwich generation with digital use
that has been adapted to the Indonesian culture. According to the research by Solarzh and Swacha [29] digital financial
product services, consumers can make online payments, transfer funds, and also loan applications to purchase
insurance policies and stock investment management with various types of consumer behavior that are conscious,
unconscious, and even refuse to be made aware of their consumption behavior [30]. However, Y.K Lee [31] found
that the impact of digital technology on the technostress sub-dimensional is negatively related to the intention to use
financial technology and research by R.Nathan [32] found that financial literacy has a negative impact on financial
technology, implying that they perceive financial technology as a non-essential tool for transactions but are strong in
traditional tools. Because the consumer's deliberate behavior becomes the first use of the application on their mobile
device [33]. We, therefore, posit the following our hypothesis:
H1. Personal Income has a direct effect on Consumptive Behavior
H2. Personal Financial Planning has a direct effect on Consumptive Behavior
H3. The Digital Age affect the size of the role of Personal Income on Consumptive Behavior
H4. The Digital Age affect the size of the role of Personal Financial Planning on Consumptive Behavior.

Personal financial management, with accuracy in determining scale priority, is self-control and financial success
realization. [34] explain how important it is for every individual to have proper financial planning and strategy. The
sandwich generation, in particular, faces complex challenges as they attempt to support three generations at the same
time. In research conducted by [35] the sandwich generation has difficulty managing personal finances; however, this
can be overcome by increasing financial literacy and religiosity, which aims to demonstrate shopping behavior and
how to use money appropriately.

Il. METHODS

2.1 Data Collection

The philosophy of positivism that underlies the quantitative research approach, where this study emphasizes the
approach to objective phenomena, is then studied using quantitative methods such as a quantitative descriptive study
that seeks to describe a social phenomenon and collecting data using random samples and statistical analysis [36].
Between the independent variable and the dependent variable, there is a relationship that allows it to be influenced by
other variables, such as moderating variables that can strengthen or weaken the relationship between the independent
variable and the dependent variable [37]. Working-age in Sidoarjo City, East Java, Indonesia is one of the sample's
characteristics.
2.2 Survey Development

The measurement of Personal Financial Management the sandwich generation by the consumptive behavior were
measured using a four-point likert scale with ranked as (1 = Every Time, 2 = Often, 3 = Rarely, and 4 = Never).
However Digital Age and Consumptive Behavior were measured by some adopted measuring items. Using a Four-
point likert scale with ranked as (1 = Never, 2 = Rarely, 3 = Often, and 4 = Every Time). This Study have a collect
data take simple random samples with questionnaire starts on October 15, 2022 until January 15, 2023, were distribute
via online-based survey google form. A survey appoarch was utilized and distributed to the target participant that
designed based on the previous measurement large used in the relevant litelature of the sandwich generation and a
total of 100 responses were involved for further analysis.

Copyright © Universitas Muhammadiyah Sidoarjo. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY).
The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original
publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply
with these terms.



Page |4

2.3 Data Analysis

Personal

Personal Income (X1)
Consumptive
F al
mancs Behavior (Y)
Management

Digital
age (2)

Figure 3 . Conceptual Framework

Moderated regression analysis (MRA) testing hypothesis estimated moderation using SEM-PLS (SmartPLS 3).
Moderation analysis has the main objective of testing the differential effect between the "independent variable and the
variable determined as a moderator function"[38]. Then analysis Figure 3. of moderation this For testing Digital Age
as variable moderator connection among personal financial management generation of sandwiches as Income and
Planning is called the dependent variable in behavior consumptive as independent variable. According Solimun,
Mathematical models moderating variables and interaction with type moderating classification on table 2 of
hypothesis Figure 3 between variables is as follows [39]:

Y=bo+ b X1+ hbXo+bsZ+e

Y=bo+ b X1+ boZ + b3 X1*Z + e

Y=bo+ b Xo+ boZ + b3 Xo*Z + e

Testing of the moderating effect can be done as see from the significance of the coefficient b3 from the interaction of
independent variables and moderating variables.

Table 2 : Type of Moderating Clasification

Type Moderating Coefficient
Absolute Moderation b1 and b2 not significant
b3 significant
Pure Moderation b2 not significant
b3 significant
Quasi Moderation b2 significant
b3 significant
Homologiser Moderation b2 not significant
b3 not significant
Predictor Moderation b2 significant

b3 not significant
Table 3. above is a guide to the structure of the research questionnaire for personal financial management of
generation sandwich with digital age as moderating variable consumptive behavior has research indicator of four
variables with questionnaire item and major reference.
Table 3 : Research Questionnaire Structure Guide

Variable Item Quesionnaire Major Reference
Personal Income e  Monthly Fixed Income J.Chen [2022]
Profession
Financial burden for families
Awareness Ningrum [2021]
Perspective
Preferences
Risk Perception
Digital Acces & Usage Lyons [2021]
Mobile money or other digital
financial transaction
Consumptive Behavior e Intention Giandi [2020]
e The purpose of using
e  Shopping frequency

Personal Financial Planning

Digital Age
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I11. RESULTS AND DISCUSSION

3.1 The Respondents Answer
Table 4. The Results of The Respondents Answer

Items The Answers Percentage

of Answer
Male 27%
Gender Female 73%
Age 1981 - 1996 60%
1997 - 2005 41%
Variant of Single, With Parents and Sibling or Grandparents 31%
Family Single, With Parents, Siblings and Grandparents 29%
Burden Married, With a Family and Parents 25%
Conditions Married, With a Family, Parents and Sibling or Grandparents 15%
Students have a Job 21%
Profession Worker L7%
Worker and have a business 46%
Entrepreneur 16%
* IDR 2.000.000 IDR 28%
Fixed Income IDR 3.000.000 — IDR 5.000.000 36%
IDR 6.000.000 — IDR 10.000.000 22%
> IDR 10.000.000 14%

From the data based on table 4. It can be seen the 100 respondents indicated sandwich generation by the collect
data online-based survey shows the characteristic of the respondents based on Gender, Age, Variant of Family Burden
Conditions, Profession and Fixed Income of the Respondents dominated Female percentage of 73% and 27% Males
for gender. Then the Age of Respondents for the millennial generation percentage of 60% and 41% for the Z
generation. The majority of Family burden conditions the respondent with a percentage of 31% are Single with parents
and siblings or grandparents, as many as 29% respondent are single with parents, siblings and grandparents, the
respondent as Married with a Family and Parents percentage of 25%, a total 15% respondent are married with a family,
parents and siblings or grandparents.

From the data based on table 3. The next characteristic profession of respondent as students have a job with a
percentage of 21%, dominated as a worker and have a business percentage of 46% meanwhile a worker percentage of
17% and then as Entrepreneur percentage of 16%. Based on the characteristic of Fixed Income dominated IDR
3.000.000 — IDR 5.000.000 percentage of 36%, + IDR 2.000.000 percentage of 28% and IDR 6.000.000 — IDR
10.000.000 percentage of 22 %, the last fixed income for the characteristic > IDR 10.000.000 with a percentage of
14%.

"I'will buy a product if it is accompanied by a discount and a certain bonus"

= Never Rarely = Often = Every Time

Figure 4. The key findings of answering the questionnaire about the consumptive behavior
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The results based on Figure 4. Respondents choose to buy a product at Every Time if it’s accompanied by certain
discounts and bonuses, a percentage of 32%. As many as 36% of the respondents prefer to buy a product often if it is
accompanied certain discounts and bonuses. A Percentage of 26% choose to rarely buy a product if it is accompanied
by certain discounts and bonuses. And the last respondent chooses never to buy a product based on certain discounts
and bonuses with a percentage of 6%.

"I purchase products or services on a digital platform. (shopee, tokopedia, lazada
etc.)"

(")

= Never Rarely = Often m Every Time

Figure 5. The key findings of answering the questionnaire about the Digital Age

The questionnaire about the digital age is based on figure 5. The respondents every time do purchase a product or
service on a digital platform percentage of 32%. Often do purchase products or services on a digital platform
percentage of 45% of respondents. Meanwhile, 21% of respondents rarely do purchase a product or service on a digital
platform. Only 2% of respondent never do purchase a product or service on a digital platform.

Results of personal financial management are based on figure 6. Respondents never prepared a budget with a
percentage of 28%. As many as 37% of respondents rarely make a budget. 25% of respondents often prepared a budget
and only 10% of respondents every time make a budget.

"I do the preparation of expenditure budget (daily, monthly or yearly)"

= Never Rarely = Often m EveryTime

Figure 6. The key findings of answering the questionnaire about the Personal Financial Planning

3.2 Validity Test

Convergent validity test. Based on the data below, it can be seen that the AVE values of all variables are
greater than 0.5, thus, it can be concluded that this study has fulfilled the convergent validity requirements. This
research model had good accuracy and precision, so that the convergent validity is fulfilled.

Table 4. The results of variable convergent validity test
Average Variance

Variables Extracted (AVE) Conclusion
Consumptive 0,682 VALID
Behaviour
Digital Age 0,625 VALID
Financial Planning 0,638 VALID
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Moderating Effect 1

DA*P| 1,000 VALID
Moderating Effect 2

DA*EP 1,000 VALID
Personal Income 0,716 VALID

Reliability and Cronbach’s Alpha Test

Composite and Cronbach’s alpha reliability. Based on the table below, all variables have composite reliability
values of greater than 0.8, thus, it can be concluded that all variables are reliable. And then it can be seen that all
variables have Cronbach’s Alpha values which are greater than 0.8, it can be concluded that all variables are reliable.

Table 5. Composite and Cronbach’s alpha reliability test
Composite Cronbach’s

Variables Reliability Alpha Conclusion
Consumptive Behavior 0,915 0,883 Reliable
Digital Age 0,893 0,850 Reliable
Financial Planning 0,925 0,905 Reliable
Moderating Effect 1 DA*PI 1,000 1,000 Reliable
Moderating Effect 2 DA*FP 1,000 1,000 Reliable
Personal Income 0,801 0,801 Reliable

Determination coefficient. Based on the table 6, it can be seen the R-square of variable consumptive behaviour
is 0.582 also means that 58,2% is exlIplained by the model.

Table 6. Effect size for path coefficient

. R Square
Variables R Square Adjusted
Consumptive Behavior 0,582 0,560

The goodness of fit evaluation. Marko [44] interprets the GoF value of 0.1 for small GoF, 0,25 for medium
GoF and 0.36 for large GoF value. Based on the calculation 0,672 is value the GoF. The Value is greater than 0.36, it
is included in the large GoF category. It is fit and feasible to use. The value is obtained from the average AVE value.

GoF = VAVE x R?

=,/0,777 x 0,582

GoF = 0,672
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3.3 Hypothesis test
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Figure 7.Hypothesis test

Direct effect test. Based data on table 7, it can be seen that the P values of Personal Income, Financial Planning,
Digital Age and moderation effect 2 DA*FP of Consumptive Behavior are less than 0.05. Thus, it can be concluded
that have impact on consumptive behavior. However, the P values of moderation effect 1 DA*PI of consumptive
behavior are greater than 0.05. Thus, it can be concluded that have no impact on consumptive behavior.

Table 7. The results of output path coefficient direct effect test

L. Standard L.
. Original Sample Mean o T Statistics
Variables Deviation P Values
Sample (O) (M) (STDEV) (|O/STDEV))
Digital Age -> Consumptive 0,283 0,289 0,077 3,664 0,000
Behavior
Financial Planning -> -0,260 -0,261 0,070 3.729 0,000
Consumptive Behavior
f _ *
Moderating Effect 1 -> DA*PI 0,095 0,097 0,083 1,151 0,250
Consumptive Behavior
f _ *
Moderating Effect 2 -> DA*FP 0,125 0,124 0,059 2,118 0,035
Consumptive Behavior
Personal Income -> 0,412 0,405 0,093 4,431 0,000

Consumptive Behavior

Result of moderation test. The data on table 8, shows the types of moderating effect of personal income & digital
age on consumptive behavior acts as predictor moderation. However, the types of moderating effect of financial
management & digital age on consumptive behavior acts as quasi moderation.

Table 8. The result of moderation test

Effect of Moderatin
Variables Moderating g Conclusion
: Effects

Variables
Moderating Effect 1 -> Consumptive Behavior Significant Sianificant Predictor
(Personal Income*Digital Age) 9 g Moderation
Moderating Effect 2 -> Consumptive Behavior Significant Insianificant Quasi
(Financial Planning*Digital Age) g g Moderation
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In this study, we explore the consumer behavior of the sandwich generation which is burdened by more than one
generation, both married and single, from budgeting arrangements and income earned. The results obtained from this
study describe that Indonesian people in the sandwich generation live in sidoarjo with an average income of 36% in
the range of IDR 3.000.000 — IDR 5.000.000 in a month related to city minimum wage [45] is more than IDR 4.000.000
with a combination of having a profession as an employee and having a side business such as MSMESs[46][47] due to
caring for two generations simultaneously in a family. This generation's consumption behavior is supported by
technological advancements for marketplaces on existing online sites, such as increasing payment diversity and
discounts. It can be seen that 2% of respondents did not use online sites, and 6% did not shop despite being offered a
discount on a product [48].

The results given by respondents have financial planning with a percentage of 10%. Financial management [49]
particularly budgeting for the sandwich generation, is something that must be done in addition to personal income
received with existing family burdens, as the influence of social media technology and influencers [50] who promote
a product or service for a generation that is closely related to digital technology causes existing expenses to be larger
and out of control. If this occurs, and it discovered that the generation lacks an understanding of debt management,
the consumption lifestyle will result in a disparity in their income. The decision to save and invest [51] for financial
freedom remains low in the sandwich generation, owing to the relatively low income with complex expenses, as well
as a lack of financial literacy, which makes the decision to invest unimportant to this generation.

Based on the (H1) Personal Income and Digital Age variable have a positif significant with the consumptive
behavior of the sandwich generation. Similar to findings as observed in the study by J.Wang [52] going deeper, the
demand for goods such as housing, utilities, and transportation, is greater among the rich due to their income elasticity,
for carbon dense goods with increased income with their high spending resulting in a widening of the HCEs gap
between poor and rich individuals.[53] based on their clothing, accessories and social media pages people observe
how they choose to spend money, but fundamentally many financial decision are not observable (e.g. how people
handle debt, taxes, and retirement planning). About other people’s financial decision making processes in family
relationships influences a variety a behaviors, including spending habits, decision about the financial structure of bank
accounts and finances. Results of our research are line with this study, showing that (H2) personal financial planning
of the sandwich generation have a negative significant with the consumptive behavior.

The results of research Gubangco et.al [54] unemployment and increasing prices in the market can affect the
behavior of consumption because they don’t have income, this is one reasons for deciding to make loans through
applications and ultimately tends to make adjustments to their consumption, our research proves that (H3) Digital age
as moderation of personal income does not moderate for the consumptive behavior of the sandwich generation.
However (H4) digital age as moderation of financial planning the sandwich generation as an quasi moderation for the
consumptive behavior. Simillary the result of empirical studies conducted by M.Hasan [55] the overall economy, from
budgeting to consumption behavior has a significant influence on the practical use and service of financial technology.

IVV. CONCLUSIONS, IMPLICATIONS AND LIMITATIONS

In this article, we have explored the consumptive behavior of sandwich generation with digital age as moderator.
Personal Income, Financial Planning, and moderating effect of digital age significantly affect the financial planning
of consumptive behavior of sandwich generation. However, moderating effect of digital age do not significantly affect
the personal income of consumptive behavior of sandwich generation. Digital act as a quasi moderation on the
financial planning and as a predictor moderation on the personal income of consumptive behavior of sandwich
generation. Fintech innovation has the potential to considerably increase household consumption on a national scale.

Theoretically, this research providing a perspective on consumption behavior carried out by the sandwich
generation supported by the digital era can have a significant impact if rarely get used to financial planning even with
high personal income. Discusses how the advancement of digital technology can be used to help the sandwich
generation overcome financial difficulties. However, the challenges of managing finances, debt, consumption, and
investment still require a lot of attention, at least from the government, in order to minimize the problem of sandwich
generation. Through the use of influencers or celebrities to educate, educational videos and images that are simple to
understand and entertaining to watch on social media. In accordance with the circumstances, inform and advise, as
well as select a pattern of good financial management. Furthermore, the sandwich generation in Indonesia, with its
culture, is mostly difficult to refuse someone's request, as well as easy to persuade and imitate, buying things that are
not really necessary, so they choose to buy products with debt regardless of their financial situation.

This study has been conducted in accordance with scientific procedures, however, it still has limitations, namely :
1. The consumptive behavior of sandwich generation in this study only consist of 3 variables, namely Personal
Income, Financial Planning and Digital Age, meanwhile, there are many other factor that can affect the

consumptive behavior of sandwich generation such as control the financial, environment, and habit.
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This research only focused of the sandwich generation, which is located in sidoarjo Indonesia so that the
results of this study cannot be generalized.

The use of questionnaires, sometimes, makes the answer given by respondents do not show real situation,
thus, open questions need to be added.

REFERENCE

D. T. B. Thuy, “Impacts of Economic Freedom on Economic Growth in Developing Countries BT - Global
Changes and Sustainable Development in Asian Emerging Market Economies Vol. 1: Proceedings of
EDESUS 2019,” A. T. Nguyen and L. Hens, Eds. Cham: Springer International Publishing, 2022, pp. 35—
44, doi: 10.1007/978-3-030-81435-9_3.

S. K. Aang, R Muhammad, “Explaining Sandwich Generation Phenomena in the Modernity Dimension,” J.
Stud. Sos. dan Polit. Publ. by FISIP, Univ. Islam Negeri Raden Fatah Palembang, vol. 6, no. 1, pp. 101-
111, 2022.

M. Rajahonka, Working Women in the Sandwich Generation, First edit. Howard House, Wagon Lane,
Bingley BD16 1WA, UK: Emerald Publishing Limited, 2022.

A. Binet, G. Zayas del Rio, M. Arcaya, G. Roderigues, and V. Gavin, “‘It feels like money’s just flying out
the window’: financial security, stress and health in gentrifying neighborhoods,” Cities Heal., vol. 6, no. 3,
pp. 536-551, May 2022, doi: 10.1080/23748834.2021.1885250.

N. Abdullah, S. M. Fazli, and A. M. M. Arif, “The Relationship between attitude towards money, financial
literacy and debt management with young worker’s financial well-being,” Pertanika J. Soc. Sci. Humanit.,
vol. 27, no. 1, pp. 361-387, 2019.

Deolitte, “Millennials and Gen Zs around the world are most worried about finances and careers, according
to a Deloitte survey conducted both before and after the pandemic.,” CNBC, 2020.
https://www.cnbc.com/2020/06/25/young-people-stressed-all-over-world-but-dont-blame-coronavirus.html
OCBC NISP, “Financial Fintess Index 2021,” Jun. 2021.

BPS, “Indonesia’s 2020 Population Census Results,” Databoks.Katadata.Co.ld, 2021.

M. Albertini, A. Tur-Sinai, N. Lewin-Epstein, and M. Silverstein, “The Older Sandwich Generation Across
European Welfare Regimes: Demographic and Social Considerations,” Eur. J. Popul., vol. 38, no. 2, pp.
273-300, 2022, doi: 10.1007/s10680-022-09606-7.

D. A. C. Estioko, M. M. A. Haveria, E. B. R. Veloso, and M. Teng-Calleja, “Experiences of
Intergenerational Caregiving among Women Belonging to the Sandwich Generation: An Example from the
Philippines,” J. Intergener. Relatsh., pp. 1-18, Mar. 2022, doi: 10.1080/15350770.2022.2053771.

S. Sudarji, H. Panggabean, and R. F. Marta, “Challenges of the Sandwich Generation : Stress and coping
strategy of the multigenerational care,” Indig. J. lIm. Psikol., vol. 7, no. 3, pp. 263-275, 2022.

S. Jiang, L. Qi, and X. Lin, “The Impacts of COVID-19 Shock on Intergenerational Income Mobility:
Evidence from China,” Int. J. Environ. Res. Public Health, vol. 19, no. 18, 2022, doi:
10.3390/ijerph191811546.

J. Cavazos-Arroyo and A. I. Maynez-Guaderrama, “Antecedents of Online Impulse Buying: An Analysis of
Gender and Centennials and Millennials Perspectives,” Journal of Theoretical and Applied Electronic
Commerce Research, vol. 17, no. 1. pp. 122-137, 2022. doi: 10.3390/jtaer17010007.

M. Dinkova, A. Kalwij, and R. Alessie, “Know More, Spend More? The Impact of Financial Literacy on
Household Consumption,” Econ., vol. 169, no. 4, pp. 469498, 2021, doi: 10.1007/s10645-021-09391-4.
A. S. Alshebami and T. H. H. Aldhyani, “The Interplay of Social Influence, Financial Literacy, and Saving
Behaviour among Saudi Youth and the Moderating Effect of Self-Control,” Sustainability, vol. 14, no. 14.
2022. doi: 10.3390/5u14148780.

M. Adil, Y. Singh, and M. S. Ansari, “How financial literacy moderate the association between behaviour
biases and investment decision?,” Asian J. Account. Res., vol. 7, no. 1, pp. 17-30, Jan. 2022, doi:
10.1108/AJAR-09-2020-0086.

A. Kadim and N. Sunardi, “Financial Management System (QRIS) based on UTAUT Model Approach in
Jabodetabek,” Int. J. Artif. Intell. Res., vol. 6, no. 1, 2021, doi: 10.29099/ijair.v6i1.282.

S. Khanal, B. S. Thapa, and S. R. Nepal, “Determinants of Personal Financial Planning: A Survey among
Business Graduates in Nepal,” The Batuk, vol. 8, no. 1, pp. 31-47, 2022, doi: 10.3126/batuk.v8i1.43503.
A. Antoniades, 1. Widiarto, and A. S. Antonarakis, “Financial crises and the attainment of the SDGs: an
adjusted multidimensional poverty approach,” Sustain. Sci., vol. 15, no. 6, pp. 1683-1698, 2020, doi:
10.1007/s11625-019-00771-z.

B. Schmitt, J. J. Brakus, and A. Biraglia, “Consumption Ideology,” J. Consum. Res., vol. 49, no. 1, pp. 74—
95, Jun. 2022, doi: 10.1093/jcr/ucab044.

Copyright © Universitas Muhammadiyah Sidoarjo. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY).

The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original

publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply
with these terms.



[21]

[22]

[23]

[24]

[25]

[26]

[27]

(28]
[29]
[30]
[31]

[32]

(33]

[34]

[35]

[36]
[37]
[38]
[39]

[40]

[41]

[42]

[43]

Page |11

W. Pang, J. Ko, S. J. Kim, and E. Ko, “Impact of COVID-19 pandemic upon fashion consumer behavior:
focus on mass and luxury products,” Asia Pacific J. Mark. Logist., vol. 34, no. 10, pp. 2149-2164, Jan.
2022, doi: 10.1108/APJML-03-2021-0189.

M. Cesarina Mason, R. Pauluzzo, and R. Muhammad Umar, “Recycling habits and environmental responses
to fast-fashion consumption: Enhancing the theory of planned behavior to predict Generation Y consumers’
purchase decisions,” Waste Manag., vol. 139, pp. 146-157, 2022, doi:
https://doi.org/10.1016/j.wasman.2021.12.012.

E. Djafarova and S. Foots, “Exploring ethical consumption of generation Z: theory of planned behaviour,”
Young Consum., vol. 23, no. 3, pp. 413-431, Jan. 2022, doi: 10.1108/YC-10-2021-1405.

S. Lins, S. Aquino, A. R. Costa, and R. Koch, “From panic to revenge: Compensatory buying behaviors
during the pandemic,” Int. J. Soc. Psychiatry, vol. 68, no. 4, pp. 921-922, 2022, doi:
10.1177/00207640211002557.

X. Shen, “Research on Personal Financial Management Methods and Investment Strategies Based on the
Concept of Quantitative Thinking,” Proc. 1st Int. Symp. Innov. Manag. Econ. (ISIME 2021), vol. 185, no.
Isime, pp. 229-236, 2021, doi: 10.2991/aebmr.k.210803.032.

R. T. Yusnita, I. Waspada, and M. Sari, “Investment Decision Judging from Personal Income, Financial
Literacy and Demographic Factors,” Proc. 6th Glob. Conf. Business, Manag. Entrep. (GCBME 2021), vol.
657, no. Gecbme 2021, pp. 67-71, 2022, doi: 10.2991/aebmr.k.220701.016.

J. E. Umboh and A. D. R. Atahau, “Investment Interest and Consumptive Behaviour of Student Investors:
Between Rationality and Irrationality,” J. Din. Manaj., vol. 10, no. 1, pp. 14-31, 2019, doi:
10.15294/jdm.v10i1.16837.

P. Morgan, B. Huang, and L. Trinh, “The Need to Promote Digital Financial Literacy for the Digital Age
Bihong Huang ( Asian Development Bank Institute ),” 2020, no. June 2019, pp. 1-9.

M. Solarz and M. Swacha-lech, “DETERMINANTS OF THE ADOPTION OF INNOVATIVE FINTECH
SERVICES BY MILLENNIALS,” 2021.

A. Francis and G. K. Sarangi, “Sustainable consumer behaviour of Indian millennials: Some evidence,”
Curr. Res. Environ. Sustain., vol. 4, p. 100109, 2022, doi: https://doi.org/10.1016/j.crsust.2021.100109.
Y.-K. Lee, “Impacts of Digital Technostress and Digital Technology Self-Efficacy on Fintech Usage
Intention of Chinese Gen Z Consumers,” Sustainability, vol. 13, no. 9, 2021, doi: 10.3390/su13095077.

R. J. Nathan, B. Setiawan, and M. N. Quynh, “Fintech and Financial Health in Vietnam during the COVID-
19 Pandemic: In-Depth Descriptive Analysis,” J. Risk Financ. Manag., vol. 15, no. 3, 2022, doi:
10.3390/jrfm15030125.

P. K. Chopdar, J. Paul, N. Korfiatis, and M. D. Lytras, “Examining the role of consumer impulsiveness in
multiple app usage behavior among mobile shoppers,” J. Bus. Res., vol. 140, pp. 657-669, 2022, doi:
https://doi.org/10.1016/j.jbusres.2021.11.031.

Arthur J. Keown, “Personal Finance Turning Money Into Wealth,” J. Wealth Manag. Financ. Plan., vol. 4,
no. June, pp. 82-86, 2017, doi: 10.1093/oseo/instance.00238188.

N. Nareswari, N. P. Negoro, and G. D. W. Dalem, “Mitigating Personal Financial Distress: The Role of
Religiosity and Financial Literacy,” Procedia Bus. Financ. Technol., vol. 1, no. Iconbmt, pp. 115-120,
2021, doi: 10.47494/pbft.2021.1.23.

Prof.Dr.Sugiyono, Metode Penelitian Kuantitatif. Kualititatif dan Kombinasi (Mixed Methods).
ALFABETA, CV, 2014.

L. Liana, “The use of MRA with SPSS to test the effect of moderating variables on the relationship between
the independent variables and the dependent variable,” Dinamik, vol. 14, no. 2, pp. 90-97, 2009.

D. R. Rahadi, Moderating variable analysis, no. September. 2021.

A. B. Mulyadi, M. Su’un, and R. Sari, “Pengaruh Kepemilikan Keluarga Dan Ukuran Perusahaan Terhadap
Agresivitas Pajak Dengan Komisaris Independen Sebagai Variabel Moderasi Pada Perusahaan Manufaktur,”
Amnesty J. Ris. Perpajak., vol. 4, no. 1, pp. 1-22, 2021, doi: 10.26618/jrp.v4i1.5303.

J. Chen and X. Zhou, “Sandwich generation in China: Exchange pattern with older parents and educational
expenditure on young children,” Asian J. Soc. Sci., vol. 50, no. 2, pp. 122-129, 2022, doi:
https://doi.org/10.1016/j.ajss.2022.01.007.

H. A. D. Ningrum, “Faktor yang Memengaruhi Personal Financial Planning pada Masyarakat Kota Kediri,”
J. llmu Manaj., vol. 9, no. 2, p. 359, 2021, doi: 10.26740/jim.v9n2.p359-372.

A. C. Lyons and J. Kass-Hanna, “A multidimensional approach to defining and measuring financial literacy
in the digital age,” Routledge Handb. Financ. Lit., no. March, pp. 61-76, 2021, doi:
10.4324/9781003025221-7.

O. Giandi, I. Irawan, and R. Ambarwati, “Determinants of Behavior Intention and Use Behavior among
Bukalapak’s Consumers,” IPTEK J. Technol. Sci., vol. 31, no. 2, p. 158, 2020, doi:
10.12962/j20882033.v31i2.5585.

Copyright © Universitas Muhammadiyah Sidoarjo. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY).

The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original

publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply
with these terms.



[44]
[45]
[46]
[47]
(48]
[49]

[50]

[51]

[52]

(53]

[54]

[58]

Page |12

M. Sarstedt and J.-H. Cheah, “Partial least squares structural equation modeling using SmartPLS: a software
review,” J. Mark. Anal., vol. 7, no. 3, pp. 196-202, 2019, doi: 10.1057/s41270-019-00058-3.

A. Dube and A. Lindner, “City Limits: What Do Local-Area Minimum Wages Do?,” J. Econ. Perspect.,
vol. 35, no. 1, pp. 27-50, 2021, doi: 10.1257/jep.35.1.27.

T. Tambunan, “Recent evidence of the development of micro, small and medium enterprises in Indonesia,”
J. Glob. Entrep. Res., vol. 9, no. 1, p. 18, 2019, doi: 10.1186/s40497-018-0140-4.

A. D. Saputra and A. Rahmatia, “Gamification Model as a Business Strategy for MSMEs in Indonesia,” J.
Account. Strateg. Financ., vol. 4, no. 1, pp. 91-107, 2021, doi: 10.33005/jasf.v4i1.162.

R. J. Sargisson et al., “By-and-Buy: The Effect of Social Influence on Discounting of Environmental
Outcomes,” Sustain. Clim. Chang., vol. 14, no. 4, pp. 217-226, 2021, doi: 10.1089/scc.2021.0003.

T. K. Xian and R. Poh, “Factors Influencing Working Adults’ Awareness of Individual Financial Planning,”
GATR Glob. J. Bus. Soc. Sci. Rev., vol. 10, no. 3, pp. 148-162, 2022, doi: 10.35609/gjbssr.2022.10.3(4).

J. A. Lee, S. Sudarshan, K. L. Sussman, L. F. Bright, and M. S. Eastin, “Why are consumers following
social media influencers on Instagram? Exploration of consumers’ motives for following influencers and the
role of materialism,” Int. J. Advert., vol. 41, no. 1, pp. 78-100, Jan. 2022, doi:
10.1080/02650487.2021.1964226.

A. A.-W. Karakara, J. Sebu, and I. Dasmani, “Financial literacy, financial distress and socioeconomic
characteristics of individuals in Ghana,” African J. Econ. Manag. Stud., vol. 13, no. 1, pp. 29-48, Jan. 2022,
doi: 10.1108/AJEMS-03-2021-0101.

J. Wang and R. Yuan, “Inequality in urban and rural household CO2 emissions of China between income
groups and across consumption categories,” Environ. Impact Assess. Rev., vol. 94, p. 106738, 2022, doi:
https://doi.org/10.1016/j.eiar.2022.106738.

J. G. Olson and S. I. Rick, ““You spent how much?’ Toward an understanding of how romantic partners
respond to each other’s financial decisions,” Curr. Opin. Psychol., vol. 43, pp. 70-74, 2022, doi:
https://doi.org/10.1016/j.copsyc.2021.06.006.

A. G. D. Gubangco, J. D. S. Joves, and A. C. D. Pizarro-Uy, “Consumption in the Philippines: In the Course
of Unemployment and Loan Acquisition,” J. Econ. Financ. Account. Stud. , vol. 4, no. 2 SE-Atrticles, pp.
18-34, Mar. 2022, doi: 10.32996/jefas.2022.4.2.2.

M. Hasan, T. Noor, J. Gao, M. Usman, and M. Z. Abedin, “Rural Consumers’ Financial Literacy and Access
to FinTech Services,” J. Knowl. Econ., 2022, doi: 10.1007/s13132-022-00936-9.

Conflict of Interest Statement:

The author declares that the research was conducted in the absence of any commercial or financial
relationships that could be construed as a potential conflict of interest.

Copyright © Universitas Muhammadiyah Sidoarjo. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY).

The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original
publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply
with these terms.



