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INTRODUCTION

Abstract

In the digital era, access to investment information has be-
come easier, especially through social media actively used
by Generation Z. However, in making investment deci-
sions, they can become more vulnerable to two biases
known as herding behavior, which is the tendency to follow
the actions of others, and confirmation bias, which is the
tendency to seek information that reinforces their own
views. This study aims to examine the influence of herding
behavior and confirmation bias on investment decisions in
Generation Z, with gender as a moderating factor. The pop-
ulation in this study is all Generation Z investors who are
students of the Faculty of Economics and Business at Uni-
versitas Klabat, with sample selection using purposive
sampling, resulting in 83 samples. The data used in this
study is primary data, obtained from the distribution of
questionnaires. This research uses linear regression to test
the influence of research variables. The results of hypothe-
sis testing indicate that herding behavior does not have a
significant effect on the investment decisions of Generation
Z, while confirmation bias has a significant effect. Addi-
tionally, gender does not moderate the relationship be-
tween herding behavior and investment decisions, nor be-
tween confirmation bias and investment decisions in Gen-
eration Z.

Keywords
Confirmation bias, gender, generation z, herding behavior,
investment decision making.

Investment is the act of allocating funds or resources in the present with the hope of gaining
profits in the future (Tandelilin, 2010). The prospect of gaining profits in the future motivates many
people to start investing (Smart & Zutter, 2020). When making investments, the capital market serves
as a platform for investors.

The capital market is where parties with excess funds meet with those needing funds by trading
securities (Tandelilin, 2010). According to data from the Kustodian Sentral Efek Indonesia (KSEI) as
of November 3, 2023, the number of capital market investors based on the Single Investor Identifica-
tion (SID) has reached 10,000,628. This number, compared to the previous year’s figure of 7,489,337,
has increased by 33%. Moreover, the current capital market is dominated by investors under 30,
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accounting for more than 59% with assets exceeding IDR 54 trillion. This data shows investors’ in-
creasing interest in the capital market in Indonesia.

The digital era has made social media a place where information is widely disseminated. Access
to investment-related information has become more accessible, thus attracting many people to start
investing. The Asosiasi Penyelenggara Jasa Internet Indonesia (APJII) in 2022 found that Generation
Z dominates internet usage. Generation Z has grown up in an era where the internet plays a central
role in their social lives, integrating digital technology into their daily identities (Singh & Dangmei,
2016). This high attachment to technology and social media has shaped how Generation Z communi-
cates, makes decisions, and includes investing (Roberts et al., 2014; Rudin, 2019).

In finance, a fundamental concept is known as the efficient market hypothesis. According to
Fama (1965), in the efficient market hypothesis, investors always act rationally, and stock prices al-
ways reflect all available information. In contrast, behavioral finance theory explains that investors
do not always act rationally; in general, people can be influenced by psychological and cognitive errors
in making investment decisions (Statman, 1995).

One investor behavior phenomenon studied in behavioral finance is herding behavior. Herding
behavior is the tendency to follow the actions of others with the belief that many people are doing it
(Park & Kim, 2017). Previous research by Afriani and Halmawati (2019) found that herding behavior
influences investment decisions. In the digital era, access to information has become easier. According
to data from the Indonesian Ministry of Communication and Information Technology regarding the
status of digital literacy in 2021, social media is the most frequently accessed platform for finding
various information. The tendency towards herding behavior is reinforced by social media, where in-
vestors can discover various investment-related information from friends and influencers that affect
their investment decision-making (Rudin, 2019).

Another psychological bias in behavioral finance is confirmation bias. Investors tend to seek
information that only supports what they believe in, leading to a bias known as confirmation bias
(Pompian, 2012). Confirmation bias is a behavior where people tend to seek information that supports
their views (Parikh, 2009). A previous study by Cheng (2018) found that investors tend to engage in
confirmation bias when making investment decisions.

The internet and social media provide easy access to useful information for users, although not
all information available on the internet and social media is accurate. Social media is where investors
can find investment-related information that can influence investment decisions (Rudin, 2019). The
algorithm reinforces the tendency for investors to seek information that supports their personal views
on social media (Zimmer et al., 2019). Moreover, Holmes (2016) found that social media algorithms are
more dangerous because they make users only see news and posts that confirm what they want to see,
thereby reinforcing the tendency towards confirmation bias, affecting investment decisions.

The basic idea about Generation Z's habits that dominate internet usage, including herding be-
havior and confirmation bias, is due to their way of interacting with social media. Generation Z often
follows the investment decisions chosen by friends or influencers on social media without further
checking the information, which is an example of herding behavior (Park & Kim, 2017). They are
influenced by seemingly popular trends. Furthermore, social media algorithms routinely display con-
tent that aligns with the user's views and interests, reinforcing confirmation bias (Zimmer et al., 2019).
This leads to a tendency for Generation Z to seek and believe information that supports their beliefs
while often ignoring conflicting information. Both herding behavior and confirmation bias occur be-
cause social media facilitates the influence of others' opinions and strengthens users' personal views.

When making decisions, men and women consider different factors. The behavioral differences
between men and women are not only caused by biological structures but are also formed through
social and cultural processes (Bussey & Bandura, 1999). Gender identity has been considered inherent
since ancient times. Men tend to take risks in activities such as hunting for sustenance, while women,
due to their limitations in hunting, are more likely to take care of children at home (Bales & Parsons,
2013; Puspitawati, 2013). A study conducted by Putri and Mulyani (2023) found that gender plays a
role in behavioral biases towards investment decisions, where men tend to be more biased than
women.

This study aims to analyze the influence of herding behavior and confirmation bias on Genera-
tion Z's investment decisions, considering gender as a moderating variable. Through this analysis, it
is hoped to gain a deeper understanding of how Generation Z's close relationship with social media
affects their investment behavior towards the tendency to follow others and/or the tendency to seek
information that supports personal beliefs, as well as how gender moderates the relationship between
herding behavior and confirmation bias on investment decisions in Generation Z. Based on the
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explanation, this study aims to analyze "the influence of herding behavior and confirmation bias on
investment decisions in Generation Z with gender as a moderating variable."

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Behavioral Finance Theory

Shefrin (2002) defines behavioral finance as a field of study that explores how psychology affects
investors' financial decisions. Parikh (2009) defines behavioral finance as a concept that explains that
humans do not always think rationally in financial decision-making because they are influenced by
cognitive psychology and emotions. Statman (1995) suggests that the concept of behavioral finance
posits that humans may not always act rationally but still within the bounds of what is considered
normal behavior. Normal individuals tend to be influenced by cognitive biases, regret, and difficulties
in self-control. The concept of behavioral finance is built upon by several experts who study how human
behavior in financial decision-making can differ from what is assumed in traditional finance or stand-
ard finance.

Shefrin and Statman (2003) summarize the contributions of Daniel Kahneman and Amos
Tversky, with Daniel Kahneman being awarded the Nobel Prize in Economics in 2002 for integrating
psychological research into economics, especially for human judgment and decision-making under un-
certainties. Kahneman collaborated with Amos Tversky, who passed away in 1996; they focused on
studying prospect theory and heuristics, as well as biases that provide basic insights into psychology
with the concepts of risk and return in finance (Kahneman & Tversky, 2013; Tversky & Kahneman,
1974).

Behavioral finance emerged as a theory that opposes traditional financial theory, known as
standard finance (Shefrin, 2002). The standard finance concept assumes that the market is efficient,
meaning that prices already reflect available information, and people in standard finance are rational
(Statman, 1995). According to Pompian (2012), standard finance is fundamentally based on rules gov-
erning investor behavior rather than on concepts that explain actual behavior. In contrast, behavioral
finance explains the actual behavior of investors in financial markets where investors tend to be irra-
tional because humans can be influenced by psychology, cognition, and emotion that can affect invest-
ment decisions.

Cognitive Biases

Cognitive biases are discrepancies in understanding, processing, and decision-making against
information or facts (Pompian, 2012). Cognitive biases stem from human rationality limitations, as
heuristic theory explains as shortcuts the brain uses in processing information without fully pro-
cessing it, resulting in cognitive biases. Otuteye and Siddiquee (2015) argue that cognitive biases can
lead to judgment errors that result in poor final decisions.

According to Pompian (2012), cognitive biases are divided into two: the first is belief preference
biases, where individuals irrationally hold on to existing or newly formed beliefs, often justifying them
because of self-belief or personal ideal biases. The second is related to how individuals illogically or
irrationally process information in financial decision-making. Belief preference biases include conserv-
atism, confirmation bias, representativeness, illusion of control, hindsight, and cognitive dissonance.
Meanwhile, how individuals process information includes anchoring and adjustment, mental account-
ing, framing, availability, self-attribution, outcome, and recency.

Herding behavior

According to Parikh (2009), herding behavior is a form of bias based on the availability heuristic.
Herding behavior is when people tend to follow what others are doing. Even though it might be wrong,
they feel the action is more correct or safer because many people are doing it. According to Pompian
(2012), herding behavior is the tendency to use the behavior of others as input in decision-making,
which, on a large scale can impact significant changes in financial markets.

Confirmation Bias

Confirmation bias is the natural tendency of humans to seek evidence that confirms their beliefs
rather than evidence that contradicts them (Thaler, 2015). Another definition from Bazerman and
Moore (2012) defines confirmation bias as the tendency to seek and interpret information that matches
pre-existing views. According to Dhami & Sunstein (2022), individuals with confirmation bias tend to
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seek evidence that strengthens their beliefs, thus ignoring contradicting evidence.
Bounded Rationality

According to Simon (2000), humans have limited rationality. Therefore, in decision-making pro-
cesses, humans assess their cognitive limitations, whether in knowledge or computational capacity. In
financial decision-making, people cannot always maximize profits due to a lack of knowledge, cognitive
ability, and time. Another definition of bounded rationality highlights decision-making analysis when
individuals lack the cognitive capacity needed to make optimal decisions due to complexity (Mallard,
2015). Hence, humans in financial decision-making cannot always act rationally due to bounded ra-
tionality.

Heuristic

Shah and Oppenheimer (2008) define heuristics as a practical rule used to make decisions more
easily and quickly by simplifying the complexity of information and cognitive abilities. Another defi-
nition proposed by Parikh (2009) refers to heuristics as the cognitive process where the brain uses
shortcut strategies in processing information, which sometimes leads to cognitive biases because the
information is not fully processed.

According to Tversky and Kahneman (1974), although using heuristics can be helpful in speed-
ing up decision-making, it can also lead to errors by simplifying complex judgments. In decision-mak-
ing, humans tend to use several heuristics: representativeness heuristic, availability, and anchoring.
First, the representativeness heuristic is the tendency to make judgments or conclusions from a small
sample to represent a larger population and based on how similar an object or situation is to a specific
category in an individual's mind (Kahneman & Frederick, 2002).

Second, Tversky and Kahneman (2013) define the availability heuristic as our tendency to as-
sess events based on how easily we can recall relevant information that comes to mind. Bazerman and
Moore (2012) argue that the human brain is more effective remembering interesting information, emo-
tionally triggering, or recently acquired. Thus, in practice, the availability heuristic can trigger biases
that appear to be a natural function of human memory selection.

Third, the anchoring heuristic is the tendency in decision-making where individuals use an ini-
tial value as a reference for making estimates or judgments but often make inadequate adjustments,
causing the results to be overly influenced by the initial value (Tversky & Kahneman, 1974). In the
context of decision-making, these three main heuristics describe how humans often use practical rules
to make quick decisions.

The Influence of Herding Behavior on Generation Z Investment Decisions

Park and Kim (2017) define herding behavior as the tendency to follow others' actions. This
behavior is further reinforced by the widespread penetration of social media among Generation Z,
where investment-related information is easily found and significantly influences their investment
decisions (Rudin, 2019). Generation Z, a generation highly connected to social media, integrates digital
technology into various aspects of their lives, which also strengthens the influence of herding behavior
in the context of investment decision-making among Generation Z (Roberts et al., 2014).

The influence of peers and influencers recommending an investment causes other investors to
follow their investment actions (Rahayu et al., 2021). According to CNBC Indonesia, Sidik (2021) re-
ported an interesting event in the stock world where there was a 7.84% increase in the stock price of
PT Bali Bintang Sejahtera Thk (BOLA), a football company, after Kaesang Pangarep, the son of the
President of Indonesia, Joko Widodo, bought shares and shared a photo with the company owner cap-
tioned "deal" for investment. This indicates that Kaesang Pangarep's Instagram followers engaged in
herding behavior. As Kaesang Pangarep is a well-known influencer in Indonesia and most internet
users and capital market investors are from Generation Z, the stock increase is suspected to be related
to the actions of his followers, most likely young Generation Z investors. A study by Rosdiana (2020)
on herding behavior among Generation Z and Millennials found that herding behavior significantly
influences investment decisions. Another study by Afriani and Halmawati (2019) showed that herding
behavior has a positive and significant influence on investment decision-making. Based on the descrip-
tion above, the author develops the following hypothesis.

H1: Herding behavior affects Generation Z investment decisions.
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The Influence of Confirmation Bias on Generation Z Investment Decisions

Pompian (2012) defines confirmation bias as a tendency to seek information that only supports
personal beliefs. As a primary source of information for Generation Z, social media strengthens this
tendency (Parikh, 2009). Additionally, social media algorithms can present information that aligns
with what users want to see, reinforcing confirmation bias in investment decision-making (Zimmer et
al., 2019). According to Schiffer (2019), social media algorithms can increase confirmation bias by
showing users only information that matches their interests, reducing their access to opposing view-
points. This makes Generation Z pay attention only to information that aligns with their beliefs, which
can affect investment decision-making (Holmes, 2016). Previous research by Rose and Armansyah
(2022) found that confirmation bias significantly influences investor decisions. Another study by
Cheng (2018) shows that confirmation bias affects investment decisions in that people often seek and
read information that supports their beliefs while ignoring contradictory information. Based on the
description above, the author develops the following hypothesis.

H2: Confirmation bias influences investment decisions among Generation Z.

Gender as a Moderating Variable

Gender is a concept that differentiates between males and females biologically and shaped by
culture, society, and environment (Bussey & Bandura, 1999). According to the masculine culture pro-
posed by Hofstede (1986), men tend to be more ambitious, assertive, and competitive. Additionally, the
masculine culture, which has been established since ancient times, views the role of women as one of
serving and managing non-material matters such as child-rearing and other minor tasks. These dif-
ferences that shape males and females can lead to differences in various aspects of life, including de-
cision-making. A previous study by Putri and Mulyani (2023) found that gender roles influence herding
behavior in investment decisions, with male investors tending to exhibit herding behavior more than
female investors. Based on the above explanation, the author develops the following hypothesis. Pre-
vious research has shown that behavioral finance factors such as confirmation bias significantly influ-
ence on investment decisions, and that gender plays a role in investment decisions (Jaiswal & Kamil,
2012). This study found that men tend to be more biased in making investment decisions than women,
who tend to be more cautious in investing. Based on the above explanation, the author develops the
following hypothesis.

H3: Gender moderates the relationship between herding behavior and investment decisions

among Generation Z.

H4: Gender moderates the relationship between confirmation bias and investment decisions

among Generation Z.

RESEARCH METHOD

This research uses a quantitative approach to analyze the extent to which independent variables
influence the dependent variable. Sujarweni (2015) explains that quantitative research is a type that
yields findings that can be obtained using statistical procedures or other methods of quantification.

Population is a general area that includes objects or subjects with established specific charac-
teristics (Sugiyono, 2019). The population for this research includes all Generation Z investors who
were born between 1995 and 2012 at the Faculty of Economics and Business, Universitas Klabat.

Sample is a portion of the population, which may consist of a group of people, objects, or events
that accurately represent the characteristics of the entire population (Gay et al., 2012). This study
uses purposive sampling to select the sample, with the criteria being students of the Faculty of Eco-
nomics and Business at Universitas Klabat, who fall into the category of Generation Z born between
1995 and 2012 and have either previously invested or are currently investing. After distributing the
survey, a total of 83 samples met the criteria.

This research uses primary data, which was collected through surveys with variable measure-
ments using a Likert scale (1-5). The herding behavior construct consists of 5 constructs, following
(Waweru et al., 2008). The measurement of the confirmation bias variable consists of 4 constructs,
following (Armansyah, 2023). The measurement of the investment decision variable consists of 3 con-
structs, following (Phuoc Luong & Thi Thu Ha, 2011).

This study conducts descriptive tests to provide a general overview of the characteristics of the
data related to the research variables, such as mean, median, and standard deviation. In addition, a
correlation test is conducted to measure the relationships between variables. This research uses linear
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regression to test the hypotheses. Two models of testing to test hypotheses 1 through 4 are conducted
using multiple regression. To test hypotheses 1 & 2, the following regression model is used.

Y =01+B81HB +82CB +¢ (1)

Where:

Y = Investment Decision
ol = Constant

HB = Herding Behavior (X1)
CB = Confirmation Bias (X2)
e = Error

To test hypotheses 3 & 4, the following multiple regression model is used:

Y= 01+ y1HB + y2CB + y3G + y4G*HB+ y5G*CB + £ (2)

Where:

Y = Investment Decision

ol = Constant

HB = Herding Behavior (X1)

CB = Confirmation Bias (X2)

G = Gender, a dummy variable 1 represents male and O represents female
Y = Coefficient

e = Error

Through multiple regression testing, hypothesis 1 is accepted if the p-value of coefficient B1 is
less than or equal to the alpha level (0.05), and hypothesis 2 is accepted if the p-value of coefficient B2
is less than or equal to the alpha level (0.05). Hypothesis 3 is accepted if the p-value of coefficient y4
is less than the alpha level (0.05), and hypothesis 4 is accepted if the p-value of coefficient y5 is greater
than the alpha level (0.05). SPSS software version 26.0 was used for data analysis, including hypoth-
esis testing, correlation, and descriptive analysis. Additionally, demographic factors such as social
media usage, gender, age, major, academic level, and investment instrument choices were analyzed to
gain a deeper understanding of the demographic factors in this study.

In this research, gender moderation was tested using a dummy variable to determine whether
gender plays a role as a moderator between x1 and x2 in relation to y. In this test, males were coded
as 1, and females were coded as 0, in line with the research objective of examining whether males are
more prone to bias in investment decisions. The use of this dummy variable allows for a more in-depth
analysis of the influence of gender in moderating the relationships between these variables.

RESULTS AND DISCUSSION

The characteristics of the respondents can be seen in Table 1 below, which provides demographic
data of the 83 respondents. It shows that all 83 respondents (100%) are active social media users,
where the average value (mean) indicates that active social media users tend to have a higher confir-
mation bias than herding behavior. This means that all active social media users tend to seek infor-
mation that only supports their personal views and tend to ignore information that contradicts their
beliefs.

In terms of gender demographics, the number of males who filled out the questionnaire is 47
(57%), while females are 36 (43%). Based on the mean value, it is observed that in terms of gender
demographics, males tend to have a higher confirmation bias than herding behavior. On the other
hand, females tend to have higher herding behavior than confirmation bias in making investment
decisions. The comparison of mean values between males and females shows that females tend to have
higher herding behavior and confirmation bias than males.

In terms of age, the number of respondents who filled out the questionnaire in the age range of
16-21 years is 59 people (71%). Meanwhile, the number of respondents in the age range of 22-27 years
is 24 people (29%). Based on the mean value, respondents in the 16-21 age range tend to exhibit herd-
ing behavior. In contrast, respondents in the 22-27 age range tend to have confirmation bias in making
investment decisions. When compared, respondents aged 16-21 years tend to have both higher herding
behavior and confirmation bias than respondents aged 22-27 years.
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Table 1. Respondent Characteristics

Demographics Level Total Percentage Mean
HB CB
Social Media Users Active 83 100% 3.1783 3.2830
Inactive - - - -
Gender Male 47 57% 3.1064 3.1702
Female 36 43% 3.2722 3.2014
Age 16-21 Years 59 71% 3.2542 3.2119
22-27 Years 24 29% 2.9917 3.1146
Major Accounting 38 46% 3.4053 3.1118
Management 45 54% 2.9867 3.2444
Year 1 10 12% 3.4600 3.3500
Year 2 20 24% 3.0600 3.2750
Year Year 3 33 40% 3.1939 3.0530
Year 4 20 24% 3.1300 3.2250
Stocks 52 63% 3.2577 3.1875
Investment Instru- Deposits 19 23% 3.2211 3.1184
ment Choices Bonds 1 1.2% 2.2000 3.5000
Others 13 13.3% 2.8182 3.2500

Source: Data Processing Result with SPSS 26.0

From the perspective of major demographics, respondents majoring in accounting total 38 people
(46%), while those majoring in management total 45 people (54%). Based on the mean value, respond-
ents majoring in accounting tend to exhibit herding behavior more than confirmation bias, while re-
spondents majoring in Management tend to have confirmation bias more than herding behavior in
making investment decisions. This means that accounting students in this study are more likely to
follow others' behavior in making investment decisions, while management students are more likely
to seek information that supports their beliefs and ignore information that contradicts their beliefs.

Based on the level of respondents as students of the Faculty of Economics and Business at Uni-
versitas Klabat, the number of respondents in the first year is 10 people (12%), second year 20 people
(24%), third year 33 people (40%), and fourth year 20 people (24%). From the mean values, first-year
respondents tend to have higher herding behavior compared to confirmation bias. Meanwhile, second-
year respondents tend to have higher confirmation bias than herding behavior. Furthermore, third-
year respondents tend to exhibit higher herding behavior than confirmation bias. Lastly, fourth-year
respondents tend to have higher confirmation bias than herding behavior.

In selecting investment instruments, stocks are the most chosen investment instrument by the
respondents, with 52 people (63%) opting for them. The number of respondents investing in deposits
is 19 people (23%), while the choice of investing in bonds was selected by only 1 person (1.2%). Other
unknown investment choices were selected by 13 respondents (13.3%). From the mean values, re-
spondents who invest in stocks and deposits tend to exhibit herding behavior, which means they are
more likely to follow others in making investment decisions. Meanwhile, respondents who choose
bonds and other investment instruments tend to have confirmation bias, which means in making in-
vestment decisions, they tend to seek information that only supports their beliefs and ignore infor-
mation that contradicts them.

Statistical Analysis of Respondents

Based on Table 1 below, the minimum value of the data is 1 and the maximum is 5, representing
the smallest and largest values in the respondents' answers, which were measured using a Likert scale
(1-5). The mean value is obtained from the average score of respondents who filled out the question-
naire. If the mean value is close to 5, it indicates that the respondents have a strong bias, whereas if
the mean value is close to 1, it indicates that the respondents have a weak bias.

The mean value for herding behavior is 3.178313, indicating that respondents tend to follow
others in making investment decisions. The mean value for confirmation bias is 3.183713, meaning
that respondents tend to seek information that supports their personal beliefs and ignore conflicting
information. The mean value for investment decisions is 3.425703, which suggests that respondents'
investment decisions, when compared to the market, reflect a fairly good level of satisfaction. When
comparing the mean values, respondents exhibit a greater tendency towards confirmation bias than
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herding behavior. This means that in making investment decisions, respondents are more likely to
have confirmation bias than herding behavior, meaning they tend to seek information that only sup-
ports their beliefs and ignore contradictory information. Additionally, the standard deviation for herd-
ing behavior is 0.69704, for confirmation bias is 0.750086, and for investment decisions is 0.821977,
indicating that most respondents' answers are not far from the average value.

Tabel 2. Descriptive Statistics of Respondents

N Minimum Maximum Mean Std. Deviation
Herding Behavior 83 1 5 3.178313 0.69704
Confirmation Bias 83 1 5 3.183735 0.750086
Investment Choice 83 1 5 3.425703 0.821977
Valid N (listwise) 83

Source: Data Processing Results with SPSS 26.0
Variable Correlation Analysis

The results of the correlation test, as shown in Table 3 below, indicate that the variable X1
(herding behavior) and the variable Y (investment decision) have a very weak positive correlation.
This means that there is a tendency for the higher the herding behavior, the higher the investment
decisions in terms of investors assessing the achievement of investment goals, comparison of return
rates, and personal investment satisfaction. Although this relationship is positive, its strength is very
weak, making it unreliable as a primary factor in predicting investment decisions among Generation
Z.

Table 3. Correlation Test Results

Correlation Sig. (2-tailed) N Description
Herding Behavior 0.038 0.0736 83 Very Weak
Confirmation Bias 0.448 0.000 83 Moderate
HB, CB -0.065 0.562 83 Very Weak
HB, Gender 0.051 0.645 83 Very Weak
CB, Gender 0.173 0.118 83 Very Weak

Source: Data Processing Results with SPSS 26.0

The variable X2 (confirmation bias) has a moderate positive correlation with the variable Y (in-
vestment decisions among Generation Z). This means that the higher the X1 (herding behavior), the
higher the Y (investment decisions) in terms of how investors assess the achievement of investment
goals, comparison of return rates, and personal investment satisfaction. This relationship is positive
and of moderate strength, indicating that confirmation bias is one of the factors that can influence
investment decisions.

The variable X1 (herding behavior) has a very weak negative correlation with X2 (confirmation
bias). In this case, the very weak negative correlation indicates that there is no consistent pattern
where herding behavior directly leads to an increase or decrease in confirmation bias, or vice versa. In
other words, herding behavior and confirmation bias are not related to each other, and in fact, their
differences suggest that if herding behavior increases, confirmation bias decreases.

The gender variable, as a moderating variable between X1 (herding behavior) and Y (investment
decisions among Generation Z), has a very weak positive correlation. This means that although there
1s a positive relationship as a moderation between herding behavior and investment decisions, the
relationship is not strong enough to effectively moderate the impact of herding behavior on investment
decisions among Generation Z. In other words, gender is not strong enough to moderate the relation-
ship between herding behavior and investment decisions among Generation Z.

The gender variable, as a moderating variable between X2 (confirmation bias) and Y (investment
decisions among Generation Z), has a weak positive correlation. This indicates that although there is
a positive relationship as a moderation between confirmation bias and investment decisions, gender
1s not strong enough to effectively moderate the relationship between confirmation bias and invest-
ment decisions among Generation Z.
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Table 4. Multiple Regression Results

Model 1 Model 2
Coefficient Sig. Coefficient Sig. Value
Value
Constant 4.786 0.004 4.777 0.097
Herding Behavior (HB) 0.047 0.505 -0.025 0.850
Confirmation Bias (CB) 0.372 0.000*** 0.452 0.008***
Gender -0.178 0.959
Gend*Herd 0.106 0.502
Gend*Conf -0.192 0.614

Model 1, Adj. R2=0.186
Model 2, Adj. R2=0.165
***Sig. at 1%

Source: Data Processing Results with SPSS 26.0

Based on Table 4 above, the results of hypothesis testing using the t-test can be obtained. In the
first test with model 1, the first hypothesis (H1) is that herding behavior influences the investment
decisions of Generation Z. However, the t-test results show a significance value of 0.505 > 0.05. This
means that herding behavior does not have a significant influence on investment decisions among
Generation Z. Therefore, it can be concluded that H1, which states that herding behavior affects in-
vestment decisions among Generation Z, is rejected. This implies that in making investment decisions,
Generation Z does not tend to follow others in their investment decision-making. As such, this result
does not align with the previous study by Afriani and Halmawati (2019), which found that herding
behavior does influence investment decisions.

The second hypothesis (H2) states that confirmation bias affects the investment decisions of
Generation Z. Based on the t-test results, the significance value is 0.000 < 0.05. This indicates that
confirmation bias has a significant influence on the investment decisions of Generation Z. Therefore,
it can be concluded that H2, which states that confirmation bias influences investment decisions
among Generation Z, is accepted. This means that in making investment decisions, Generation Z in-
vestors tend to exhibit confirmation bias, where they seek information that reinforces their beliefs and
ignore information that contradicts their beliefs. This result is consistent with the previous study by
Cheng (2018), which found that confirmation bias influences investment decisions.

In the second model test, the third hypothesis (H3) is that gender plays a moderating role be-
tween herding behavior and the investment decisions of Generation Z. Based on the t-test results, a
significance value of 0.502 > 0.05 was obtained. This means that gender does not moderate the rela-
tionship between herding behavior and investment decisions among Generation Z. Therefore, it can
be concluded that H3, which states that gender moderates the relationship between herding behavior
and investment decisions among Generation Z, is rejected. This result does not align with the findings
of Putri and Mulyani (2023), who found that gender influences herding behavior in investment deci-
sions, with male investors tending to exhibit more herding behavior than female investors.

The fourth hypothesis (H4) is that gender plays a moderating role between confirmation bias
and the investment decisions of Generation Z. Based on the t-test results, a significance value of 0.614
> (.05 was obtained. This means that gender does not moderate the relationship between confirmation
bias and the investment decisions of Generation Z. Therefore, it can be concluded that H4, which states
that gender moderates the relationship between confirmation bias and the investment decisions of
Generation Z, is rejected. This implies that although there are differences in preferences and tenden-
cies between males and females, other factors may play a more significant role in moderating the
relationship between herding behavior and investment decisions among Generation Z. This result is
not consistent with the previous study conducted by Jaiswal and Kamil (2012), which found that gen-
der plays a role in moderating the relationship between confirmation bias and investment decisions,
with men exhibiting more biased behavior than women.

The results of this study also indicate that there are other variables that influence the invest-
ment decisions of Generation Z that were not included in this research, such as overconfidence bias,
which can affect their investment decisions.

As an additional test, a Chow test was conducted to ensure the consistency of the results with
previous tests. The model selection in the Chow test indicated that the Common Effect Model was the
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most appropriate model to use. This test was conducted using EViews 18.0. Based on the results of
this test, herding behavior did not show a significant effect on the investment decisions of Generation
7, whereas confirmation bias showed a significant effect. Furthermore, gender moderation did not
influence the relationship between herding behavior and confirmation bias on the investment deci-
sions of Generation Z. Overall, both in the initial testing using SPSS 26.0 and in the additional test
with EViews 18.0, the results showed consistency in the rejection or acceptance of hypotheses based
on the same significance values.

CONCLUSION

Profitable investments are the hope of all investors. However, when making investment assess-
ments, investors can have biases that can lead to critical errors in their investments. This research is
based on the theory of behavioral finance, which states that in making investment decisions, investors
can be influenced by psychological factors, resulting in biased behavior. This study aims to analyze
the influence of herding behavior and confirmation bias on investment decisions among Generation Z,
with gender as a moderating factor.

The analysis results show that herding behavior does not significantly influence the investment
decisions of Generation Z, while confirmation bias does have a significant impact. Gender does not
moderate the relationship between herding behavior or confirmation bias and the investment decisions
of Generation Z. This means that Generation Z investors in the Faculty of Economics and Business at
Universitas Klabat tend to exhibit confirmation bias in their investment decision-making. They tend
to seek information that reinforces their beliefs and ignore conflicting information. The role of social
media, which has become an identity marker for Generation Z, can amplify this tendency toward con-
firmation bias, as investors are exposed to information tailored by algorithms to display content
aligned with users' preferences. This further reinforces confirmation bias behavior among Generation
7 investors.

A descriptive analysis was conducted to examine the demographics of the respondents. The re-
sults show that all respondents were identified as active social media users, and they tend to exhibit
confirmation bias in their investment decision-making. From a gender perspective, males tend to have
confirmation bias, while females are more likely to display herding behavior. Based on age, respond-
ents aged 16-21 tend to have herding behavior, whereas those aged 22-27 are more inclined toward
confirmation bias in their investment decision-making. In terms of academic major, respondents from
the accounting department are more likely to exhibit herding behavior, while those from the manage-
ment department tend to have confirmation bias in their investment decisions. Regarding academic
level, first-year students tend to exhibit herding behavior, second-year students tend to have confir-
mation bias, third-year students tend to exhibit herding behavior, and fourth-year students tend to
have confirmation bias in their investment decisions. In terms of the type of investment, respondents
who invest in stocks and deposits tend to exhibit herding behavior, while those who invest in bonds
and other types of investments tend to display confirmation bias in their investment decisions.

Thus, through this research, it is hoped to provide Generation Z investors with an understand-
ing of herding behavior and confirmation bias, which can help them be more cautious in making in-
vestment decisions. They need to access information wisely and avoid closing themselves off from in-
formation that does not align with their beliefs. Additionally, awareness of behavioral differences
based on gender, age, major, education level, and type of investment is also important to make better
investment decisions. For issuers, understanding the characteristics and behavior of Generation Z
investors can help them develop more effective marketing and communication strategies to attract
Generation Z to invest in their stocks through social media platforms.
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