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Abstract 
This study was designed to reveal the effect of socioeconomic status, individual modernity, and 

economic literacy on consumer rationality of the millennial generation, either directly or indirectly. 

It used a quantitative approach, and was designed as an explanatory study. It involved 362 samples 

using proportional random sampling from 3867 millennial generation students from across 10 

faculties, and 149 study programs at Universitas Negeri Makassar. The research data was collected 

through a questionnaire that had been tested for its validity and reliability. Then, it was analyzed 

using Structural Equation Modeling analysis. It was found out that (1) socioeconomic status, 

individual modernity, and economic literacy have a positive and significant effect on consumer 

rationality; (2) socioeconomic status and individual modernity have a positive and significant effect 

on economic literacy; and (3) socioeconomic status and individual modernity have a positive and 

significant effect on consumer rationality through economic literacy of millennial generation. 

 

Keywords: Socioeconomic status, individual modernity, economic literacy, consumer rationality, 

millennial generation. 

 

Status Sosial Ekonomi, Modernitas Individu, Literasi 

Ekonomi, dan Rasionalitas Konsumen Generasi Milenial 
 

Abstrak  

Kajian ini didesain untuk mengungkap pengaruh status sosial ekonomi, modernitas individu, dan 

literasi ekonomi terhadap rasionalitas konsumen generasi milenial, baik secara langsung maupun 

tidak langsung. Kajian ini menggunakan pendekatan kuantitatif, dan dirancang sebagai kajian 
eksplanatori. Kajian ini mengambil informasi dari 362 sampel secara proportional random sampling 

dari 3867 mahasiswa generasi milenial yang tersebar di 10 fakultas, dan 149 prodi dalam lingkup 

Universitas Negeri Makassar. Data dikumpulkan melalui angket yang telah diuji validitas dan 
reliabilitasnya, kemudian dianalisis menggunakan analisis Structural Equation Modeling. Hasil kajian 

ini menunjukkan bahwa (1) status sosial ekonomi, modernitas individu, dan literasi ekonomi 

berpengaruh positif dan signifikan terhadap rasionalitas konsumen; (2) status sosial ekonomi dan 

modernitas individu berpengaruh positif dan signifikan terhadap literasi ekonomi; dan (3) status 

sosial ekonomi dan modernitas individu berpengaruh positif dan signifikan terhadap rasionalitas 

konsumen melalui literasi ekonomi generasi milenial. 

 

Kata kunci: Status sosial ekonomi, modernitas individu, literasi ekonomi, rasionalitas konsumen, 

generasi milenial. 
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INTRODUCTION 

In the era of the industrial revolution 4.0, consumer behavior faces conditions that are very 

different from the past. There are very many problems arising in this era because everyone 

faces various choices that are very complex and pamper the consumers, but on the other 

hand they encourage individuals to be irrational (Howells, 2020; Sima et al., 2020; Grewal 

et al., 2020; Mathios et al., 2020). The disruption that occurs in consumer behavior as a result 

of the industrial revolution 4.0 is increasingly being studied in the presence of the COVID-

19 pandemic (Bonilla-Molina, 2020).  

Various groups of consumers, including millennial generation consumers, responded 

to the COVID-19 pandemic by changing their daily economic behavior in various disrupted 

ways, such as the way how they worked, the way how they filled their spare time to the 

goods and services they bought (Sheth, 2020; Mehta et al., 2020). In various cases, millennial 

consumers have changed their behavior and expense in a more extreme way when 

compared to previous generations. Millennial consumers hope to stick to many new 

patterns of consumptive behavior (Zwanka & Buff, 2021; Jauregui et al., 2019; Jha & 

Pradhan, 2020).  

The millennial generation is a relatively young generation and is currently entering a 

productive age which is marked by the use and adaptation of technology in daily life, values, 

life experiences, motivation, and consumptive behavior. Millennials were born in the 1980s 

and 2000s (Lee & Kotler, 2015); they are currently between 20 and 40 years old. Millennials 

today develop as a social group of people that have been influenced by the changes they 

have experienced in their lives from childhood to adulthood. They are the result of world 

events, social and economic changes, as well as the integration of technology in everyday 

life (Radojka & Filipovic, 2017).  

The culture and life experiences of the millennial generation experiencing disruption 

have brought the millennial generation to certain patterns of attitudes and beliefs. Therefore, 

studies related to their motivation, expectations and behavior, especially those which are 

related to their consumptive behavior, are interesting topics to study (Dash et al., 2021).  

Millennial consumers are economic individuals from the demand-side. Consumers 

come into the market for goods and services to meet their needs (Willman-Iivarinen, 2017). 

From a consumer perspective, there are many factors that influence consumer behavior and 

preferences (Besanko & Braeutigam, 2011). Millennials are highly motivated by various 

aspects of economic choices with a higher level of autonomy (Krahn & Galambos, 2014). 

In the context of economic behavior, the millennial generation have a fundamental need to 

be independent and feel free to choose their own actions (Chou, 2012). Thus, to see this, 

there are many aspects that need to be studied regarding to aspects that affect their consumer 

rationality (Chou, 2012; Ordun, 2015).  

This study investigated the rationality of the millennial generation in consumptive 

behavior based on the context of the theory of reasoned action. The premise is built on the 

assumption that individual behavior is rational and makes use of the information available 

to them (Fishbein & Ajzen, 1975; Ajzen et al., 1980). This theoretical flow is often used to 
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explain the relationship between attitudes and behavior, by considering variables such as 

beliefs, attitudes, behavioral intentions, and human behavior in general. Through the 

perspective of the theory of reasoned action, valid predictions of consumer rationality of the 

millennial generation will be increasingly accurate to be used as a model. 

The theory of reasoned action allows this study to investigate the rationality 

underlying consumer behavior of the millennial generation; especially those are related to 

the various factors that can influence the behavior. When examining the consumptive 

behavior of the millennial generation from the perspective of the theory of reasoned action, 

consumptive behavior is influenced by two factors, namely internal factors and external 

factors (Fishbein & Ajzen, 1975; Ajzen et al., 1980).  

Internal factors are influenced by motivation, perceptions, learning experiences, 

personality, self-concept, and attitudes, while external factors are influenced by culture, 

social class, reference groups, and family (Geiger et al., 2018; Piligrimiene et al., 2020). One 

of the groups that affects individual behavior is the family (Yakup & Sevil, 2011; Roberti, 

2014). Through the family environment, children begin learning about money and how to 

obtain and use it; gaining knowledge and experience on how to obtain goods and services 

through the buying and selling process; learning to live economically; and getting used to 

save money. The role of parents in providing the initial concept of economy is very 

important because it is part of the child's development process. This makes the condition of 

parents very influential on children's development (Hasan et al., 2019). Such parents' 

condition is the socioeconomic status, which can be seen from their work, education, 

income, and social status of the parents in the community. Thus, the consumer rationality 

of the millennial generation can not be separated from the influence of the level of the 

parents' socioeconomic status. 

Besides socioeconomic status, the consumer rationality of the millennial generation 

can also be influenced by individual modernity because humans as individuals and social 

beings always try to adapt to developments that occur in their surrounding environment 

(Medina & Gresham, 2015). Individual modernity is a series of personal attitudes (values, 

attitudes and behavior) that make a person active and dynamic in developing his life 

independently in an advanced society. The characteristics of modern society are being open 

to new experiences, having good self-confidence, planning, thinking ahead, being 

optimistic, taking risks, trusting others, having good socio-political participation, and 

participating in social media (Steinhardt & Delhey, 2020).  

Consumer rationality is also assumed to be influenced by economic literacy, and the 

level of rational clarification in the consumptive behavior of the millennial generation which 

can be seen through their economic knowledge (Efendi et al., 2019; Dewi et al., 2020; 

Hizgilov & Silber, 2020). There are 3 classification levels of consumer rationality of the 

millennial generation according to their knowledge, namely (1) high knowledge (individuals 

will tend to have good consumer rationality because they are considered to have the ability 

to apply all their economic knowledge, both formally and informally; (2) moderate 

knowledge (individuals will tend to experience confusion in making choices; they feel 

unsure in their actions and will be easily influenced.); and (3) low knowledge (individuals 
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will tend not to have good consumer rationality because they are not used to applying the 

knowledge gained through their daily lives (Jappelli, 2010). 

 

The Influence of Socioeconomic Status on Consumer Rationality 

There are several indicators used to see a person's socioeconomic status, for example 

income, position, wealth, and power (Krieger et al., 1997; Bulawayo et al., 2019). 

Socioeconomic status refers to the condition of a person in a society in terms of social and 

economic matters, namely based on the level of education, occupation, level of income, and 

so on (Letourneau et al., 2011; Iqbal et al., 2019). Relating to consumptive behavior, there 

are several socio-economic indicators proposed by Engel, Blackwell, and Miniard, (1990). 

They are (1) economic variables, which include employment, income and wealth; (2) 

interaction variables, which include personal prestige, association, and socialization; and 

(3) political variables, which include power, class consciousness, and mobility. 

Socioeconomic status has a significant influence on consumer behavior and this 

impact can begin in childhood (Moreno-Maldonado et al., 2018). Some studies suggest that 

children or adolescents begin studying behavior and choosing lifestyle habits from their 

families based on the family's social class (Bae & Wickrama, 2015; Becerra et al., 2015; 

Castillo et al., 2018). Previous research findings seem to support this statement, which 

suggests that young people from upper socioeconomic backgrounds have a greater 

awareness of and preference for commercial stimuli in their consumer environment (Singh 

& Kumar, 2014; Ge, 2020). In particular, several studies have shown that the millennials 

from upper social class have stronger brand preferences and are more likely to seek 

information before decision-making than the lower-class millennials, as well as their 

location and way of shopping (Engel, Blackwell, & Miniard, 1990; Redmond, 2000; Ge, 

2020).  

Hypothesis 1 (H1). Socioeconomic status has a positive and significant effect on consumer rationality 

of the millennial generation. 

 

The Effect of Individual Modernity on Consumer Rationality 

Modernization is a process of change and transformation from traditional collective 

life to social, economic, and political patterns which have already developed (Goh, 2019). 

This trend of change will increasingly have an impact on rationality in consumption (Van 

Raaij, 1993).   

In the perspective of consumer behavior, individual modernity has an influence on 

consumer rationality. Several previous studies have found out that individual modernity has 

an influence on consumer rationality (Boström & Klintman, 2019; Boström, 2020). 

Individuals who have the nature of modernity, before making decisions or actions, will 

think about it carefully and be guided that everything is seen from the point of view of its 

function and use and also its benefits for the future (Lorenzen, 2018). The development of 

science and technology and the ease in finding information is expected to help individuals 
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compare various things from the products needed, so that individuals can make rational 

decisions in buying these products (Walters & Carr, 2019).  

In this study, the individual modernity refers to millennial generation's attitude and 

behavior that shape their personality. Therefore, they become active and dynamic in 

developing their lives, with the following indicators: (1) being open to new experiences; (2) 

making plans; (3) thinking ahead; (4) being optimistic; (5) being brave to take risks; and (6) 

participating in socio-political activities and mass media (Weiner, 1966).  

Hypothesis 2 (H2). Individual modernity has a positive and significant effect on consumer 

rationality of the millennial generation. 

 

The Effect of Socio-Economic Status on Economic Literacy 

Several studies have found that the economic literacy of the millennial generation is 

influenced by demographic aspects including the geographic location of schools and 

socioeconomic status (Gemici et al., 2013). Millennials with high economic status have 

easier access to various facilities and economic resources possessed by their families to 

support the formation of the economic literacy. The socioeconomic status of the family 

contributes to form good economic literacy when being compared to families with low 

socioeconomic status (Alisyahbana et al., 2020).  

Other findings indicate that a person's economic literacy is influenced by the socio-

economic factors of parents because the social and economic position of a family based on 

income, education, and position with other people could increase children's and other 

family members' access to economic knowledge and information in which later on it would 

have an impact on the economic literacy (Ali et al., 2016). The study conducted by Hasan 

et al., (2020) shows that socioeconomic status is a combination of the economic and social 

position of an individual or other families, based on income, education and occupation, so 

that it becomes a distinction of individual access in the economic knowledge, either 

formally, informally, or non-formal. 

Hypothesis 3 (H3). Socioeconomic status has a positive and significant effect on the economic literacy 

of the millennial generation. 

 

The Effect of Individual Modernity on Economic Literacy 

The individual modernity possessed by the millennial generation is an inseparable 

aspect in the formation of the soul and personality of the millennial generation themselves, 

especially those related to the application of economic concepts in everyday life (Medina & 

Gresham, 2015). The millennial generation will always be able to have a modern spirit, be 

critical and be progressive by referring to (1) being open to new experiences; (2) making 

plans; (3) thinking ahead; (4) being optimistic; (5) being brave to take risks; and (6) 

participating in socio-political activities and mass media. Such qualities will form self-

awareness on the importance of economic knowledge (Lackovic, 2020). The modern 

millennial generation will realize that economic knowledge has a function in their lives, 

namely to be practiced in economic life (Steinhardt & Delhey, 2020).  
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Several previous studies have shown the influence of individual modernity on 

economic literacy in four aspects. Firstly, individual modernity is characterized by the 

mastery of technology, so that the mastery of technology will facilitate access to different 

everyday economic knowledge (Bican & Brem, 2020). Secondly, individual modernity is 

marked by an increasingly advanced technology transfer that has an impact on economic 

literacy (Tranos, 2020). Thirdly, individual modernity is marked by the development of 

science and technology so that the access to various sources of economic literacy is easier 

(Sira et al., 2020). Lastly, the existence of individual modernization makes the individual's 

way of thinking change, from irrational to rational (Hudik, 2019).   

Hypothesis 4 (H4). Individual modernity has a positive and significant effect on the economic 

literacy of the millennial generation. 

 

The Effect of Economic Literacy on Consumer Rationality 

To be rational in consumptive behavior, individuals must improve their understanding 

of the economy because the economy is perceived as an integral part of people's life. To 

add, understanding of the economy is very important in helping everyone make decisions 

that lead to welfare (Jappelli, 2010). Economic literacy is considered as the knowledge 

needed to master a certain set of skills related to economic problems (Ristau, 1985). 

Economic literacy describes a basic level of understanding that enables people to understand 

daily economic events and explain the causes as well as the interrelationships of various 

aspects in solving economic problems in their lives (Benjamin et al., 2013). The level of 

economic literacy determines the individual's ability to interpret economic problems, 

evaluate possible alternative solutions, calculate costs and benefits, and observe economic 

cycle situations (Lusardi, 2008).  

This condition is explained by rational choice theory which assumes that every 

consumer has a good preference for each of his needs, so that he will allocate his income 

appropriately for each of his economic decisions, not spending his income emotionally and 

following his lust (Frank, 2008; Dodds et al., 2015; Blakely, 2020; Wertenbroch et al., 2020). 

Regarding rational choice theory, the indicators of economic literacy used in this study are 

as follows: (1) choice; (2) decision making; (3) supply and demand; (4) economic incentives; 

(5) money and inflation; and (6) fiscal and monetary policy (Walstad et al., 2013).  

Hypothesis 5 (H5). Economic literacy has a positive and significant effect on consumer rationality 

of the millennial generation. 

 

The Effect of Socioeconomic Status on Consumer Rationality through Economic 

Literacy 

Differences in family's socioeconomic status will directly affect the patterns of parents 

in providing economic and financial knowledge of their children, ownership of bank 

accounts, and the level of parents' knowledge about economics and finance (Albeerdy & 

Gharleghi, 2015). This has implications for the influence of family's socio-economic status 
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on rationality in consumptive behavior through economic literacy (Ahmed et al., 2016; 

Ergün, 2018; Farrar et al., 2018).  

Rational individuals will be able to make economic decisions carefully, whether these 

decisions are profitable or not and true or not. Even they will further question the external 

impact of these decisions, so that it shows that the high and low socio-economic status will 

have an impact on the formation of economic literacy. Finally, it will have an impact on 

consumer rationality (Shen, 2016).  

Hypothesis 6 (H6). Socioeconomic status has a positive and significant effect on consumer rationality 

through millennial generation economic literacy. 

 

The Effect of Individual Modernity on Consumer Rationality through Economic 

Literacy 

There are two main focuses in modernization. The former is the process of 

modernization itself, and the latter is the result of modernization namely modern society 

with personalities known as individual modernity. Individual modernity that is owned by 

society tends to be high when the society is advanced and vice versa (Hindess, 1991; Dean 

& Croft, 2009).  

Currently, individuals live in a transition era from the modern to the postmodern era. 

Social and technological changes create four dominant postmodern conditions related to 

market fragmentation and experience; hyperreality of products and services; and the 

realization of value in the consumption cycle. This has implications for the formation of 

economic literacy which later on will have an impact on the existence of a paradox in 

consumption which is derived from consumer rationality (Glennie & Thrift, 1992).  

Hypothesis 7 (H7). Individual modernity has a positive and significant effect on consumer 

rationality through economic literacy of the millennial generation. 
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METHOD  

This study used a quantitative approach. This study aimed to determine the effect of 

socioeconomic status (X1), individual modernity (X2), and economic literacy (X3) on 

consumer rationality (Y) of the millennial generation. In accordance with this aim, this 

study was designed by using an explanatory study. 

The population of this study was all active undergraduate, postgraduate, and doctoral 

students of Universitas Negeri Makassar who were registered in the odd semester of 

2020/2021 academic year. The total number of the students participating in this study was 

3.867 students and they were categorized as the millennial generation of Universitas Negeri 

Makassar students who were born ranging from 1980 to 2000 (Lee & Kotler, 2015). They 

are currently between 20 to 40 years old. The sampling technique used in this study was 

proportional random sampling using the Slovin, (1960) formula. Thus, the total sample size 

was 362 millennial generation students from across 10 faculties and 149 study programs at 

Universitas Negeri Makassar. 

Socioeconomic status variable consists of (1) economic dimensions, which covered 

employment, income and wealth; (2) interaction dimension, which included personal 

prestige, association, and socialization; and (3) the political dimension, which covered 

power, class consciousness, and mobility (Engel, Blackwell, & Miniard, 1990). Individual 

modernity variable consists of (1) being open to new experiences; (2) making plan; (3) 

thinking ahead; (4) being optimistic; (5) being brave to take risks; and (6) participating in 

socio-political activities and mass media (Weiner, 1966). Economic literacy variable refers 

to the ability to understand economic aspects related to (1) choice; (2) decision making; (3) 

supply and demand; (4) economic incentives; (5) money and inflation; and (6) fiscal and 

monetary policy (Walstad et al., 2013). The consumer rationality variable refers to the 

 

Figure 1. Research Paradigm of Socioeconomic Status, Individual Modernity, 

Economic Literacy, and Consumer Rationality of Millennial Generation 



Jurnal Economia, 18 (1), April 2022, 51-69 

59 
 

 

following indicators: (1) consistent decision making; (2) decisions were made based on 

considerations of tradition, values, logical reasons and arguments; (3) maximizing goals and 

for satisfaction; (4) satisfaction is achieved with the efficiency principle and the objectives 

of the economy; and (5) based on self-interest (Jappelli, 2010).  

The data in this study was collected using a questionnaire with closed ended questions 

that had been tested for validity and reliability. In each questionnaire item, five alternative 

answers were provided and the score was leveled so that each variable was measured by an 

interval scale. Besides the questionnaire, a test was also used to measure the economic 

literacy variables possessed by the students. The data analysis technique used in this study 

was SEM (Structural Equation Modeling) analysis. 

FINDING AND DISCUSSION 

To ensure that the instruments in this study were reliable in data collection, the 

validity and reliability of the used instruments were tested. The results of the validity test of 

the instrument items from the socioeconomic status, individual modernity, economic 

literacy, and consumer rationality variables were explained in the table 1. 

Based on the results of the calculation of the instrument validity test, it was obtained: 

(1) from 18 items of statements related to socioeconomic status, it was obtained that the 

rcount lowest value was 0.367 and its highest value was 0.955. Thus, it can be concluded that 

all instrument items were categorized as valid because the rcount value was > 0.361 and all 

items were eligible to be used as statements on the instrument; (2) from 22 items of 

statements related to individual modernity, it was obtained that the rcount lowest value was 

0.367 and its highest value was 0.947. It can be concluded that all instrument items were in 

the valid category because the rcount value was > 0.361 and all items were feasible to be used 

as statements on the instrument. ; (3) from 20 items of statements regarding economic 

literacy, several results were obtained as follows. The average difficulty level was above the 

value of 0.453 and was classified as easy. The average score of item discrimination was 

above the value of 0.2 and was classified as moderate, and the average value of the item 

validity was above 0.431 and classified as valid. It can be concluded that all instrument 

items were classified into valid category and all items were eligible to be used as statements 

on the instrument; and (4) from 23 items of statements regarding consumer rationality, it 

was obtained that the rcount lowest value was 0.386 and its highest value was 0.972. Thus, it 
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can be concluded that all instrument items were in the valid category because the value of 

rcount was > 0.361 and all items were worthy of being used as instrument statements. 

The next stage was to test the reliability. The reliability test was used to measure the 

reliability level of the research instrument. A research instrument has a high reliability value 

if the devised test has consistent results in measuring what is being measured. The reliability 

of the instrument was analyzed using the Cronbach Alpha coefficient. 

The decision rule in the reliability test is if the result of rcount has a value which equals 

to or greater than the value of rtable (rcount < rtable), then the instrument is declared reliable. On 

the other hand, the question item is unreliable if the result of rcount has a value less than the 

value of rtable (rcount < rtable). Instrument reliability testing was carried out using IBM SPSS 

version 20. The test results showed that all statement items for each variable used in this 

study were in the reliable category. 

An alternative model, that describes the relationship between the four latent variables 

in this study along with the manifestations that construct it, can be seen in the following 

figure. 

Table 1. The Result of Instrument Validity of Socioeconomic Status,  

Individual Modernity, Economic Literacy, Consumer Rationality 

No. Variables Number of Item  Conclusion 

1. Socioeconomic Status 18 Valid 

2. Individual Modernity 22 Valid 

3. Economic Literacy 20 Valid 

4. Consumer Rationality 23 Valid 

 

 

Table 2. The Summary of Reliability Test of the Instrument 

No. Variable Cronbach’s Alpha Conclusion 

1. Socioeconomic Status 0,847 Reliable 

2. Individual Modernity 0,945 Reliable 

3. Economic Literacy 0,837 Reliable 

4. Consumer Rationality 0,861 Reliable 
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Figure 2 shows that the structural model has met the criteria for the structural model 

fit. This can be seen from the significant effect of exogenous variables on endogenous 

variables. The fit of the model can also be seen from the value of the coefficient that meets 

the criteria for the structural model analysis. The results of the structural model fit test of 

the research can be seen in the following table. 

 

Figure 2. Structural Model Fit 

Note: SS = Socioeconomic Status; IM = Individual Modernity; EL = Economic 

Literacy; CR = Consumer Rationality    

Table 3. Structural Model Fit 

Fit Indices Coefficient Criteria Quality 

Chy-square (X2) 63,38 Small (nonsignificant) Satisfactory 

P-Value 0,63 ≥0,05 Satisfactory 

Df 67 - Satisfactory 

Cmin (X2/Df) 0,954 ≤2,00 Satisfactory 

RMR (standardized) 0,093 ≤0,08 Satisfactory 

RMSEA 0,00 ≤0,08 Satisfactory 

GFI 0,93 ≥0,90 Satisfactory 

AGFI 0,91 ≥0,90 Satisfactory 

CFI 0,99 ≥0,94 Satisfactory 

IFI 0,99 ≥0,94 Satisfactory 

NNFI or TLI 0,99 ≥0,94 Satisfactory 

AIC (Model) 126,58 Small, relative Satisfactory 
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All levels of fit level have met the standard criteria as required. The lambda coefficient 

(λ), determination (R2), and T-Value of each variable that construct exogenous, 

endogenous, and intervening variables can be seen in the following table. 

Each manifest that constructs the four latent variables meets the validity criteria. It 

was proved by the standard loading value (λ ≥ 0.40) and R2 value ≤ λ. In accordance with 

the results of the analysis and the findings above, the coefficient of direct effect between 

variables can be seen in Table 5.  

Table 5. The Conclusion of the Direct and Indirect Influence between Variables  

No. Testing 
Correlation Effect 

T-value Conclusion 
Direct Indirect Total 

1. SS → CR 0,318 - 0,318 0,57 Significant 

2. IM → CR 0,275 - 0,065 0,43 Significant 

3. SS → EL 0,438 - 0,438 2,24 Significant 

4. IM → EL 0,511 - 0,511 3,78 Significant 

5. EL → CR 0,780 - 0,780 0,64 Significant 

6. SS → EL → CR 0,00 0,352 0,352 0,258 Significant 

7. IM → EL → CR 0,00 0,468 0,468 0,429 Significant 

Note: SS = Socioeconomic Status; IM = Individual Modernity; EL = Economic Literacy; 
CR = Consumer Rationality    

 

Table 4. The Manifests of Structural Model Construct 

No. Variable Manifest λ R2 T-value 

1. SS 

X1.2 1,68 0,21 8,04 

X1.3 0,58 0,04 8,87 

X1.4 0,49 0,05 10,49 

2. IM 

X2.1 0,50 0,07 6,77 

X2.2 0,49 0,07 7,48 

X2.4 0,46 0,06 7,32 

4. EL 

X3.1 0,68 0,07 3,47 

X3.2 0,59 0,09 6,67 

X3.4 2,07 0,39 5,36 

5. CR 

Y2 28,25 0,11 5,87 

Y4 0,82 0,04 6,15 

Y5 12,28 0,16 6,62 

Note: SS = Socioeconomic Status; IM = Individual Modernity; EL = Economic Literacy;  

CR = Consumer Rationality 
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It was found out that socioeconomic status had a positive and significant effect on 

consumer rationality of the millennial generation by 31.8%. This means that the higher the 

socioeconomic status of the millennial generation is, the higher their consumer rationality 

is, and vice versa. This is due to the fact that millennial generation who are from families 

with high socioeconomic status have consumer rationality. They decide to buy goods based 

on the main factor of the need for these goods. Besides the need for prestige factors, these 

items are trending in society; they are interested in promotions or advertisements in both 

printed and electronic media; these goods have brands that are well known to many people; 

and they are interested in sales or discounts offered; those are factors that encourage 

millennial generations to buy an item. These findings are in line with studies conducted by 

previous researchers who found that the millennials have consumer rationality based on 

their lifestyle (Castillo et al., 2018) and a preference for commercial stimuli in their consumer 

environment (Ge, 2020).  

This study also found that individual modernity has a positive and significant effect 

on consumer rationality of the millennial generation by 27.5%. This means that the higher 

the level of individual modernity of the millennial generation is, the higher their consumer 

rationality is, and vice versa. This is due to the fact that the millennial generation will easily 

recognize a variety of items that are new and modern. Most of the millennials follow the 

latest fashions for several types of goods, both in the form of gadget ownership, campus 

equipment, accessories used on campus, and their behavior especially in fulfilling their daily 

needs. This finding is in line with the study conducted by Boström and Klintman, (2019). 

They found out that individual modernity has an influence on consumer rationality. More 

specifically, this finding is supported by the results of the study done by Walters and Carr, 

(2019). Their study found out that individual modernity is characterized by the development 

of science and technology and the ease in finding information, so that individuals could 

make rational decisions in buying a product. Millennial generation increasingly have 

consumer rationality due to the transformation of socio-economic life patterns towards a 

more modern direction (Goh, 2019). 

Socio-economic status has a positive and significant effect on millennial generation's 

economic literacy by 43.8%. This means that the higher the socioeconomic status of the 

millennial generation is, the higher their economic literacy is, and vice versa. Parents who 

have low socioeconomic status will give less emphasis on the importance of achieving 

higher education for their children. Lack of emphasis on the importance of higher education 

affects children's learning motivation. Consequently, children will tend to have low learning 

motivation because all of the needs for learning both on campus and at home are not fulfilled 

by their parents. This finding is in line with the findings of Alisyahbana et al., (2020). It was 

found out that socioeconomic status has implications for access to economic resources that 

will support the formation of economic literacy. Other findings that support the findings of 

this study indicate that the quality of somebody's economic literacy is influenced by the 

socio-economic factors of parents because the social and economic position of a family 

based on income, education and position can increase children's and other family members' 
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access to knowledge and information about economy which in turn will have an impact on 

economic literacy (Ali et al., 2016; Hasan et al., 2020).  

Individual modernity has a positive and significant effect on millennial generation's 

economic literacy by 51.1%. This means that the higher the individual modernity of the 

millennial generation is, the higher their economic literacy is. This finding is reinforced by 

the findings of Medina and Gresham, (2015). They found out that millennial generations 

with high individual modernity will be open to information and always try to achieve 

success for a better future. Accordingly, this will have an impact on the formation of 

millennial generation economic literacy. Another finding that supports the findings of this 

study when looking at individual modernity from a time-orientation perspective is the 

finding of Steinhardt and Delhey, (2020). They postulate that the millennial generation who 

values time will not procrastinate what they have to do so that it will have a direct impact 

on shaping the soul and personality of the millennial generation, especially those related to 

the application of economic concepts in everyday life. 

It was also found out that economic literacy had a positive and significant effect on 

consumer rationality of the millennial generation by 78%. This means that if the economic 

literacy of the millennial generation is high, the consumer rationality of the millennials will 

also be high, and vice versa. The findings of this study are supported by several previous 

findings which postulate that millennial generation consumers have a good preference for 

their respective need which comes from their economic understanding. Thus, based on such 

findings it can be seen that the consumer rationality of millennial generation exists due to 

the fact that the millennial generation has economic literacy (Blakely, 2020; Wertenbroch 

et al., 2020).  

Socioeconomic status through economic literacy has a positive and significant effect 

on consumer rationality of the millennial generation by 35.2%. This can be seen in the 

economic literacy value of each millennial generation which reflects their knowledge and is 

able to be applied in everyday life. This finding is supported by several previous findings 

that postulate that parents who have high socioeconomic status will be able to provide 

access to resources that can support the formation of millennial generation economic 

literacy (Ahmed et al., 2016). Furthermore, other findings found that access to resources 

drives millennial generation to increase economic literacy which will further encourage 

them to behave in a rational consumptive manner (Ergün, 2018; Farrar et al., 2018).  

Individual modernity through economic literacy has a positive and significant effect 

on consumer rationality of the millennial generation by 46.8%. The more modern a person's 

lifestyle is, the more rational he will be. This finding is supported by the study of (Dean & 

Croft, 2009). They found out that one of the characteristics of modern humans is having a 

planning and orientation based on a rational mindset that comes from the economic 

literacy. 
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CONCLUSION  

The results of this study indicated that socioeconomic status, individual modernity, 

and economic literacy have a positive and significant effect on consumer rationality. 

Socioeconomic status and individual modernity have a positive and significant effect on the 

economic literacy of the millennial generation. Socioeconomic status and individual 

modernity through economic literacy have a positive and significant effect on consumer 

rationality. 

The findings of this study have implications for the process of shaping economic 

behavior that must be based on the formation of good economic literacy, especially within 

the family and campus environment. A good economic literacy must be in line between 

economic theories that become a source of economic literacy and real life so that the 

millennial generation are able to behave in a rational consumptive manner in everyday life. 
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