
1 

 

 International Conference on Economics, Entrepreneurship and Management  

2021 (ICEEM2021) 

 Nilai    February 28, 2021 

 

GEN-Z, SPENDING POWER AND PATTERN TOWARDS ECONOMIC 

PERFORMANCE IN MALAYSIA 

Puteri Qartinie Kamardin1, Suhaimi Mhd Sarif2  

International Islamic University Malaysia 

puteri.qartinie@outlook.com, suhaimims@iium.edu.my  

Abstract. The main purpose of this study is to examine the spending power and pattern of the 

Gen-Z among the representative of IIUM, UPM, UKM, UiTM, and UMK, and then tried to 

connect it with the economic performance in Malaysia. To clarify, the major scope of this study 

is from the social factor that affecting the spending decision making of Gen-Z. A qualitative 

manner of study is chosen to collect data, where the author absorbed the observation, face-to- 

and phone call interviews through a semi-structured questionnaire. The open-ended kind of 

questions is applied for the study, where the snowballs technique is used to ensure the 

respondents feel comfortable and relaxed to share their feelings, thoughts, ideas, and opinions. 

The findings of this study cannot be used to generalize about the whole of Malaysia as it only 

analyses a small sample size. Therefore, analysis of additional data from Gen-Z spending 

power and pattern may be necessary for comparison and to reaffirm the results. Further 

investigation is also needed in order to isolate the specific elements and significant differences 

in ratings. This study would be useful for policy maker, educational institutions, parents, and 

Gen-Z themselves to well manage, observe, plan and monitor the spending pattern based on 

spending power that directly hit the economic performance in Malaysia. Given that in the case 

of Malaysia, there no specific study conducted among these students that related to the topic 

of Gen-Z, spending power, and pattern towards economic performance.  
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1. Introduction 
 

 

And those who seek a contract [for eventual emancipation] from among whom your right 

hands possess - then make a contract with them if you know there is within them goodness 

and give them from the wealth of Allah which He has given you (Surh An-Nur: Verse 33) 

From the above Quranic verse, there are two major things touched by Him which are 

mutual consent in the agreement and wealth given. To categorise both elements, it is in the 
family of economics that from Business Dictionary economics is a market flows consists of 

theories, principles, and multiple models to bring forward the facts about how wealth be 

created, obtained, or gained from many sources like business or working through mutual 

consent both or more parties, which is at the end will serve the individual satisfaction to 

contribute more through their spending pattern.  

 

As shared by Nitisha in her writing, five (5) factors affect economic growth in one 

country, namely - human resources, natural resources, capital formation, technological 

development and, social and political factors. Focusing on social factors is an attempt to explain 

how this factor draws a line for economic growth in one country which is in Malaysia by 

picking up the pivotal generation as the main character. The pivotal generation is also known 

as Generation Z that born in 1995 and later (Chillakuri & Mahanandia, 2018; Hoxha & Zeqiraj, 

2019; Mohd Sharil et al., 2017; Persada et al., 2019; Priporas et al., 2017; Robinson & 

Schänzel, 2019; Wee, 2019). This generation famous for their main personality of multi-taskers 

together with more entrepreneurial, digital and preferred to go global with their good sense of 

bargains and effort to absorb the value of early starters to move ahead (Beall, 2016).  

 

By definition, social factor is a factor that affects lifestyle as a whole which comes from 

our own self, family, friends, and society, together with wealth and health (BBC, Bitesize). On 

the other side, Business Dictionary summarises social factors as the facts and experiences that 

influence individuals' personalities, attitudes, and lifestyle which business people need to 

psyched up on multiple social factors to help increase a product's appeal to those potential 

buyers. From psychology, seven (7) social factors are social solidarity, life purpose, collective 

consciousness, social trust, prosperity outlook, acquisition seeking, and social responsibility 

(The Non Profit Times, 2016). 

 

Fact-finding held by the Department of Statistics Malaysia in 2020 shown that the 

population of Malaysia is 32.7 million with a 0.4 percent increment compared with a year 

before. Generation Z falls under both first (0-14 years old) and second (15-64 years old) 

category with a total of around 13.56 million. Additionally, their amount is expected to climb 

up since this is the latest generation in history after included the suffered losses for the elder 

generations like generation Jones (1955-1965), baby boomers (1946-1954), post-war cohort 

(1928-1945) and World War II babies (1922-1927).  
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In the United States, the U.S, Jodi Littleton (2018) reported in his writing that $44 

billion from their country’s income per year contributed by the pivotal generation from various 

spending patterns like clothing and fashion, phone and gadgets to keep up-to-date and portray 

it through their social media - Instagram, Facebook, Twitter, etc. They expected 25 percent of 

the additional amount of $44 billion in 2020. From that note onwards, everyone should be alert 

with the capability of Gen-Z to draw a pattern in one’s economic growth especially the 

government and business. To highlight more on this, Rebecca Gao (2018) pulls together some 

teenagers to ask about their spending power and pattern. The result illustrated that this group 

of people concerns about their social life to some extends willing to spend more to stay relevant 

and trendy.  

 

In Malaysia, research done by Trading Economics demonstrated that consumer 

spending in Malaysia increased from RM162,567 million in the first quarter of 2018 to 

RM165,795 million in the second quarter of 2018 with average spending of RM107,269.22 

million from 2005 until 2018. Razak et al., (2014) specified that Malaysian youth will spend 

on food and transportation more than electronics and gadgets, and, entertainment and sports 

activities. However, the study conducted for those who range age of 18 to 30 and not entirely 

the Gen-Z. Despite all of the data, there is no specific study done to operate how much of the 

total mentioned spending comes from the Gen-Z and also, how they spend to achieve that 

unnumbered amount. This is because looking at the population growth these pivotal people 

must be so important to take into account for the sake of the economic performance in 

Malaysia. 

 

Be that as it may, this study is purposely to focus on that untouched phenomenon in 

Malaysia. To clarify, it is to study how the representative of pivotal generation in International 

Islamic University of Malaysia (IIUM), Putra University of Malaysia (UPM), National 

University of Malaysia (UKM), University of Malaysia Kelantan (UMK), and MARA 

University of Technology (UiTM)would affect our economy performance by buttoned up their 

spending power and pattern mainly from social factor. 
 

The problem statements of this study are as follows; 

1. What is the Gen-Z in IIUM spending power and pattern? 

2. How the Gen-Z in IIUM spending power and pattern can help economic performance in 

Malaysia? 

 

2. Literature Review 

Pivotal generation is well-known for their attitude of self-branding and this is supported 

by Andrew Chow (2017) in his book of Personal Branding 247.  Not only that, but this 

generation also in the public eye about how important social media for them to the extent they 

willing to spend more (Chow, 2013) as long as they can keep their lifestyle up-to-date and not 

fall behind others. In Malaysia, statistic shown by Stat Counter from January to September 

2018, Facebook is the most famous social media used by 76.59 percent followed by Twitter 

(8.8 percent), YouTube (5.5 percent), Pinterest (5.26 percent), Instagram (2.12 percent) and 

Tumblr (1.23 percent) as the least famous. From the percentage stated, Gen-Z and Gen-Y 

dominated all social media as a user and Gen-Z keep showing add up in numbers with the 

intention of signing in to update their life and catch up with the latest news and issues, also to 

shopping online. Well said put the Gen-Y aside, this point of view can be related to how much 

Gen-Z is concerned about their public relation between their generation and others through 

online (Chow, 2015).  

https://en.wikipedia.org/wiki/Universiti_Putra_Malaysia
https://en.wikipedia.org/wiki/National_University_of_Malaysia
https://en.wikipedia.org/wiki/National_University_of_Malaysia
https://en.wikipedia.org/wiki/Universiti_Malaysia_Kelantan
https://en.wikipedia.org/wiki/Universiti_Teknologi_MARA
https://en.wikipedia.org/wiki/Universiti_Teknologi_MARA
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Cialdini (1984) said there are 6 principles of influence for decision making which are 

scarcity, authority, reciprocity, social proof, liking and, commitment and consistency. So much 

so, for Gen-Z social proof (people will do what other people around them are doing) is the one 

that closed with them that being able to use by the business to make money and directly for the 

health of our economy. That is why Li and Solis (2013) concluded in their study 6 stages of 

social business transformation may be applied by businesses to close their potential customers 

from various ranges of age. First- planning (listen and learn), second- presence (stake our 

claim), third- engagement (dialogue deepens relationship), forth- formalized (organize for 

scalp), fifth- strategic (become a business society), and sixth- conveyed (business to society). 

By doing all this, there is a possibility to hook Gen-Z to become a customer especially for the 

business that catches their eyes like - fashion, gadgets, electronics, food, and entertainment.  

 

The 7 Secrets of Persuasions (Crimming, 2016) telling the reader about according to 

what personal persuasion can be injected into the society which that can be divided into three, 

namely- macro-occupational, micro-occupational, and micro-personal. As a whole, the 

government should aware that the pivotal generation needs to take into a front sight as their 

role in the economy getting crucial and well-played. Particularly, government and business 

should continue to work hand in hand to create a moment to become an important power and 

make it over truth, for example, in Malaysia- by creating (business) and allowing (government) 

online business platforms like Lazada, Shopee and 11 Street, amazingly drawn a graph of the 

buyer that comes from Gen-Z. Levitt (2009) said in Freakonomics, if one institution keeps 

letting the hidden of everything in the economy, it will stop (or slow down) the growth, and by 

that, we need to relearn from unlearning in order to create more opportunities in economic 

growth through the pivotal generation (Han & Khoo, 2014). 

 

From both psychology and business point of view, the power of habit (Duhigg, 2013) 

unswervingly will influence how an individual decides like in a spending pattern. For instance, 

an individual who has more income will spend more, an individual that unemployed but come 

from a wealthy family will spend more and an individual that has high social maintenance will 

spend more. Using this connection will help both government and business to understand the 

market like Jack Ma said, to sell we have to know who the buyer is (Wei, 2017). Nowadays, 

culture and Gen-Z cannot be separated because culture led to a one-boom phenomenon that is 

followed by this generation. For example, in early 2010, Korean pop (K-pop) started to spread 

in Malaysia to the degree that shakes the local culture like the way of dressing, speaking, and 

eating that drive to how they spend to keep up with the standard. Schein (1985) already revealed 

that culture itself has 3 levels which are artefacts and values (explicit factor) and basic 

assumptions (implicit factor) that drove a person in a different way depends on how they 

perceive the culture.  

 

Touching from the economic frame of reference, Deep Patel (2017) explained that there 

are 10 insights of Gen-Z that need to make as a forethought. Part of it is Gen-Z heavily relies 

on the internet for consumer decisions and care about their looks. By knowing all these, it is 

good for the business with help from the government to plan a better business model that can 

involve the pivotal generation because the study delineated that Gen-Z will think like business 

owners. 

 

That can be chronicled in the book from Gannett (2018) on how to develop the right 

idea at the right time by creating a creative curve in the second part of the book. According to 

him, 4 laws need to abide, expressly the law of consumption, imitation, creative communities, 
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and iterations. How these laws stitch with the topic is because of consumption explains how an 

individual consumes large amounts of information about their areas of interest, i.e. - Gen-Z 

preferred to rely on the internet before purchase online or offline. Second law talks about 

imitation that most new creations are built on remixes of things that have already been done, 

and a simple case here is the culture created from many factors and the pass that affected the 

lifestyle of the Gen-Z that led to different patterns of spending depends on their spending 

power.  

 

Next, is the law of creative communities, which means, most creative individuals work 

with others who are creative, and this law fits enough for the government and business being 

creative in order to persuade Gen-Z to draw a well-spent graph for the sake of economic 

growth. Lastly, is a law of iterations that a platform and a chance to create the creative curve 

after supervened first to third law mentioned earlier in the paragraph. Gannett already stated 

that creative ideas are not one and done. By that, there will always be room for improvement 

for all involved parties to touch the main goal, which is economic growth through the spending 

power and pattern of the pivotal generation.  

 

To recapitulate, this study allegedly to be a reference for all parties not only for a better 

understanding about the latest generation for the growth of the economic but also to keep the 

peace and harmonize in Malaysia specifically, and around the world as a whole. With the help 

of unlimited data to be accessed it should be a remedy for us to know who the Gen-Z are like 

said Davidowitz (2017). Not to forget, to answer the question of Foer (2017) about why 

Google, Amazon, Facebook, and Apple become a threat for our future that currently runs by 

Gen-Z especially deals that involve the internet.  

 

3. Methodology 

3.1 Paradigm   

 The paradigm that will be used in this study is interpretive when the ontology will 

highlight no single truth, but let the individual in the group do so, which mean the respondents 

will draw their own spending power and pattern that will eventually lead whether or not to the 

economic performance in Malaysia. Flip the coin to epistemology, at the end of this study, 

readers will read a proper version of data and information collected, as every of it will be 

interpreted to explain events and things along with the research. From the theoretical 

perspective, phenomenology will fit the most, where it is a reality created from human interest, 

for instance, spending power and pattern of the pivotal generation. The last part of the research 

paradigm is the methodology and method. For this study, the action research and qualitative 

interview will be exercised, cooperatively. 

 

3.2 Tawhidic Paradigm  

 For the Tawhidic paradigm, this study will touch on all three elements, aqidah (belief), 

fiqh (shariah), and akhlak (ethic and morality). In the Holy Book of Al-Quran (Al- Baqarah: 

Verse 3-4), Allah said, “Who believe in the unseen, establish prayer, and spend out of what We 

have provided for them, and who believe in what has been revealed to you, (O Muhammad), 

and what was revealed before you, and of the Hereafter they are certain (in faith)”. Meaning to 

say, this verse is a belief that Muslim shall prevail that we need to spend back what is already 
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given by The Creator as our rizk because it will be returned to those who in need and to the 

development (imarah) of the one nation. 

At the same time, this study will make up on the fiqh of economic, but, after carefully looking 

at the spending pattern and power of the Gen-Z by using the Quranic verse 26-27 of Surah Al-

Isra’, Allah mentioned, “And give the relative his right, and (also) the poor and the traveller, 

and do not spend wastefully. Indeed, the wasteful are brothers of the devils, and ever has Satan 

been to his Lord ungrateful”. In other words, this study will observe the source of spending of 

the Gen-Z and try to measure whether or not their spending pattern exceeds the limit even 

though it is for the sake of economic growth. 

3.3 Theory 

 Once and for all, the theory that will be applied in this study is the consumer behaviour 

theory which is the motivation-need theory by Abraham Maslow. Hierarchically, this theory 

consists of five major contents. Firstly, psychological needs - main physical requirements for 

human survival, and safety needs - keep humans safe from harm. Followed by social belonging 

- humans need to feel a sense of belonging and acceptance among social groups like family, 

friendship and intimacy, and self-esteem - humans have a need to feel respected. Lastly, self-

actualization - a person's full potential is and the realization of that potential. 

 

3.4 Type of data 

 Essentially, for the primary data, by targeting exploratory kind of information, this 

study will look up on the observation, phone call interview, and face-to-face interview. By that, 

the questions for the interview will be more general and open-ended that will be held in 

lengthier and less formal kind of interview. It will deal with five female undergraduates from 

five public universities in Malaysia, namely, International Islamic University of Malaysia 

(IIUM), Putra University of Malaysia (UPM), National University of Malaysia (UKM), 

University of Malaysia Kelantan (UMK), and MARA University of Technology (UiTM). All 

of them are from different kuliyyah where the IIUM respondent from the Ahmad Ibrahim 

Kuliyyah of Law (AIKOL), the UPM respondent from the Faculty of Ecology, the UKM 

respondent from the Faculty of Education, the UMK respondent from the Faculty of Business 

Management, and the UiTM respondent from the Faculty of Statistics. 

 

 On the other hand, for the secondary data, by targeting the external kind of technique, 

this study will focus on the searching area of the government statistics and media sources of 

information. By that, the government's official websites, magazines, newspapers, articles, 

journals, textbooks, and books will be the most referral sources for this type of data. 

 

3.5 Data collection 

 As per mentioned earlier, for the primary data, the observation, phone call interview, 

and face-to-face interview will take place as the data collection. To clarify, two of the 

respondents who out of Klang Valley will be interviewed through a phone call which is a 

student from the University of Malaysia Kelantan (UMK) and MARA University of 

https://en.wikipedia.org/wiki/Universiti_Putra_Malaysia
https://en.wikipedia.org/wiki/National_University_of_Malaysia
https://en.wikipedia.org/wiki/Universiti_Malaysia_Kelantan
https://en.wikipedia.org/wiki/Universiti_Teknologi_MARA
https://en.wikipedia.org/wiki/Universiti_Malaysia_Kelantan
https://en.wikipedia.org/wiki/Universiti_Teknologi_MARA


7 

 

Technology (UiTM) at Kelantan. Apart from that, three other respondents from the 

International Islamic University of Malaysia (IIUM), Putra University of Malaysia (UPM), 

National University of Malaysia (UKM) will be interviewed face-to-face and do some 

observations on their spending pattern. All respondents requested not to use any audio or voice 

recording device for all of them choose to speak their native language (Malay). 

For the secondary data, the technique will be executed can be divided into four main steps. 

Start with identifying the main topic and where to get the data, for example, the topic of Gen-

Z from the Emerald Insight will be referred to the case of journals and articles, followed by 

gathering the existing data, like the basic understanding of that generation. Only then, the 

collected data can be normalised, if needed, to take into account, the niche the searching area 

according to the year of the statistics. Lastly, all collected data can be analysed accordingly to 

answer the uncertainties and narrow down the topic of research to make it more relevant.  

 

4. Results 

4.1 Data Analysis Process 

 For the data analysis process, the researcher exercised the manual coding style based 

on the frequency of the keywords used from the transcripts of all the interviews. From that, 

only then the researcher created the theme that is been clamped down in the next four sections 

of the discussion. The sections that will be explained in details are the spending power, 

spending pattern, social factor, and economic performance. To start with, here, the indicator or 

short form used for each respondent, together with the interview settings; 

Short Form Respondent Interview Method 

R1 IIUM 

Face-to-face R2 UPM 

R3 UKM 

R4 UMK 
Phone call 

R5 UiTM 

 

 

Theme 1: Spending power 

Keyword Frequency Meaning Evidence 

Parents  5 

Parents, student loan, and 

part-time job are their 

spending sources 

• R1: “From my parents” 

• R2-R5: “From PTPTN and 

my parents” 

Study loan 

(PTPTN) 
4 

• R2-R5: “From PTPTN and 

my parents” 

Part-time 

job 
1 

• R1: “I have an income from 

my part time job as a personal 

tutor” 

  

 

 

Theme 2: Spending Pattern 

https://en.wikipedia.org/wiki/Universiti_Teknologi_MARA
https://en.wikipedia.org/wiki/Universiti_Putra_Malaysia
https://en.wikipedia.org/wiki/National_University_of_Malaysia
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How much 

Keyword Frequency Meaning Evidence 

RM300-

RM1000 

 

5 

 

The range of their 

spending is between 

RM300-RM1000 depends 

on their capability and 

needs 

• R1: “Around RM400 on my 

normal spending” 

• R2: “Around RM1000” 

• R3: “RM700 - RM800” 

• R4: “Roughly around 

RM300” 

• R5: “Around RM400” 

What 

Foods 5 

They spent on these 

categories a lot, but 

depends on their needs and 

wants, like their lifestyle 

and courses taken 

 

• R1-R5: “…of course for 

foods” 

Fashion 5 • R1-R5: “…for fashion” 

Skincare  5 • R1-R5: “...skincare” 

Makeup 2 

• R1: “…I would say for 

makeup” 

• R2: “…To be exact, for 

makeup…” 

Accessory 

of mobile 

phone  

1 
• R5: “…and accessories of the 

mobile phone” 

Sports attire 

and 

equipment 

1 
• R3: “…for sports attire and 

equipment” 

Completing 

assignments 
1 

• R1: “…when I’m completing 

my assignments” 

Siblings 1 

• R1: “…whenever we went for 

the outing, I will pay almost 

everything for them because I 

feel like it is my responsibility 

as the eldest” 

 

Theme 3: Social Factor 

Keyword Frequency Meaning Evidence 

Festive 

season  
3 

They spent the most during 

the festive season – Hari 

Raya Aidilfitri 

• R3: “…and festive seasons 

like Hari Raya Aidilfitri” 

• R4: “...festive seasons 

promotional like Hari Raya 

Aidilfitri only” 

• R5: “…festive seasons like 

Hari Raya Aidilfitri” 

Year End 

Sales 

(Y.E.S)  

2 

They spent the most during 

the promotional period - 

Y.E.S 

• R2: “…Year End Sales (YES) 

is when I become “crazy” 
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• R3: “…promotional period; 

Year End Sales (YES)” 

Offline 5 

They choose offline as 

their medium to spend like 

at the malls, economic 

outlets, night markets, and 

weekend markets, or some 

shops nearest to their 

hostels like Eco RM2 shop 

and 99 Speedmart 

• R1: “Offline please” 

• R2: “…for offline, I will go to 

IOI Mall (Putrajaya)” 

• R3: “I do the offline shopping 

at Eco RM2 shop” 

• R4: “Offline. I never shopped 

online” 

• R5: “…nearest shop is only 

the 99 Speedmart 

Online 3 

They used the online 

platform to spend and buy 

something like Lazada, 

Shopee, or using social 

media like Instagram  

• R2: “…for online, I shop the 

most at Zalora”  

• R3: “...online, I will shop at 

Shopee and Lazada” 

• R5: “…I shopped the most 

using my Instagram account” 

 

Theme 4: Economic Performance  

Keyword Frequency Meaning Evidence 

Individual contribution 

Spending 

amount 

4 

 

They believed that every 

Ringgit spent will 

contribute to the economic 

performance regardless of 

the amount  

• R1: “…every time I pay for 

something, I contribute to the 

economic performance and 

growth” 

• R2: “…when there is a 

consumption, there is an 

economic performance 

involved” 

• R4: “…the more you spent, 

the more the contribution to 

the economic growth” 

• R5: “…if I spent more, I will 

give more income to the 

country”  

Payment of 

tax 
3 

They believed the 

consistent and effective 

system of tax payment 

will directly help to 

improve our economic 

growth 

• R1: “…payment of tax from 

the customer to the seller” 

• R2: “…also need to pay a tax 

to the government” 

• R4: “…from the collection of 

the taxes” 

Government contribution 

Infrastructure 

and facilities  
3 

They understood that their 

spending will be reflected 

visually through the 

infrastructure and 

facilities that we enjoyed 

today 

• R2: “…facilities that we 

enjoyed today” 

• R4: “…is the infrastructures 

provided by the government” 

• R5: “…is an infrastructure of 

Malaysia” 
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4.2 Theme 1: Spending Power   

It can be said that there are three types of spending powers or spending sources to the 

Gen-Z, which are their parents, study loan, and income from the part-time job. Nonetheless, 

every source is using different applications among the respondents. For instance, the 

respondent from IIUM, UPM, and UMK is from affordable and middle income earner family, 

by that, their parents able to supply more amount of monthly spending compared with the 

respondent from UiTM and UKM, as both of them from lower income earner family. The same 

type of source, but the different amount given which is based on the parents’ level of income.  

Regardless of that, parents still dominate the chart as the most reliable and accessible 

source of spending to the Gen-Z, on the ground that their parents can tolerate more, especially 

when comes to the peak spending season such as at the beginning of the semester. This situation 

is supported by Hao and Yeung (2015) when they explained that parents with school-age kids 

will spend more on a monthly based and urged to have the emergency funds to support their 

kids’ education costs.  

Take place as the second type of spending power is the study loan. As reported by 

Malay Mail (2016), 2.6 million students are in the list as the borrowers of the National Higher 

Education Fund Corporation (PTPTN) from the range of time 1996 up to 2016, and the 

numbers keep increasing over time as PTPTN is the top study loan in Malaysia. This is because 

PTPTN is fully operated by the government of Malaysia under the Ministry of Higher 

Education and Ministry of Finance. The application will easily be approved, principally for 

applicants who their parents’ name in the 1Malaysia People's Aid (BR1M) and Department of 

Social Welfare (JKMM) recipients list.  

 To take into account, four out of five respondents are the PTPTN borrower, 

whichever the UKM and UiTM respondent received the full amount (RM27,000 for 4 years) 

of the loan while the UPM and UMK respondent granted half of the amount. Howbeit, in 2017, 

the government and PTPTN made an announcement for the full time bachelor programs 

borrowers who able to finish their studies with the First Class Honor of Cumulative Grade 

Point Average (CGPA) will be rewarded with the conversion of the study loan into the 

scholarship, and repayment exemption which means they did not require to pay any amounts 

of it.  

 

 The income from the part-time job takes place as third spending power. However, 

only a minority of the respondents willing to do this, for the reasons that the time management 

and course taken required a lot of weekend activities. For instance, the respondent from UKM 

is a Faculty of Education student that majoring in sport science. She will be attended a bunch 

of physical activities like jungle trekking, abseiling, and jungle survival skills as part of the 

course requirement during the weekends. Whilst, the UPM respondent is active in her college 

activities to ensure she competent to live-in campus. Otherwise, she left with no option but to 

stay outside the campus, which the thing that she trying to avoid the most. 

 Withal, the IIUM respondent able to do a part-time job during the weekends, even 

though she is from a middle income earner family. In the interest of the responsibility as the 

eldest in her family, she decided to be a personal tutor and earn some income to be spent in the 

middle of an emergency situation and support per outing cost with the siblings. Zombas (2019) 

in her writing shared 12 benefits that can be gained by a student who gives an attempt for a 

part-time job. Part of it is to gain money and time management skill, be more confident, develop 

interpersonal skills, build professional networks, obtain working experience, etc. All the 
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discussed benefits cannot be denied, but important in today’s time to prepare our pivotal 

generation with the readiness skills to face the real world after graduated soon. These can evade 

the speculation that our graduates are good at theories, yet bad at practical.               

4.3 Theme 2: Spending Pattern 

For the purpose of this study, the spending pattern has been divided into three patterns, 

which each of which consists of several categories. To begin with the food, fashion and 

skincare be contained in the must-spend pattern that brings the meaning of the respondents will 

spend on these categories more compared to others. Obviously, for food, it is on the daily 

expenditure spending for the survival and daily routines. That is why all of the respondents 

come to the conclusion that food is the number one category they will spend in the must-spend 

pattern. This statement is supported by Settembre (2018) when a study conducted in the US 

shown that the Gen-Z prone to spend more on food as to fashion.  

Yet, in this study, the respondents spelled that fashion can one of the must-spend 

pattern’ categories for the basis that fashion will boost their confidence to publicly draw the 

best of them in a proper manner. As explained by Amed et al. (2019), in the US, the pivotal 

generation willing to spend because they are concerned about the brand and social environment 

that requires them to appear elegant and confidence at all times. The last category in this pattern 

is skincare that for all of them is important and a key to take care of their appearance. Go along 

with Young’s statement that in the US, for the last year itself, a study held delineated the result 

that their pivotal generation makes a skincare and beauty product ahead of the fashion, which 

exactly the same result drawn from this study where the respondents feel that the fashion is the 

least spend category in the must-spend pattern. 

The second type of spending pattern is the middle spend pattern which includes 

makeup, accessories for the mobile phone and, sports attire and equipment. For this pattern, 

almost half of the respondents shared their opinion that makeup is the number one in this 

pattern. For example, for IIUM and UPM respondent, they feel like makeup is an important 

category for them to spend like once in three months or whenever the new items launched. 

They think with makeup, it might shoot up their confidence level, just like what fashion did on 

them. Shared both by Chow (2017) and Fromm (2019), today’s generation very much pushes 

ahead of the personal and self-branding to be known and acknowledged by their surroundings, 

and in order to do so, the makeup thing is one of the ways to stay relevant and confidence. That 

is why, Fromm indicated that in his writing, 31 percent of the US’ Gen-Z willing to spend on 

the color cosmetics and followed by 24 percent for hair care. 

The two last categories in this pattern are the accessories for the mobile phone and, 

sports attire and equipment, which basically strongly depends on the personality and course 

taken respectively. The UiTM respondent did remark that she loved to collect the accessories 

for the mobile phone, just like the UKM respondent loved to collect shoes as a hobby and one 

of the techniques to release their stress. Notwithstanding, for the UKM respondent, collecting 

shoes, sports attire and equipment is beyond a hobby, but the course requirement as a sports 

student. In details, each activity needs her to almost spend on the different type of gears to 

ensure her safety and protect from any injuries. 

The least spend pattern is a third type of the spending pattern as all of the respondents 

lay the thoughts that these categories are not all the time money-spending for. For instance, for 

the UMK respondent, as she is the only respondent who going back home every weekend and 

drives to the college, she will top up her car petrol like once a week, and that spending will 

take place only if her father did not do it on her behalf. Next is assignment spending. Only the 

IIUM respondent feels like the assignment is a spending cost for her, for the reason that she is 
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a law student who depends upon more printing materials compared to other respondents. 

Lastly, money spending on the siblings. Again, this situation only to be voiced out by the IIUM 

respondent as be mentioned earlier, she is the eldest. Infinitely, that feeling became responsible 

for her to bear all costs whenever she going out with her siblings. 

To draw to close, the spending pattern can be touched by the motivation-need theory of 

Abraham Maslow. All the respondents will spend for their psychological needs for human 

survival which is food. Followed by social belonging to feel a sense of belonging and 

acceptance among social groups like family, friendship, and intimacy when they willing to 

spend for the fashion, skincare, and makeup that concurrently to protect their self-esteem to 

feel respected, too.  

4.4 Theme 3: Social Factors 

 From the social factor point of view, there are a few aspects that need to take into 

account, for instance, when and what kind of platform did Gen-Z used most of the time 

whenever they spent. Not only have that, in this section, but the researcher also explained what 

kind of factors triggered them to spend. For the question of when and what kind of platform, 

the respondents will spend the most during the festive season and promotional period like Year 

End Sales (Y.E.S), by applying both offline and online platforms, cooperatively. Law (2019) 

specified in his article that there are 10 vital strategies to make this generation spend, and 

undeniably, the promotional season is one of it, and to complete it, there are other more such 

as generate loyalty feeling, nurture the entrepreneurship feeling, focus more on promoting 

through the social media, highlight about the dedication of privacy, etc. 

 For the platform used - online and offline, according to Roshitsh (2019), the pivotal 

generation loved to use offline methods for fashion things like clothes, shoes, and bags, because 

they can do some quality checking before purchased in. This statement has already been layout 

by IIUM respondents in the same manner, too. This phenomenon for the Gen-Z is called an 

experience over things. Today, due to the technological advancement, Berthiaume (2019), 

presented his idea that not the only offline platform, but an online platform rapidly catch the 

attention of Gen-Z to spend for the reason of convenience, many choices offered, and to follow 

the current lifestyle. In the US, out of 500,000 online customers, 53 percent are from the pivotal 

generation and left the balance of 47 percent from other generations. Related to this study, four 

of five respondents love to shop online together with offline with the same reasons mentioned 

prior.  

 In consonance with the studies from The Manifest (2018), Adler (2019), and Jenkins 

(2019), social media make a significant change in the spending style of the Gen-Z regardless 

of the nation and background as many social and psychological factors involved. Been 

explained by The Manifest (2018), there are three factors for it, firstly, by delivering the 

inspiring or uplifting content in bite-sized portions like 15 seconds Instagram and Twitter 

advertising. This is because it can catch their immediate attention to stop scrolling and watch it. 

With the nice contents and editing style, it can switch from watching to buy it in an instant. 

Followed by including the images of them (Gen-Z) in the advertising to make them feel important 

and needed in the society and follow their pop culture such as the Korean Pop (K-Pop) from the 

entertainment point of view. Collaborating with the big name like BTS and Blackpink can ensure 

the highest return on investment (ROI) into the sales inconsiderate the selling items.  

 Turn into the explanation from Adler (2019), when she tried to put the idea of each 

social media targeting different groups of Gen-Z, for example, Facebook used to connect with 
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a big group of family, Twitter to update current news and information, while Instagram to be a 

reference channel for them to shop and, to create and watch the latest viral updates. These, 

mentioned by the respondents of the study, too. On the other hand, Jenkins (2019) put the focal 

on the research done in the US that their pivotal generation spends an average of 3 hours 38 

minutes on their smartphone per day. With 45 percent of Gen-Z started to use a smartphone 

from age 10-12 years old, 53 percent of their top activity is internet surfing and accessing the 

website without or minimal supervision from the elders. That is why 42 percent of the 

smartphone users from Gen-Z said that social media can affect and influence their self-esteem 

depends on the situation, and 44 percent of them will check their social media every hour to 

make sure they stay relevant and remembered. Put on nice clothes and makeup, be at the hipster 

and urban place, and be in a nice pose will make them feel so. That is why spending for their 

appearance is a must.  

                 

4.5 Theme 4: Economic Performance  

Based on Agarwal (2019), there are six measurements for economic performance and 

growth, namely - natural resources, physical capital, and infrastructure, population or labor, 

human capital, technology, and law. Half of the respondents said that the physical capital and 

infrastructure is the face of the economic performance in Malaysia, and only for the locals to 

enjoy it, but to the tourists, immigrants, and expatriates who come here. For the respondent 

from UMK, the human capital takes control when the relationship between employer-

employees takes place because every penny received as a salary or wages paid will be used as 

an expenditure. That is why the UPM respondent said that, when there is consumption, there 

is a contribution to the economic growth. All the matters is a contribution, regardless of the 

spending of the amount. As for that, to spend, at their level as a student must be reflected their 

monthly budget allocated. 

The population or labor, and law also put the highlights by the IIUM respondent, when 

she feels like now is the time for the government to reform the law by limit the quota for the 

immigrants and expatriates to work in Malaysia, as it will open more opportunities’ doors for 

the Gen-Z and earlier generations. Like she said, Malaysians know Malaysia better. In addition 

to that, almost half of the respondents voiced out that a better tax system will directly hit a 

better economic performance. From the other side of the coin, the technology point of 

perception touched by the UKM respondent from the lane of improvement in the sports area 

that related to technology like e-game sports that started to catch the attention of the nation. 

Standing at that point, not only for the e-game sports, but other sports, too, because for her, 

sports can be a great booster for the economic performance and growth. 

To close the scene, this study more focuses on the consumer type of economic 

performance, whilst, there are other types of it such as boom and bust business cycle, export-

led, and commodity exports. Not to forget to highlight is the limits of the economic 

performance that are poor health and low levels of education, lack of necessary infrastructure, 

the flight of capital, political instability, institutional framework, and the world trade 

organization. 

 

5. Conclusion 

5.1 Propositions  

To end the line, at the end of the study, the researcher comes out with the below theory 

diagram to wrap up the whole scene. It can be seen that both the spending power and social 
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factor will directly be a magnetism to the spending pattern, as this also be reported by the 

Euromonitor (2018) and iResearch (2018). In addition, based on the write up by iResearch, for 

the social factor, it can be branched into three, namely - marketing campaigns, personal 

preferences, and group influence, while still, the spending power sits on top of the chart as a 

siren song to the spending pattern.  

 

Economically, based on Amadeo (2018), the spending pattern will fluctuate the 

economic performance from five means, which are disposable income, income per capita, 

income inequality, level of household debt, and consumer expectations. For this study, the 

researcher gets involved with the income per capita and income inequality where the income 

per capita tells the reader how much the respondents spent, and the income inequality tells the 

reader the pace of the respondents’ spending based on how much they earn monthly, or in other 

words, how much the budget is given and allocated for them monthly.  

5.2 Significance of Study 

The significance of the research is promoting values regarding the topic selected. In an 

attempt to answer the research questions and show the level of relevance for the study, here 

some significance of the study. First thing first, this study useful to help government and 

policymakers plan a better policy to improve the local economic. Neighbouring to it is to give 

an explanation to pivotal generation’s parents about their spending power and pattern. At the 

same time, it might help the parents to control and monitor their kid's spending patterns in the 

wise and acceptable method.  

Afterward is to accommodate a preferred understanding of society about the attitude 

and self-upbringing of pivotal generation through their spending power and pattern, together 

with it is to enhance proper business and marketing game plan for industry players through 

pivotal generation. The end game of it is to provide guidelines for the pivotal generation on 

how they can be a helping hand on local economic growth. Purposely, this study aims to the 

pivotal generation to feel loved and illustrated how important their generation as soon to be the 

main hand to draw the economic performance and growth in Malaysia.  
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