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Many consumers are unprepared to make good financial decisions in their own behalf, as they
face increasingly complex financial choices (FINRA, 2009). Although the ability to make good financial
decisions is essential for all adults, the literature finds a consistent gender gap in financial knowledge,
skills, and behaviors. Guided by Bem’s (1974) conceptualization of gender as a continuum of personality
traits (i.e., Cognition, Personal Agency, and Psychological Mood), rather than a dichotomous category
(i.e., male, female), this study takes an alternative approach to examining the gender gap in financial
capability. The study relies on survey panel-data collected from young adults (N=1,511) during the first
year of college (Time 1) and a follow-up survey conducted during their fourth year of study (Time 2) at a
major, four-year public university in the United States. The findings provide evidence for two distinct
categories at each time point, that differed by gender at Time 1 but not at Time 2. Further, between the
two time points, 31% of the men and 34% of the women moved from one cluster to the other. Finally, the
time 2 financial behaviors of students in the first cluster (higher averages in cognitive ability, personal
agency, and positive psychological mood) were higher compared to students in the second cluster.
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