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Abstract—The growing influence of social media on
consumer behavior has extended to financial decision-

making, particularly among India’s Social media
influencers, or "finfluencers," play a crucial role in
shaping  investment  choices, from  stocks to

cryptocurrencies. This study examines the impact of social
media influencers on the investment decisions . ., focusing
on the credibility and trustworthiness of influencers and
the extent to which their advice influences financial
behavior. A mixed-method approach was adopted,
including both quantitative surveys and qualitative
interviews with financial influencers. The study found that
while Indian . actively engage with financial content on
social media, the influence of these influencers on
investment behavior was minimal. Despite high levels of
engagement, factors such as personal financial knowledge
and risk tolerance were found to have a stronger impact
on investment decisions than the advice of influencers.
This research highlights the importance of independent
financial education and the need for transparency in
influencer-driven financial advice.
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I. INTRODUCTION

A. Background

In recent years, social media has rapidly become a dominant
force in influencing consumer behavior, especially within
the financial sector. Social media platforms such as
Instagram, YouTube, Twitter, and LinkedIn have fostered
the rise of social media influencers, often referred to as
"finfluencers," who have significant impact on the financial
decisions of individuals. These influencers provide insights,
advice, and guidance on investments in stocks,
cryptocurrencies, mutual funds, and other financial assets
(Kapoor & Gunta, 2022). In India, the growing digital
penetration and increased engagement with financial
content on social media among . highlight the changing
landscape of financial decision-making. Indian ., who are
tech-savvy and highly active on platforms like Instagram
and YouTube, are increasingly looking to social media for
guidance on personal finance and investments. The
influence of these digital personalities can significantly alter
the financial behavior of this demographic, which has been

traditionally underserved in terms of financial literacy and
knowledge.

However, this phenomenon is not without challenges.
Despite the widespread access to financial advice on social
media, concerns such as the credibility of the influencers,
the accuracy of the advice provided, and the potential risks
of misinformation persist (Gupta & Verma, 2023).
Moreover, the lack of formal financial education among
young investors may make them susceptible to speculative
behaviors and risky financial choices based solely on
influencer recommendations. Therefore, it is crucial to
examine the extent of this influence and its implications on
the financial decisions made by Indian ..

B. Research Problem

This study aims to address the gap in understanding the
impact of social media influencers on the investment
decisions . .. Specifically, the research seeks to explore how
social media influencers shape the investment behavior of
young individuals in India, particularly in areas such as
stocks, cryptocurrencies, and mutual funds. Furthermore,
this study will investigate the trustworthiness and credibility
of financial influencers and their role in fostering financial
literacy and responsible investment behavior. Given the
potential risks of misinformation, understanding the
relationship between influencer-driven financial content and
investment decisions is critical for both young investors and
financial institutions.

C. Research Objectives
The primary objectives of this study are as follows:

Evaluate the credibility and trustworthiness of social
media influencers: The study will assess how young
investors perceive financial influencers in terms of their
expertise, reliability, and authenticity. This will provide
insights into the factors that contribute to influencer
credibility and the extent to which it influences investment
decisions.

Identify the types of investments most influenced by
social media: This research will categorize the types of
investments (e.g., stocks, cryptocurrencies, mutual funds)
that are most affected by social media influencers,
examining whether certain asset classes are more
susceptible to digital promotion.
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Examine the impact of influencer-driven content on
investment behavior: The study will analyze the ways in
which social media content shapes investment decisions,
focusing on factors such as risk appetite, decision-making
processes, and the role of influencer recommendations in
driving investment activity.

Investigate ethical considerations and the role of
influencer disclosures: Given the increasing prevalence of
sponsored content and affiliate marketing in the financial
sector, this study will evaluate how the disclosure of
financial endorsements and partnerships affects the
credibility and influence of influencers on their audience.

Provide recommendations for improving financial
literacy and content regulation: Based on the findings, the
study will offer recommendations for improving the
regulation of financial content on social media platforms,
ensuring that . are equipped with accurate and reliable

information when making investment decisions (Rao & lyer,

2022).

Il. LITERATURE REVIEW

A. Role of Social Media Influencers in Shaping Investment
Decisions

Social media has increasingly become a dominant platform
for influencing consumer behavior, particularly in the realm
of investment decisions. The role of social media
influencers,  specifically  financial  influencers or
"finfluencers,” has garnered significant attention in
academic literature. These influencers, with their large
online following, have the potential to shape opinions,
attitudes, and behaviors related to financial decision-
making. Research by Kietzmann et al. (2011) emphasized
how social media fundamentally alters consumer behavior,
making information more accessible and changing the
decision-making process. Liu and Ying (2021) found that
young investors often view social media influencers as
credible sources of financial advice, with these influencers
significantly impacting their investment decisions. This is
further supported by Hsu et al. (2020), who highlighted how
social media platforms drive retail investors’ choices, often
fostering a herd behavior, where individuals make
investment decisions based on the collective opinions of
others rather than independent analysis. In India, . have
turned to financial influencers for advice, especially for
higher-risk investments like stocks and cryptocurrencies
(Ahmed & Sarkar, 2022), underscoring the growing reliance
on social media as a tool for financial guidance.

B. Credibility and Trustworthiness of Financial Influencers

The effectiveness of financial influencers in guiding
investment decisions is largely determined by their
perceived credibility and trustworthiness. According to the
source credibility theory proposed by Hovland et al. (1953),
the level of expertise and trust in the influencer directly
influences their ability to shape consumer decisions. Lou

and Yuan (2019) emphasized that influencers who are
perceived as authentic and knowledgeable have a greater
impact on their audience’s financial decisions. Similarly,
Kumar and Banerjee (2021) found that transparency in
financial disclosures plays a key role in building trust
between influencers and their followers. In contrast, Xiao et
al. (2022) cautioned that misleading content and lack of
professional financial knowledge among some influencers
could lead to poor financial decisions among their audience.
Kapoor et al. (2023) further explored this issue by
highlighting the importance of influencer credibility in
fostering financial literacy. Their research indicated that
young investors are more likely to follow influencers who
display a combination of financial expertise and
transparency in their advice.

C. Types of Investments Most Influenced by Social Media

Social media influences a wide range of investment
decisions, with certain asset classes being more susceptible
to influencer-driven promotion. Research has shown that
stocks, cryptocurrencies, and mutual funds are the most
commonly influenced investments by social media
discussions. Tetlock (2007) explored the role of media
sentiment in stock market movements, revealing that social
media discussions can cause price volatility. Barber and
Odean (2013) similarly found that online discussions
around stocks can lead to impulsive buying or selling
decisions among retail investors. In the case of
cryptocurrencies, Sharma and Verma (2022) found that this
asset class is particularly vulnerable to social media
influence, with the value of cryptocurrencies like Bitcoin
and Dogecoin fluctuating dramatically based on influencer
endorsements. Social media has also shaped attitudes
toward mutual fund investments, with young investors
turning to influencers for recommendations on fund
selection and investment strategies (Massa & Simonov,
2021). Gupta and Reddy (2023) extended this analysis to
newer investment assets such as decentralized finance
(DeFi) and non-fungible tokens (NFTs), noting that peer
influence on social media platforms strongly affects
decision-making in these emerging markets.

D. Impact of Social Media Sentiment on Investment
Behavior

The sentiment expressed on social media platforms has a
measurable impact on investment behavior and market
movements. Bollen et al. (2011) demonstrated that
sentiment analysis of Twitter posts could predict stock
market trends, emphasizing the role of social media in
driving investment behavior. Chen et al. (2014) further
explored the relationship between social media sentiment
and stock price movements, concluding that public
sentiment on social media can result in irrational market
behavior, particularly during periods of high volatility.
Zhang and Xu (2020) found that positive sentiment on
social media increases investor confidence and triggers
more investment activity. Similarly, Mehta and Joshi (2023)
provided empirical evidence showing that trending topics
on social media directly influence retail investor decisions,
indicating that sentiment analysis has become an important
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tool for predicting market trends. These studies highlight
the influence of social media sentiment on investor behavior
and demonstrate the increasing reliance on social media for
financial decision-making.

I1l. RESEARCH METHODOLOGY

A. Research Design

This study adopts a descriptive and exploratory research
design to examine the impact of social media influencers on
the investment decisions . .. The research seeks to
understand the relationship between influencer-driven
financial advice and the decision-making behaviors of
young investors. A mixed-method approach, incorporating
both quantitative and qualitative techniques, is employed to
provide a comprehensive analysis. This approach allows for
the collection of numerical data through surveys as well as
in-depth insights via interviews with financial influencers.

B. Population and Sampling

The target population for this study consists . . aged 18 to 35
years who actively engage with financial influencers on
social media platforms such as Instagram, YouTube,
Twitter, and LinkedIn. The sampling technique used is non-
probability purposive sampling, which targets individuals
who have experience following financial influencers and
making investment decisions based on their advice. The
sample size is estimated at 400 respondents, ensuring
sufficient representation for meaningful analysis. This
group of participants is selected based on their demographic
characteristics and active engagement with social media
content related to financial advice.

C. Data Collection Methods

To gather relevant data, the study employs both primary and
secondary data collection methods:

e« Primary Data: Primary data is collected through a
structured online survey distributed via platforms such
as Google Forms. The survey includes questions
related to the demographic profile of respondents (e.g.,
age, gender, education, income level), their social
media usage patterns, and their investment behaviors
influenced by social media influencers. Additionally,
semi-structured interviews are conducted with 15
financial influencers to gain deeper insights into their
content strategies, audience engagement, and the
perceived impact of their financial advice on
investment decisions. The survey utilizes a Likert scale
to measure the level of trust and credibility participants
attribute to influencers, along with their perceived
influence on investment behavior.

e Secondary Data: Secondary data is gathered from
academic journals, market reports, financial blogs, and

regulatory publications to supplement the primary data.

This data provides additional context to the study by

highlighting trends in social media-driven investments
and the effectiveness of financial influencers.

D. Data Analysis Techniques

Data analysis involves both quantitative and qualitative
techniques to examine the influence of social media
influencers on investment decisions:

1) Quantitative Analysis:

o Descriptive Statistics: Descriptive statistics such as
mean, standard deviation, and frequency distribution
are used to summarize the demographic characteristics
of the respondents and to describe their engagement
with financial content on social media.

o Chi-Square Test: This test is employed to examine
the relationship between the credibility of financial
advice from influencers and the likelihood of
respondents acting on such advice. It assesses whether
the perceived credibility of influencers influences the
investment decisions of young investors.

« Correlation Analysis: This analysis evaluates the
strength and direction of the relationship between
influencer credibility and investment behavior, helping
to identify whether there is a significant association
between these variables.

o Regression Analysis: Regression analysis is
performed to determine the extent to which influencer
recommendations impact the investment decisions of
the respondents. This helps in understanding the
predictive power of social media influence on financial
behavior.

2) Qualitative Analysis:

e« Thematic Analysis: Thematic analysis is applied to
the interview data to identify recurring themes and
patterns in the financial influencers' strategies, content
creation, and their perceived impact on investment
behavior.

e Sentiment Analysis: Sentiment analysis is conducted
on publicly available social media content (e.g., tweets,
Instagram posts) to gauge public sentiment about
specific investment advice or trends, which is then
correlated with investment decisions.

E. Ethical Considerations

This study adheres to ethical guidelines to ensure the
integrity and confidentiality of the research process.
Informed consent is obtained from all participants, and they
are assured of the confidentiality of their responses. The
participation in the survey and interviews is voluntary, and
respondents can withdraw at any stage without any
consequences. Data is securely stored and used solely for
academic purposes.
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IV. DATA ANALYSIS AND RESULTS

A. Implications of the Findings

The findings of this study offer significant insights into the
influence of social media influencers on the investment
decisions . .. Despite the high frequency of exposure to
financial advice from influencers, the statistical analyses
suggest that these influencers have minimal direct impact on
the investment behavior of the respondents. This outcome
highlights the complexity of the relationship between social
media engagement and financial decision-making,
suggesting that influencers' advice is just one factor among
many influencing . investment behavior.

1) Descriptive Statistics

The demographic breakdown of the respondents provides a
clear view of the age distribution, with the majority (44.8%)
of respondents falling within the 18-24 age group. This
aligns with existing research indicating that younger
individuals are the most engaged demographic on social
media platforms, particularly when it comes to financial
content. However, the data also reveals that despite their
high engagement with social media, many respondents
indicated they still rely more on their personal knowledge or
traditional financial advice when making investment
decisions.

Table 1: Demographic Profile of Respondents

[Demographic Category|[Frequency|[Percentage]

[Age | | |
[18-24 |[73 |[44.8% |
[25-30 |[42 [25.8% |
[Above 30 [[22 [135% |
[Below 18 |[25 [153% |
Total 163 100%

| | | |

i
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Figure 1: Age Distribution of Responds
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Figure 2: How often do you come across investment -
related content bar chart

2) Chi-Square Test Results

The Chi-square test examined the relationship between the
credibility of financial influencers and the likelihood of
respondents acting on their financial advice. The test
yielded a Pearson Chi-Square value of 17.421 (p-value =
0.359), which is greater than the significance level of 0.05.
This result indicates that there is no statistically significant
relationship between the perceived credibility of influencers
and the likelihood of respondents acting on their advice.
The findings suggest that other factors, such as personal
financial knowledge or independent research, may play a
more prominent role in investment decision-making than
the advice from influencers.

Table 2: Chi-Square Test Results

Pearson Degrees of{|p-
Variable Chi-Square g b
Freedom value
Value
Influencer Credibility
VS. Action on||17.421 12 0.359
Investment Advice

3) Correlation Analysis

The correlation analysis revealed a Pearson correlation
coefficient of -0.032 (p-value = 0.686), suggesting a very
weak and statistically insignificant relationship between the
credibility of financial influencers and respondents'
investment behavior. This implies that the influence of
social media personalities on investment decisions is
minimal and does not have a strong effect on the decisions
of the ..

This result aligns with the study by Liu and Ying (2021),
which suggested that while social media influencers are
perceived as credible sources of financial advice, their
ability to significantly shape investment behavior is limited.
It also corroborates the findings of Hsu et al. (2020), who
highlighted the importance of personal financial knowledge
in determining investment decisions.

4) Regression Analysis

Regression analysis was used to assess the extent to which
influencer recommendations predict investment decisions.
The model yielded an F-value of 0.830 and a p-value of
0.438, indicating that the independent variables (influencer
credibility and choice of social media platforms) do not
significantly predict the dependent variable (investment
decisions). This suggests that factors other than influencer
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recommendations, such as financial literacy and individual
risk tolerance, are more influential in shaping investment
decisions.

Table 3: Regression Analysis Results

Model Sum of df Mean = p-
Squares Square value
[Regression][2.015 2 |[1.007 |[0.830][0.438 |
[Residual {{192.979 |[159][1.214 I | |
[Total ||[194.994 [[161]| | | |
j
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Figure 3: Regression Model of Influencer
Recommendations vs. Investment Decisions

Discussion

The statistical results of the study highlight several
important points regarding the role of social media
influencers in shaping the financial behavior . .:

«  Minimal Impact of Influencer Credibility: The lack
of a significant relationship between influencer
credibility and investment decisions suggests that
while influencers are widely followed, their advice is
not a major determinant of investment decisions. This
reinforces the importance of personal financial
knowledge and independent decision-making, which is
consistent with findings by Gupta & Verma (2023) and
Hsu et al. (2020).

o« Social Media as a Secondary Source: The low
correlation  between influencer credibility and
investment behavior implies that social media
influencers serve as secondary sources of financial
information rather than primary drivers of investment
decisions. This finding aligns with previous research
that has highlighted the importance of traditional
financial advisors and personal research in making
informed investment choices (Liu & Ying, 2021).

e Regulatory and Ethical Implications: Given the
weak impact of influencers on investment decisions,
this study highlights the need for better regulation of
financial advice on social media platforms to prevent
misinformation and ensure that young investors are

exposed to accurate and reliable content. Financial
influencers should also be more transparent about their
sponsorships and partnerships to maintain trust and
credibility.

V. CONCLUSION

This study explores the siThis study aimed to explore the
impact of social media influencers on the investment
decisions . ., with a focus on evaluating the credibility of
influencers, identifying the types of investments most
influenced, and understanding the broader impact of social
media content on financial behavior. The results of the
study reveal that while social media influencers are widely
followed and engaged with by young people in India, their
actual influence on investment decisions appears to be
minimal. Despite the high frequency of exposure to
financial content on social media, the majority of
respondents indicated that factors such as personal financial
knowledge, independent research, and advice from
traditional financial sources played a more significant role
in shaping their investment decisions. The statistical
analyses, including the Chi-square test and correlation
analysis, demonstrated that there was no statistically
significant relationship between the perceived credibility of
influencers and the likelihood of respondents acting on their
financial advice. These findings highlight that influencer
credibility does not strongly impact investment behavior.

Furthermore, the types of investments most influenced by
social media include stocks, cryptocurrencies, and mutual
funds. However, the influence of these influencers on actual
investment behavior was limited, as respondents frequently
cited their personal financial knowledge or other more
trusted sources of information as being more important in
guiding their decisions. Regression analysis further
confirmed that influencer recommendations and the choice
of social media platforms did not significantly predict
investment decisions. This suggests that other factors, such
as individual financial literacy, risk tolerance, and market
conditions, play a larger role in shaping investment
behavior.

The findings of this research have important implications
for marketers, financial institutions, and policymakers. The
minimal influence of social media influencers on
investment decisions suggests that financial content on
social media should be carefully regulated to ensure that it
provides accurate and reliable information. Additionally, it
underscores the need for influencers to be transparent about
their financial endorsements and sponsorships to maintain
their credibility and avoid misleading their audience. Future
research could further investigate the role of financial
literacy programs and traditional advisory services in
shaping investment behaviors among young people, as well
as explore the ethical considerations of influencer-driven
financial advice.
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