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Abstract
This research aimed to explore how social media influences consumer behaviour and financial decision-making.

Through analysis of questionnaire responses gathered from 128 individuals with diverse backgrounds, the study
investigated the ways in which financial information obtained via social media shapes investment, spending,
and savings habits. The findings revealed that working professionals and young adults are particularly
susceptible to the influence of financial information disseminated through social media platforms. The study
also delved into the respondents' levels of trust in financial influencers, their frequency of fact-checking before
making financial decisions, and their perceptions of the reliability of financial advice found on social media.
Ultimately, the research concluded by offering recommendations for enhancing the credibility of financial

information shared across social media platforms.

Introduction
Social media has emerged as a powerful force, shaping perceptions, behaviours, and decision-making across

various facets of life, including finance.The rise of financial influencers and online financial platforms has led
to a growing trend where individuals turn to social media for investment advice, financial guidance, and market
analysis. However, concerns persist regarding the reliability and validity of financial information disseminated
through these platforms. This research endeavours to investigate the extent to which social media influences

financial decisions, and to explore consumer behaviour specifically within the realm of online financial content.
Research Statement

The increasing reliance on social media for financial decision-making has raised concerns regarding the
credibility and accuracy of the financial advice provided. This study investigates the extent to which social
media influences financial behavior, examining factors such as trust in financial influencers, fact-checking
habits, and demographic variations. By understanding these dynamics, the research aims to highlight both the

benefits and risks associated with using social media as a financial resource.
Literature Review

Numerous studies have examined the role of social media in shaping financial decision-making. Baker and

Ricciardi (2014) emphasized that behavioral biases significantly impact investment choices, with social media
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amplifying herd behavior in financial markets. Chen et al. (2014) investigated the "wisdom of crowds"
phenomenon, highlighting that financial opinions shared on social media platforms influence market trends and
individual investor decisions. Liu et al. (2021) explored how social media enhances financial literacy but also
increases exposure to misleading financial advice, underscoring the need for critical thinking when consuming
online financial content. Zhang and Zheng (2022) examined the role of financial news and market reactions
during the COVID-19 pandemic, demonstrating how rapidly spreading information on social media can affect
investment strategies. These studies provide a foundational understanding of the dual impact of social media:

while it democratizes financial information, it also introduces risks associated with misinformation and over-
reliance on non-expert advice.
Objectives of the Study
o To assess the influence of social media on individuals' financial decision-making processes.
e To evaluate the trustworthiness of financial influencers and the reliability of financial information found
on social media platforms.
e To quantify the proportion of consumers who engage in verification of financial information sourced
from social media.
o To identify the specific demographic groups most significantly affected by financial content shared on
social media.
e To provide recommendations for improving the credibility and accuracy of financial information

published on social media platforms.
Hypotheses for the Research Paper
e Ho (Null Hypothesis): social media has no significant impact on financial decision-making.
e H, (Alternative Hypothesis): Financial decision-making is affected by social media.
This hypothesis explores whether social media affects the decision-
making process of individuals directly, in terms of investments, savings, and consumption

Hypothesis Testing Methodology
To analyse the influence of social media on financial decisions, the research employed a variety of statistical

tests on the collected survey data. The following methodologies were utilized:
o Descriptive Statistics:
o The researchers calculated measures such as mean, median, and standard deviation.

o These statistics were used to describe the demographic characteristics of the respondents and

their levels of engagement with financial content on social media.
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e Correlation Analysis:

o This method was used to assess the strength and direction of the relationship between social

media interaction and financial decision-making.

o Specifically, a Pearson's correlation coefficient was calculated to determine the association
between the frequency of exposure to financial information and its impact on financial decision-

making.
e T-Test (Independent Samples Test):

o This analysis was conducted to compare the financial behaviour of two independent groups:

those who fact-check financial information and those who do not.

o The purpose was to determine whether there was a statistically significant difference in financial

decision-making behaviour between these two groups

Research Methodology
The research adopted a quantitative methodology, utilizing a structured questionnaire to gather data from a

sample of 128 participants. This sample was designed to reflect a diverse population, spanning various age
groups, educational attainment levels, and employment statuses. The questionnaire itself employed a
combination of multiple-choice and Likert scale questions. These questions were crafted to assess participants'
exposure to financial content on social media platforms, their levels of trust in online financial influencers, and
the perceived impact of social media on their financial decision-making processes. To analyze the collected data,
descriptive statistical techniques were applied, enabling the researchers to identify trends and patterns within
the responses.

Data Collection Methods

The study utilizes both primary and secondary data sources:

= Primary Data Collection:

= Anonline structured survey was utilized.

= 128 respondents participated, representing diverse age groups, professions, and educational
backgrounds.

= The survey explored financial decision-making, trust in financial influencers, and social media
engagement.

= Secondary Data Collection:

e Academic journals were reviewed.
e Financial reports were analysed.

o Relevant books were consulted.
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e Online research studies were incorporated.
e The aim was to provide a broader context for social media's influence on financial decisions.

o Credible sources, including Statista and finance research publications, were used to support the study.

Sample Size and Target Audience
The research engaged 128 participants in total. These participants were carefully selected to represent a broad

spectrum of the adult population, encompassing individuals aged 18 and over. The sampling strategy prioritized
diversity in educational and occupational backgrounds. Specifically, the study aimed to include students,
working professionals, entrepreneurs, and retirees. This diverse sample was chosen to ensure a comprehensive
understanding of how social media impacts financial behaviour across different segments of society. Analysis

and Interpretation of Data

1. Respondent Demographics:

e Most participants were aged 18-25, with significant representation from those 56 and above.
e The gender distribution was relatively balanced, with a slightly higher number of male respondents.

e A large portion of respondents held postgraduate or graduate degrees, indicating a highly educated

sample.

e The occupational spread encompassed a diverse range, including private and public sector employees,

self-employed individuals, and students.

2. Engagement with Financial Content:

e Participants actively engaged with financial content on social media platforms like Instagram and

YouTube.
e Popular financial topics included personal finance, investment strategies, and business insights.

3. Influence on Financial Decisions:
e A considerable number of respondents perceived social media as having a moderate to significant

influence on their financial decisions.

e Anotable percentage of respondents had acted on financial recommendations from social media, though

relatively few reported financial losses from misleading advice.

4. Trust and Reliability:

e Assignificant portion of respondents expressed scepticism about the reliability of financial information

found on social media.

¢ Financial influencers with verified credentials were generally more trusted than those without.
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e Most respondents reported verifying financial advice before making decisions, highlighting a tendency

towards cautious engagement.
Hypothesis Testing
H1: Social media significantly influences financial decision-making.

e The data suggests that social media plays a role in shaping financial behaviours, particularly among
younger individuals, supporting this hypothesis.

Findings

e Social media significantly influences financial decision-making, particularly among younger
individuals and professionals.

o Financial influencers with verified credentials are more trusted than non-expert influencers.

e A considerable portion of respondents fact-checks financial advice before making decisions, indicating
an awareness of misinformation risks.

o While some individuals have experienced financial losses due to misleading advice, most exercise

caution before making financial decisions.

Suggestions

1. Social media platforms should implement stricter regulations for financial content creators to enhance
credibility.

2. Users should be encouraged to fact-check financial information and rely on certified financial advisors.

3. Financial literacy programs should be promoted to improve individuals’ ability to critically assess
online financial content.

4. Social media platforms should introduce verification mechanisms for financial influencers to increase

trust and reliability.

Conclusion

The research underscores the increasing influence of social media on individuals' financial choices and
spending habits. While social platforms provide a readily accessible source of financial information, issues
surrounding misinformation and trust remain prevalent. The study indicates that younger individuals and
working professionals are particularly susceptible to the influence of financial content found online. However,
these groups also exhibit a tendency towards scepticism and a habit of verifying information. To improve the
trustworthiness of financial information on social media, the study suggests implementing stricter content
regulations, promoting financial literacy, and establishing verification systems for financial influencers. Future
research could investigate the long-term consequences of financial decisions influenced by social media and

their impact on individuals' overall financial well-being.
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