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ABSTRACT

In India, the rise in digital platforms and the popularity of smart phones has significantly
transformed the financial landscape for retail investors, impacting access to information and
investment choices. The introduction of ‘finfluencers' — or “financial influencers” — has
created a new tide of content creators who are influencing retail investors' awareness, attitudes,
and behaviors. This study aims to analyze the impact of the finfluencer content on the financial
literacy, the investment behaviour of the retail investors, the moments of investment decision-
making among the retail investors of India with special attention to the factor of trust,

investment credibility, content consumption style, and previous investment experiences.

The research used in this study is exploratory research, the data sources used are primary and
data collection techniques used is structured questionnaire that is managed to respondents using
Google forms. Descriptive statistics, frequency distributions and cross-tabulation were used to
analyze a convenience sample of 98 retail investors who actively follow financial content on

various platforms like YouTube, Instagram, and Twitter/X.

The results show that finfluencer content has had a direct or indirect impact on at least one
investment decision for 68.4% of the respondents, with YouTube (41.8%) and Instagram
(28.6%) being the most prevalent platforms where financial content is consumed. Most
respondents (63.3%) found finfluencers moderately or highly credible, with the quality,
transparency and disclosure of the content cited as the most important elements that help build
trust, whereas numbers of followers was found to be relatively unimportant. Finfluencer
content has played a significant role in online educational skills, with a significant 78.5% of
respondents noting some financial literacy improvement due to this content that is
understandable, regardless of how limited their involvement with it was. We found that
investment experience is a key influence that affects people's susceptibility to finfluencer
content, with the (58%) novice investors with less than one year of investing experience being
much more likely to implement the recommendations from the finfluencer than the (12%)
investors with more than five years of experience. Finfluencers have noticeable potential to
increase financial knowledge and financial inclusion, yet the study also outlines issues with

their herd mentality and financial knowledge that is not adequate or inclusive of other
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viewpoints. In line with these concerns, a majority (66.4%) of the respondents agreed to have
the regulatory watch on finfluencers by SEBI. The study ends with the recommendations for
the retail investors, finfluencers, and legislators and policymakers to create a more responsible

and transparent digital financial market in the country.
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CHAPTER 1 - INTRODUCTION

1.1 Introduction

The past ten years have seen remarkable changes in the Indian financial market, driven by the
rapid digitalization, as well as rising internet connectivity and availability of financial
services to the masses. The way retail investors can invest has become much easier, as much
as any can now make investments with smartphones, fintech apps and on-line investing
platforms - these options were once technical and restricted really to an expert few.
Widespread availability of discount brokerages, simplified investment platforms, and social
media money education has been resulting in a rise in the number of people involved in

financial markets, particularly youth.

Digital channels have become a go to source for retail investors to know how to save, how to
invest, taxation, and how to build their wealth. Social media like YT, IG, Twitter/X,
Telegram, and Reddit have grown from communication platforms to the development of
being a vital source of information and also investment pointers when it comes to finances.
This change has given birth to a new category of internet savvy content creators referred to as
“Finfluencers” or “financial influencers.” They have started publishing financial-related

content on a regular basis for online audiences.

This is a simple enough fact: Finfluencers are now part of the contemporary financial
information landscape. They use videos, reels, podcasts, infographics and on-line discussions
to make complicated monetary issues clear, and to present them in a fun and relatable way.
They will have content related to personal finance, stock market investing, mutual funds,
cryptocurrency, financial planning, taxation, and other ways of building wealth. Finfluencers
are particularly appealing to investors in the Millennial and Generation Z generations because

they are so accessible and communicate in a manner they can relate to.

Simultaneously, the increasing reliance on finfluencers has also highlighted significant issues
concerning investor behaviour, credibility of information, herd mentality, and lack of a
formal regulatory framework to supervise their activities. While there are some qualified and
licensed finfluencers, a lot of them aren't. The recommendations they make can have a huge

impact on investor attitude, perceived risk and the decisions they make to invest, particularly
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for less experienced retail investors who may look to pieces of financial advice on social

media for guidance.

This has led to an emerging generation of "finfluencers" that has afforded opportunities, as
well as risks, in retail investment channels. On the other hand they foster financial awareness
and financial inclusion by reaching more people with financial-related information. On the
other hand, worries about misinformation and speculative activity, conflicts of interest and
lack of verification on investment advice have gained the interest of regulators like the

Securities and Exchange Board of India (SEBI).

In this study, the effects of Finfluencer content on Financial Awareness, Investment
behaviour and retail investment decision-making of retail investors in India is constructed.
This research concentrates on the understanding of the role of trust, credibility, consumption
pattern of contents, engagement in social media and investor experience in their investment
behavior. The study also looks into investor views on the requirement of regulation of

finfluencers by SEBI.

1.2 What is Retail Investment?

Retail investment is defined as investment by 'individual, non-professional investors' with
personal savings or personal income invested in financial markets. Retail investors decide
where to invest their money based on their own investment goals, willingness to risk, and
investment preferences, and they differ from large, institutional investors like mutual funds
and insurance companies, pension funds, and hedge funds who invest large amounts of

money on behalf of their clients.

Retail investors generally invest in instruments such as:
e Equity shares
e Mutual funds
e Exchange Traded Funds (ETFs)
e Fixed deposits
e Government securities
e Bonds

e Real estate investment trusts (REITSs)

+ iThenticate Page 13 of 60 - Integrity Submission Submission ID trn:oid:::3ﬂ-7:593982750
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e Cryptocurrency and digital assets

Historically, financial market participation has been less significant among retail Indian
customers, as major constraints on them included lack of financial knowledge, high
transaction costs, limited access to the financial markets and reliance on intermediaries. But
the rise of fintech platforms, cheap internet, payment systems and mobile investment apps
has seen retail investors’ involvement grow significantly in a way that is highly beneficial to

the retail investor.

The investment scenario in India has been massively expanded within the past few years. As
of 2024, India has seen the creation of more than 150 million demat accounts, indicating
greater awareness among investors of the importance of owning a demat account. The share
of such investors is substantial and largely represents younger generations that are avid users
of digital and social media. This explains digital communication channel influencing retail

investing behaviour in India.

1.3 Key Concepts in Personal Finance
Before being able to fully appreciate the role of finfluencers on retail investors, it's essential
to grasp some basic concepts of personal finance that are commonly featured in finfluencer

content.

Asset Allocation

The term asset allocation describes the method used to split the investments into equity, debt,
gold and other fixed-income assets as per the risk appetite and financial goals of the
investors. There is a world of difference between allocating to a portfolio for long-term
wealth and discussing about it. Finfluencer discussions around portfolio allocation for long-

term wealth creation differ a lot from actually doing it.

Compounding
Compounding is the effect that occurs when investment returns are reinvested over time. It
has become one of the most talked about financial movements in the world of finfluencers as

it helps young investors do just that, get started in the earlier phases of their investing career.
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Systematic Investment Plan (SIP)

SIPs are systematic methods of investing, where a fixed sum goes into the mutual fund
scheme at fixed intervals. SIPs are also frequently touted as a beginner-friendly investment
method by the so-called "finfluencers. A lot of the so-called "finfluencers" market SIPs as

simple and accessible investment avenue for novices.

Risk and Return
Risk and return is the principle of finance that suggests that the higher-risk investments may
yield higher returns. The content on Finfluencers often tries to take this relationship to the

next level to make it easier for a retail investor to make investment decisions.

Diversification
The Act consists of diversification, which involves distributing investments over a range of
asset classes and securities to decrease the overall chance of a portfolio. This is another key

theme often shared in social media finance communications.

Some of the key principles are the educational backbone of all types of finfluencer posts on
digital social media. Finfluencers try to break down the concepts and make them easier to
comprehend through storytelling and visual representations, offering a jumbled form of
education that makes them suitable for retail investors who don't have formal financial

training.

1.4 Traditional Financial Advisory Channels
Prior to the advent of digital finance platforms, the primary way consumer investors accessed

information and guidance on investment has been through traditional financial advisories.

These channels included:
e Bank relationship managers
e SEBI-registered investment advisors (RIAs)
e Licensed stockbrokers
¢ Financial newspapers such as Economic Times and Business Standard
e Television channels such as CNBC-TV18 and ET Now

e Insurance agents and financial consultants
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These channels remain central to the financial system, but are considered complicated, top-
heavy, or hard to navigate for the novice investor. But especially those younger investors
prefer something quick, simple and more familiar to them in terms of communication.
Therefore, several retail investors have moved towards digital financial content and social

media financial education and learning.

1.5 Digital Financial Channels

The financial sector's digital revolution has altered the way retail investors interact with
financial communities, with emphasis on information access and interaction. Investors can
now enjoy the convenience of accessing information related to investments, as well as

financial services through several digital financial channels.

Discount Brokerage Platforms
Technology like Zerodha, Groww, Upstox, and Angel One have made investing more hassle-

free and fee-friendly with mobile applications.

Robo-Advisory Services
There are online recommendations platforms that give computerized portfolio suggestions,
for instance, ET Money and Scripbox, which depend on the client's money objectives and

risk tolerance.

Financial Podcasts and Webinars
Online financial education can be learned from audio and video in a timely manner,

according to users' timetables.

Online Investment Communities
Websites like Reddit, Telegram and Discord allow for conversations about money and

investing without needing to rely on a specific exchange.

Finfluencer Content on Social Media
As one of the most influential and behaviourally impactful financial sources out of all digital
channels, finfluencer content has been identified as a strong win for the industry. Finfluencer

content has proven itself to be one of the most influential and behaviourally impactful
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financial source among all digital channels, creating a strong win for the industry.
Finfluencers merge entertaining, educational, storytelling, and financial information into a

format that will appeal to big online audiences.

1.6 Social Media in Personal Finance

Social media is increasingly important means of communicating and learning about finance.
Social networking websites are common places to talk about investing, saving, budget,
taxation and wealth building. Social media has proven itself to be very powerful in shaping
financial behaviour through accessibility, relatability, visual communication and interactive

engagement.

This trend has been further fueled by the Covid-19 pandemic. In remote work period,
millions of people were spending more time online, exploring the financial markets, financial
content on digital platforms. The strong performance of the stock market in 2020-2021 also

empowered first time investors to join in the process of investing.

Social media is not just about spreading financial information—it also shapes investors'
attitudes and decision-making. In the same way, algorithm driven content exposure coupled
with repeated views of investment content and involvement within the community can
condition investor perceptions, beliefs and actions. From posting economic updates and sales
prices on Twitter to writing about a number of other industries on Facebook, the social media
is often the place to go for the financial news. Social media postings of economic updates and
sales prices typically draw emotional response and interest, as well as social judgment and

the fear of missing out, which can impact risk taking and affect short-term investing choices.

This has caused social media to not only be a source of financial awareness, but a significant

behavioural influence on retail investment decisions.

1.7 Finfluencers and Investing

The role of the finfluencers is a special one, with a unique situation within the financial
system, as they are experts in how to act when it comes to financial matters but they are not
always expert financial advisors. Their content can have an impact on various phases of the
decision making process around an investment:

e Awareness of investment opportunities
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e Evaluation of financial products
e Risk perception
e Investment intention

e Final investment action

Popular Indian finfluencers have been able to create millions of followers consisting of their
audience on social media platforms such as Ankur Warikoo, Pranjal Kamra, Rachana Ranade

and Nikhil Kamath.

Finfluencers can affect many through:
e Simplicity of communication
e Relatable storytelling
e Consistency of content
e Visual presentation
e Community engagement

e Perceived credibility and transparency

Meanwhile, a rise in the power of 'finfluencers' is also adding to concerns about speculative
behaviour, misinformation, the presence of 'sponsored' content, and advice and financial
information being controlled by no one. When investment tips are constantly pushed by users
of social media, unknowledgeable investors can fall into the temptation of jumping on the

bandwagon and make quick monetary choices.

This makes finfluencers, at the same time, a significant representative of:
e a source of financial education and inclusion,

¢ and a potential source of behavioural and regulatory risk.

1.8 Need and Significance of the Study
With the boom in popularity of finfluencers, retail investors are increasingly turning to social
media for their financial information and product knowledge. These days, people are

choosing social media over the traditional financial advisory model to get investment advice,

+ iThenticate Page 18 of 60 - Integrity Submission Submission ID trn:oid:::3g7:593982750
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particularly young investors. This change has significant impacts for investor awareness,

financial literacy, investment behaviour and market participation.

Although the ‘Finfluencer trend' has seen growth in Indian culture, there is very little research
in academics about the impact of finfluencer content on real retail investment. Previous
works generally examined the communication practices, under the lens of influencer
marketing rather than under the lens of investment-specific communication and investment-

specific behaviour and financial decision-making.

The study is thus timely as it considers the following:
e the role of trust and credibility in finfluencer influence,
e the behavioural impact of repeated content consumption,
e the relationship between investment experience and investor vulnerability,
e the educational role of finfluencers,

¢ and investor perceptions regarding SEBI regulation.

The results of this research can be applicable to:
e retail investors,
e financial institutions,
e regulators,
e fintech companies,

e and researchers studying digital finance and behavioural investing.

1.9 Aim of the Study
To examine how finfluencer content influences financial awareness, investment behaviour,

and retail investment decision-making among retail investors in India.

1.10 Objectives of the Study
e To analyse the influence of finfluencer credibility and trust on retail investors’
investment decisions.
e To analyze how the different social media platforms being used and the frequency of

finfluencer consumption affects investment practices.
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e To gain a deeper understanding of the impact of ‘finfluencer' posts on the financial
knowledge and financial literacy of retail investors.

e To analyze the correlation between previous investments and sensitivity to impact
from finfluencers.

e To determine the retail investors' perception on the necessity of regulating

finfluencers by SEBI.

1.11 Scope of the Study

This study highlights the retail investors in India who actively watch financial content on
social media like YouTube, Instagram, Twitter/X, Telegram, and Reddit. Both cognitive and
behavioural aspects of finfluencer influence, such as financial awareness, trust and
credibility, investment behaviour, literacy improvement, and investment decision making, are

studied.

The study also assesses investor perceptions about the regulatory oversight of finfluencers

and interviews mostly retail investors who have invested in the past year.

1.12 Limitations of the Study

e The study is a convenience sample and may not yield results that are applicable to
everyone.

e Self reporting of responses results in the possible influence of recall bias and social
desirability bias.

e The results of this exploration might not have a long-term contextual context because
of the evolving nature of social media, and finfluencer content.

e The study “only" covers retail investors, i.e. not the behaviour of institutional
investors.

e The cross-sectional design reduces the ability of researchers to make causal
statements about the outcomes of investment and exposure to finfluencing.
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CHAPTER 2 - LITERATURE REVIEW

2.1 Social Media and Retail Investment Decision-Making

Social media has changed the way that people interact with information and financial
information in particular. During the previous eras, it was mostly newspaper ads, TV
programs, brokers and professional financial advisors that retail investors used to follow. The
digital platforms have transformed this landscape, however, as they’ve become much more
immediate, visual, interactive, and easily accessible, financial content is easily accessible.
Hence, social media is now an essential tool for retail investors to find financial products,

introduce themselves with investment concepts and to form investment opinion.

According to Kaplan and Haenlein (2010) social media allows for generation of user content
and lessens dominance of traditional information gatekeepers. This is the case in finance,
where knowledge of investing is no longer limited to formal institutions. Retail buyers and
traders now access content from the peer, creator, analysts and digital influencers. For young
investors, first-time investors and everyone in between, this shift is significant as social

media is their initial investing resource.

2.2 Finfluencers, Trust, and Credibility

One of the largest trends in the digital finance world is finfluencers, or financial influencers,
who are making new pieces of saving and investing-related content, financial planning and
trends-related content. Finfluencers' role is so influential because they speak a simplified
language, one that is relatable and engaging, which aligns them with retail investors,

particularly among young people. They aren't just popular, but credible, authentic and trusted.

Spectrally the expertise, trustworthiness, and the authenticity of the content significantly
influenced consumer trust and behavioural intention, which was described by Lou and Yuan
(2019). This is especially important when dealing with investment-related communications,
as these decisions carry both a level of risk and uncertainty. Audiences are more likely to take
advice from a finfluencer as valid if the personality seems knowledgeable, transparent, and
sincere. Likewise, Horton and Wohl's Parasocial Interaction theory (1956) explains why
audiences might form a sense of familiarity and trust with creators with which they are not

familiar.
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The present study investigates the relationship between the credibility of finfluencers and the
awareness and investment decision making of retail investors, which is directly related to this

literatures.

2.3 Financial Literacy and Awareness of Financial Products

Financial literacy, too, has been a theme seen throughout the literature. Entry into financial
markets, financial literacy, saving behaviour and financial decision-making have been linked
in other works such as those of Lusardi and Mitchell (2014). But there are still many young
and new investors who have not had the opportunity to receive formal financial education.
This has left room for the emergence of ‘finfluencers' as unofficial financial education

experts.

It's very common for a so-called “finfluencer”—evangelist for finance-related topics—to
explain words like asset allocation, compounding, diversification, risk-return trade-off, and
mutual funds in a digestible manner that is more familiar to many readers than the more
stuffy writing of a financial report or book. This helps people find out about different savings
and investment options. It also makes the first steps feel a lot less intimidating. That's why
these creators actually make a real difference. They help more people understand money and

feel confident enough to get started.

Meanwhile, financial literacy on social platforms can be selective. Some information will be
informative and educational, some promotional or deceptive and some simple. However, the
literature indicates that finfluencers can complement investor awareness but does not give
enough space for the investor to independently verify the information and make his own

investment decision.

2.4 Behavioural Finance, Herding, and Fear of Missing Out

However, behavioural finance literature has documented that investors are not always
rational. Devenow and Welch (1996) describe herding as a reliance on others' info rather than
one's own, and the tendency to follow others' decisions. However, user influencers can
amplify herding in a digital finance ecosystem, where their suggestions are widely spread,

viral and recurring.
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Basilio Barber and Odean (2008) have found that attention of investors to the subject has a
large influence on the behaviour of investors in buying the products especially if there are
some stocks or assets that get more media attention. This can also be done by highlighting
specific stocks, sectors, cryptocurrencies or mutual fund themes in Finfluencer content,
creating similar attention effects. Especially, the repeated exposure can impact investor

mood, expectation, and necessity to act.

Another significant behavioural aspect in online investing is fear of missing out (FOMO).
Many success stories are reported on social media and it can feel like investors are under
pressure to invest fast and take advantage of a ‘must-have’ deal. This may result in irregular
investing patterns, price speculation, and greater volatility to market fluctuations. The ideas
are very applicable to this current research, as the study looks at the impact of the finfluencer

content on real investment behaviour, not just awareness.

2.5 Platform-Specific Influence and Content Format

Using the right platform and format to showcase content can also influence the impact of
finfluencer. Different platforms have a various number of communication methods. For
example, YouTube works on longer clips and educational content, while Instagram and short-
clip apps chooses to prioritize visually appealing, attractive, and driving video content. The
gleaning of knowledge, attention, and creation of trust among retail investors could be

influenced by the type of content ingested.

Users will like longer education videos, as they give additional explanations and analysis.
Some prefer to interact with shorter-form reels, carousels, or posts, which are short, simple
and easy to digest. Assessing finfluencer impact is not possible solely based on exposure of
the message; but is required in consideration of platform behaviour and content preference as

well.

This is relevant in this present study because the survey findings of the report reveals
variation as regards to platforms among the participants; YouTube and Instagram being the
dominant sources of financial content. In light of the existing literature, it has then been
recommended that there are likely to be different patterns of engagement, and that these can

have varying effects on financial awareness and decisions, depending on the platform.
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2.6 Financial Advice, Consumer Behaviour, and Digital Persuasion

There are further useful insights from the literature as to how the finfluencers influence
behaviour. Research conducted on Digital persuasion demonstrates that relationship
credibility of sources, value of the message, and the identification of the audience had a
significant influence on behavioural intention. In the financial world, this implies that the
content may be more appealing to investors because it looks applicable, material and

trustworthy.

Financial messages can be made more engaging for readers through the skill of storytelling,
using 'real life examples' and simpler explanations, which is what the majority of the
Finfluencers do. This will make an impactful convincing statement in the minds of viewers,
particularly those who are new to investing or who lack formalized investment advice. But
the same salesmanship can lead to danger when they are misinformed, misleading or

agendas-driven.

It is particularly significant that this literature will be examined to explore whether the
finfluencer content has an effect on merely increasing awareness or whether it actually leads
to investment activities. The difference is important as awareness does not always result in

informed action.

2.7 SEBI Guidelines and Regulatory Response

The rise of influence by finfluencers has also led to an increase in regulatory concern with
them. SEBI has recognised the potential risks of unregistered financial content creators and
retail investors. During the consultation paper, 2023, SEBI has done justice to the issue of
association between SEBI registered intermediaries & unregistered entities including
finfluencers. The consultation identified issues regarding promotions and referral provision
and the use of potentially misleading financial communications. SEBI also recommended
AMLTFCOs in the investment sphere to assist firms to implement more disclosure standards

and disclaimers.

SEBI's regulatory push further accelerated in 2024 with proposals to amend the
Intermediaries Regulations, the latest step supporting this move. The SEBI amendments
sought to restrict its regulated persons and their agents from engaging with persons disclosing

unregistered securities advice as well as making return/past performance claims in securities

Vi i Page 24 of 60 - Integrity Submission Submission ID trn:oid:::13§7:593982750
Irhnenticate



+ iThenticate Page 25 of 60 - Integrity Submission Submission ID trn:oid:::3117:593982750

under the ambit of SEBI. SEBI also proposed that in the interest of investor education, SEBI
cannot prevent the dissemination of information about securities and cannot limit the freedom
of investor education, except when it results in securities advice and claims on a securities
performance. A key difference between education and advice is at the core of the finfluencer

regulation, and it's pertinent in the context of this current study.

From the regulatory literature, it should be apparent that finfluencer content exists in the
delicate space between education and marketing and advice. This is why the need for
disclosure, accountability and investor protection is well known. This will validate the
present study including questions about the SEBI regulation and investor attitude to the

oversight.

2.8 Research Gap
Firstly, much of the current literature looks at an influencer marketing broader context,
outside of the retail investment context. The influence process might be quite different than

regular consumer purchases, and it is more complex and risky than these decisions.

Second, recent research mainly focuses on either financial awareness as a topic in itself, or on
financial trust/literacy, but much fewer look at these constructs and find links to actual
investment. It is essential to know whether finfluencer exposure is just awareness or real

actions at financials.

Third, few studies explore the interaction between credibility, frequency of media use,
number of social media influencers followed, and previous investment experience in a single
model. The reasons why some investors seem to be more impacted than others would be

explained by these variables, and they are particularly important in this respect.

Fourth, although the concept of regulating finfluencers is talked about at many stages, there is
not much primary research that has been conducted on the retail investor's perspective of
SEBI finfluencer regulation. A key insight into investor attitudes is an understanding of

whether there is a genuine desire for market regulation.

Last, but not least, there are not enough studies in India about finfluencers—due to the

country's unique retail investing landscape, given the high rate of smartphone usage,
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increasing demat accounts, fintech stocks, and the growing online finance culture in India.
This study bridges that gap to examine retail investors' awareness, trust and investment

decisions in the Indian context with the effect of the finfluencer content.
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CHAPTER 3 - RESEARCH METHODOLOGY

Research methodology is the systematic framework that guides the design of a study,
collection of data and interpretation of results. For this study, the methodology aims to
examine the impact of finfluencer’s content on financial awareness, financial behaviour and
decision-making processes regarding retail investment among retail investors in India. The
chapter describes the research design, the theoretical context, the collection of data, the

sampling process, the questionnaire and the overall process of interpreting the results.

3.1 Research Design

Research design of this study is an exploratory one. The key characteristics of exploratory
research are that the study involves a relatively new topic, the researcher is interested in
patterns, perceptions and possible relationships - rather than strict cause-to-effect
relationships, and the purpose is to gain deeper insights into a phenomenon that is emerging
rather than focused on testing strict cause to effect relationships. This type of research is
descriptive in nature, and it is suitable for the present study because the retail investment
through social media influencers in India is a new emerging trend and can help the
researchers understand the understanding of the term "finfluencer" in general, its content and
the types of content, and the effect of influencer content on retail investment attitudes,

perceptions and trading decisions.

This method aligns with the unique nature of the present study as these factors are social
media behaviours, financial literacy, investor psychology and regulatory awareness, which
form a dynamic mix for the topic. The report thus aims not to make strong causal statements,
but to uncover emerging features and patterns of finfluencer content. In addition, the
exploratory design allows insights into the reasons for the differences in influence among
different investors, including the role of trust and credibility, of frequency of contents and of

prior investing experience.

3.2 Conceptual Framework of the Study

The main concept of this study is that there are potential links between the exposure to
finfluencer content and the financial awareness, trust, and investment decisions of retail
investors. The framework helps to locate the key factors that could affect retail investors and

the results that could occur as a consequence of their effect.

Vi i Page 27 of 60 - Integrity Submission Submission ID trn:oid:::13§7:593982750
Irhnenticate



+ iThenticate Page 28 of 60 - Integrity Submission Submission ID trn:oid:::3117:593982750

Independent Factors
These are the key factors that will be taken into account with respect to finfluencers:
e Credibility of finfluencers' perceptions
e Trust in finfluencers
e How often does the content appear? How much does the content occur?
e The social media platform which was used.
e Number of fans on the social media platforms increased
e The quality and transparency of content:
e Respondent's knowledge of investment activity

e Intervening / Interpretive Process

These factor(s) can affect:
e attention,
e trust formation,
e perceived usefulness,
e financial learning,

e Knows and is able to respond to content.

Outcome Variables

This study concentrates on the following outcomes:

e knowledge, understanding, and/or appreciation of how they work, and
e investment behaviour,
¢ investment decision-making,

e Talk and understanding about SEBI Procedure.
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Investment Decision-Making

Perception of SEBI Regulation

The model presented is exploratory in nature and will be employed to inform the

investigation, not to represent an inflexible causal model, and should be viewed as such. It

aids in understanding the relationships between the various variables that were investigated in

the questionnaire with the research objective, goal or goals. Elements of the framework are

also derived from the key dimensions highlighted in the literature review, particularly trust,

credibility, FOMO, engagement with the platform, and regulatory concern.

3.3 Data Collection

The study primarily uses quantitative primary data supported by secondary data sources such

as academic literature, SEBI reports, AMFI data, and industry publications.

Primary Data

Structured questionnaire filled using Google forms was used to gather primary data. The

questionnaire obtained data on:

+ iThenticate

demographic profile,

understanding of the risks involved in social media and their use, and

finfluencer content consumption,

the confidence that they would be successful in their reporting, and

investment behaviour,

financial literacy impact,
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e Very little, and only the most general understandings, exists regarding SEBI

regulation and views.

This questionnaire design aligns with key questionnaire variables of the study and allows the
researcher to investigate the impact on retail investor awareness and decision-making that can

be created by finfluencer content.

Secondary Data
Secondary data obtained from academic literatures, SEBI reports, AMFI data, NSDL reports
and other reliable financial literatures. They helped to craft the study's background, literature

review and context of regulation and markets in which finfluencers work.

3.4 Target Population

The population to be studied are the Retail Investors in India who:
e have experimented with using at least one of the main social media platforms,
e have made at least one investment during the last 12 months,

e Are familiar with and aware of financial information posted on social media.

This group was chosen, as it is the most relevant group of consumers to understand how this
finfluencer content affects their real-world investment knowledge and actions. As the study
centers on retail, and not institutional investors, the sample is particularly appropriate for

capturing the experiences of investors who are likely to follow the finfluencers.

3.5 Sampling Method

The study adopts non-probability convenience sampling technique. The questionnaire was
distributed via social media, e-mail and WhatsApp. The methodology used was suitable in
this study, which targeted specific participants who had pre-existing exposure to and
engagement with financial information online and are, as such, active retail investors.
Convenience sampling can be a limitation in terms of generalizability, but can be appropriate
for an exploratory study where the primary purpose is to gain insight into patterns,

perceptions, and emerging themes.
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Of the 120 individuals contacted, 98 respondents were obtained which represents 81.7% of
them. This meant that 81.7% of respondents participated in the study. With the study's
interest in exploring the topic, the final sample was found adequate for this purpose and the

use of perceptions, behavioural tendencies, and engagement with contents.

3.6 Questionnaire Design

It was divided into five parts on the questionnaire:

Section A - Demographic Profile

Section B - Social Media and Financial Content Consumption
Section C - Finfluencer Perception

Section D - Investment Behaviour

Section E - Finfluencer Influence on Investment Decisions

The attitude-based questions were asked using a five-point Likert scale to record the
respondents' perspectives regarding credibility, influence, improvement of literacy and SEBI

regulation. The questionnaire was tested with 10 respondents and tested for clarity relevance.

Generally the questionnaire is in line with the conceptual framework as it directly measures

the key variables of the study:

e finfluencer credibility,

e content consumption frequency,
e platform preference,

e following behaviour,

e investment instruments used,

e investment experience,

e awareness,

¢ financial literacy,

e and regulatory attitudes.
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3.7 Method of Analysis

The study is exploratory in nature so that simple tabulation, percentages, cross-group
comparisons and pattern interpretation are used to interpret the elements of the response. This
is to recognise the big-picture trend(s) and significant relationship(s) between the variables

and not to clearly draw the conclusion of causality.

The Analysis is based on the following:
e demographic patterns,
e social media usage patterns,
e finfluencer trust and credibility,
e investment behaviour,
e literacy outcomes,

¢ and opinions on SEBI regulation.

This method is appropriate for exploratory efforts as it can reveal how people respond, their
thoughts, and where differences lie between levels of experience, platforms, and content

consumption patterns are likely to be.

3.8 Limitations of the Methodology

There exist some limitations in the methodology. In relation to the external validity of the
results, it is evident that convenience sampling is a major disadvantage. Secondly, the study
is based on self-reported responses, may be affected by recall bias and social desirability bias.
Third, since the study is exploratory and cross sectional in nature it overlooks the intent to
specify long term causal relationships. Fourthly, the limited sample size limits the extent of
the generalizability of findings on the larger population of retail investors in India. The
restrictions are acceptable in an exploratory study because this is study to grasp the

developments created and relationships of a new field of research.
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This chapter presents a systematic analysis of the primary data collected through the structured

questionnaire. All 98 valid responses are analyzed using descriptive statistics, frequency

distributions, cross-tabulation analysis, and exploratory interpretation.

4.1 Demographic Analysis

4.1.1 Gender Distribution

Gender Respondents Percentage (%)
Male 62 63.3%
Female 31 31.6%
Prefer Not to Say / Other 5 5.1%
Total 98 100%

Other /
Prefer Not to Say g\

Male

Figure 1 - Gender Distribution of Respondents

The respondents are mostly male (63.3%), aligning with the broader India retail investor

demographic. But the 31.6% female representation is consistent with the growing number of

women investing, potentially driven by finfluencer content focused on female empowerment.

4.1.2 Age Group Distribution

Age Group Respondents Percentage (%)
Below 21 years 11 11.2%
21-25 years 34 34.7%
26-30 years 29 29.6%
31-40 years 18 18.4%
Above 40 years 6 6.1%
Total 98 100%
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Figure 2 - Age Group Distribution

The most prominent age group (64.3%) is 21-30 years, indicating that finfluencer content is
more commonly consumed among younger, digitally active investor demographics. This group

is in the early stages of wealth-building and is keen to learn financial education.

4.1.3 Educational Qualification

Qualification Frequency Percentage (%)
Undergraduate 38 38.8%
Postgraduate 44 44.9%
Professional
(CA/CFA/MBA) 1 11.2%
Other 5 5.1%
Total 98 100.0%

Other

(5.1%)

Professional
(11.2%)

Postgraduate
(44.9%)

38.8%

Undergraduate
(38.8%)

Figure 3 — Educational Qualification of Respondents
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4.1.4 Monthly Income Distribution

Monthly Income Frequency Percentage (%)
Below 225,000 24 24.5%
%25,000 —%50,000 31 31.6%
%50,000 —X1,00,000 28 28.6%
Above %1,00,000 15 15.3%
Total 98 100.0%

Income is distributed across all major brackets, with the largest segment earning 325,000—
X50,000 per month. The lower and middle-income brackets together account for the majority
of the sample, suggesting that social media-based financial content may be especially relevant

to investors who seek accessible and low-cost sources of investment knowledge.

4.2 Social Media and Content Consumption Patterns

4.2.1 Primary Platform for Financial Content

Platform Respondents Percentage (%)
YouTube 41 41.8%
Instagram 28 28.6%
Twitter/X 14 14.3%
Telegram Channels 9 9.2%
Reddit / Other Forums 6 6.1%

Twitter/X - 14.3%
Telegram —_ 9.2%
Reddit / Other - 6.1%
0 10 20 30 40 50

Percentage (%)

Figure 4 - Primary Platform for Financial Content Consumption

YouTube was the most popular platform for financial content (41.8%) due to its support for

longer, more in-depth content. Instagram was the second most popular (28.6%) among younger
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respondents (21-25) who prefer shorter content. The lower Twitter/X adoption rate (14.3%)

may reflect the platform’s text-dominated format and comparatively lower engagement among

the sampled respondents.

4.2.2 Frequency of Content Consumption

Frequency Respondents Percentage (%)
Daily 33 33.7%
3-5 times per week 27 27.6%
Once or twice a week 22 22.4%
Occasionally 16 16.3%
Occasionally
Daily
1-2x / week

3-5x / week

Figure 5 - Frequency of Finfluencer Content Consumption

More than 61% of the sample consume finfluencer content three or more times a week,

suggesting high integration of this content in daily routines. The daily consumption (33.7%) is

particularly significant - it shows that for a large number of retail investors, social media

financial content appears to function alongside traditional financial information sources for

many respondents.

4.2.3 Preferred Content Format

Format Respondents Percentage (%)
Long-Form YouTube 3 32.79%
Videos
Short-Form Video o
(Reels/Shorts) 26 26.5%
Infographics / Carousels 19 19.4%
Text Posts / Threads 14 14.3%
Podcasts / Audio 7 7.1%
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Figure 6 - Preferred Format of Financial Content

Long-form videos (32.7%) and short-form videos (26.5%) account for almost 60% of the most

preferred formats, highlighting the dominance of video in financial content. Instagram's

infographics and carousels (19.4%) combine the visual and the textual and represent a new and

important format.

4.3 Finfluencer Perception Analysis

4.3.1 Finfluencer Following Behaviour

Following Pattern Respondents Percentage (%)
Follow 1-2 Finfluencers 29 29.6%
Follow 3+ Finfluencers 38 38.8%

Occasionally Watch 22 22.4%

Do Not Follow Any 9 9.2%

40 -
30 5
é 22
5 20 -
10 - 9
Follow 1-2 Follow 3+ Occasionally Do Not
Finfluencers Finfluencers Watch Follow Any

Figure 7 - Finfluencer Following Behaviour
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An impressive 68.4% of respondents follow at least one finfluencer. The substantial segment
following three or more influencers (38.8%) suggests that savvy retail investors "triangulate"
financial advice from multiple sources, rather than blindly trusting a single source - a positive

sign of investor awareness.

4.3.2 Perceived Credibility of Finfluencers

Credibility Rating Respondents Percentage (%)
Highly Credible 19 19.4%
Moderately Credible 43 43.9%
Neutral / Unsure 21 21.4%
Somewhat Not Credible 11 11.2%
Not Credible at All 4 4.1%
50 -
a3
40 -
g 30 -
g 21
& 20- 19
11
10 -
4 .
. N . , . .
Not Credible Somewhat Neutral / Moderately Highly
at All Not Credible Unsure Credible Credible

Credibility Rating
Figure 8 - Perceived Credibility of Finfluencers

More than 63% of respondents consider finfluencers as highly or moderately trustworthy - a
significant level of trust that supports the behavioral influence hypothesis. Yet the 21.4%
neutral group suggests that many consumers are not blindly trusting - likely those with more

financial knowledge or investment experience.

4.3.3 Key Trust Drivers

Trust Factor Respondents Percentage (%)
Professional Qualifications 22 22.4%
Content Quality & Depth 31 31.6%
Transparency & Disclosure 26 26.5%
Follower Count 8 8.2%
Prediction Track Record 11 11.2%
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Figure 9 - Factors Driving Trust in Finfluencers

The most important factor in trust was found to be content quality and depth (31.6%) and

transparency and disclosure (26.5%). Interestingly, while the number of social media followers

is often regarded as an indicator of trust, only 8.2% of respondents indicated it as the key factor,

suggesting that Indian retail investors are evolving their standards for determining which

finfluencer to trust.

4.4 Investment Behavior Analysis

4.4.1 Investment Experience

Investment Experience Respondents Percentage (%)
Less than 1 year 28 28.6%
1-2 years 31 31.6%
3-5 years 24 24.5%
More than 5 years 15 15.3%
35 31
(31.6%)
30 (28?2%)
24
25+ (24.5%)
g 20 -
g 15°
§ 15 - (15.3%)
10 -
i
0- g g '
<1 Year 1-2 Years 3-5 Years > 5 Years

Years of Experience

Figure 10 - Investment Experience of Respondents
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60.2% of respondents have two years or less of investment experience, confirming that the
sample largely represents relatively novice investors. This is highly relevant because newer
investors are generally more likely to rely on digital financial content while forming early

investment habits.

4.4.2 Investment Instruments Used

Investment Instrument Respondents (Yes) Percentage (%)
Mutual Funds / SIPs 76 77.6%
Direct Equity / Stocks 62 63.3%
Fixed Deposits / Savings 51 52.0%
Cryptocurrency / Digital 34 34,79,

Assets

ETFs / Index Funds 29 29.6%
IPO Applications 27 27.6%
Govt. Bonds / NPS 18 18.4%

Fixed Deposits - 52.0%
Crypto / Digital Assets - 34.7%
ETFs / Index Funds - 29.6%
IPO Applications - 27.6%
Govt. Bonds / NPS - 18.4%
6 ZIO 4.0 6‘0 8‘0

Percentage of Respondents (%)
Figure 11 - Investment Instruments Used by Respondents

Mutual funds and SIPs are the most popular at 77.6%, which aligns with AMFT's figures on the
SIP book in India crossing 325,000 crore per month. The strong cryptocurrency adoption
(34.7%) is explained by the sample's youth and the high level of finfluencer activity promoting
crypto content. ETF adoption (29.6%) is higher than the national average, possibly due to

finfluencer marketing of index investing.
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4.5 Finfluencer Influence, Literacy Impact, and Regulatory Attitudes

4.5.1 Finfluencer Influence on Investment Decisions

Response Respondents Percentage (%)
Directly Followqd the 78 28 6%
Recommendation
Partially Inﬂgenced the 39 39.8%
Decision
Researched Further After 71 21.4%
Seeing It
Never Act on Somal Media 10 10.2%
Advice
50 -
39
40 - (39.8%)

28

£30- (28.6%)
()]
T
5 21
a (21.4%)
g 20-
10
10.2%
. -
0- 0 ! 0 0
Never Act on Researched Partially Directly
Social Media Further After Influenced Followed

Figure 12 - Did Finfluencer Content Influence an Investment Decision?

This is the study's most significant behavioral finding. A total of 68.4% of respondents reported
that finfluencer content had some direct or indirect impact on at least one investment decision.
The 21.4% who did their own research as a result of finfluencer content is a positive mid-term

outcome - the finfluencer acted as a starting point for financial research.

4.5.2 Impact on Financial Literacy

ImpacItJi(;:rl;;;ancml Respondents Percentage (%)
Improved Substantially 36 36.7%
Improved Somewhat 41 41.8%
No Change 16 16.3%
Negative Effect 5 5.1%
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Figure 13 - Impact of Finfluencer Content on Financial Literacy
Mean Literacy Impact Score: 3.10 / 4.00; A total 78.5% of respondents reported a positive
impact on financial literacy from finfluencer content. This suggests finfluencers can have a
positive educational effect. The 5.1% who reported experiencing a negative impact may be a
result of encountering inaccurate or overly simplistic information that fostered unrealistic

expectations about investments.

4.5.3 Views on SEBI Regulation

Regulatory Stance Respondents Percentage (%)
Strongly Agree - Need o
SEBI Regulation 38 38.8%
Agree Somewhat 27 27.6%
Neutral 19 19.4%
Disagree - Would Restrict 10 10.2%
Discourse
Disagree - Regulation 4 41%
Unnecessary
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Figure 14 - Should Finfluencers Be Regulated by SEBI?
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The majority (66.4%) agreed with SEBI regulation of finfluencers, and 38.8% strongly agreed.

This shows that investors perceive a need for accountability even in their trusted sources of

information - a key insight that should be considered in regulatory policy.

4.6 Experience vs. Influence: Cross-Tabulation

+ iThenticate

Experience Directly Followed | Partially Influenced Not Influenced
<1 Year 58% 28% 14%
1-2 Years 42% 38% 20%
3-5 Years 21% 45% 34%
> 5 Years 12% 32% 56%
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Figure 15 - Investment Experience vs. Degree of Finfluencer Influence
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This cross-tabulation clearly suggests the negative association between investment experience

and finfluencer vulnerability. Of novice investors (less than a year's experience), 58% directly

acted on at least one finfluencer recommendation. This falls to 12% for investors with over five

years of experience. In contrast, the number of non-influenced investors increases from 14%

for investors with less than one year of experience to 56% for investors with more than five

years. This provides strong evidence that financial literacy and investment experience - rather

than age, gender, and race - are the key factors in rational and independent investing.

4.7 Overall Market Impact Sentiment

Sentiment Respondents Percentage (%)
Very Positively -
ry Fositively 26 26.5%
Democratise Finance
Somewhat Positively - Net o
Benefits Outweigh Risks 34 347%
Neutral - Balanced 19 19.4%
Somewhat Negatively -
. 13 13.39
Creates Herd Behaviour /o
Very Negatively -
Misinformation & 6 6.1%
Distortion
40 -
34
35 4 (34.7%)
30 "1 26
2] (26.5%)
S 25-
2 19
8 20- (19.4%)
“15- (131.3%)
10 - -
(6.1%)
R
0 = | 1 1 1 0
Very Somewhat Neutral - Somewhat Very
Negatively Negatively Balanced Positively Positively
Sentiment

Figure 16 - Perceived Overall Market Impact of Finfluencers

Most respondents (61.2%) believe that finfluencers have a net positive effect on the market via

the democratization of financial knowledge. But a collective 19.4% believe they have a net

negative impact, due to herd mentality, speculation and misinformation. This 20% skeptical

group is consistent with other research on social media-induced market anomalies in the

behavioural finance literature.
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CHAPTER S - FINDINGS AND SUGGESTIONS

5.1 Findings of the Study

In this study, the author sought to look into the effect of finfluencer content on financial
awareness, investment behaviour and retail investment decision making among retail
investors in India. The study, which involved exploratory analysis of 98 respondents,
identified the following key patterns and behaviours linked to the consumption of
finfluencers' content. Based on the exploratory analysis of 98 respondents, the study
identified the following patterns and behaviors related to finfluencer content consumption:
The results reveal that finfluencers are a new integral component of information flow in the
modern financial landscape, especially for younger and digitally-savvy investors. This study
also brings another aspect to the market that comes with worries about credibility and
investor vulnerabilities, as well as the increasing demand of accountability and oversight for

the market.

Major Findings of the Study
1. Finfluencers have a meaningful influence on retail investment decisions.

e 68.4% of respondents said that the financial influencers' content had at least some
impact in making an investment decision.

e A number of respondents reported that social media content associated with
finfluencers was a driver of them looking into spending money on financial products,
investment platforms, market opportunities or anything related to investing.

e The results reveal that not just educational content makers but also behavioural
influence players, the so-called “finfluencers”, exist within the investment decision-

making process.

2. Younger investors are the primary consumers of finfluencer content.
e The majority of the respondents were 21-30 year olds.
e Enthusiast engagement towards video news platforms like YouTube and Instagram
was seen among younger investors.
e It means younger retail investors have one of the main places to learn about finance,

which is the internet, and what that is, is social media.

3. Credibility and trust are important determinants of finfluencer influence.
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e The vast majority of participants found finfluencers to be moderately (43.9%) or
highly (19.4%) credible.

e The most important factors found that helped to build trust was content quality,
transparency and disclosure.

e However, relatively low importance was given for the number of followers while
considering the financial creators, indicating that being a follower has become less

important for investors when they assess financial creators.

4. Financial literacy and awareness due to Finfluencer content.
e A large majority of respondents reported improvement in financial literacy after
consuming finfluencer content.
e Simplified, digital content helped to simplify understanding of concepts like SIPs,
mutual funds, compounding, diversification, and the principle of risk versus returns.
e The results have indicated that finfluencers have educational functions, and serve to

enhance financial literacy of retail investors.

5. Investment experience influences sensitivity to finfluencer content.
e People who had less investment experience had a higher likelihood to follow
whatever investments were suggested directly by the finfluencer.
e More experienced investors seemed relatively conservative and more positive in that
they would do further research before making investments.
e The results suggest that the level of behavioural influence arising from finfluencer

content varies with prior investment experience.

6. YouTube and Instagram are the dominant financial content platforms.
e However, YouTube stood out due to its capacity to present longer explanations and its
long-form video format, which was the most desired platform.
e Instagram is the social media platform that was especially well-liked by young people
because of the convenience of access to short banking content.
e The results indicate the platforms and content formats influence how financial

information is accessed and consumed.

7. Frequent exposure increases engagement with financial content.

e The majority of respondents watch the finfluencer content several times a week.
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e Regular exposure to financial content was seen to be associated with greater
investment-related discussion and financial learning.
e The research shows that repeated digital exposure could affect investors' investment

opportunity thoughts and financial trend.

8. Retail investors strongly support SEBI regulation of finfluencers.
® 66.4% agreed that the SEBI should now regulate finfluencers. A majority of the
respondents believed that the SEBI should now come into the picture and regulate
finfluencers.
e One of the concerns reported was about the false promises, hidden promotions, and
unaccountability of respondents.
e The results are showing an increased awareness of investors on the dangers of

unregulated communication through social media.

9. Finfluencers play a significant role in the financial inclusion and democratisation of
understanding of finance.

e A significant number of respondents felt that content by these “finfluencers” was
more accessible, more accessible in a more comprehensible manner than content
found in traditional financial advising channels.

e social media platforms facilitated first time investors to connect with investment-
related concepts without the need for formal financial education.

e That implies that finfluencers are assisting in filling the gap between conventional

finance and retail investors.

10. Risks relating to herd behaviour and misinformation continue to exist.
e A few respondents recognised taking action on the recommendations without detailed
independent verification.
e tis possible that exposure to speculations and explanatory narratives of the investing
experience will make it easy to engage in the wrong moves.
e Overall, the results indicated that although finfluencers work well for awareness,

caution among investors, and verifying financial information are still significant.

5.2 Suggestions and Recommendations
The study suggests that finance influencers have emerged as a critical source of financial

knowledge and investment advice for retail investors in India. There are also concerns about
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misinformation, reckless actions, non-accountability, and trying to protect investors due to
the increasing role of social media finance, however. Hence, the suggestions of the study are
split into three segments — namely, recommendations for retail investors, finfluencers, and

policy makers — to create a more responsible and transparent digital financial system.

A. Suggestions for Retail Investors

Retail investors should never rely on Finfluencer content as a replacement for a personal, in-
depth assessment of financial situations or professional advice. Promotional, overly
simplified and/or user-driven-aspect-algorithm-path-modified social media content requires
critical evaluation of the financial aspects before making an investment decision based upon

it.

Recommendations for retail investors.

e Investors are advised to independently verify any information relating to investments
prior to any investment decision.

e Retail investors need to steer clear of taking hasty investment decisions only from the
short-form or reels or those trending posts.

e Investors need to check data from different reliable sources rather than relying on a
finfluencer.

e More focus should be put on the investment risk, investment diversification and long-
term financial planning.

e New investors need to educate themselves about behavioural investing mistakes like
FOMO and herd mentality.

e Education and research-oriented information should be the key considerations for
investors, rather than speculative or sensational financial information.

e A complex financial decision which involves high risk or a huge investment should be

taken only after taking financial advise from SEBI registered financial advisors.

B. Suggestions for Finfluencers

As aresult of Finfluencers becoming crucial players in the digital financial realm, there is
significant ethical and social responsibility. Content may affect the investment decision and
financial perceptions; more accountability, transparency and accuracy in the communication

1s needed.
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Recommendations for Finfluencers

e Transparency is the key when it comes to disclosure of sponsors, affiliates and paid
promotional advertisements from finfluencers.

¢ Financial content makers ought to never guarantee profits or extreme returns.

¢ Investor education and financial awareness should be given more importance along
with the disclosure of risk.

e Followers must do their own research before investing in cryptocurrencies and such
material advice should be encouraged from influencers to do this.

e Concepts related to diversification, compounding, SIPs, risk management etc., these
should be explained and promoted.

e Stay clear of unverified stock tips and speculative recommendations, as well as fear-
mongering financial information.

¢ Finfluencers should ensure that they are transparently qualified, certified and have a
professional background.

e Ethics in communication practices should be given serious consideration to the

building of the audience's trust and credibility in the long term.

C. Suggestions for Policy Makers and Regulators

The rise of “finfluencers” underscores the need for more regulation and investor protection in
digital financial communication. Finfluencers can be a positive force in terms of financial
inclusion and financial awareness but, unregulated financial influence can also be harmful

and bring misinformation and market manipulation risks to retail investors.

Recommendations for Policy Makers and Regulators

e SEBI should toughen up the norms for disclosure around paid promotions and

sponsored financial information.

e The line between financial education and unregistered investment advice needs to be

well defined.

e The following measures should be implemented to keep consistency between

accountability and financial education content:

e The social media platforms should be urged to identify and monitor misleading

financial promotions.
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e More investor awareness campaigns on digital financial misinformation should be
conducted.

e There should be a push to create synergies among regulators, financial institutions and
trusted financial educators to improve financial literacy.

e Misleading financial statements, market manipulation, and upkeep of clear disclosure
of promotions may lead to increased fines.

e Media play a key role in policy formulation, so policy makers need to facilitate
responsible communication on digital finance without abating from encouraging

innovation and financial inclusion.
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CHAPTER 6 — CONCLUSION

In India, social media and Digital Finance platforms have seen a rapid growth and transformed
the easy accessibility of financial information source among the retail investors and their
investment making decisions. The Finfluencers have emerged as a significant player in this
new financial landscape for several reasons: They democratise finance, making it more
digestible for retail investors, especially those in the younger and more technologically engaged
demographics; They demystify what assets are and how to invest in them; They provide
frequently high-quality content that retail audiences tend to trust more because it's tailored for
their understanding. The need of the present study has been to understand how finfluencer
content affects financial awareness and investment behaviour among the retail investors in
India and also to find the impact that the contents of the finfluencers have on the drawing of
conclusions of retail investors in investment. The study also investigated the effect of
credibility, trust, engagement on social media, financial knowledge, investment experience and

investor’s attitude towards SEBI regulation.

The study's results show significant influences of finfluencers on retail investors and their
investment behaviours. “At least one investment decision” was influenced by finfluencer
content directly or indirectly, reported by a significant proportion of respondents. The study
also confirmed that social media sites like YouTube and Instagram have emerged as primary
sources for investors to get financial news. High frequency exposure to financial material,
simplified explanations of finance, visual communication and relatable stories seem to have

contributed to greater investors' engagement with financial issues.

The primary research goal focused on understanding how retail investors' investment decisions
were affected by the credibility and trust of finfluencers. The study identified moderate to high
levels of perceived credibility among most respondents when it came to finfluencers. The most
trust-building aspects came out to be the content quality, transparency and disclosure, whereas
the count of followers remained comparatively low. This indicates that as more individuals
invest in the stock market, they are interested in finfluencers as a way to learn more about
investing, rather than simply for their social media reach. It can be concluded that credibility
and trust perception is of significant importance in the study of the behavioural influence of

content by ‘Finfluencers’ on retail investors.
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The second goal was to determine the impact of the various social media applications and
consumption patterns on investment habits. The study revealed that YouTube was the preferred
platform for financial content due to the length of time dedicated to explaining things in detail
and make a portion of them educational, while Instagram was favoured among younger
investors with its short-form and visually engaging approach to the content. A significant
number of respondents (most) consumed financial information on social media a few times per
week, showing that social media is an important and regular way for many investors to access
their information. The report’s findings include that the structure, content and frequency of

platforms affects financial information consumption and interpretation by retail investors.

The third aim of the study was to explore how the finfluencer contents affect financial
awareness and financial literacy. The results revealed that a significant proportion of the
respondents felt that the information provided by a finfluencer enhanced their knowledge about
terminologies like mutual funds, SIPs, diversification, compounding and investing in the stock
market. The study also concludes that the presence of finfluencers is crucial in educating retail
investors and promoting financial awareness and availability of financial knowledge,
especially for first-time and younger investors who lack formal education in finance. However,
the study does acknowledge that the transmission of a message in a simple manner may

sometimes lead to mistaken notions or misunderstandings about the risk of investing.

The fourth objective was to examine the relationship between previously invested amounts and
finfluencer influence sensitivity. In terms of their likely reliance on these finfluencer
recommendations, the cross-tabulation analysis showed that relatively inexperienced investors
are more likely to trust and take action based on the inputs provided by these finfluencers while
professional investors seemed to be comparatively cautious and more likely to do research
before taking an investment decision. This indicates that retail investors' investment
experiences play a significant role in their perception and reaction to financial information on
social media. The study suggests that the new investors might be more "behaviourally
sensitive" to digital financial influence, due to lack of familiarity with the market or a lack of

investment experience.
The last goal analysed was the perception of the retail investors about the need for regulation
by SEBI on finfluencers. Among the various SEBI circulars, it was found that majority of

respondents felt there should be adequate SEBI regulations and accountability procedures with
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respect to finfluencer activity. Investors raised issues of unethical recommendations, sponsored
or unnoticed posts and inadequate transparency for disclosure rules. Hence, the study finds that
finfluencers are a positive force in financial inclusion and awareness, but there is significant
demand for transparency, ethical communications and safeguarding investors in the digital

financial sphere today, with the behavioural impact of financial influencers.

In conclusion, the study finds that finfluencers offer a potential opportunity and risk for the
retail investment landscape in India. On the other hand, they educate people about finances,
democratize financial information and enhance the participation of the retail in financial
markets. At the same time, issues of misinformation, herd behaviour among others, speculative
investing and unregulated advice persist. However, as the power of these "finfluencers"
intensifies, the importance of the right sort of regulation, appropriate financial communication
and higher awareness of investors cannot be overstated, to ensure that social media has a

positive long-term effect on retail investors in India.
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Survey Title: Impact of Finfluencers’ Content on Retail Investment Decisions

Note: All responses are strictly confidential and will be used solely for academic research

purposes.

Section A - Demographic Profile
1. Name (Optional):

2. Gender:
* Male
*  Female

* Prefer not to say / Other

3. Age Group:
* Below 21 years
« 21-25 years
* 26-30 years
* 31-40 years
» Above 40 years

4. Highest Educational Qualification:
* Undergraduate

* Postgraduate

* Professional (CA/CFA/MBA)

* Other

5. Monthly Income / Stipend:
*  Below 225,000

+ 25,000 - 50,000

+ 350,000 - %1,00,000
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* Above X1,00,000

Section B - Social Media and Financial Content Consumption

6. Which social media platforms do you use for financial content? (Select all that apply)
*  YouTube

* Instagram

«  Twitter/X

* Telegram

* Reddit/ Quora

* Other

7. How often do you consume financial content on social media?
* Daily

* 3-5 times per week

* Once or twice a week

*  Occasionally

* Rarely / Never

8. Which format do you most engage with?
* Short-form video (Reels, Shorts)

* Long-form YouTube videos

» Text posts / Threads

» Infographics / Carousels

* Podcasts / Audio

Section C - Finfluencer Perception

9. Do you follow any finfluencer consistently?

Yes, 1-2 finfluencers

Yes, 3 or more

Occasionally watch
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10. How do you rate the overall credibility of finfluencers you follow?
* Highly Credible

* Moderately Credible

* Neutral / Unsure

* Somewhat Not Credible

* Not Credible at All

11. What most influences your trust in a finfluencer?
» Professional qualifications

+ Content quality and depth

* Transparency and disclosure

+ Follower count

e Prediction track record

Section D - Investment Behavior

12. Which investment instruments do you currently use? (Select all that apply)
*  Mutual Funds / SIPs

* Direct Equity / Stocks

* Fixed Deposits

* Cryptocurrency

* ETFs/ Index Funds

* PO Applications

* Govt. Bonds / NPS

13. How long have you been actively investing?
* Lessthan 1 year

e 1-2years

e 3-5years
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*  More than 5 years

Section E - Finfluencer Influence on Investment Decisions
14. Have you ever made an investment decision based on a finfluencer's

recommendation?
*  Yes, directly followed
* Yes, partially influenced
* No, but researched further

* No, never act on social media advice

15. Has finfluencer content increased your awareness of investment products?
*  Yes, significantly

*  Yes, somewhat

* No change

* No

16. Has finfluencer content improved your financial literacy?
* Yes, substantially

*  Yes, somewhat

* No change

* Negative effect

17. Have you experienced financial loss from acting on a finfluencer's recommendation?
* Yes
* No

» (Cannot attribute directly

18. Should finfluencers be required to register with SEBI?
* Yes, strongly agree
*  Yes, to some extent

e Neutral
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* No, would restrict free discourse

* No, regulation is unnecessary

19. How do you feel finfluencers impact retail investor sentiment overall?
* Very positively - democratize finance

* Somewhat positively - net benefits outweigh risks

* Neutral - balanced

* Somewhat negatively - herd behaviour and inflated prices

* Very negatively - misinformation and market distortion
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