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ABSTRACT 

This review examines the multifaceted role of media in shaping consumer engagement with financial 

content, particularly in the realm of mortgage decision-making. Drawing from a diverse array of 

studies, it is noted that "media can significantly affect how consumers perceive and process financial 

information" (Lusardi & Mitchell, 2014). This review critically evaluates how various media forms—

from traditional print to digital platforms—impact consumer behavior within the mortgage market. 

The review is thematically organized to elucidate key findings on media’s impact on decision-making, 

identify significant gaps in existing research, and highlight crucial areas warranting further 

exploration. Conclusively, it asserts that while media significantly influences mortgage choices, there 

remains an urgent need for enhanced financial education and critical engagement among consumers. 

"The implications for practitioners and policymakers are discussed, alongside proposed directions for 

future research endeavors" (Gathergood & Weber, 2014). 

 

Introduction 

Background 

The mortgage landscape has grown increasingly complex, characterized by a wide array of financial 

products and options. Consequently, consumers often turn to media as their primary source of 

information. "This reliance encompasses not just advertisements but also financial news, educational 

content, and social media discussions that shape perceptions and decision-making processes" 

(Campbell et al., 2011). However, this media-driven decision-making can lead to suboptimal financial 

outcomes due to misinformation or oversimplification of complex concepts. Furthermore, the rise of 

digital media has transformed how consumers access and process financial information, introducing 

new challenges in discerning credible sources and understanding nuanced financial products (Gerardi 

et al., 2010). 

 

Objectives 

This review aims to elucidate the specific ways in which various media content—including 

advertising, financial literacy campaigns, and news articles—affect consumer behavior in the 

mortgage market. By analyzing different types of media engagement, "this study seeks to enhance 

understanding of their effects on consumer decision-making" (Hogarth & Merry, 2011). Ultimately, 
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it aims to provide a comprehensive overview of the existing literature, highlight key findings, and 

identify areas ripe for future investigation. 

 

Scope 

The scope of this review encompasses the influence of media on mortgage decision-making, focusing 

on various forms of media, including traditional (television, newspapers) and digital (social media, 

online news). The review investigates how consumer perceptions are shaped by financial news, 

advertising strategies, educational programs, and behavioral economics principles, providing a broad 

lens through which to analyze media's role in financial decision-making (Thaler & Sunstein, 2008). 

 

Literature Review 

Thematic Organization 

Media and Financial Literacy Research by Lusardi & Mitchell (2014) emphasizes the critical role 

of financial literacy, often disseminated through media channels, in influencing mortgage decision-

making. "Effective financial education equips consumers with the knowledge necessary to navigate 

complex financial products and make informed decisions." Enhanced financial literacy correlates 

with improved mortgage outcomes, reducing the likelihood of defaults and poor financial choices 

(Klapper, Lusardi, & Panos, 2013). 

 

Advertising’s Impact on Perception The studies by Aaker & Stayman (1990) and Lynch & Wood 

(2006) delve into how advertising shapes consumer perceptions of financial products like mortgages. 

"Advertising campaigns can increase awareness and interest but may also contribute to 

misconceptions if they lack clarity or transparency." The portrayal of financial products in 

advertisements can lead to unrealistic expectations, affecting consumer trust and decision-making 

processes (Barber & Odean, 2008). 

 

Behavioral Influences and Media The "Nudge" framework proposed by Thaler & Sunstein (2008) 

offers valuable insights into how subtle cues in media can steer consumer decisions within the 

financial sector. "Behavioral economics principles applied in media campaigns can influence 

consumer behavior without overt coercion," highlighting the ethical considerations of using such 

strategies. The effectiveness of nudges in driving mortgage choices underscores the need for 

transparency and informed consent in financial marketing (Gathergood, 2012). 

 

Media Campaigns and Consumer Decisions Research by Hogarth & Merry (2011) and Barber & 

Odean (2008) demonstrates that media attention and advertising significantly affect consumer 

behaviors, particularly in mortgage refinancing. "Well-designed media campaigns can stimulate 

consumer action, prompting refinancing or mortgage applications." However, the impact of such 

campaigns varies based on the complexity of the products involved, indicating that increased 

awareness does not always translate into informed decision-making (Campbell et al., 2011). 

 

Critical Analysis 

While media campaigns successfully enhance consumer awareness regarding financial products, "the 

extent to which this awareness influences actual decision-making is contingent upon the product's 

complexity" (Gerardi et al., 2010). This suggests a need for media content to align more closely with 

consumer needs and comprehension levels. 

 

Financial education initiatives, often delivered through media, exhibit mixed effectiveness in 

improving mortgage-related decision-making (Klapper, Lusardi, & Panos, 2013). "The success of 

these programs frequently depends on factors such as delivery methods, audience engagement, and 

the specific financial literacy needs of target demographics." 



Journal of Informatics Education and Research 
ISSN: 1526-4726 
Vol 4 Issue 3 (2024) 
 

2857 http://jier.org 

Gaps and Controversies 

A significant gap remains regarding the long-term effects of media-driven financial literacy 

campaigns on mortgage decision-making (Klapper, Lusardi, & Panos, 2013). "Current research lacks 

longitudinal studies that can provide insight into the sustainability of behavioral changes prompted 

by such campaigns." 

 

Moreover, there is insufficient exploration of digital and social media's role in influencing mortgage 

decisions. Wang (2011) highlights that "more rigorous research is needed examining how social 

media platforms, online forums, and user-generated content impact consumer behavior and 

perceptions in the mortgage sector." 

 

Methodology 

Search Strategy 

The literature review involved extensive sourcing from reputable academic databases such as JSTOR, 

Google Scholar, and the National Bureau of Economic Research (NBER). "The search utilized 

keywords pertinent to the topic, including 'mortgage decision-making,' 'media influence,' 'financial 

literacy,' 'advertising impact on finance,' and 'consumer engagement with financial products'" 

(Hogarth & Merry, 2011). 

 

Inclusion and Exclusion Criteria 

Inclusion criteria encompassed studies that explicitly focused on media's role in financial decision-

making, particularly within the mortgage domain. "Exclusion criteria eliminated papers that did not 

directly address media influences or were irrelevant to mortgage-related decisions," ensuring a 

focused and relevant literature base (Thaler & Sunstein, 2008). 

 

Data Extraction and Synthesis 

Key themes from the selected literature were extracted, concentrating on media's influence in shaping 

consumer engagement with financial content. Findings were synthesized to deliver a critical 

evaluation of how media impacts consumer decisions regarding mortgages, identifying both positive 

and negative consequences (Gathergood, 2012). 

 

Discussion 

Summary of Findings 

The review underscores the significant influence of media in shaping consumer engagement with 

mortgages, from initial awareness through to final decision-making. "Advertising campaigns, 

financial literacy programs, and news coverage profoundly shape consumer perceptions and 

behaviors regarding mortgage products" (Barber & Odean, 2008; Gathergood, 2012). 

 

Implications 

The findings highlight the potential for media content to serve as a powerful tool for enhancing 

financial literacy among consumers. "Policymakers and financial institutions should adopt a strategic 

approach to media content, focusing on fostering critical engagement among consumers rather than 

passive consumption of advertising messages" (Lusardi & Mitchell, 2014). Collaborations between 

financial institutions and media outlets can facilitate the development of informative and educational 

content that empowers consumers. 

Limitations 

This review's limitations include the limited availability of studies specifically examining the impact 

of digital and social media on mortgage decision-making. "Moreover, most research focuses primarily 

on the U.S. market, restricting the generalizability of findings across different geographical and 
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financial contexts" (Klapper, Lusardi, & Panos, 2013). Future research should broaden its scope to 

incorporate diverse financial environments and consider the evolving landscape of digital media. 

 

Conclusion 

Key Takeaways 

Media plays a crucial role in shaping consumer engagement with mortgage products, primarily 

through advertising and financial literacy initiatives. "While media enhances awareness, it does not 

guarantee informed decision-making." Consumers must develop critical thinking skills to navigate 

the complexities of financial media effectively (Gathergood, 2012). 

 

Future Directions 

Future research should prioritize exploring digital and social media's roles in mortgage decision-

making and assess the effectiveness of media-driven financial literacy programs across different 

demographic segments and financial markets. Additionally, "further investigation into the long-term 

effects of media campaigns on consumer financial behavior is necessary to inform best practices in 

financial marketing and education" (Thaler & Sunstein, 2008). 
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