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Abstract

Social media platforms have become, in the last few years, powerful venues that shape
financial understanding and investment behaviors of retail investors. One of the most
significant changes brought about by the rise of fin-fluencers, a term used to describe one-
person content creators who share financial advice, offer market insights, and narrate
personal investment experiences, is the revolutionary way individuals now perceive, evaluate,
and engage with investment activities. This conceptual paper focuses on the phenomenon of
financial communication through fin-fluencers and its impact on retail investment decision-
making. The article explains that investor dependence on fin-fluencer advice is influenced by
various factors such as digital credibility signals, perceived trust, level of financial literacy,
and social proof, which is a mechanism of persuasion by which people rely on the opinions of
others. Though fin-fluencers help in spreading financial knowledge, the lack of regulation,
the possibility of misinformation, and the speculative nature of persuasion can be dangerous
to those who are not sufficiently informed. This research offers a theoretical perspective on
the psychological and behavioral patterns of investors that engagement with fin-fluencers and
formulates a framework for evaluating the advantages and challenges of this new digital
investment environment.
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Introduction

The integration of digital technologies and the use of social media platforms have led to a
major change in the financial world. In the past, individual investors could only get
information through financial advisors, brokerage firms, institutional reports, or the
mainstream media. However, with the advent of social media platforms like YouTube,
Instagram, Telegram, and X (formerly Twitter), a new class of influencers, called fin-
fluencers, has come into being. Fin-fluencers are the ones who, by creating and sharing
content, talking about topics such as personal finance, stock markets, cryptocurrency, and
wealth management, attract and engage audiences. As most of the time, these fin-fluencers
depict financial concepts in simplified, relatable, and visually attractive ways, the investment
knowledge becomes more open to a larger number of people. The rise of fin-fluencers has a
direct link with a significant change in the investment behavior of retail investors, especially
young and first-time market participants, which can be observed by the lifestyle. Today, retail
investors are not only looking for financial data; they want qualities such as authenticity,
relatability, and community which are usually characteristics of influencer-driven content.

http://jier.org 3872


mailto:hariharana2281@gmail.com

Journal of Informatics Education and Research
ISSN: 1526-4726
Vol 5 Issue 3 (2025)

The social validation elements like the number of likes, shares, follower counts, and comment
discussions serve as factors that increase the credibility and trustworthiness of fin-fluencers in
the eyes of the public. As a result, psychological factors, peer influence, and perceived digital
authority have become the main sources in which investment decisions are shaped, rather
than just analytical evaluations. The role of fin-fluencers in democratizing financial education
and increasing the number of participants in the market is undeniable, but at the same time,
issues like misinformation, unverified advice, promotion of speculative investments, and the
absence of regulatory oversight are still there. Many times, followers may find themselves
using investment strategies without having enough financial literacy or risk assessment skills.
Therefore, it is important to not only recognize the behavioral dynamics that lead to investor
engagement with fin-fluencer content but also to realize the necessity of a thorough
examination of these dynamics. This conceptual study is aimed at understanding the impact
of fin-fluencers on retail investment decisions. It emphasizes the importance of behavioral
finance, social influence theory, and digital trust formation as the theoretical perspectives for
the research. By analyzing the psychological, perceptual, and informational factors that led
investors to rely on fin-fluencers, this research opens up the digital investment ecosystem to
be understood as a comprehensive and intriguing topic with implications for retail investor
protection and financial market transparency.

Review Of Literature

The increasing role of social media in shaping financial knowledge and investment behavior
has received growing academic attention in recent years. Traditionally, retail investors relied
on financial advisors, brokerage reports, and institutional publications for investment insights.
However, with the advent of digital platforms, individuals increasingly turn to financial
influencers, commonly referred to as fin-fluencers, for simplified advice, market opinions,
and investment strategies (Clement, 2019). Fin-fluencers typically present financial content in
engaging formats, making complex concepts appear more approachable and relatable, thereby
influencing users who may lack formal financial literacy or professional investment
experience (Risius & Schmidt, 2021). The persuasive impact of fin-fluencers has been linked
to constructs such as perceived expertise, credibility, and trust. When followers view a fin-
fluencer as knowledgeable or experienced, they are more likely to perceive their
recommendations as reliable and act on them. This aligns with the principles of source
credibility theory, which asserts that message acceptance increases when the communicator is
regarded as trustworthy and competent (Hovland & Weiss, 1951). Moreover, the emotional
appeal and storytelling style often used by fin-fluencers enhances perceived authenticity,
further strengthening audience trust (Djafarova & Trofimenko, 2019). Another key driver of
investor influence is social proof, especially in the form of likes, shares, follower counts, and
comment engagement. According to Cialdini’s (2009) social influence theory, individuals
tend to adopt behaviors that appear popular or socially accepted. Studies indicate that content
with higher engagement metrics is perceived as more credible, prompting investors to
interpret popularity as an indicator of reliability (De Veirman, Cauberghe, & Hudders, 2017).
For novice investors, such cues reduce cognitive effort and decision complexity, which can
lead to impulsive or mimicry-driven investment actions (Bikhchandani, Hirshleifer, & Welch,
1992). Despite their educational potential, fin-fluencers also introduce risks to retail investors.
In several cases, influencers have been found promoting speculative stocks, crypto-assets, or
paid partnerships without proper disclosure, leading to misinformation and overconfidence
among followers (Xiao & Sun, 2022). Regulatory bodies such as the Securities and Exchange
Commission (SEC) and the International Organization of Securities Commissions (IOSCO)
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have issued warnings and introduced disclosure guidelines to ensure investor protection
(IOSCO, 2023). The rapid spread of unverified financial content highlights the importance of
examining how investor decision-making may be shaped by psychological bias rather than
informed evaluation (Barber & Odean, 2001). Overall, the literature suggests that fin-
fluencers influence retail investors through a combination of trust, perceived expertise, social
proof cues, and emotional engagement. However, the extent of influence varies depending on
investor characteristics such as financial literacy, investment experience, and risk tolerance.
This indicates the need for conceptual and empirical studies to model the pathways linking
fin-fluencer characteristics to investment behavior, particularly in emerging markets where
regulatory oversight and financial awareness levels differ significantly.

Objectives Of The Study
To examine how fin-fluencers influence the investment decision-making behavior of retail
investors through factors such as digital trust, social proof, and perceived financial expertise.

Problem Statement

One of the major changes in the retail investment market caused by the explosion of financial
content on social media is how investors get their information and how directly they interact
with the markets. Fin-fluencers, i.e., social media influencers who share opinions and give
advice on investing, stock markets, and personal finance, have become the most influential
and reliable sources of financial information, to be exact, among young and first-time
investors. Notwithstanding that these influencers by their knowledge make finance more
accessible and interesting, in their unregulated advice, they are often anecdotal and not
always derived from a formal financial background. Consequently, investors may make
investment decisions relying more on trust, popularity, and emotional appeal but less on
financial judgment, which they lack. In this way, the possibility of speculative behavior,
misinformation as a motive of investment choices, and consequently, the financial losses of
retail investors is created. Although the dependency on fin-fluencers for investment guidance
has been growing, very few scholarly works have addressed this issue and systematically
examined the role of perceived expertise, digital trust, social proof, and content engagement
in investor decision-making. Hence, it is necessary to explore the psychological and
behavioral processes that lead to the investment decisions of retail investors under the
influence of fin-fluencers and subsequently analyze the phenomena in terms of investor
awareness, market behavior, and financial well-being.

Research Gap

While existing studies have acknowledged the expanding impact of social media on financial
awareness and investor participation; there is still a lack of research focused on the role of
fin-fluencers in influencing retail investment decisions. Most of the previous studies have
considered the influence of general social media marketing on investors, the behavior of
traditional financial advisors, and the psychology of offline investors. Nevertheless, the
peculiar features of fin-fluencer communication, e.g., perceived authenticity, sharing a story
that the audience can relate to, engaging the audience interactively, and using social proof to
persuade (likes, followers, and comments), have not been sufficiently uncovered with regard
to investment decision-making. Besides that, a good portion of the present literature either
focuses on the advantages of easily accessible financial education or the dangers of incorrect
information, but only a handful of studies have come up with a detailed conceptual
framework that connects fin-fluencer attributes (e.g., perceived expertise and trust) with
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behavioral investment outcomes. Moreover, there has been little research into how investor
traits such as financial literacy and previous investment experience could play a role in
determining the extent to which fin-fluencer content influences an investor. Consequently, a
comprehensive conceptual framework that considers psychological, behavioral, and digital
trust aspects to explain how fin-fluencers influence retail investors' decisions in the current
social media environment is still required.

Research Methodology

The research uses a conceptual approach and reviews the existing literature to understand
how "fin-fluencers" impact retail investors' decision-making. The paper is wholly based on
secondary information sources, and it includes academic journals, books, industry reports,
regulatory guidelines, and credible online publications. The relevant pieces of literature were
identified by searching with keywords such as fin-fluencers, social media influence, digital
trust, social proof, and investment behavior in databases like Google Scholar, Scopus,
ResearchGate, and SSRN. The selected sources were all thoroughly read, compared, and
interpreted to extracting common themes and theoretical linkages. The methodology used is
aimed at generating a theoretical framework that would explain how perceived expertise,
trust, and engagement with fin-fluencers influence investor decisions. Since this is a
conceptual study, no direct data collection or statistical testing has been carried out. The
suggested framework serves as a basis for subsequent empirical studies to ascertain the
relationships.

Conceptual Framework

RETAIL

S| ) | INVESTMENT

DECISION MAKING

Fig 1 — Conceptual Framework

Explanation Of The Conceptual Framework

The conceptual framework depicts the process by which the traits of a fin-fluencers can
directly influence the decision making for retail investment in the stock market. Perceived
Financial Expertise is a measure of the extent to which an investor community views a fin-
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fluencer as one who has experienced financial know-how and has credible financial
knowledge. Once the audience gets the impression that the influencer is an expert, then
inevitably they accept his/her advice as authentic and thus carry out their investment
activities using the directions of the influencer. Digital Trust in Fin-Fluencers concerns the
security that investors see in the correct conduct, openness, and genuineness of an influencer.
The lesser doubts when trust is high make it possible for followers to totally rely on an
influencer’s view and thus do away with the independent research work. Here, trust becomes
a psychological bridge that determines the investment partnership and recognition of the
surrounding behavior. One of the important indicators of social proof may be quantified by
looking at the number of likes, shares, comments, and followers, and these serve as the
persuasive mechanisms. What fin-fluencers use popularity for, thanks to the investors who
view that popularity as an authenticity endorsement, is to then verify that the advice they give
is of value and that it is widely accepted, hence leading them to predetermine the correctness
of their views. Thus, these three factors—perceived expertise, trust, and social proof—jointly
influence Retail Investment Decision-Making, which is instrumental in determining how
investors assess the opportunities that come their way and eventually decide on which
investment avenue to take.

Research Discussion

Trust was, throughout the years, acknowledged as one of the main factors that influence the
decisions of retail investors, specially concerning digital financial platforms. Investors, when
they see a certain financial source of information as reliable, tend to feel less uncertain and
thus are more willing to follow the given external advice (Gefen, 2000). Talking about social
media, trust is a result of the supporter’s belief in the communicator’s correctness, openness,
and trustworthiness, which then makes them receive the given financial information without
challenging it (Jin & Phua, 2014). Retail investors, most of the time, are not in a position to
verify the truth of the complex financial info given, thus for them trust becomes a mental
shortcut that affects their decision making (Luhmann, 2017). Researches emphasize that deep
faith in both financial advisors and influencers has a substantial effect on investors’
willingness to follow investment directives (Lim, Liang, & Kim, 2022). Hence, for the case
of fin-fluencers, trust is the element, which shapes the interpretation of retail investors’ advice
and thereby guides their decision-making process. One of the most powerful influences on
retail investment decision-making has been social proof, especially in digital and social
media contexts. Cialdini (2009), states that people refer to what others do when they are not
sure of a decision and thus, they assume that the most taken behavior is the right one. In
finance, easily noticeable like, comment, and follower activities are some of the cues that
indicate social validation and in turn elevate trustworthiness of the given investment advice
(De Veirman, Cauberghe, & Hudders, 2017). Nonprofessional investors usually treat
popularity indicators as mental shortcuts that help them in decision-making regarding the
authenticity of the financial advisories (Statman, 2019). Thus, the phenomenon of viral or
generally supported investment content can lead to a process where retail investors will copy
the actions of each other, even if they have not adequately analysed the risk, thereby making
a kind of snowball effect (Barber & Odean, 2008). Consequently, social proof is not simply a
factor that influences trust as it actually determines investment choices by presenting certain
financial decisions as either socially approved or widely accepted.
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Limitations Of The Study

This research is conceptual and does not involve empirical verification by means of primary
data collection, thus the applicability of its findings to a wider population might be limited.
The impact of fin-fluencers happens in a very fast-changing social media environment, where
user preferences and platform dynamics change even within a day, and therefore the
significance of the results may change with time. Furthermore, the paper ignores the aspect of
personality differences of individual retail investors, for example, differences in financial
literacy, prior investment experience, cultural background, and risk tolerance, which may
influence the extent to which fin-fluencer content affects investment decision-making.

Future Scope Of The Study

The current conceptual paper has the potential to lead research in many directions. The results,
which are solely theoretical, suggest that next research should gather the empirical data to
confirm the relationships that have been hypothesized between fin-fluencer characteristics
and retail investor decision-making. Also, the research community may consider comparing
the influence of a fin-fluencer on different social media platforms as the involvement, the
way of communication, and the giving of the credibility are different even for the platform
which are YouTube, Instagram, X, and Telegram. On top of that, the next study can utilize the
variables such as financial literacy, investor risk tolerance, demographic profile, or cultural
context as moderators or mediators to identify the factors that determine the strength or the
direction of the influence. Such extended inquiries will help uncover the intricacies of the
influence of fin-fluencers on the investment decisions of the retail investors in different
contexts and thus will - in turn - lead to the solid theoretical framework in this field.

Conclusion

The research emphasizes the escalating power of fin-fluencers to be counted as one of the
most influential figures that shape the decision-making process of financial investing by
different individuals. With the shift of investing activities to digital platforms, a large number
of people have started using social media as a source of quick and budget-friendly financial
insights. The results imply that variables like the belief of a person in the financial expert,
trust in the digital world, and social proof are of great importance in determining how retail
investors interpret and implement the advice given by fin-fluencers. An investor, who
considers a fin-fluencer as a reliable and honest source, is more inclined to follow his or her
content when making investment decisions, especially at times when the investor lacks prior
knowledge of investing. Nevertheless, the research also indicates the condition of investors'
caution in verifying information, and investing in financial literacy as a shield to potential
misinformation and the choosing of high-risk options. In general, the study sheds light on the
gradual change of the relationship between social media influence and personal investment
behavior, thus, opens the field for further academic and practical research.
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