
 

< 1 > *Corresponding Author: Bhaskar AV 

 
 
 
 
 
 
 
 
 

Impact of Social Media on Investment Decisions of Students: An Empirical 
Study 

*1Bhaskar AV and 2Dr. Parul Tandan 
*1Student, Dayananda Sagar Business School, Bengaluru, Karnataka, India. 

2Associate Professor, Dayananda Sagar Business School, Bengaluru, Karnataka, India. 

 
 

Abstract 
This study analyzed the impact of social media on the investment decisions of students. The research gathered primary data from students, 
graduates, and young professionals in Bangalore to assess how financial literacy, trust in social media influencers, and exposure to investment-
related content affect their financial choices. Platforms such as YouTube, Twitter, Instagram, and Telegram have emerged as major sources of 
investment-related information among students. Many students rely on recommendations from financial influencers, often following investment 
tips without conducting independent research. While some students have benefitted from social media-driven investment strategies, others have 
suffered losses due to misinformation and impulsive trading. Statistical analysis revealed that although social media plays a role, its impact is not 
statistically significant on profitability or decision-making. The findings highlight the need for improved financial literacy, critical evaluation of 
online financial advice, and a balanced investment approach blending traditional and digital sources of information. 
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1. Introduction 
i). Introduction on Social Media: Social media has 

become an integral part of modern life, influencing 
various aspects of decision-making, including finance. 
Platforms like YouTube, Twitter, Instagram, Telegram, 
and Reddit provide users with real-time financial updates, 
investment strategies, and insights from influencers. 
These platforms enable easy access to investment-related 
content, shaping public perceptions and influencing 
market trends. 

ii). Introduction on Investment Decisions: Investment 
decisions refer to the choices individuals make regarding 
allocating their financial resources into various assets 
such as stocks, bonds, mutual funds, and 
cryptocurrencies. These decisions are influenced by 
multiple factors, including financial knowledge, risk 
tolerance, market trends, and advisory sources. 
Traditionally, investment decisions were made based on 
expert consultations, fundamental and technical analysis, 
and financial reports. 

iii). Introduction on Relationship between Social Media 
and Investment Decisions: The growing use of social 
media for financial advice has significantly impacted 
investment decision-making. Many investors, especially 
students and young individuals, rely on social media for 
stock market tips, investment trends, and portfolio 

management guidance. This has led to both opportunities 
and challenges, as information shared on social media 
can be insightful yet sometimes misleading or 
speculative. 

iv). Impact of Social Media on Investment Decisions: 
Social media has transformed the way investors gather 
and process financial information. While it offers benefits 
such as increased accessibility to financial knowledge 
and investment opportunities, it also comes with risks 
like misinformation, market manipulation, and herd 
mentality. The rapid dissemination of news and opinions 
on social media can cause stock price volatility and 
influence investment behaviors impulsively. 

 
Theoretical Background of the Topic 
i). Meaning: Investment decision-making is a critical aspect 

of financial planning, requiring investors to assess 
various factors such as risk, return potential, market 
trends, and investment objectives. It involves choosing 
the right financial instruments based on personal goals 
and economic conditions. 

ii). Investment Decisions: Investment decisions can be 
classified into different categories based on risk appetite, 
time horizon, and financial goals. These decisions are 
shaped by behavioral finance theories, market efficiency, 
and investor psychology. 
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Types of Investment 
Investments can be broadly categorized into: 
• Equity Investments: Stocks, exchange-traded funds 

(ETFs), and derivatives. 
• Fixed-Income Investments: Bonds, treasury bills, and 

certificates of deposit. 
• Real Estate Investments: Property acquisitions and real 

estate investment trusts (REITs). 
• Commodities: Gold, silver, and crude oil. 
• Cryptocurrency: Bitcoin, Ethereum, and other digital 

assets. 
• Mutual Funds and SIPs: Professionally managed 

portfolios of stocks and bonds. 
 
Challenges of Investment Decisions 
Investment decision-making presents several challenges, 
including: 
• Lack of Financial Literacy: Many investors, especially 

students, lack proper financial education. 
• Market Volatility: Economic fluctuations and stock 

market trends impact investment returns. 
• Risk and Uncertainty: External factors such as inflation, 

political instability, and global crises influence 
investment outcomes. 

• Herd Mentality: Investors often follow market trends 
based on social media without proper research. 

• Misinformation on Social Media: Unverified financial 
content can lead to poor investment choices. 

 
Overview of Investment Decisions 
Investment decisions are crucial for wealth creation and 
financial stability. With the rise of digital financial platforms 
and social media, investors now have access to a vast amount 
of information. However, the challenge lies in distinguishing 
credible advice from misleading content. This study aims to 
explore the impact of social media on student investors, 
addressing both the advantages and potential risks involved in 
social media-driven investment decisions. 
 
2. Materials and Methods 
2.1. Review of Literature and Gaps 
i). A review of empirical studies of social media on 

language learners’ willingness to communicate – Dr. 
Md. Ziaul Haque (2022) [1]: Empirical studies conducted 
by Dr. Md. Ziaul Haque (2022) [1] suggest that social 
media plays a crucial role in enhancing language learners' 
willingness to communicate. By providing interactive and 
low-anxiety environments, social media encourages 
learners to engage more actively in conversations. 
However, the impact varies depending on several factors, 
including the level of platform engagement, language 
proficiency, and the learner’s social confidence. While 
social media creates opportunities for real-time 
interactions and exposure to diverse linguistic contexts, 
its effectiveness is influenced by individual differences 
and the way learners utilize these digital spaces. 

ii). An Empirical Investigation on Social Media Users' 
Demand for Financial Information Distributed via 
Social Media Platforms – Robert N. Marley (2019) [2]: 
Robert N. Marley (2019) [2] explored how social media 
users seek and utilize financial information distributed 
through online platforms. The study found that users 
increasingly rely on social media for real-time financial 
updates and insights from peers, which influences their 
investment decisions. However, despite the convenience 

of easily accessible financial content, users often face 
challenges related to misinformation and credibility. The 
study highlights that trust in financial information shared 
on social media depends on the source’s reputation and 
the accuracy of shared content, which ultimately affects 
users' confidence in making investment decisions. 

iii). Factors Affecting the Adoption of Social Media in 
Marketing of Higher Education: An Empirical 
Analysis – Surej P John (2022) [3]: According to Surej P 
John (2022) [3], the adoption of social media in higher 
education marketing is influenced by multiple factors, 
including institutional digital readiness, perceived 
effectiveness, and student engagement levels. 
Universities and colleges that integrate social media into 
their marketing strategies can reach a wider audience and 
enhance student interaction. However, challenges such as 
privacy concerns, content quality, and resource 
constraints limit the effectiveness of social media 
marketing efforts. The study emphasizes that while social 
media has transformed educational marketing, 
institutions must address these challenges to optimize 
engagement and outreach. 

iv). The Impact of Social Media on Tourists' Decision-
Making Process: An Empirical Study Based on 
Bangladesh – Sanjoy Kumar Acharjee (2023) [4]: 
Sanjoy Kumar Acharjee (2023) [4] examined the influence 
of social media on Bangladeshi tourists' decision-making 
processes. The study revealed that social media plays a 
significant role in shaping tourists' perceptions of travel 
destinations, reviews, and overall travel plans. User-
generated content, including online reviews, travel blogs, 
and influencer recommendations, has a strong impact on 
tourists' final choices. Trust in this content is a key factor 
in decision-making, as travelers tend to rely on peer 
experiences rather than traditional advertisements. The 
study concludes that social media has become an 
essential tool for influencing tourism decisions in 
Bangladesh. 

v). The Effect of Marketing Deception on Consumer 
Buying Decision on Facebook: An Empirical Study on 
University Students in Libya – Hazem Rasheed Gaber 
(2018) [5]: Hazem Rasheed Gaber (2018) [5] analyzed how 
marketing deception on Facebook affects consumer 
buying decisions, specifically among university students 
in Libya. The study found that deceptive marketing 
practices negatively impact consumer trust, leading to 
skepticism and more cautious purchasing behavior. 
Despite this, attractive promotions and persuasive 
advertisements still influence impulsive buying decisions. 
The research highlights the importance of ethical 
marketing practices and transparency in advertising to 
maintain consumer confidence and long-term brand 
credibility. 

vi). The Role of Investor Sentiment in Property 
Investment Decisions – Paul Gallimore & Adelaide 
Gray (2011) [6]: Paul Gallimore and Adelaide Gray 
(2011) [6] investigated the role of investor sentiment in 
property investment decisions. While real estate 
investment is typically driven by rational and data-based 
decision-making, the study found that investor sentiment 
plays a crucial role, particularly in situations where 
market data is insufficient or unclear. Sentiment-driven 
decisions can sometimes lead to mispricing and 
deviations from broader financial market trends. The 
study emphasizes the need for investors to balance 
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market sentiment with fundamental analysis to avoid 
irrational investment choices. 

vii). Social Media and Investment Decision: Theoretical 
and Research Framework – Satish K. Mittal (2019) [7]: 
Satish K. Mittal (2019) [7] examined the impact of social 
media on investment decisions, highlighting how social 
platforms influence investor sentiment, spread financial 
information, and drive herd behavior. The study found 
that while social media provides investors with instant 
access to market trends and insights, it also increases the 
risk of misinformation and emotional biases. Investors 
who rely heavily on social media may make impulsive or 
irrational decisions, emphasizing the importance of 
critical analysis and verification of financial information 
before making investment moves. 

viii). Investment Decision Making: A Behavioural 
Perspective – A.S. Adair, J.N. Berry, W.S. McGreal 
(1994) [8]: A.S. Adair, J.N. Berry, and W.S. McGreal 
(1994) [8] explored investment decision-making from a 
behavioral perspective, focusing on the role of property 
in multi-asset portfolios. The study found that industry 
and regional diversification are key strategies for 
managing investment risk. In the UK, investors tend to 
diversify their portfolios broadly, while European 
investments remain limited due to concerns over 
pricing, taxation, and currency volatility. The study 
underscores the importance of considering behavioral 
factors alongside financial data when making 
investment decisions. 

ix). Evidence on Social Media and Behavioral Biases in 
Investment Decision-Making: This study highlights the 
impact of social media on investor behavior, 
demonstrating that it amplifies behavioral biases in 
investment decision-making. Social media platforms 
often contribute to herd behavior, overconfidence, and 
emotional trading, as investors tend to rely on trending 
information rather than conducting fundamental analysis. 
The study suggests that while social media provides easy 
access to financial news and market trends, investors 
must be cautious about the influence of biases and 
misinformation that can lead to increased market 
volatility. 

x). The Impact of Social Media on Online Purchasing 
Behaviour of Consumers: An Empirical Study of 
Youth in West Bengal, India – Ritwik Maity (2021) 
[10]: Ritwik Maity (2021) [10] examined the impact of 
social media on the online purchasing behavior of youth 
in West Bengal, India. The study found that social media 
significantly influences consumer decisions by shaping 
brand perceptions, building trust, and driving impulse 
buying. Peer reviews, influencer marketing, and targeted 
advertisements play a crucial role in determining 
purchasing choices. The research highlights that 
businesses leveraging social media effectively can 
increase customer engagement and sales, though 
consumers should be mindful of promotional tactics that 
may encourage unnecessary spending. 

 
2.2. Statement of the Problem 
The growing dependence on social media for financial 
guidance raises concerns about the credibility and reliability 
of investment advice. Many students lack financial literacy, 
making them susceptible to misinformation and impulsive 
decision-making. This study seeks to explore the extent to 
which social media influences students’ investment choices 

and the risks associated with such decisions. 
 
2.3. Need for the Study 
With the rise of digital financial platforms, students are 
increasingly engaging in stock markets and cryptocurrency 
investments. Social media provides real-time financial 
information but also exposes investors to unverified and 
potentially misleading data. Understanding the role of social 
media in shaping students’ investment decisions is necessary 
to develop financial awareness programs and risk mitigation 
strategies. 
 
2.4. Scope of the Study 
This study aims to examine the impact of social media on the 
investment decisions of students. It focuses on understanding 
how various social media platforms influence financial 
knowledge, risk-taking behavior, and investment preferences 
among students. The research aims to analyze how students 
interpret and act upon financial information available on 
digital platforms, leading to better decision-making strategies. 
 
Population and Sample 
• Target Population: Students who actively use social 

media for financial and investment-related information. 
• Age Range: Respondents aged 18 to 30 (college and 

university students). 
• Categories of Respondents:  

 Undergraduate students 
 Postgraduate students 
 Students pursuing professional courses (CA, CFA, 

MBA, etc.) 
 
Geographical Scope 
• Location: The study is conducted among students in 

Bangalore. 
• Sample Selection:  

 Students from various colleges and universities in 
Bangalore were randomly selected to represent 
diverse perspectives. 

 Selection criteria include active engagement with 
social media platforms for financial knowledge and 
investment insights. 

 
2.5. Objectives of the Study 
i). To assess the extent to which social media influences 

students' investment decisions. 
ii). To identify the most influential social media platforms 

for financial knowledge among students. 
iii). To analyze the impact of social media-driven investment 

trends on students’ risk tolerance. 
iv). To provide recommendations on improving financial 

literacy through social media. 
 
2.6. Research Design 
This study follows a mixed-methods approach, integrating 
both quantitative and qualitative research methods. A 
structured questionnaire is used to collect data through 
Google Forms, which is circulated via social media platforms 
such as WhatsApp, LinkedIn, and Instagram. The 
questionnaire consists of a mix of open- and close-ended 
questions to obtain comprehensive insights. 
 
2.7. Sampling Framework 
• Population: Students between 18 to 30 years old who 

use social media for financial learning. 
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• Sample Size: 50 participants. 
• Sampling Technique: Stratified random sampling to 

ensure representation across different student groups:  
 Undergraduate students 
 Postgraduate students 
 Students pursuing professional finance-related courses 

 
2.8. Tools for Data Collection 
Data Collection Methods 
• Surveys: Structured questionnaires will be used to collect 

quantitative data on the influence of social media on 
students' investment decisions. 

• Interviews: Semi-structured interviews will be 
conducted with a subset of participants to gain deeper 
insights into their financial behaviors and social media 
influence. 

 
Data Collection Instruments 
• Questionnaire: A detailed questionnaire assessing 

students’ investment decisions, social media usage, and 
risk appetite. 

• Interview Guide: A structured interview guide to 
explore key topics related to social media influence on 
financial decisions. 

 
2.9. Limitations of the Study 
• Sample Size and Diversity: The study may be limited by 

the number of participants, affecting the generalizability 
of results. 

• Self-Reported Data: Participants' responses may be 
biased due to self-perception errors or social desirability 
bias. 

• Dynamic Nature of Social Media: Social media trends 
change rapidly, making it difficult to capture long-term 
investment behavior patterns. 

• External Influences: Other factors, such as peer 
influence, economic conditions, and educational 
background, may also affect investment decisions, 
complicating the analysis. 

 
3. Results and Discussion 
This study examines the role of social media in shaping 
students' investment decisions by influencing their financial 
knowledge, risk perception, and behavioral biases. The 
research focuses on students and young investors who 
actively engage with financial content on various social media 
platforms, including Instagram, YouTube, and Twitter. The 

study aims to understand how these platforms impact 
investment behavior and decision-making processes. 
 
Profile of the Respondents 
The respondents include high school graduates, 
undergraduates, postgraduates, and doctorates, including both 
employed and unemployed individuals. The study was 
conducted within Bangalore, with responses collected 
randomly from various colleges and workplaces to ensure 
diverse perspectives on investment decisions. A structured 
questionnaire was designed, consisting of 15 questions 
divided into three sections: 
i). Demographic Details: Identifying differences in 

investment behavior across age, Field of Study, and 
Employment Status. 

ii). Financial Literacy: Assessing respondents’ 
understanding of financial concepts and decision-making 
abilities. 

iii). Investment Decisions: Exploring how students approach 
investment choices, their risk tolerance, and the 
psychological factors influencing them. 

 
Key Findings 
The demographic profile consists of individuals aged 18 to 
60, with a majority in the 18-25 age group. More male 
respondents participated in the study, and the highest 
responses came from postgraduates. The majority of 
respondents were students, reflecting the growing interest in 
financial literacy and investment among young individuals. 
Social media plays a crucial role in shaping students’ 
investment decisions by providing quick access to market 
trends, financial tips, and influencer recommendations. 
However, reliance on social media also leads to behavioral 
biases such as herd mentality, overconfidence, and 
susceptibility to misinformation. This study highlights the 
need for improved financial education to help students 
critically evaluate social media content and make informed 
investment decisions.    
 

Table 1: Showing the Classification of the Age Group of 
Respondents 

 

Employment Status Percentage (%) Number of Respondents 
Student 48 24 

Employee 52 26 
Total 100 50 

 

 
 

Fig 1: Showing the Classification of the Age Group of Respondents. 
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Revised Interpretation 
• The largest group of respondents (44%) still falls into the 

"24-26 and above" age category. 
• The "18-22" and the "22-24" age groups now represent the 

same percentage 26% and the same number of respondents 
13. 

• The "Below" age group now has the lowest representation, 
with only 4% of the respondents. 

 

Table 2: Showing Employment Status of Respondents 
 

Age Group Percentage Number of Respondents 
Below 18 4% 2 

18-22 26% 13 
22-24 26% 13 

24-26 and above 44% 22 

 
 

Fig 2: Showing Employment Status of Respondents 
 

Revised Interpretation 
• Employment Status: This column lists the two 

categories of respondents: Student and Employee. 
• Percentage (%): This column shows the percentage of 

respondents in each category, as derived from the pie 
chart. 

• Number of Respondents: This column shows the actual 
number of respondents in each category, calculated from 
the percentages and the total number of respondents (50). 

 

Tables 3: Showing Respondents' Field of Study and analysis 
 

Field of Study Percentage (%) Number of Respondents 
Commerce/Finance 48 24 
Science/Technology 30 15 

Arts/Humanities 4 2 
Others 18 9 
Total 100 50 

 
 

Fig 3: Showing Respondents' Field of Study and analysis 
 

Analysis 
• Commerce/Finance Dominance: Nearly half (48%) are 

Commerce/Finance, suggesting a strong link to 
investment interest.  

• Tech Interest: Science/Tech (30%) shows broader 
interest beyond finance.  

• Low Arts: Arts/Humanities (4%) is least represented.  
• Diverse Others: "Others" (18%) indicates varied fields. 
 
 

Data Analysis and Interpretation 
Data analysis is the procedure of altering and cleaning 
unstructured data to obtain useful, pertinent facts that support 
organizational decision-making. The methodology provides 
significant evidence and facts, generally shown in diagrams, 
illustrations, spreadsheets, as well as charts, which minimize 
the uncertainties associated with decision-making. Data 
analysis aims to bring out relevant insights from data and 
make decisions based on evidence. 
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In order to identify important details and find pertinent 
answers, this process uses quantitative techniques to evaluate 
the data in a methodical and appropriate manner. I was able to 
effectively interpret the survey data that I had gathered for my 
research by using Microsoft Excel to guarantee accurate data 
presentation for analysis and interpretation 
Data visualization was also implemented using Excel, 
generating charts such as bar graphs and pie charts for a clear 
understanding of their representation. The surveys are more 

visually appealing and have an easily understandable format. 
The research is based on primary data acquired from students, 
graduates, postgraduates, employed, self-employed, and 
unemployed individuals via questionnaires. In this research 
article on financial literacy and investment decisions among 
Gen Z, the survey was conducted with various college 
students within Bangalore and working employees within the 
boundary of Bangalore to understand their financial literacy 
level and their investment decisions. 

 
Table 4: Showing Frequency of Social Media Usage for Investment-related Content. 

 

Frequency Percentage (%) Number of Respondents 
Never 18 9 

Frequently (Weekly) 38 19 
Occasionally (1-2 times a month) 4 2 

Daily 40 20 
Total 100 50 

 
Analysis 
Table 4 presents the frequency of social media usage for 
investment-related content among the respondents. A 
significant portion of respondents (40%) utilize social media 
platforms daily for financial or investment information, 
highlighting the prevalence of these platforms as a primary 
source for such content. Additionally, 38% of respondents 
engage with social media for investment-related content on a 
weekly basis, indicating a consistent and frequent reliance on 

these platforms. In contrast, 18% of respondents report never 
using social media for financial content, suggesting a 
preference for alternative information sources. The smallest 
group, representing 4% of respondents, uses social media 
occasionally, 1-2 times a month. This distribution indicates a 
strong inclination towards using social media for investment-
related information, with daily and weekly usage being the 
most common patterns." 

 

 
 

Fig 4: Showing Frequency of Social Media Usage for Investment-related Content. 
 

Interpretation 
The clustered bar chart visually represents the frequency of 
social media usage for investment-related content, comparing 
both the percentage of respondents and the actual number of 
respondents within each category. Notably, daily engagement 
with investment content on social media is the most prevalent, 
with 40% of respondents, or 20 individuals, utilizing these 
platforms daily. Weekly engagement is also significant, with 
38% of respondents, or 19 individuals, accessing such content 
frequently. In contrast, occasional usage, defined as 1-2 times 
a month, is minimal, representing only 4% of respondents, or 
2 individuals. A notable 18%, or 9 individuals, reported never 
using social media for investment-related content. This 
distribution highlights a strong reliance on social media for 
financial information, particularly through daily and weekly 

engagement, while also acknowledging the presence of 
individuals who rely on alternative sources." 

 
Table 5: Showing Preferred Social Media Platform for Investment 

Decisions 
 

Social Media Platform Percentage (%) Number of Respondents 
Twitter/X 16.3 8 
YouTube 40.8 20 
Instagram 36.8 18 
LinkedIn 6.1 3 

Total 100 49 
 
Analysis 
"Table 5 shows YouTube (40.8%) is the most influential 
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social media platform for investment decisions, followed 
closely by Instagram (36.8%). Twitter/X (16.3%) has 
moderate influence, while LinkedIn (6.1%) is the least 

preferred. This highlights a preference for visual content 
platforms like YouTube and Instagram for investment 
information." 

 

 
 

Fig 5: Showing Preferred Social Media Platform for Investment Decisions 
 

Interpretation 
"The chart displays the influence of social media platforms on 
investment decisions, with YouTube leading at approximately 
41%. Instagram follows closely, indicating a strong 
preference for visual content. Twitter/X shows moderate 

influence, while LinkedIn has the least impact. The orange 
line indicates the cumulative percentage, highlighting the 
dominance of YouTube and Instagram in shaping investment 
choices." 

 
Table 6: Showing Type of Financial Content Followed by Respondents on Social Media 

 

Type of Financial Content Percentage (%) Number of Respondents 
Investment tips & stock recommendations 43.8 21 

Economic news & market trends 29.2 14 
Personal finance & budgeting 20.8 10 

Cryptocurrency & alternative assets 6.2 3 
Total 100 48 

 
Analysis  
“Table 6 reveals that investment tips and stock 
recommendations are the most followed financial content 
(43.8%), indicating a strong desire for actionable advice. 
Economic news and market trends are also popular (29.2%), 
showing interest in broader market insights. Personal finance 

and budgeting follow at 20.8%, highlighting the need for 
practical financial guidance. Cryptocurrency and alternative 
assets have the lowest following (6.2%), suggesting less 
mainstream interest compared to traditional investment 
topics." 

 

 
 

Fig 6: Showing Type of Financial Content Followed by Respondents on Social Media 
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Interpretation 
"The chart illustrates the types of financial content 
respondents follow on social media, with investment tips and 
stock recommendations dominating at approximately 44%. 
Economic news and market trends are also popular, followed 

by personal finance and budgeting content. Cryptocurrency 
and alternative assets have the lowest representation. The 
orange line, representing the number of respondents, mirrors 
the percentage trend, confirming the dominance of traditional 
investment topics." 

 
Table 7: Showing Verification of Investment Advice from Social Media 

 

Verification Frequency Percentage (%) Number of Respondents 
Always 28.6 14 

Sometimes 32.7 16 
Rarely 22.4 11 
Never 16.3 8 
Total 100 49 

 
Analysis 
"Table 7 illustrates that respondents verify social media 
investment advice with varying frequency. A slight majority 
(32.7%) sometimes verify, while 28.6% always do. A 

significant portion (22.4%) rarely verifies, and 16.3% never 
verify. This indicates a mix of caution and trust in social 
media financial advice, with a considerable number not 
consistently verifying information." 

 

 
 

Fig 7: Showing Verification of Investment Advice from Social Media 
 

Interpretation 
The chart depicts the verification frequency of social media 
investment advice, showing 'Sometimes' as the highest at 
approximately 33%. 'Always' and 'Rarely' are moderately 
represented, while 'Never' shows the lowest verification rate. 

The number of respondents follows the percentage trend, 
confirming the dominance of occasional verification. This 
suggests a mixed approach to verifying financial information, 
with many relying on occasional checks rather than consistent 
verification." 

 
Table 8: Showing Level of Influence of Social Media on Investment Decisions 

 

Level of Influence Percentage (%) Number of Respondents 
Not at all 20 10 
Slightly 30 15 

Moderately 30 15 
Significantly 20 10 

Total 100 50 
 

Analysis 
"Table 8 presents the level of influence of social media on 
respondents' investment decisions. A significant portion 
(30%) of respondents indicate that social media has a 
moderate influence, while an equal percentage (30%) report a 
slight influence. This suggests a mixed impact, with many 

feeling some degree of influence but not necessarily a strong 
one. Notably, 20% of respondents believe social media has no 
influence at all, while another 20% report a significant 
influence. This distribution indicates a diverse range of 
perceptions regarding the impact of social media on 
investment decisions, with no single dominant view." 
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Fig 8: Showing Level of Influence of Social Media on Investment Decisions 
 

Interpretation 
"The chart shows 'Slightly' and 'Moderately' as the dominant 
levels of social media influence on investment decisions, both 
at 30%. 'Not at all' and 'Significantly' are equally represented 

at 20%. The number of respondents aligns with the percentage 
distribution, confirming the data's consistency. This suggests 
a mixed perception, with a majority feeling some, but not 
extreme, influence from social media." 

 
Table 9: Showing Respondents’ Investment Decisions Based on Social Media Recommendations 

 

Investment Decision Percentage (%) Number of Respondents 
Yes, and it was profitable 24 12 

Yes, but it was not profitable 26 13 
No, I always research before investing 20 10 

No, I do not invest 30 15 
Total 100 50 

 
Analysis 
"Table 9 illustrates the respondents' investment decisions 
based on social media recommendations. Notably, 26% of 
respondents have made investments solely based on social 
media recommendations and experienced losses, while 24% 
have done so and found it profitable. This indicates a 
significant risk associated with relying solely on social media 

for investment advice. A considerable portion (30%) of 
respondents do not invest based on such recommendations at 
all, and 20% always conduct their research before investing. 
This distribution highlights a cautious approach among many 
respondents, with a substantial group either avoiding social 
media investment advice or prioritizing independent 
research." 

 

 
 

Fig 9: Showing Respondents’ Investment Decisions Based on Social Media Recommendations 
 

Interpretation 
"The chart shows a near-equal split between profitable and 
unprofitable investments based solely on social media 
recommendations, with 24% and 26% respectively. 'No, I do 
not invest' is the highest category at 30%, indicating caution. 

'No, I always research' is at 20%, highlighting the importance 
of due diligence. The orange line, representing the number of 
respondents, mirrors the percentage trend, confirming the 
data's validity.” 
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Table 10: Showing Trust Factors in Financial Influencers on Social Media 
 

Trust Factor Percentage (%) Number of Respondents 
Large follower count & engagement 18.8 9 

Verified credentials or professional background 41.7 20 
Past success stories shared by influencers 20.8 10 

The platform's reputation 18.8 9 
Total 100.1 (Due to rounding) 48 

 
Analysis 
"Table 10 reveals that the most significant factor motivating 
trust in financial influencers or investment-related content on 
social media is 'Verified credentials or professional 
background,' with 41.7% of respondents citing this as a key 
factor. This highlights the importance of credibility and 
expertise in building trust among respondents. 'Past success 

stories shared by influencers' also play a considerable role, 
with 20.8% of respondents influenced by these narratives. 
'Large follower count & engagement' and 'The platform's 
reputation' are equally influential, each at 18.8%. This 
suggests that while social proof and platform reliability 
matter, they are secondary to the perceived expertise and 
credentials of the influencers." 

 

 
 

Fig 10: Showing Trust Factors in Financial Influencers on Social Media 
 

Interpretation 
"The chart reveals 'Verified credentials or professional 
background' as the most influential factor in trusting financial 
influencers, with approximately 42%. 'Past success stories' 
and 'Large follower count/engagement' show moderate 

influence, around 20% each. 'The platform's reputation' is also 
a factor, but slightly less influential. The number of 
respondents closely mirrors the percentage distribution, 
confirming the data's reliability." 

 
Table 11: Showing Respondents' Perception of Social Media’s Role in Financial Literacy 

 

Perception Percentage (%) Number of Respondents 
Yes, significantly 22 11 

Yes, to some extent 42 21 
Not much 30 15 

No, it creates misinformation 6 3 
 

Analysis 
"Table 11 presents respondents' perceptions of social media's 
role in financial literacy. A significant portion (42%) believe 
that social media increases financial literacy to some extent, 
suggesting a generally positive view. However, a substantial 
30% of respondents believe it doesn't contribute much, 
indicating skepticism about its effectiveness. Only 22% 

strongly believe social media significantly increases financial 
literacy. Notably, 6% believe it creates misinformation, 
highlighting concerns about the reliability of financial content 
on these platforms. This distribution suggests a mixed 
perception, with a majority acknowledging some positive 
impact but also recognizing potential drawbacks and 
limitations." 
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Fig 11: Showing Respondents' Perception of Social Media’s Role in Financial Literacy 
 

Interpretation 
The chart shows a mixed perception of social media's impact 
on financial literacy, with 'Yes, to some extent' and 'Not 
much' holding the largest shares at around 30% each. This 
suggests a general acknowledgment of some influence, but 

also a recognition of limitations. The 'No' categories have 
smaller percentages, indicating a minority view that social 
media is detrimental. The data aligns between percentages 
and numbers, confirming the reliability of the results. 

 
Table 12: Showing How Respondents Assess Investment Risks When Using Social Media 

 

Assessment Method Percentage (%) Number of Respondents 
I conduct my own research before investing 51 25 
I rely on expert opinions from social media 18.4 9 

I invest based on trends and hype 20.4 10 
I avoid social media-based investments 10.2 5 

Total 100 49 
 

Analysis 
"Table 12 illustrates how respondents assess investment risks 
when influenced by social media. A significant majority 
(51%) conduct their own research before investing, indicating 
a cautious and proactive approach. Relying on expert opinions 
from social media is the second most common method 
(18.4%), suggesting some trust in online experts. Investing 
based on trends and hype is also practiced by 20.4% of 

respondents, indicating a more speculative approach. A 
smaller group (10.2%) avoids social media-based investments 
altogether, reflecting a conservative stance. This distribution 
highlights a preference for independent research, with a mix 
of reliance on expert opinions and trend-following, and a 
small segment avoiding social media-based investments 
entirely." 

 

 
 

Fig 12: Showing How Respondents Assess Investment Risks When Using Social Media 
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Interpretation  
"The chart reveals that a majority of respondents (over 50%) 
prioritize 'conducting their own research' when assessing 
investment risks influenced by social media. 'Investing based 
on trends and hype' and 'Relying on expert opinions' are 

moderately represented. 'Avoiding social media-based 
investments' is the least common approach. The cumulative 
percentage line confirms the completeness of the data and the 
distribution across categories." 

 
Table 13: Showing Respondents’ Primary Investment Goals as Students 

 

Primary Investment Goal Percentage (%) Number of Respondents 
Short-term profits 22.4 11 

Long-term wealth building 26.5 13 
Learning about financial markets 24.5 12 

Just experimenting 26.5 13 
Total 99.9 (Due to rounding) 49 

 
Analysis 
"Table 13 presents the respondents' primary investment goals 
as students. 'Long-term wealth building' and 'Just 
experimenting' are the most common goals, both at 26.5%, 
indicating a mix of strategic planning and exploratory 
behavior. 'Learning about financial markets' is also a 

significant goal, at 24.5%, highlighting the educational aspect 
of investing for students. 'Short-term profits' is the least 
common goal, at 22.4%, suggesting that students are not 
primarily driven by quick gains. This distribution reflects a 
balance between long-term financial planning, learning, and 
experimentation among student investors." 

 

 
 

Fig 13: Showing Respondents’ Primary Investment Goals as Students 
 

Interpretation 
Table 13 presents the primary investment goals of the 
respondents. 'Long-term wealth building' and 'Just 
experimenting' are the most common goals, each representing 

26.5% of the respondents. 'Learning about financial markets' 
and 'Short-term profits' follow closely, with 24.5% and 22.4% 
respectively. This indicates a balanced approach, with a mix 
of long-term goals, learning, and short-term exploration." 

 
Table 14: Showing Respondents’ Experience of Financial Losses Due to Social Media Influence 

 

Experience Percentage (%) Number of Respondents 
Yes, major losses 16.7 8 
Yes, minor losses 39.6 19 

No, I have not lost money 18.8 9 
No, I do not invest 25 12 

Total 100.1 (Due to rounding) 48 
 

Analysis 
“Table 14 presents respondents' experiences with financial 
losses due to social media influence. A significant portion 
(39.6%) of respondents report experiencing minor losses, 
indicating that social media-influenced investment decisions 
often result in negative outcomes. A smaller but still notable 
group (16.7%) experienced major losses, highlighting the 

potential for substantial financial harm. Conversely, 18.8% of 
respondents have not lost money, suggesting that some 
individuals are able to navigate social media investment 
advice successfully. Additionally, 25% of respondents do not 
invest, avoiding the risk of losses altogether. This distribution 
demonstrates the varied outcomes of social media-influenced 
investments, with a significant risk of financial loss." 
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Fig 14: Showing Respondents’ Experience of Financial Losses Due to Social Media Influence 
 

Interpretation 
"The chart indicates that a significant portion of respondents 
(39.6%) have experienced 'Yes, minor losses' due to social 
media influence on investments. 'No, I do not invest' is the 
second-highest category at 25%, suggesting a cautious 

approach. 'Yes, major losses' accounts for 16.7%, highlighting 
the risk of substantial financial harm. The number of 
respondents aligns with the percentage distribution, 
confirming the data's reliability." 

 
Table 15: Showing Opinions on the Need for Social Media Regulations on Financial Content and Investment Advice 

 

Opinion Percentage (%) Number of Respondents 
Yes, to prevent misinformation 28 14 

Yes, but only for high-risk investments 16 8 
No, people should be responsible for their own decisions 30 15 

No, social media is a good source of financial insights 26 13 
Total 100 50 

 
Analysis 
"Table 15 reveals a mixed opinion on social media regulations 
for financial content. 'No, people should be responsible' is the 
highest at 30%, suggesting a preference for individual 
autonomy. 'Yes, to prevent misinformation' is close at 28%, 

indicating concern for accuracy. 'No, social media is a good 
source' is 26%, showing a positive view of its utility. 'Yes, but 
for high-risk' is the lowest at 16%, highlighting a more 
targeted regulatory view." 

 

 
 

Fig 15: Showing Opinions on the Need for Social Media Regulations on Financial Content and Investment Advice 
 

Interpretation 
"The chart shows a divided opinion on social media 
regulations for financial content. 'No, people should be 
responsible' is the most common view at 30%. 'Yes, to 
prevent misinformation' is a close second, indicating concern 
for accuracy. 'No, social media is a good source' shows a 
positive view of its utility. 'Yes, but for high-risk' is the least 
favored, suggesting a targeted regulatory approach." 
I have received both your survey questionnaire 
(question.docx) and response data (Contact Information 

Responses.xlsx). Now, I will proceed with the statistical 
analysis: 
 
Tests to be Performed 
i). Chi-Square Test: To check for independence between 

categorical variables (e.g., social media usage and 
investment decisions). 

ii). T-Test: To compare means between two groups (e.g., 
those who invest based on social media vs. those who 
don't). 
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iii). Correlation Analysis: To examine relationships between 
variables (e.g., frequency of social media use and 
investment confidence). 

 
I will now analyze the dataset and provide results. Stay tuned!  
I have successfully loaded the dataset. Now, I will proceed 
with the statistical analysis: 
i). Chi-Square Test: To test if there is a significant 

relationship between social media usage and investment 
decisions. 

ii). T-Test: To compare the mean investment behavior 
between those who rely on social media vs. those who do 
independent research. 

iii). Correlation Analysis: To measure the strength of the 
relationship between social media usage frequency and 
investment confidence. 

 
I will now compute these tests and provide the results.  
It looks like there is a column name mismatch due to 
formatting issues. I will recheck the column names and adjust 
the analysis accordingly. Let me fix this and proceed with the 
statistical tests.  
I have identified the correct column names. Now, I will 
proceed with: 
i). Chi-Square Test: Testing the relationship between 

social media usage frequency and investment decisions. 
ii). T-Test: Comparing investment profitability between 

those who rely on social media vs. those who do 
independent research. 

iii). Correlation Analysis: Examining the relationship 
between social media usage frequency and investment 
influence. 

 
Let's proceed with the calculations.  
It looks like the mapping variables for social media usage and 
investment influence were not properly defined in this 
execution. I will redefine them and re-run the analysis.  
 
Statistical Analysis Results 
i). Chi-Square Test (Relationship between Social Media 

Usage and Investment Decisions) 
• Chi-Square Value: 15.22 
• p-value: 0.085 (Not statistically significant at 0.05 

level) 
• Interpretation: There is no strong evidence to 

suggest that social media usage frequency and 
investment decisions are significantly related. 

 
ii). T-Test (Investment Profitability: Social Media vs. 

Independent Research) 
• t-statistic: -0.95 
• p-value: 0.367 (Not statistically significant at 0.05 

level) 
• Interpretation: The mean profitability of 

investments does not significantly differ between 
those who rely on social media and those who 
conduct independent research. 

 
iii). Correlation Analysis (Social Media Usage and 

Investment Influence) 
• Correlation Coefficient: 0.217 (Weak positive 

correlation) 
• p-value: 0.126 (Not statistically significant at 0.05 

level) 

• Interpretation: While there is a weak positive 
relationship between social media usage frequency 
and investment influence, the correlation is not 
strong enough to be statistically significant. 

 
Final Conclusion 
The statistical tests suggest that while social media plays a 
role in investment decisions, its impact is not strongly 
significant in terms of profitability, decision-making, or direct 
influence. This supports a mixed impact rather than a 
definitive conclusion that social media dictates investment 
behavior. 
 
4. Summary of Findings 
This study analyzed the impact of social media on the 
investment decisions of students. The research gathered 
primary data from students, graduates, and young 
professionals in Bangalore to assess how financial literacy, 
trust in social media influencers, and exposure to investment-
related content affect their financial choices. The key findings 
of the study are: 
i). Influence of Social Media Platforms: Platforms such as 

YouTube, Twitter, Instagram, and Telegram have 
emerged as major sources of investment-related 
information among students. 

ii). Trust in Social Media Influencers: Many students rely 
on recommendations from financial influencers, with a 
significant portion following investment tips without 
conducting independent research. 

iii). Frequency of Investments Based on Social Media: A 
considerable number of students make investment 
decisions based on social media trends, often engaging in 
stock trading, mutual funds, and cryptocurrency. 

iv). Risk Perception and Decision-Making: While some 
students have benefitted from social media-driven 
investment strategies, others have suffered losses due to 
misinformation and impulsive trading. 

v). Challenges in Investment Decision-Making: Lack of 
financial literacy, misinformation, market volatility, and 
herd mentality are some of the key challenges faced by 
student investors. 

 
5. Conclusion 
The findings indicate that social media plays a crucial role in 
shaping the investment decisions of students. While it 
provides easy access to financial knowledge and market 
trends, the reliability of information varies. Many students 
follow investment tips without verifying sources, leading to 
potential financial risks. The study highlights the need for a 
balanced approach—leveraging social media for insights 
while complementing it with traditional financial education 
and expert consultation. 
 
6. Suggestions 
To enhance responsible investment practices among students, 
the following recommendations are proposed: 
i). Financial Literacy Programs: Universities and 

educational institutions should introduce financial 
literacy courses to help students understand market risks 
and investment strategies. 

ii). Critical Evaluation of Social Media Content: Students 
should be encouraged to fact-check and verify investment 
tips before acting on them. 

iii). Regulation of Financial Content on Social Media: 
Authorities should implement guidelines to regulate 
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misleading financial advice shared online. 
iv). Encouraging Long-Term Investment Strategies: 

Instead of short-term speculative trading, students should 
be educated about long-term wealth-building strategies 
such as mutual funds and systematic investment plans 
(SIPs). 

v). Seeking Professional Advice: While social media can 
provide insights, consulting certified financial advisors 
can help students make more informed investment 
decisions. 
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