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PREFACE

This research project is submitted in partial fulfillment of the requirements for the
degree of Bachelor of Finance (Hons). The project has been completed under the
supervision of Dr. Zuriawati Binti Zakaria. This final year project represents the
original work of the researcher. However, it is developed based on existing
literature, and all relevant sources have been properly cited and acknowledged in

the references.

In recent years, the rapid development of digital technology and social media has
transformed the way individuals make investment decisions, with financial
influencers (finfluencers) playing an increasingly important role in shaping
investment behaviours. However, limited research has examined how finfluencers’
characteristics influence digital investment decision-making and the underlying
mechanisms involved. Therefore, this study aims to investigate the impact of
finfluencers’ characteristics on digital investment decisions among adults in
Malaysia, with financial knowledge as a mediating variable and artificial

intelligence (Al) literacy as a moderating variable.

The research group is motivated to gain a deeper understanding of the factors
influencing digital investment behaviour in the modern financial landscape. Thus,
the chosen title for this study is Finfluencer and Digital Investment Decision: The

mechanism of Financial Knowledge and Artificial Intelligence Literacy.

This research has been successfully completed through the researcher’s dedication
and continuous effort, along with the valuable guidance and support from the
supervisor and others. It is hoped that the findings of this study will contribute to

the existing body of knowledge and provide useful insights for future research.
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ABSTRACT

The rise of social media has increased exposure to financial influencers
(finfluencers) who provide investment-related information. At the same time, the
rapid development of artificial intelligence (Al) tools has transformed decision
making processes in various sectors, including digital investment. This study
examines how finfluencer characteristics, specifically exposure, trustworthiness,
and credibility influence digital investment decisions among Malaysian investors.
Financial knowledge is proposed as a mediating variable, while Al literacy is
examined as a moderating variable. This study is grounded in the Theory of Planned
Behaviour (TPB) and Social Cognitive Theory (SCT). The data consists of 385
Malaysian adults aged 20 to 49 years and analyzed using the PLS-SEM.

The results indicate that finfluencer exposure significantly influences digital
investment decisions, whereas trustworthiness and credibility do not have
significant direct effects. Financial knowledge significantly mediates the
relationship between finfluencer characteristics and digital investment decisions,
and a significant relationship between financial knowledge and digital investment
decisions is also observed. However, Al literacy does not significantly moderate

the relationship between financial knowledge and digital investment decisions.

These findings suggest that knowledge development plays a more important role
than technological literacy in shaping investment behaviour. The study provides
practical implications for investors, financial institutions, and regulators in

improving financial education and managing social media investment information.

Keywords : finfluencers; social media; financial knowledge; artificial intelligence;
digital investment decision

Subject Area : HG4501-6051 Investment, capital formation, speculation
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CHAPTER 1: RESEARCH OVERVIEW

1.0 Introduction

This research investigates the influence of finfluencers on the digital investment
decisions of adults in Malaysia. Firstly, this chapter will provide the background of
finfluencers and their growing role in shaping investment behaviours within the
digital financial landscape. Secondly, based on the research background, this study
identifies several problem statements. Research objectives and research questions
are then formulated to examine how three key finfluencers characteristics, namely
exposure, trustworthiness, and credibility, affect investment behaviours while also
considering financial knowledge as a mediating factor and artificial intelligence
literacy as a moderating element. Lastly, the significance of this study will be
discussed, focusing on its contributions to academic knowledge, regulatory
frameworks, and investor protection initiatives in Malaysia and other emerging

digital economies.

1.1 Research Background

1.1.1 Digital Investment Decisions

In today’s digital era, the rise of technology-driven platforms has transformed
investment decision making. Digital investment decisions are defined as the
decision-making process of digital platforms, tools, or technologies in the field
of assets, securities, or portfolio investment (Barroso & Laborda, 2022). It
includes the choice of investments and management with the help of
technological equipment, which provides more convenient access, easier

decisions, and availability (Manlapaz et al., 2024).
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The transition is most visible in Southeast Asia, where digital investment
adoption is highest among people aged 25 to 34, with 40.0% in Malaysia, 37.0%
in Indonesia, and 36.0% in the Philippines in Figure 1.1. Innovations such as
micro-investing apps and fractional shares helped to push down the barriers to
entry as people with limited capitals could benefit by diversification in their
portfolios. As a result, global digital investment users with robo-advisory are
projected to reach 234.3 million by 2027 in Figure 1.2.

Figure 1.1: Digital Investment - User by Age (25-34 years)

Digital Investment - Users by Age (25-34 years)

Malaysia - Indonesia, Philippines, Thailand, Vietnam {percent)

36.0

® Malaysia @ Indonesia Philippines Thailand Vietnam

*Source: Statista (2023)

Figure 1.2: Digital Investment - Users by Segment

Digital Investment - Users by Segment

Worldwide (million users)

-# Neobrokers -8 Robo-Advisors

*Source: Statista (2023)

Micro-investing platforms allow users to begin investing with as little as $1,
offering intuitive interfaces, automated features, and educational content to

support beginner investors (SmartAsset Team, 2024). Real-time access to
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market data improves responsiveness (CelerData, n.d.), while Al-powered robo-

advisors provide personalized portfolio strategies based on users’ risk profiles

(Khambholja, 2025).

However, there are new threats associated with this democratization.
Finfluencers are social media influencers that publish financial advice that tend
to promote speculative assets such as meme stocks with sentimental content.
These narratives may contrast with algorithmic suggestions, such as
conservative index funds, which robo-advisors frequently advocate (Pande et
al., 2025). This dual influence is particularly impactful on young and lower-
income users. For example, 57% of Malaysian investors are under 35 years old

in Figure 1.3.

Figure 1.3: Digital Investment - Users by Age

Digital Investment - Users by Age

Malaysia (percent)

0.0
40
30
25.0
20 17.0
13.0
10
6.0
0

2020

in percent

® 18-24 years @ 25-34 years 35-44 years 45-54 years 55-64 years

*Source: Statista (2023)

Financial literacy and Al literacy are crucial to the ability to switch between
emotional-social and algorithmic-data-driven advice. Financial literacy helps us
to analyze investment strategies and risk critically, whereas Al literacy helps
users to interpret and analyze algorithmic tools and capabilities (Gerlich, 2025).

In a recent survey by Fidelity International, the dualism of sources of trust can
be highlighted that 49% of the UK investors base their trust on professional
sources, 40% on social media, 12% on finfluencers, and 8% on Al tools (Lunn,
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2025). This illustrates the coexistence of emotional and data-driven influences
on investment behaviour. Therefore, financial and Al literacy should be
improved, and people should be able to critically assess and interpret the pieces
of advice, analyze automated recommendations, and make a sound decision

based on their financial priorities.

1.1.2 Finfluencers

In recent years, the emergence of financial influencers, commonly known as
finfluencers, has become a significant phenomenon in the global digital finance
landscape. The term “finfluencers” started to appear due to the growing
popularity of social media platforms during the Covid-19 pandemic (Mdlders et
al., 2025). Globally, finfluencers now play multiple roles within the modern
financial ecosystem. As highlighted by the International Organization of
Securities Commissions (IOSCO), finfluencers can act as educators,
trendsetters, and, in some cases, unofficial marketers of financial products
(International Organization of Securities Commissions, 2025). Their content
ranges from budgeting tips and investment strategies to passive investment
discussions and product promotions (CFA Institute, 2024a). A key factor in
their growing influence is the rise of social media platforms, which have

transformed the way financial advice is delivered.

This surge in popularity is also reflected in follower growth trends. According
to Emplifi’s data, finfluencers are growing at almost twice the rate of lifestyle
influencers (Emplifi, 2024). This is a broader generational shift, from
personalised financial advice to mass guidance, which makes it easier to get
financial advice but is often generalised. As the Lori Schock, the director of
SEC’s Office of Investor Education and Advocacy says, while such content can
enhance basic financial awareness, relying solely on non-personalised advice
may lead to unsuitable investment decisions if individual needs and contexts are

overlooked (Schock, n.d.).
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In Malaysia, the finfluencers phenomenon has also mirrored global trends.
According to a Hong Leong Bank survey, more than 83% manage their
investments themselves, and 49% get financial advice from social media (Hong
Leong Bank, 2024). This shows that Malaysians are increasingly getting
financial education and advice from social media, which is similar to the global
trend. Like their international counterparts, many Malaysian finfluencers do not
have formal financial certifications but build credibility through affinity and
lifestyle brands (Ravimalar, 2024). Together, these trends show that local
investors’ behaviour is changing from personalised advice to community-driven

and algorithmic planning guidance, covering a wider audience.

1.1.3 Exposure of Finfluencers

In today’s hyper-connected digital ecosystem, the degree to which individuals
are exposed to financial content through mobile and social media platforms
plays a foundational role in shaping their investment behaviours (Awad et al.,
2025). High levels of mobile phone ownership directly correlate with increased
access to financial content. According to Table 1.1, smartphone penetration
exceeds 90% in countries like the U.S. (97.2%), Australia (95.5%), Japan
(94.8%), U.K. (92.3%) and Malaysia (91.7%) indicating that a significant
proportion of the population is constantly connected to digital platforms. In
contrast, countries such as India (65.6%) and Indonesia (73.2%) still show
relatively lower phone ownership, yet even in these markets, rapid growth in

mobile connectivity continues to fuel finfluencers reach.

Daily screen time offers further insight into exposure intensity. As per data from
Table 1.1, the average global mobile screen time now exceeds 6.5 hours per day,
with countries like Malaysia (8.3 hours), Indonesia (7.6 hours), and the U.S.
(7.1 hours) leading in digital consumption. The average time spent specifically
on social media is significant for exposure to finfluencers (CFA Institute,
2024b). Indonesia tops the chart with 3.2 hours per day, followed by Malaysia
(2.8 hours), India (2.4 hours), and the U.S. (2.3 hours). This sustained social
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engagement creates repeated exposure to financial content shared by the
finfluencers, as multi-platform exposure may bring different levels of
engagement between audiences (Hasanah et al., 2025). The FINRA-CFA
Institute Gen Z Research study reports that 48% of younger investors access
financial advice across social media (CFA Institute, 2023). Table 1.1 proves that
Facebook and Instagram are the largest platforms used to access financial

information in the overall 7 countries.

Table 1.1: Mobile Phone Ownership and Social Media Usage Trends in 2024

US | UK | Australia | Japan | Indonesia | India | Malaysia
Mobile 97.2 | 92.3 95.5 94.8 73.2 65.6 91.7
phone
ownership
(%)
Average 71 | 6.0 6.2 3.9 7.6 6.8 8.3
daily
screen
time (hr)
Average 23 | 1.8 1.9 0.9 3.2 24 2.8
time spent
in social
media (hr)
Platform used (%):
X 41.0 | 44.2 29.6 55.2 57.5 41.2 45.2
(Twitter)
Facebook | 75.3 | 73.0 78.2 24.4 81.6 717 84.9
Instagram | 63.9 | 59.7 62.4 52.6 85.3 80.6 77.0
Facebook | 61.3 | 60.1 69.9 9.8 47.9 45.1 56.5
Messenger

*Sources: Kemp (2024) & Sumra (2025)

According to Nartallo (2021), an Instagram post with the hashtags

#financialfreedom and #investing will receive up to millions of views. Platform

Page 6 of 141



Finfluencer and Digital Investment Decision: The Mechanism of Financial Knowledge and
Artificial Intelligence Literacy

algorithms play a critical role in this exposure cycle. Algorithmic prioritization
of “liked” and “shared” content accelerates the virality of finfluencers content
regardless of its accuracy or depth (Ricciardelli & Parhizkari, 2024). Push
notifications, content suggestions, and auto-play videos increase passive
exposure to financial advice, making it more likely for users to act on simplified

investment ideas, even when they lack the necessary background knowledge.

1.1.4 Trustworthiness of Finfluencers

The perceived trustworthiness of finfluencers often depends more on how they
communicate with their audiences. Unlike traditional media or licensed
financial advisors, many finfluencers rely on tone and delivery style to signal
their intent and competence. For instance, a creator who uses hype-driven
language such as "you can't miss this stock™ or "make 150% return in a week"
often arouses skepticism. According to the FINRA-CFA Institute research
report, 69% of Gen Z investors trust financial advice from social media, largely
due to their clear explanation about financial matters (FINRA Foundation &
CFA Institute, 2023). On the other hand, content that uses jargon-free language
and acknowledges the limitations of the creator's knowledge is more likely to
be seen as trustworthy. The creators do not simply provide any misleading or

uncertain information to the audience.

Finfluencers who openly share personal experiences, no matter success or
failure, tend to be more relatable and trustworthy. For example, the finfluencer,
@ZeroBasedBudget, openly shared her personal experience of paying off her
own education loan of $200,000 in four years of successful financial planning
(Hayes & Ben-Shmuel, 2024). Authenticity of this sort builds emotional
attachment, further developing the sense of trust. In addition, active
participation with the audience members through comment responses and live
sessions reinforces the sense of openness and trustworthiness. The active
participation helps build interaction and enhances their image in the audience

members' minds. As the CFA Institute report on the finfluencers appeal
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recommended, investors preferred trusting finfluencers speaking face-to-face
with them rather than those speaking behind the account (CFA Institute, 2024b).

Finfluencers who avoid excessive displays of wealth or quick-fix investment
schemes are perceived as more sincere. Real-life stories and realistic
expectations resonate more with audiences. Quoting the study report of FINRA-
CFA Institute, sincere content developers who are not scripted, sales-pitch
content are trusted further. 51% of the investors will place higher trust in those
who are not seeking to hawk or promote products for them (FINRA Foundation
& CFA Institute, 2023).

1.1.5 Credibility of Finfluencers

Misrepresenting financial terms or market mechanics can mislead audiences
and lead to poor investment decisions. A study analyzing 29,000 accounts found
that 56% of finfluencers provided advice that led to negative returns (Burgess,
2023). This reveals a stark gap between popularity and performance. When
creators align their content with established financial principles such as risk
management, diversification, and long-term growth, they are more likely to be
viewed as credible. Creators who incorporate references to peer-reviewed
research, government financial bodies, or renowned financial news sources
demonstrate a commitment to accuracy. For instance, finfluencers discussing
economic trends who reference reports from Bank Negara Malaysia, Bloomberg,

or financial journals enhance their perceived credibility.

Expertise is a crucial dimension in determining the credibility of finfluencers
and their impact on digital investment decisions. It refers to the source’s peak
or high levels of knowledge, competence, and problem-solving skills in a
specific field, as well as the perceived competence to make well-founded claims
(Hamamci & Aren, 2024). In this context, expertise extends beyond formal
qualifications to include professional experience, a track record of successful

financial decisions, and the ability to simplify complex market data for general
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audiences (Schouten et al.,, 2021). Influencers who combine technical
knowledge with demonstrated care for their audience are more likely to shape
investment behaviour, as their opinions are perceived as more genuine and
convincing (Sokolova & Kefi, 2020). Finfluencers who specialize in a specific
financial topic, such as technical stock analysis, can present complex market
information in a clear and actionable way. This topic-specific focus signals high
expertise and increases content concreteness, which fosters a sense of
psychological closeness with followers (Luan et al., 2024). Consequently,
finfluencers with verifiable expertise are better positioned to provide reliable

guidance and foster informed decision-making among their followers.

Finfluencers must provide all the information with logical reasoning to show
their credibility. They must clearly explain how they arrive at conclusions. This
includes identifying assumptions, explaining methods, and showing cause-
effect relationships. Unfortunately, many creators rely on anecdotal evidence or
emotionally charged appeals. Unlicensed finfluencers often use investors’
wants to gain big returns to attract the audience to follow their recommendations
(Lazarony, 2025). A logical and transparent presentation of ideas allows
audiences to follow the reasoning and assess the validity of recommendations.

1.1.6 Financial Knowledge

Global assessments reveal substantial disparities in financial knowledge, and
most people do not understand the basic principles of financial analysis,
including the ability to compound interest, understand inflation, and diversify
risk. The real implications of this body of knowledge are to have a
misconception of what compounding means, such as it can increase transaction

costs, debt levels, and reduce savings (Wafula, 2022).

In Malaysia, 92% of Malaysians use digital financial services, although some
of them might not maximize its potential advantages. The MYFLIC index, a

composite measure of financial literacy which remains around 59.0 since 2021.
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While financial knowledge improved to 62.9 (+2.7 points), both financial
behaviour (-2.0 points) and attitude (-0.3 points) saw a decline in 2024 as Figure
1.4, clearly shows a continuing discrepancy between knowing what to do and
usually doing it (Bank Negara Malaysia, 2024). Consistently, global evidence
shows that income and education strongly predict financial knowledge, as
higher levels of both provide greater access to financial resources and tools
(Organisation for Economic Co-operation and Development [OECD], 2023).

Figure 1.4: Overall MYFLIC Index

62.2 61.9

584

50,0 591
565 571

56.3 54.7

2015 2018 2021 2024
Year
— Overall MYFLIC Knowledge  — Behaviour —— Aftitude

Note: 3,587 Malaysian respondents aged 15 years old and above. MYFLIC Index is based ona maximum score of 100.

*Source: Bank Negara Malaysia (2024)

The asymmetry of distribution of financial knowledge influences individual
personal financial management in several areas, such as budgeting, tax planning,
debt management, retirement planning, and risk management through insurance.
It also involves understanding financial products and services such as bank
accounts, credit cards, loans, and investment instruments (Kumar, 2024).
Individuals with higher financial knowledge tend to have a better understanding
of how risk-return and income management are related and hence they are not
easily susceptible to volatility or economic instability in the market. As a result,
individuals with good financial knowledge and its use are at better chances of
attaining good financial performance and financial satisfaction (Rohania &
Yazdanianb, 2021).
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1.1.7 Artificial Intelligence Literacy

Artificial intelligence (Al) is the creation of computer programs that can
undertake humans who are supposed to be intelligent in their actions. According
to Grand View Research (2024), the global Al market was valued at USD
279.22 billion in 2024 and is expected to reach USD 1,811.75 billion by 2030,
reflecting a compound annual growth rate (CAGR) of 35.9% between 2025 and
2030. This notable increase shows the growing need and the growing impact of
Al in the contemporary world. The financial sector is one of the rapidly
integrating industries in Al. Financial applications based on Al help to make
decisions in different fields more quickly, better, and more efficiently,
increasing the quality of risk analyses, fraud prevention, and investment
planning (Piacentino, 2025). According to the survey conducted by the OECD
(2024), the use of Al is becoming common in customer service and process
automation, which can prove its practical value and growing importance in the

operational performance in Figure 1.5.

Figure 1.5: Use cases and tasks involving the use of Al in finance
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*Source: OECD (2024)

The concept of literacy is traditionally characterized as the ability of reading
and writing (Cambridge University Press, n.d.). However, the concept of

literacy has expanded to include new forms such as media, digital, information,
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computer, and artificial intelligence literacy (Al literacy) in today's digital era.
Al is rapidly becoming embedded in everyday life, from generative tools such
as ChatGPT to predictive algorithms curating our newsfeeds, making Al
literacy a critical educational priority (Chiu, 2024a; Chiu, 2024b).Al literacy is
defined as the ability to understand, apply, and critically evaluate Al
technologies and their implications for society, ethics, and daily life (Gomstyn
& Jonker, 2024).

The capability to evaluate Al output is one of the most crucial factors of Al
literacy, as it should be clear whether algorithmic suggestions are accurate,
reliable, or possibly biased. Although a lot of students are comfortable using Al
tools, studies indicate that they usually do not possess the necessary critical
thinking skills to review Al tools accordingly in the academic environment
(Betirovi¢ et al., 2025). This is not a deficiency of evaluative skills only in the
educational context but also in the real world. For example, the Ontario
Securities Commission (OSC) warns that modern investors face increasing risks
from unconfirmed Al trading bots, imitation of legal Al platforms, and "pump
and dump" schemes. These scams often exploit users’ trust in Al by using fake
algorithms or misleading data, ultimately causing financial losses. The
understanding of this risk makes it clear that users need to be aware of the
functioning of Al-based investment platforms and use trusted reviews and

transparency.

1.2 Problem Statement

In Malaysia, finfluencers often rely on social media platforms such as Facebook

and Instagram to share investment-related content. However, licensing is a grey

field because most finfluencers do not have investment advice licenses in place, yet

they give investment advice. This situation raises questions about their legal and

ethical boundaries (Singh & Sarva, 2024). This problem is severe, which is

supported by a report that indicated that Malaysians had lost more than RM1.34
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billion to digital investment scams in 2019 to 2023 (Juned et al., 2024). In retaliation,
the Securities Commission Malaysia started to issue warnings in 2024 against a
number of unregistered personalities on the internet giving investment advice

(Securities Commission Malaysia, 2025).

The lack of stringent and strict regulation is the main cause of the issue. Although
the Securities Commission Malaysia revised the Capital Markets and Services Act
2007 in 2024 to require finfluencers to obtain licenses when offering advice online,
the lack of strict legal action and clear content requirements has left regulatory
loopholes (Securities Commission Malaysia, 2024). These vulnerabilities allow
social media finfluencers to operate freely, especially those who promote high-risk
or misleading investments. As a result, youths and first-time investors are still at
risk of fraud and bad investment choices along with serious financial losses (Aziz
etal., 2021).

Finfluencers have become the main source of financial-related information to most
investors, especially youngsters. However, complaints have arisen about their lack
of transparency in disclosing financial interests. For example, the Securities and
Exchange Commission Thailand (2024) found that 59% of the promotional
information shared by finfluencers lacked marketing disclosure. This shows that
there is a high incidence of covert advertisement and any form of conflict of interest.
The practices also enhance the likelihood of biased or misleading information being
presented and this may not be in the best interest of the audience. Other
international regulators, such as the Financial Conduct Authority (FCA) in the UK
have acted in the same manner by issuing guidance, investigating, and warning of
misleading promotions. This lack of consistent disclosure standards ultimately
undermines the credibility and trustworthiness of financial content on social media,

thus threatening investors in making their decisions.

Simultaneously, in the modern world where the financial sector is becoming more
complex than ever before, people are supposed to work with a great variety of
financial products, services, and choices. Nonetheless, the research conducted by

many scholars has shown that too many people and especially young adults lack
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financial literacy. This lack of knowledge makes them unable to balance their daily
money spending, have future aspirations, and react appropriately to financial crises
(Sarah & Palavi, 2025).

In Malaysia, digital financial services (DFS) have become popular, with 92% of
Malaysians reporting regular use in 2024. Despite this widespread use, only 39%
of Malaysians consider website security before conducting online transactions,
compared to the global average of 66%. Although the practice of sharing bank
account passwords or PINs with close friends has decreased significantly, more than
one out of ten Malaysians still engage in it. All these deficiencies in financial
literacy and internet safety expose users to vulnerability, despite the rapid pace of
DFS adoption, and can destroy individual financial security. The enhancement of
digital financial literacy is thus important so that Malaysians might take the
advantage of a highly digitalizing financial environment (Bank Negara Malaysia,
2024).

Meanwhile, Al is rapidly expanding across various sectors, including finance.
Popular Al financial tools like Wealthfront, Betterment, and ZestAl are now also
extensively applied in the context of personal finance and investment management
as well as financial analysis and risk assessment. Even though they are becoming
more common, there is still a great number of people who do not have a basic
understanding of how the tools work (Biagini, 2025). The socioeconomic
background of inequality, education as well as accessibility to technologies are
sources of this knowledge gap in Al literacy. The digital divide further exacerbates
these disparities, especially among marginalized groups (Sparks et al., 2024). The
main problem behind this is that the user also has to be financially literate enough
to make informed financial decisions based on Al-generated recommendations.
This is particularly important since Al and machine learning algorithms depend
greatly on massive amounts of data to learn and become better (lonescu & Diaconita,
2023). Even insignificant errors or prejudice in the input data may result in highly

inaccurate results, which may cause poor financial decisions.
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Aside from that, Al automation can reduce the financial literacy of customers by
weakening their awareness of cash flow and fostering overreliance on Al advice,
even when the Al has provided inaccurate recommendations, increasing the risk of
poor financial decisions (Rosa & Bechler, 2024). Individual investor inefficiencies
in financial and Al literacy have contributed to poor investment choices, their
exposure to risky investments, and exposure to online fraud and misinformation
(Sunarko & Sutrisno, 2025). In addition to such single outcomes, large-scale
connections between poorly informed users and Al-based financial systems can also

impose more risks on the market.

Furthermore, human behavioural biases are still a continued problem in making
good investment decisions, even though people have some degree of financial
literacy. An example is that millennials, although they are fairly financially literate,
tend to be overconfident in potentially enjoying profitable results. Being
overconfident, investors become overly risky, which may result in financial
instability (Mu’awiyah & Jurana, 2025). Similarly, certain psychological
predispositions, including the fear of missing out (FOMO), may be used as
motivators behind impulsive or irrational investment actions, which exacerbate
adverse financial performance even more (Nadhila et al., 2024). Therefore, it is not
knowledge only but also consideration of the cognitive and emotional factors

shaping choices in investing that are as important in the era of Al and digital finance.

1.3 Research Objectives

This study aims to achieve the following research objectives:
I.  Toexamine the relationship between finfluencers characteristics (exposure,
trustworthiness, credibility) and digital investment decisions.
[l.  To examine the mediating role of financial knowledge in the relationship
between finfluencers characteristics and digital investment decisions.
IIl.  To explore the relationship between financial knowledge and digital

investment decisions.
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IV.  To investigate the moderating effect of Al literacy on the relationship

between financial knowledge and digital investment decisions.

1.4 Research Questions

The study is guided by the following research questions:
I.  Is there a significant relationship between finfluencers characteristics and
digital investment decisions?
Il.  Does financial knowledge mediate the relationship between finfluencers
characteristics and digital investment decisions?
I1l. Is there a significant relationship between financial knowledge and digital
investment decisions?
IV. Does Al literacy moderate the relationship between financial knowledge

and digital investment decisions?

1.5 Hypothesis of Study

H,, : There is a relationship between exposure of finfluencers and digital
investment decisions.

H,y, : There is a relationship between trustworthiness of finfluencers and digital
investment decisions.

H,. : There is a relationship between credibility of finfluencers and digital
investment decisions.

H,, : There is a mediating role of financial knowledge between exposure of
finfluencers and digital investment decisions.

H,, : There is a mediating role of financial knowledge between trustworthiness of
finfluencers and digital investment decisions.

H,. : There is a mediating role of financial knowledge between credibility of

finfluencers and digital investment decisions.
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H; : There is a relationship between financial knowledge and digital investment
decisions.
H, : There is a moderating role of Al literacy between financial knowledge and

digital investment decisions.

1.6 Significance of Study

This research has significant academic, practical, theoretical, and societal
implications. Academically, it fills in key gaps in the research on finfluencers and
digital investment behaviour. While most prior studies have concentrated on
Generation Z and millennials, this study uniquely focuses on the Malaysian adult
population, a demographic that remains underexplored in this context (Martaningrat
& Kurniawan, 2024; Musialik-Chmiel et al., 2025). Furthermore, it distinguishes
between two often conflated attributes of finfluencers which is trustworthiness and
credibility by examining their independent effects on financial knowledge and
digital investment decisions (Hamamci & Aren, 2024; Ngamchuea, 2021). The
study also breaks new ground by introducing Al literacy not merely as a
circumstantial aspect but rather as a very important moderating aspect that
determines the translation of financial knowledge into investment action in the

digital age.

In practice, the results will be of benefit to the key stakeholders in Malaysia. The
findings can be used by regulators like the Securities Commission Malaysia and
Bank Negara Malaysia to improve policies and investor protection models to match
the increasing role of finfluencers. Fintech platforms, investment service providers,
and financial educators can use the evidence to develop specific financial literacy
programs that combine digital and Al skills, as well as promote responsible

influencer marketing behaviours that can protect the adult investors.

Theoretically, this study extends the application of established frameworks such as
the Theory of Planned Behaviour (TPB) and Social Cognitive Theory (SCT) by
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explicitly separating finfluencers attributes and positioning Al literacy as a pivotal
moderator. This refined approach offers a deeper understanding of the dynamics of

shaping digital investment decisions.

Finally, the research has value to Malaysian adult investors because it will increase
their level of awareness regarding the multiple factors that complicate online
financial decision making. It will enable them to be more critical of the content by
finfluencers, enhance their financial literacy and make better investment decisions.
In addition to Malaysia, the research is a contribution to the global discourse on the
regulation of finfluencers, the incorporation of Al literacy in financial education,
and the protection of different classes of investors in the fast-digitizing financial

markets.

1.7 Definition of Key Terms

Table 1.2 Definition of variables

Variable Definition Citation
Digital Digital investment decision is the process of | (Barroso &
Investment making investment choices in assets, | Laborda,
Decisions securities, or portfolios using digital | 2022)

platforms, tools, or technology.

Finfluencers Individuals who use social media platforms or | Geenen
other digital channels to share their expertise, | (2023)
insights, and recommendations related to
personal finance, investment, and financial
management.

Exposure of Exposure refers to the total number of times | (Social Cat,

Finfluencers your content, post, or brand appears in front of | 2025)
an audience. Consider the number of potential
views your message may receive, regardless
of whether users click, comment, or simply
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scroll by. In social media and influencer
marketing, exposure determines how far your

voice travels.

Trustworthiness | Trustworthiness is a key dimension of | (Ngamchuea,
of Finfluencers | credibility that reflects the extent to which an | 2021)

influencer is perceived as sincere, honest, and
truthful, shaping the confidence followers

place in their recommendations.

Credibility of Credibility is the perceived reliability of a | (Ngamchuea,
Finfluencers social media influencer, typically defined | 2021)

through expertise, trustworthiness,
attractiveness, and perceived resemblance,
which together influence how followers

evaluate and act on shared information.

Financial Financial knowledge can be defined as an | (OECD,
Knowledge individual’s basic knowledge of financial | 2023)
concepts to apply them in financial contexts
correctly and thus make their choices.

Al Literacy The ability to recognize, grasp, use, and | (Jones, 2024)
critically  assess artificial  intelligence
technologies and their impacts.

1.8 Conclusion

This research has covered the research background, problem statement, research
objectives, research questions, hypotheses of the study, and the significance of the
study. The research questions will be further addressed in the literature review in
Chapter 2. In addition, the relationships between the independent variables, namely
exposure, trustworthiness, and credibility, the mediating variable of financial
knowledge, the moderating variable of Al literacy, and the dependent variable of

digital investment decisions will also be discussed in Chapter 2.
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CHAPTER 2: LITERATURE REVIEW

2.0 Introduction

This chapter reviews relevant literature from previous studies obtained from
journals, articles, and research papers to provide a comprehensive understanding of
the factors influencing digital investment decisions. The discussion focuses on the
relationship between the dependent variable (digital investment decisions) and the
independent variables (exposure, trustworthiness, and credibility). This chapter also
examines the mediating role of financial knowledge and the moderating role of Al
literacy in explaining how finfluencer-related factors influence investors’ decision-
making in digital investment environments. Therefore, the theoretical background,
conceptual framework, and hypothesis development are presented to support the

analysis of this study.

2.1 Theoretical Framework

2.1.1 Theory of Planned Behaviour (TPB)

The Theory of Planned Behaviour (TPB), introduced by Icek Ajzen in 1985,
was developed as an extension of the earlier Theory of Reasoned Action
(TRA), which he co-created with Martin Fishbein. While TRA focused on
behaviours that individuals can fully control, Ajzen added the concept of
perceived behavioural control to TPB. This addition helped explain actions
that may be influenced by factors outside a person’s direct control. In 1991,
Ajzen further supported the model by showing that the three key

components, which are attitude toward the behaviour, subjective norms, and

Page 20 of 141



Finfluencer and Digital Investment Decision: The Mechanism of Financial Knowledge and
Artificial Intelligence Literacy

perceived behavioural control, can reliably predict human behaviour (Ajzen,

1991).

Attitude toward the behaviour refers to an individual’s perception of a
specific action. A favorable attitude increases the likelihood that a person
will form an intention to carry out the behaviour. For instance, someone who
believes that investing is beneficial for long-term wealth is more likely to
form the intention to invest. Subjective norms refer to the perceived social
pressures on whether they should engage in certain action. These pressures
can come from family, friends, or wider society, and they influence
individuals by shaping what is considered acceptable or expected behaviour.
If a person believes that people important to them approve of investing in
digital financial tools, they are more likely to form an intention to do so.
Perceived behavioural control reflects the capabilities of a person to perform
the behaviour, taking into account both internal factors and external barriers
such as confidence and access to resources. The more control someone
perceives over a behaviour, the more likely they are to both form the

intention and follow through with the action (Hagger et al., 2022).

Together, these three constructs form a framework that explains how
individuals make decisions and act upon them. TPB has been successfully
applied in various domains, including health, education, and finance,
especially in understanding why individuals adopt certain behaviours in

response to both personal beliefs and external influences (Ajzen, 1991).

In the context of TPB, finfluencers can be seen as a major force shaping
subjective norms. Social media platforms have enabled these individuals to
build large audiences by sharing personal finance content such as
investment advice, budgeting tips, and financial goal-setting strategies.
When individuals are regularly exposed to finfluencers promoting certain
financial behaviours like using digital investment apps or building passive
income streams, these behaviours may become normalized. This frequent

exposure can enhance the perception that "everyone is doing it," thereby
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reinforcing subjective norms and increasing the likelihood of behavioural

intention (Spohn, 2024).

However, the effect of exposure is moderated by how trustworthy and
credible the finfluencers appear. Trustworthiness refers to the perceived
honesty and integrity of the influencer. If a follower believes that the
finfluencers genuinely act in their best interest, they are more likely to
accept and internalize the advice given. Credibility, on the other hand,
includes both trustworthiness and perceived expertise. Finfluencers who is
not only relatable but also knowledgeable and accurate in presenting
financial information is more likely to impact the follower’s attitude toward
financial behaviour positively. A credible and trustworthy finfluencer can
shape positive attitudes toward digital investing, making the behaviour

appear beneficial, smart, and socially approved (Prasad, 2025).

At the same time, financial knowledge plays a crucial role in the TPB
framework, primarily by influencing perceived behavioural control.
Financially knowledgeable individuals are more likely to feel capable of
evaluating risks, understanding investment tools, and making informed
decisions (Raut, 2020). This sense of competence strengthens perceived
control and supports stronger behavioural intention. Moreover, financial
knowledge can also reinforce the effects of finfluencers credibility where
someone who is financially literate may better recognize trustworthy and
accurate information, making them more receptive to credible content and

more cautious of misleading advice (Billari et al., 2019).

By integrating these constructs, TPB provides a suitable theoretical
foundation for understanding how digital investment behaviours are shaped
in today’s online financial environment. Finfluencers exposure,
trustworthiness, and credibility are aligned with the TPB construct of
subjective norms and may also influence attitude formation. Financial
knowledge contributes to perceived behavioural control by improving

confidence in one's ability to make sound investment decisions. Together,
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these factors inform the individual’s intention to engage in digital financial
investment, making TPB an ideal model for guiding the research in this

study.

2.1.2 Social Cognitive Theory (SCT)

Social Cognitive Theory (SCT), developed by Albert Bandura, explains that
human behaviour is shaped through the dynamic and reciprocal interaction
of personal factors, behavioural patterns, and environmental influences.
This concept is known as reciprocal determinism (Firmansyah & Saepuloh,
2022; Warje, n.d.). This framework emphasizes that individuals are not
passive recipients of information; rather, they actively interpret and respond
to social stimuli based on cognitive processes such as beliefs, expectations,

and self-regulation (Stajkovic & Sergent, 2019).

Stajkovic and Luthans (2002) highlights that self-efficacy is a central
component of SCT. Self-Efficacy Theory explaining how individuals’
beliefs in their capabilities influence their actions and decision-making.
Self-Efficacy Theory is believed to be a major driver of people’s perception
on their capabilities towards performing certain actions, which in turn
influences motivation, learning behaviours as well as goal achievement in
their particular fields (Saltha & Samia, 2024). In relation to financial
behaviour and tech adoption, self-efficacy is known to be a key determinant
of people's confidence to gain and use financial knowledge, work Al tools,

and choices based on digital investment decisions (Dare et al., 2022).

SCT also highlights the importance of observational learning, where
individuals acquire knowledge and behaviours by observing others,
particularly role models or influencers (Firmansyah & Saepuloh, 2022). In
today’s digital environment, finfluencers act as modern social models,
providing financial information and shaping audience perceptions and

behaviours. However, the impact of such exposure is not uniform, as
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individuals differ in their ability to interpret and apply the information

received.

In relation to digital finance, financial self-efficacy becomes essential in
determining how individuals manage financial tasks, such as budgeting,
saving, and investing. Individuals with higher financial self-efficacy are
more proactive, goal-oriented, and more likely to participate in investment
activities, whereas those with lower self-efficacy tend to avoid complex
financial decisions or engage in less optimal financial behaviours (Widjaja,
2020). This aligns with SCT’s emphasis on the role of internal beliefs in

shaping behavioural outcomes.

Furthermore, as financial services increasingly integrate technology, Al
literacy emerges as a critical extension of self-efficacy within digital
contexts. Individuals with higher levels of Al literacy are more confident in
using Al-driven financial tools, such as investment platforms and automated
advisory systems, enabling them to analyse information, evaluate risks, and
make informed decisions (Latikka et al., 2021; Liu et al., 2025). SCT
suggests that such competencies enhance individuals’ perceived control and

adaptability, thereby improving decision quality in complex environments.

Within this framework, the relationship between finfluencers’ exposure and
digital investment decisions can be better understood through mediating
mechanisms, particularly financial knowledge and Al literacy. While
finfluencers provide information and influence attitudes through
observational learning, the extent to which this information translates into
actual investment behaviour depends on individuals’ knowledge levels and
technological competence (Ben-Shmuel et al., 2024; Riaz et al., 2022).
Individuals with higher self-efficacy are more likely to critically evaluate
finfluencers’ content, filter relevant information, and apply it effectively in

investment contexts (Puntoni et al., 2021).
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Therefore, Social Cognitive Theory provides a strong theoretical foundation
for this study by explaining how external influences (finfluencers) interact
with internal cognitive factors (financial knowledge and self-efficacy) and
technological capabilities (Al literacy) to shape digital investment decisions
(Stajkovic & Luthans, 2002; Dare et al., 2022; Liu et al., 2025; Firmansyah,
2023). This integrated perspective highlights that behavioural outcomes are
not solely driven by exposure, but by the individual’s ability to process,
interpret, and act upon the information in a digitally evolving financial

landscape (Ben-Shmuel et al., 2024; Warje, n.d.).

2.2 Review of Literature

2.2.1 Exposure of Finfluencers and Digital Investment

Decisions

Exposure to financial content on digital platforms has emerged as a critical
driver of modern investment decision-making, with consistent evidence
showing that repeated contact with financial influencers and curated content
shapes perceptions, attitudes, and behaviours. Mishra et al. (2025) found
that 76% of Gen-Z respondents followed financial influencers, with
frequency of exposure significantly linked to changes in investment strategy,
while credibility perceptions strongly predicted behavioural influence.
Similarly, Choudhary and Yamuna (2025) highlighted how exposure to
influencer-generated financial content can shape investor perceptions and
decisions, revealing that such exposure significantly increased follower
engagement, which in turn enhanced perceptions of credibility and trust.
These factors were found to positively shape investor attitudes toward
investment decisions, while perceived risk partially mediated the trust—
attitude relationship, underscoring the nuanced psychological mechanisms

through which finfluencers influence financial choices.
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Evidence from Indonesia further supports these findings, as Andrian et al.
(2025) observed that social media influencers had a significant impact on
investment interest among university students, with trust and expertise
emerging as dominant determinants, while even visual appearance
encouraged willingness to follow financial advice. Another study that
focuses on the Youtube influencer by Pandey et al. (2025) also indicates that
social media engagement is a driving factor in influencing the impact of
influencers. Evidence shows that watching videos, posts, and updates on
social media can change consumer or audience attitudes toward financial
services. Thus, the social media influencers can engage the users to have a
positive effect on consumer attitudes, directly influencing purchase and
investment intentions. Similarly, the findings of Oliveira and Silva (2025)
also highlighted that videos with higher social media engagement increase
the influence of digital influencers on investors’ perceptions and decisions.
Minor measurement limitations did not affect the robustness of the findings.
These results highlight the important role of social media metrics in shaping

investor attitudes and decision-making in investment context.

On the other hand, the large following of finfluencers has a greater impact
on shaping investment decisions. A study conducted in Jakarta examining
Generation Z’s perceptions of influencers reported that the “number of
influencer followers” received a mean score of 3.993, indicating a strong
influence on investment decision-making (Sihombing & Usman, 2025).
These results suggest that the popularity and reach of influencers can

significantly affect the behaviour and choices of young investors.

Setthajit and Sompaeng (2025) found that frequent exposure to investment-
related media on platforms such as Instagram, Facebook, TikTok, and online
investment programs significantly enhances investment awareness among
young investors. Greater exposure improves understanding of investment
risks, asset types, and potential returns, which in turn supports more

confident and proactive digital investment decisions. Digital exposure thus
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serves as a tool that not only enhances investment awareness but also
positively shapes investment attitudes. As a result, higher investment
awareness and more positive investment attitudes contribute to increased

and more effective investment behaviours among young individuals.

The impact of Instagram exposure was also significant. Safitri et al. (2025)
found that Millennials and Generation Z in Labuan Bajo who regularly
engaged with curated financial content on Instagram showed higher
willingness and confidence to invest, even with limited prior financial
literacy. Multiple linear regression analysis confirmed that Instagram
content exposure, along with education level and financial literacy,
significantly predicted investment behaviour. These findings suggest that,
as social media becomes an increasingly important source of financial
information especially with the rise of finfluencers which let investors are
more likely to trust the opinions and insights shared by individuals

perceived as experts.

Based on the study by Atoom et al. (2021), 80.0% of Amman Financial
Market investors reported using social media to obtain opinions and
comments that help assess their confidence in a particular institution, which
in turn supports their investment decisions. Additionally, 60.0% of
respondents use social media to seek advice from intermediaries regarding
specific investments. These findings indicate that social media has a strong

influence on investment decision-making.

Warkar and Durai (2025) found that Gen Z investors rely heavily on
finfluencers’ content when making investment decisions, as these
influencers present simplified explanations, confident predictions and
relatable storytelling that affect how young audiences interpret market
movements. The study revealed that finfluencers exposure activates
behavioural biases such as herding, anchoring and overconfidence, causing
investors to follow recommendations based on perceived credibility rather

than objective financial assessment. Financial decision-making is no longer
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done alone in the mind, but is increasingly influenced by interactive digital
environments. As a result, many Gen Z investors form decisions driven by
social proof and emotional resonance, demonstrating that finfluencers
effects extend beyond information sharing to directly shaping decision
behaviour. The findings highlight that although behavioural bias has a direct
effect on investment decisions, most of its influence occurs through

investors’ perception of and exposure to finfluencers.

Furthermore, Sinaga and Usman (2025) found that social media influencers
have a positive and significant influence on cryptocurrency investment
decisions. This means that the greater the influence of social media
influencers, the higher the likelihood of individuals investing in
cryptocurrency. The further study highlights social media influencers not
only directly affect investment decisions but also indirectly influence them
through FOMO. FOMO acts as a mediator, amplifying the effect of
influencers and accessible information on individuals’ inclination to invest

in cryptocurrency.

Collectively, these studies demonstrate that consistent exposure to financial
knowledge through digital platforms enhances investor confidence and
participation. Whether delivered via influencers, curated content, or peer-
driven engagement, digital exposure consistently lowers barriers to entry
and shapes investment attitudes. In the Malaysian context, it is therefore
expected that frequent interaction with investment-related content will
encourage greater digital investment participation, especially among

younger users.

2.2.2 Trustworthiness of Finfluencers and Digital Investment

Decisions

Trustworthiness has been widely recognised as an important factor

influencing investors’ financial decision-making, particularly when
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financial information is obtained through social media and digital platforms.
Several studies highlight the role of influencer honesty and recommendation
reliability in shaping investment behaviour. Rajput and Gandhi (2024)
examined the influence of finfluencers’ characteristics on investment
decisions using structural equation modelling with 377 participants from the
Asian social media industry. The findings showed that followers are more
likely to perceive finfluencers as trustworthy and act on their advice when
they provide consistent and balanced recommendations, as this trust is
primarily influenced by the influencers’ ability to provide honest and secure
recommendations rather than their technical financial expertise. Similarly,
Luan et al. (2024) found that among 327 social media users, many were
willing to invest when they perceived influencers as trustworthy,
particularly those with higher risk tolerance. In this context, trust was largely
formed based on the perceived honesty of influencers and the alignment of
their recommendations with followers’ expectations in risky financial

decisions.

Trustworthiness has been shown to influence investors’ behavioural
responses, including herding behaviour. Natahadi et al. (2024) examined the
influence of finfluencers on millennial investors using path analysis with
111 Indonesians. The results showed that finfluencers’ trustworthiness
significantly increases herding behaviour, as investors tend to imitate the
investment actions of influencers they trust. Perceived trustworthiness
reduces investors’ perceived risk and increases their tendency to follow the
investment behaviour suggested by influencers (Natahadi et al., 2024;

Trisno & Vidayana, 2023).

Beyond finfluencers, trustworthiness is a key factor shaping investors’
confidence in advisors and digital investment services. Kulal et al. (2024),
using a survey of 400 retail investors, found that 85% prefer advisors who
are transparent, ethical, and reliable, which strengthens relationships and
boosts investment confidence. Nourallah et al. (2023) investigated how

young retail investors develop initial trust in financial robo-advisors using
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empirical data from users of digital financial platforms. Their study showed
that investors tend to rely more on financial technologies when they perceive
them as reliable and trustworthy. Similarly, Md Husin et al. (2023) examined
investors’ decision-making in the Islamic stock market and found that
perceived trust significantly influences investors’ attitudes and participation

In investment activities.

In the context of social media financial communication, financial
influencers have increasingly become an important source of investment-
related information. Gerritsen and de Regt (2025) found that financial
influencers can influence consumers’ financial decision-making when
followers perceive them as credible and trustworthy sources of financial
knowledge. Trust helps reduce uncertainty when investors evaluate financial
advice shared on social media platforms, which in turn increases their
confidence in making investment decisions (Md Husin et al., 2023;

Nourallah et al., 2023).

The role of influencer trustworthiness has also been observed in digital
consumption contexts. Dharma et al. (2024) examined the impact of
influencer marketing on 150 Generation Z’s purchase intentions in emerging
economies and found that influencer trustworthiness positively affected
consumers’ purchase intention. Consumers feel that honest, authentic, and
trustworthy influencers’ recommendations are more acceptable. Cardoso et
al. (2024) investigated the influence of digital influencers on the adoption
of financial technology (Fintech) banking services among Generation Y in
Brazil using survey data from 146 fintech users. The results showed that
trust in digital influencers significantly increases the adoption of fintech
services, as individuals tend to rely on influencers whom they perceive as
reliable and knowledgeable when making financial-related decisions

(Cardoso et al., 2024; Sabrina et al., 2025).

However, some studies present contradictory findings regarding the

influence of finfluencers’ trustworthiness on investment behaviour. Pande
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(2025) analysed the impact of finfluencers on the investment choices of
retail investors using a mixed-method approach involving surveys and
interviews with 210 retail investors with Structural Equation Modeling
(SEM). The study found that trustworthiness did not have a significant effect
on digital investment choices, as investors tend to rely more on their own
knowledge, attitudes, and perceived behavioural control when making
financial decisions rather than solely depending on the trustworthiness of
finfluencers. As a result, expertise and practical financial advice were
considered more influential than perceived trustworthiness in shaping

investors’ behaviour.

From all the above literature, most of the findings showed that finfluencers’
trustworthiness positively affects investment behaviour. Therefore, this
study expects that among Malaysian social media users, finfluencers who
are perceived as honest and transparent will have a similar impact on
followers’ investment decisions. This means that in Malaysia, investor trust

built on honesty is crucial in shaping financial behaviour.

2.2.3 Credibility of Finfluencers and Digital Investment

Decisions

Finfluencers' credibility has been widely recognised as an important factor
influencing investors’ financial decision-making. Empirical studies
consistently demonstrate that when financial influencers are perceived as
knowledgeable and reliable, investors are more likely to rely on their
recommendations when making investment decisions. Using covariance-
based structural equation modelling (CB-SEM), Hamamc1 and Aren (2024)
examined 1,000 participants in Turkey and found a positive and significant
relationship between finfluencers’ credibility and risky investment intention,
indicating that individuals tend to invest in more complex or risky financial
products when they believe influencers possess strong expertise. The overall

credibility significantly predicts investment actions, even though the effect
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of expertise becomes weaker after controlling for other variables
(Subramanian & Sherene, 2023). Supporting these findings, Dalimunthe et
al. (2023) and Batool et al. (2026) also demonstrated similar evidence,
showing that credible finfluencers encourage stronger investment behaviour
because investors perceive their recommendations as trustworthy and

relevant to their financial goals.

Tripathi et al. (2025) further examined the role of finfluencers’ credibility in
shaping investor engagement and investment decisions using Source
Credibility Theory. The study collected data through a structured online
questionnaire. The findings indicate that credibility dimensions such as
expertise, trustworthiness, and attractiveness significantly influence
investor engagement and investment decisions, while authenticity showed
no significant effect. The study concludes that credible finfluencers enhance
investor engagement and increase individuals’ willingness to act on

investment recommendations in digital financial environments.

In addition to quantitative evidence, qualitative and behavioural studies
further highlight how credibility shapes investors’ engagement with
financial information. Masithoh (2024) uses a phenomenological approach
and interviews with Indonesian students who follow financial influencers,
found that participants followed influencers largely due to their perceived
expertise in personal finance. Credible financial influencers can increase
investment interest by presenting financial information in a practical and
easily understandable manner (Tazkia & Wijayanti, 2022). These findings
suggest that credibility not only strengthens trust but also helps simplify
complex financial concepts, allowing novice investors to better understand

and participate in investment activities.

Similarly, Manikandan and Aravind (2025) provided evidence on the role of
influencers' credibility in digital investment decision-making among retail
investors in Kerala, India. Using a quantitative survey of 468 investors and

binary logistic regression analysis, they found a strong positive relationship
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between credibility and the likelihood of following investment
recommendations. The study highlighted that trust and expertise are the
most influential dimensions of investor behaviour, showing that credible
digital financial content significantly increases the probability of investment
action, underscoring the practical importance of credibility in online

financial environments.

Evidence from broader influencer marketing research also supports the
central role of credibility in shaping behavioural intentions. According to
Saima and Khan (2020) and Khoury (2022), the credibility of social media
influencers has a positive and significant effect on consumers’ purchase
intentions, highlighting that credibility can motivate audiences to act on
recommendations shared through social media. Factors such as shared
values, perceived authenticity, and parasocial interaction were shown to
strengthen this effect, suggesting that when influencers are perceived as
genuine and relatable, followers are more likely to trust their financial
advice (Khoury, 2022). These findings imply that credibility does not
operate in isolation but interacts with social and psychological mechanisms
to shape investment confidence. In the context of financial decision-making,
the study found that credibility significantly increases investment intention,
particularly among individuals with higher financial literacy, suggesting that
credible influencers enhance followers’ confidence in online financial

advice (Tran et al., 2025).

Despite the generally positive findings, some research also highlights the
potential risks associated with relying on perceived credibility alone. Singh
and Sarva (2024) conducted an event study analysing stock
recommendations made by financial influencers and found a significant
relationship between influencer credibility and investors’ responses to those
recommendations. However, the results showed negative short-term returns
and inconclusive long-term returns, although some Buy-and-Hold
Abnormal Returns (BHAR) were significant. The authors argued that the

lack of professional financial licences and formal expertise among many
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finfluencers raises concerns about their reliability as financial information
intermediaries. This suggests that while perceived credibility may influence
investor behaviour, it does not always reflect actual expertise, which may
lead to suboptimal investment outcomes if investors rely solely on

influencer recommendations.

Morasch et al. (2026) further examined the influence of reputable social
media finfluencers in finance and insurance and found a negative but
statistically significant direct relationship between source credibility and
purchase intention. The study, which surveyed 758 followers of 32 certified
finfluencers in German-speaking areas, revealed that credibility alone does
not directly improve digital investment decisions. Instead, its influence
operates indirectly through brand trust, indicating that followers rely more
on trust mechanisms and quasi-social relationships than on perceived
professional credibility when making investment decisions. This finding
highlights that credibility must be transformed into trust to effectively shape

digital investment behaviour.

From all the literature reviews above, most of the results proved that
finfluencers’ credibility has a positive effect on investment decisions.
Therefore, this study expects that Malaysian retail investors will also be
influenced by the perceived credibility of finfluencers. This shows that the
higher the expertise credibility of the influencer, the stronger the investment

intention and behaviour among Malaysian investors.

2.2.4 Mediating Role of Financial Knowledge between

Exposure of Finfluencers and Digital Investment Decisions

Exposure to financial knowledge through digital platforms significantly
shapes investment decision-making, although empirical findings are mixed.
Bhatt and Bhatt (2025) reported that consistent exposure to finfluencers

significantly improved financial knowledge among young adults in Gujarat,
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which subsequently shaped their investment behaviour. Using Structural
Equation Modeling (SEM), they demonstrated that credibility, content
engagement, and perceived financial literacy collectively strengthened
understanding of investment opportunities, budgeting, and risk assessment.
This enhanced financial knowledge increased individuals’ confidence in
making independent and informed digital investment choices. These
findings highlight that financial knowledge serves as a bridge between
digital exposure and practical investment behaviour, indicating that the
quality and engagement level of content are key factors in translating

exposure into actionable understanding.

Similarly, Yanto et al. (2021) demonstrated that social media exposure and
peer influence jointly contribute to building financial literacy among
Indonesian millennial students. Social media was found to operate as a
dynamic platform for accessing and exchanging financial knowledge, which
subsequently shaped students’ financial attitudes and management practices.
Exposure to social media significantly enhanced students’ financial
knowledge, influencing their financial attitudes, which in turn improved
financial behaviour. The squared multiple correlation results revealed that
financial attitude, social media exposure, and financial knowledge
collectively explained 58% of the variance in financial behaviour. This
indicates that social media can be an effective channel for financial learning,
but its impact depends on the interplay between knowledge acquisition and

attitude formation.

The mediating role of capital literacy has also been identified as significant
in mediating investment decisions among young adults exposed to social
media (Junaidi & Nurhidayah, 2023). Capital literacy, as a subset of
financial literacy, refers to knowledge and understanding specific to the
capital market context. Kustitik et al. (2025) further found that financial
literacy mediated the relationship between social media exposure and
educational investment decisions among 375 respondents from Pamulang

University. While social media exposure enhanced financial literacy, which
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in turn positively influenced investment decisions, the overall effect
remained relatively modest. This indicates that financial literacy can
mediate the impact of exposure, but its strength varies depending on context
and population characteristics. Similarly, Jha and Jose (2025) observed that
finfluencers exert a strong direct impact on financial behaviour. However,
individuals’ financial literacy further influences how they interpret and act
on influencer content, acting as a partial mediator. These findings suggest
that both exposure and pre-existing financial literacy interact to shape

behaviour.

Evidence from Bengaluru, India, further supports the positive effects of
finfluencers exposure. Umakanth et al. (2024) surveyed 200 Gen Z
participants and found that about 80% followed at least one financial
influencer, 70% reported improved financial understanding, and 60%
admitted that their investment choices were influenced by these influencers.
This demonstrates that for younger generations, actively following credible
influencers can enhance financial knowledge and support informed digital

mvestment decisions.

A study by Wijaya et al. (2024) shows that digital financial literacy
moderates the relationship between influencers and investment decisions.
The findings indicate that individuals exposed to information from
finfluencers, who possess stronger financial understanding, are more likely
to make better investment decisions. However, the study also shows that the
expected stronger effect of investment influencers on cryptocurrency
investment decisions among individuals with low digital financial literacy

is not significant.

Zega and Satato (2025) highlight that exposure to financial information via
digital media, investment communities, and online learning resources plays
a crucial role in shaping how millennial investors develop financial
knowledge. Millennials often rely on platforms such as social media, online

investment forums, and mobile trading apps as primary sources of financial
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understanding, given the accessibility and real-time nature of information.
Continuous exposure to financial content enhances comprehension of
market trends, investment risks, and portfolio management, thereby
strengthening confidence in investment decision-making. However, the
study cautions that not all digital information is reliable, meaning that
exposure without proper evaluation skills can lead to misinformed choices.
This underscores that the effectiveness of digital exposure depends on the
quality of content and the ability of investors to critically evaluate

information.

Finally, Borde et al. (2024) indicate that Generation Z generally exhibits
limited comprehensive financial knowledge, yet demonstrates strong
adaptability and high engagement with social media platforms. As a result,
they rely heavily on finfluencers for investment-related information and
advice. Content produced by many finfluencers is typically simple, easily
understandable, and freely accessible, making it particularly attractive to
this generation. This highlights a generational tendency to depend on digital
channels for learning, but also points to the need for content that builds

deeper financial literacy.

Overall, the literature suggests that digital exposure is a meaningful pathway
for acquiring financial knowledge, but its impact on investment decisions is
influenced by the credibility of content, engagement level, existing literacy,
and critical evaluation skills. While exposure alone may not guarantee
improved understanding, credible and engaging financial content can
enhance literacy levels and support informed digital investment

participation among young adults.
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2.2.5 Mediating Role of Financial Knowledge between
Trustworthiness of Finfluencers and Digital Investment

Decisions

Financial knowledge significantly influences how investors interpret and act
on information from social media influencers. Research suggests that
financial literacy mediates the link between trust in finfluencers and
investment decisions. Thukral and Mascarenhas (2025) -categorises
investors into three clusters. Cautious learners (19%) are mainly young,
low-income students and postgraduates who trust finfluencers and engage
with their content but rarely invest directly, preferring to verify information
first. Skeptical professionals (47%) are mid-aged, high-income investors
with strong financial knowledge who trust finfluencers less and rely on
independent research. Action-oriented followers (35%) are high-income
investors who trust finfluencers and act frequently on their advice but
perform minimal fact-checking, making them more prone to misinformation.
Therefore, financial knowledge shapes whether trust in finfluencers leads to

verification, independent analysis, or direct action.

Building on these insights, empirical studies have examined how financial
literacy mediates the influence of finfluencers’ trust on actual investment
behaviour in digital environments. Zaman (2025) found that financial
literacy serves as a pathway through which FinTok influencers’ trust are
transformed into scam avoidance behaviour. Financial knowledge enables
individuals to evaluate offers more critically and avoid fraudulent schemes,
suggesting that it strengthens consumers’ ability to assess the credibility of
financial information shared by influencers. This indicates that financial
knowledge not only enhances protection against scams but also facilitates
more informed digital investment decisions by linking trust in finfluencers

with rational financial outcomes.
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Financial literacy has also been shown to reduce investors’ susceptibility to
social influence and herd behaviour when making financial decisions.
Wangzhou et al. (2021) investigated the effects of regret aversion and
information cascades on investment decisions in the real estate sector from
325 retail investors. The study revealed that financial literacy significantly
moderated the relationship between information cascades and investment
decisions. Financial knowledgeable investors are less likely to follow herd
behaviour and capable of evaluating investment information independently.
Similarly, Pandey (2025) found that financial literacy weakens the influence
of trust in finfluencers on digital investment decisions among Indian youth.
The study reported that 51% of respondents trust finfluencers more than
certified financial advisors. However, investors with higher financial
literacy were less likely to act impulsively on influencer-driven advice.
These findings show that financial knowledge can promote the rational
evaluation of financial information, reducing investors' susceptibility to

social influence and their emotional attachment to finfluencers.

However, not all studies support a significant moderating role of financial
literacy in the relationship between these two constructs. Martaningrat and
Kurniawan (2024) examined whether financial literacy moderates the
influence of finfluencers on investment decision-making among Millennials
and Generation Z in Indonesia. The study found that the moderation effect
was not supported among the relationship between finfluencers and
investment decisions. Financially literate Millennials and Gen Z already
critically evaluate finfluencers’ advice, so financial literacy does not
significantly change the influence of finfluencers on their investment

decisions.

Similarly, Rijanto and Utami (2024) examined the influence of social media
influencers on cryptocurrency investment decisions among 192 young
investors in the Jabodetabek area using a Google Form questionnaire and
SEM-PLS analysis. The study found that financial knowledge did not

significantly moderate the effect of influencer trustworthiness on investment
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decisions. Instead, investors relied more on trust, credibility, and perceived
suitability of influencers, often prioritizing influencer portfolios over
structured financial planning. These findings suggest that while financial
knowledge can support critical evaluation of information, trust in
finfluencers may override its influence, particularly in speculative markets

like cryptocurrency.

From the literature reviewed, financial knowledge clearly shapes how trust
in finfluencers affects digital investment decisions. While some studies
focused on moderation, their findings suggest financially literate investors
already critically evaluate influencer advice, limiting observable effects.
This study instead examines mediation, exploring how financial knowledge
acts as a mechanism linking trust in finfluencers to investment decisions,
supporting critical evaluation, scam avoidance, and informed digital

investment behaviour among Malaysian retail investors.

2.2.6 Mediating Role of Financial Knowledge between

Credibility of Finfluencers and Digital Investment Decisions

Social media has increasingly emerged as a primary source of investment
information, shaping how investors evaluate opportunities and make
decisions (Atoom et al., 2021). Their findings revealed that 60% of investors
rely on social networking sites for investment information, compared to 40%
who use specialized financial websites. Beyond accessing news, investors
actively seek credibility cues from these platforms, with 80% following
opinions and comments on institutional trustworthiness, 60% relying on
advice from intermediaries, and 33.3% consulting financial bulletins of
public companies. The study further concluded that investors with
postgraduate education and more than ten years of experience are more
influenced by social media, indicating that higher levels of knowledge and
expertise enhance the ability to process and act on information obtained

from diverse digital channels. This suggests that financial knowledge plays
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an important role in shaping how investors interpret credible information
from social media sources, including finfluencers, when making digital

investment decisions.

Several studies further highlight the role of financial knowledge in shaping
how investors respond to finfluencers’ credibility. Amritha (2024) found that
finfluencers’ perceived expertise and trustworthiness significantly foster
positive attitudes toward them, which subsequently encourage investment
intentions. The study demonstrated that financial literacy strengthens
individuals’ ability to evaluate financial information, allowing investors
with higher knowledge to make more informed and discerning investment
decisions rather than blindly following influencer advice. Similarly, Anshori
et al. (2024) examined the influence of stock influencer credibility on
investors’ herding behaviour with financial literacy as a moderating variable.
Higher perceived credibility of stock influencers significantly increases
herding behaviour, but financial literacy was found to weaken this
relationship. Investors with stronger financial knowledge were more
capable of filtering information, critically evaluating financial products, and
relying on independent judgment rather than imitation. These findings
suggest that financial knowledge improves investors’ decision-making
processes by helping them interpret credible financial information more
critically, thereby influencing the way finfluencers’ credibility translates

into digital investment decisions.

The importance of financial knowledge is also reflected in studies
examining behavioural biases in investment decisions. Gothe and Mishra
(2023) found that limited financial knowledge among mutual fund investors
in India leads to psychological biases such as herding, where individuals
rely on the decisions of others instead of conducting independent analysis.
Using survey data to analyze investor behaviour, the study demonstrated
that knowledge gaps increase susceptibility to external influence (Gothe &
Mishra, 2023; Usha & Magesh, 2025). According to Usha and Magesh

(2025), credibility and behavioural tendencies shape investment decisions,
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while emphasizing that financial knowledge plays a critical role in

improving the quality and rationality of investment decision-making.

In contrast, some studies report inconsistent findings regarding the
mediating or moderating role of financial literacy. Priscilla and Saleh (2023)
investigated the mediating role of financial literacy in the relationship
between influencer credibility and digital investment decisions in P2P
lending. Using purposive sampling, the study collected responses from 50
millennial P2P investors in Indonesia through online questionnaires. The
results indicated that financial literacy did not serve as a mediating variable
between influencers and investment decisions. This insignificance was
attributed to inaccurate recommendations, trust issues toward influencers,
and the presence of financial losses even among well-known investors. The
authors suggested that investors with higher financial literacy tend to rely
on their own rational analysis of risks and returns rather than depending on
influencer recommendations, which weakens the relationship between
influencer credibility and investment decision-making. Similarly,
Chairunnisa and Dalimunthe (2021) examined the moderating role of
financial literacy in the relationship between influencer credibility and
investment decision-making through herding behaviour. The findings
showed that financial literacy did not significantly moderate the relationship,
as investor behaviour remained largely unaffected by different levels of

financial literacy.

From the literature, finfluencers’ credibility and financial knowledge are key
factors shaping digital investment decisions. Credible influencers increase
reliance on their recommendations, while financial knowledge helps
investors critically evaluate information and avoid blindly following advice.
Thus, this study expects financial knowledge to mediate the relationship
between finfluencers’ credibility and digital investment decisions among

Malaysian retail investors.
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2.2.7 Financial Knowledge and Digital Investment Decisions

Financial knowledge has consistently been identified as an important factor
influencing individuals’ investment decisions. Empirical studies show that
investors with stronger financial understanding are better able to evaluate
financial information, manage risk, and make more informed investment
choices. Mubaragq et al. (2021) analysed 110 investors who attended a capital
market school in West Nusa Tenggara, Indonesia. The study found that
financial knowledge has a positive effect on investment decisions, as
knowledgeable investors are more capable of understanding stock market
risks and opportunities. Financial knowledge reduces uncertainty and helps
young investors make clearer and more confident choices (Wangi & Baskara,

2021; Sianipar et al., 2024).

Zainordin et al. (2025) examined the influence of financial literacy on stock
market investment behaviour among Generation Z investors. The study
found that financial literacy significantly influences investment behaviour,
as more knowledgeable investors demonstrate higher confidence, stronger
awareness of risk—return trade-offs, and more rational participation in stock
market activities. Baihaqqy et al. (2020) also confirmed this relationship
through a survey of 400 respondents across different generations in
Indonesia. Although the effect size reported was relatively small (2.1%), the

study still demonstrated the same result.

Parsai and Chandok (2025) emphasised that financial literacy encourages
informed risk-taking, particularly among younger individuals, as investors
with stronger financial knowledge tend to evaluate investment opportunities
more carefully. Investors with higher levels of financial literacy were more
confident in evaluating investment alternatives and demonstrated stronger
tendencies toward rational portfolio selection, capable of distinguishing
between credible and non-credible financial information and demonstrated
more deliberate and structured investment decision processes within online

investment communities (Nugraha et al., 2022; Baveja & Verma, 2024).
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Adil et al. (2022) examined 253 individual investors in the Delhi-NCR
region using hierarchical regression analysis to explore how financial
literacy interacts with behavioural biases. Their findings showed that
financial literacy directly improves the quality of investment decisions and
also moderates the influence of behavioural biases by reducing their
negative effects on investor judgement. Investors with higher financial
literacy were better able to interpret financial information and avoid
irrational investment behaviour. Moreover, Yanti and Endri (2024) found
that financial literacy positively influences investment decision-making
among millennials in Jakarta. Millennials with stronger financial knowledge
tend to make more rational and effective investment decisions, while those
with limited knowledge are more vulnerable to financial mistakes and fraud

(Yanti & Endri, 2024; Uddin et al., 2024).

Another study also confirms the positive influence of financial knowledge
on investment decision-making. When investors possess stronger financial
literacy, their ability to interpret financial information, evaluate risks, and
identify investment opportunities is better (Darvishan, 2024). In different
investor groups, Abidin et al. (2024) found similar results among Micro,
Small and Medium Enterprises (MSME) business owners. Individuals with
higher financial knowledge are better able to understand financial risks,
evaluate investment schemes, and make more prudent investment decisions

(Abidin et al., 2024; Atmaningrum et al., 2021).

However, not all studies indicate that higher financial literacy always leads
to more cautious investment behaviour. Kawamura et al. (2021) identified a
paradoxical relationship between financial literacy and financial decision-
making using a large-scale web-based survey of approximately 350,000
Japanese participants. The study found that although higher financial
literacy is associated with positive behaviours such as retirement planning
and avoiding gambling, it is also linked to greater engagement in risky

financial activities. These findings suggest that financial knowledge may

Page 44 of 141



Finfluencer and Digital Investment Decision: The Mechanism of Financial Knowledge and
Artificial Intelligence Literacy

sometimes lead to overconfidence, encouraging investors to take greater
risks when dealing with complex investments, indicating that even

knowledgeable investors remain vulnerable to financial risks.

From the literature review above, most of the findings showed that financial
knowledge has a positive impact on investment decisions. Therefore, this
study expects that in the Malaysian context, especially in the setting of
finfluencers influencing young investors, financial knowledge will continue
to play a major role in shaping investment decisions. This is in line with the
previous studies that increased financial literacy among Malaysian retail
investors, especially those influenced by digital financial content, will lead
to better risk understanding and more confident and informed decision-

making in investment activities.

2.2.8 Moderating Role of AI Literacy between Financial

Knowledge and Digital Investment Decisions

Financial knowledge plays a critical role in enabling individuals to make
informed digital investment decisions. Recent studies indicate that Al such
as robo-advisors and algorithm-driven advisory tools can strengthen the
impact of financial literacy on investment behaviour. However, the
effectiveness of these Al tools is largely contingent on the Al literacy of
investors, which include the ability to understand, interpret, and
appropriately apply Al-generated recommendations (Giirsoy, 2025). Inkpen
et al. (2023) highlights that Al does not automatically improve decision
outcomes. Instead, its benefits rely on user expertise. Investors with higher
expertise can integrate algorithmic input with their knowledge for superior
decisions, whereas those with lower expertise may misuse or over-rely on

Al, resulting in suboptimal outcomes.

Guo et al. (2025) show that expert users show minimal change when using

the Al tools, as they already outperform the AI. However, low Al literacy
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reduces investors’ intention to use Al tools, thereby limiting the potential
benefits of Al-assisted investment decisions. Qadoos et al. (2025) further
found that the adoption and effective use of robo-advisors strongly depend
on the financial literacy and investment experience of investors. Those with
greater financial knowledge and familiarity with Al tools are better able to
interpret algorithmic recommendations and integrate them into portfolio
management decisions. Besides, empirical evidence suggests that a strong
set of cognitive tools which include financial literacy and Al literacy play
critical roles in shaping investment decisions. Financial literacy equips
individuals with the knowledge to understand investment risks and
opportunities, enabling them to evaluate and engage with digital financial

services effectively (Isaia & Oggero, 2022).

In addition, Praveen et al. (2025) show that Al-driven technologies such as
robo-advisors, adaptive learning platforms and predictive analytics can
increase investor financial knowledge, reduce cognitive load and improve
the accuracy of financial decisions. Aishwaryalaxmi et al. (2024) indicate
that Al-enabled fintech tools moderate the relationships between FinTech-
linked banking literacy, digital adoption, and financial inclusions. Al tools
can support individuals with lower financial literacy by simplifying
complex processes and providing tailored recommendations. Moreover,
evidence from Meesook et al. (2025) demonstrates that higher Al literacy
enhances diagnostic and prognostic skills, which are essential cognitive
capabilities for effective decision-making. Taken together, financial literacy
and Al literacy facilitate Al tool adoption and promote greater engagement

in digital financial activities.

Conversely, insufficient Al literacy can limit the benefits of financial
knowledge. Eichler and Schwab (2024) suggest that robo-advisors function
as technological and cognitive support tools that help investors manage
complex financial decisions. However, the authors note that robo-advisors
do not necessarily improve users’ financial literacy, highlighting the

continued importance of investor knowledge in digital investment contexts.
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In addition, Jamal et al. (2025) find that Al adoption enhances outcomes
mainly for financially knowledgeable investors. Their results also reveal
that risk perception moderates the effect of financial literacy on investment
results. This study underscores that Al adoption alone is insufficient for
optimal investment decisions without adequate investor literacy, reinforcing
that psychological and cognitive factors interact with technological

capabilities in shaping digital investment behaviour.

Furthermore, research indicates that the presence of Al in investment
platforms such as robo-advisors does not automatically improve investor
decision-making. Empirical studies show that users lacking financial
knowledge or understanding of Al outputs gain little benefit from automated
recommendations or portfolio management. For example, retail investors
using robo-advisors did not show significant improvements in disciplined
investment behaviour, whereas financial literacy remained a stronger
predictor of sound decisions (Anwar, 2025a; Anwar, 2025b). Therefore, Al
in investment platforms without adequate Al literacy and financial literacy
cannot meaningfully influence investor behaviour, highlighting the need for
educational tools, personalized feedback, and design features that help

investors understand and engage with algorithmic recommendations.

Overall, these findings indicate that Al literacy functions as a moderator that
determines the effectiveness of financial knowledge in shaping digital
investment behaviour. Investors with higher Al literacy are better equipped
to integrate their financial knowledge with Al-supported advice, resulting in
more informed and rational investment decisions. In contrast, those with
lower Al literacy may fail to leverage their knowledge effectively,
highlighting the importance of AI education and skill development in

maximizing the benefits of digital investment tools.
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2.3 Propose Framework

Figure 2.1 showed the theoretical framework of independent variables (exposure,

trustworthiness and credibility), mediating variable (financial knowledge) and

moderating variable (Al literacy) on digital investment decisions.

Figure 2.1 The Characteristics of Finfluencers on Digital Investment Decision

of Adults in Malaysia
Al Literacy
Financial

H,, Knowledge H,

Exposure H,y
HZD Hla
Trustworthiness Hyy Digital
» Investment

H,, Hic Decision

Credibility

2.4 Hypothesis Development

2.4.1 Exposure of Finfluencers and Digital Investment

Decisions

The exposure of finfluencers positively affects the investors digital

investment decisions (Choudhary & Yamuna, 2025; Andrian et al., 2025).

According to Safitri et al. (2025) and Setthajit & Sompaeng (2025), the more

frequent exposure of finfluencers to investors, the more effect on investment

decisions of investors.
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Hi,: There is a relationship between exposure of finfluencers and digital

investment decisions.

2.4.2 Trustworthiness of Finfluencers and Digital Investment

Decisions

Rajput and Gandhi (2024) and Kulal et al. (2024) mentioned that the
trustworthiness of finfluencers significantly affects the investors’
investment decisions. The higher the trust between investors and
finfluencers, the more investors influenced by the finfluencers in investment
decision making (Luan et al., 2024; Natahadi et al., 2024; Trisno &
Vidayana, 2023).

H;p: There is a relationship between trustworthiness of finfluencers and

digital investment decisions.

2.4.3 Credibility of Finfluencers and Digital Investment

Decisions

Prior studies showed a positive relationship between credibility of
finfluencers and digital investment decisions (Hamamci & Aren, 2024;
Subramanian & Sherene, 2023; Masithoh, 2024; Singh & Sarva, 2024;
Dalimunthe et al., 2023; Saima & Khan, 2020). The higher the credibility of
finfluencers, the more investors follow their recommendations in

investment decision making.

H;.: There is a relationship between credibility of finfluencers and digital

investment decisions.
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2.4.4 Mediating role of Financial Knowledge between

Exposure of Finfluencers and Digital Investment Decisions

The majority of the study showed that financial knowledge mediates
between exposure of finfluencers and investors’ digital investment decisions
(Bhatt & Bhatt, 2025; Yanto et al., 2021). Wijaya et al. (2024) found that
investors with higher financial literacy gain more benefits from information
provided by investment influencers, whereas those with lower financial
literacy gain little, particularly in cryptocurrency investment decisions. With
financial knowledge, investors may not influence decision making even if

exposure increases.

H,,: The mediating role of financial knowledge between exposure of

finfluencers and digital investment decisions.

2.4.5 Mediating Role of Financial Knowledge between
Trustworthiness of Finfluencers and Digital Investment

Decisions

According to Martaningrat and Kurniawan (2024), it indicated that financial
knowledge does not have a mediating role between trustworthiness of
finfluencers and followers’ financial behaviour. However, several studies
found that financial knowledge does mediate this relationship. The higher
level of financial knowledge, higher cautious level in decision making rather
than following blindly on trust (Thukral & Mascarenhas, 2025; Zaman,
2025; Pandey, 2025; Wangzhou et al., 2021).

H,j: The mediating role of financial knowledge between trustworthiness of

finfluencers and digital investment decisions.
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2.4.6 Mediating Role of Financial Knowledge between

Credibility of Finfluencers and Digital Investment Decisions

Financial knowledge has a mediating role between the credibility of
finfluencers and digital investment decisions (Atoom et al., 2021; Amritha,
2024; Gothe & Mishra, 2023; Usha & Magesh, 2025). The higher financial
knowledge, the higher the ability to process finfluencers’ advice in making
informed investment decisions. However, several studies observed that
financial knowledge does not mediate this relationship (Priscilla & Saleh,

2023; Chairunnisa & Dalimunthe, 2021).

H,.: The mediating role of financial knowledge between credibility of

finfluencers and digital investment decisions.

2.4.7 Financial Knowledge and Digital Investment Decisions

Many studies have shown that financial knowledge positively affects
investors’ digital investment decisions (Mubaraq et al., 2021; Wangi &
Baskara, 2021; Sianipar et al., 2024). Baihaqqy et al. (2020) and Parsai &
Chandok (2025) said that investors with higher financial knowledge are

more able to manage risks and confidently engage in investment activities.
H; : There is a relationship between financial knowledge and digital

investment decisions.

2.4.8 Moderating Role of AI Literacy between Financial

Knowledge and Digital Investment Decisions

Most of the studies showed that Al literacy moderate the relationship

between financial knowledge and digital investment decisions (Isaia &
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Oggero, 2022; Praveen et al., 2025). Meesook et al. (2025) observed that
investors with higher Al literacy exhibit stronger risk management skills, as
their diagnostic and prognostic capabilities enable them to use Al tools
effectively, whereas a lack of these competencies can lead to misjudgments

and cognitive biases in investment decisions.

H,: The moderating role of Al literacy between financial knowledge and

digital investment decisions.

2.5 Conclusion

This chapter has reviewed and compared the empirical findings of previous studies
regarding the relationship between finfluencer-related factors and digital
investment decisions. The discussion focused on the influence of exposure,
trustworthiness, and credibility, as well as the role of financial knowledge as a
mediating variable and Al literacy as a moderating variable in shaping investment
behaviour. The literature reviewed provides the theoretical foundation and supports
the development of the research framework and hypotheses for this study. The

following chapter will discuss the research methodology used to conduct this study.
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CHAPTER 3: METHODOLOGY

3.0 Introduction

This chapter will discuss the methodology applied in this study. It includes research
design, data collection method, sample design, ethical consideration, questionnaire

development, pre-test and pilot test, and descriptive analysis.

3.1 Research Design

The study adopts a quantitative research design, which focuses on quantifying data
to test hypotheses, identify relationships and generate generalizable findings. It is
defined as the systematic collection, analysis and interpretation of numerical data
through structured methods grounded in empiricist and positivist ideologies that
emphasize theory testing (Ghanad, 2023). This design ensures efficiency and
reliability through standardized, scalable and rapid data collection, with statistical
analysis promoting objectivity and reproducibility to increase study credibility (Lim,

2024).

A cross-sectional survey is employed in the study, which collects data from the
target population at a specific point in time, enabling assessment of multiple
variables at once and offering a snapshot within the population (Ghanad, 2023). It
allows for single-phase data collection from a large number of respondents and
generates generalizable findings in a limited timeframe. A questionnaire serves as a
structured tool for data collection, where the questions are designed around the
research objectives that describe the variables, making it systematically capture

measurable data (Barroga & Matanguihan, 2022).
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SmartPLS 4.0, a widely used and accessible software for Partial Least Squares
Structural Equation Modeling (PLS-SEM), is used for data analysis in the study.
SmartPLS 4.0 applies algorithms and statistical models that are tested and validated
in peer-reviewed research, ensuring transparency in computation and replicability
of findings (Memon et al., 2021). PLS-SEM is a variance-based multivariate
analysis technique that combines principal component analysis with ordinary least
squares regression so that it can analyze complex models involving multiple
independent, dependent, mediating, and moderating as well as higher-order
constructs through reflective or formative measurement models (Subhaktiyasa,
2024). Statistical Package for the Social Sciences (SPSS) is also employed to

analyse the demographic profile of respondents using descriptive statistics.

3.2 Sample Design

3.2.1 Target Population

The population represents a large group of individuals who share common
traits within a particular context (Willie, 2024). On the other hand, the target
population narrows to a smaller segment of individuals who possess distinct
attributes or fulfill certain criteria relevant to the study (Scribbr, 2023). In
this study, the target group is adult investors in Malaysia. After careful
consideration, the target respondents were set between 20 and 49. The main
reason for setting the respondents’ age range from 20 to 49 is that it
represents the largest proportion of the population in Malaysia (Table 3.1).
According to Figure 3.1, most social media users are between 20 and 49
years old. This target can help obtain more accurate data from the most
frequent users of the study. Those familiar with the use of technologies are
more likely to use digital investment apps or engage in online investment
activities. Unlike most seniors who act as risk-avoiders, this group of

investors tends to take risks for higher returns, leading to a more open-
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minded approach to digital investment products such as cryptocurrency,

robo-advisory and ETFs.

Table 3.1 Population Table: Malaysia

Age Groups Population (000)
Age 45 -49 2,104.6
Age 40 - 44 2,660.6
Age 35-39 2,849.4
Age 30 - 34 2,889.4
Age25-29 3,086.8
Age 20 - 24 3,155.5

*Source: Department of Statistics Malaysia (2025)

Figure 3.1: Percentage of Individuals Using the Internet by Age Group,
Malaysia, 2022 and 2023
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*Source: Department of Statistics Malaysia (2024)
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3.2.2 Sampling Size

This study uses Krejcie and Morgan's (1970) formula to determine the
sample size. Krejcie and Morgan is a widely accepted method for
calculating the representative sample size in investigations and research
(Hasan & Kumar, 2024). The formula considers the total population size,
the expected confidence level, and the margin of error to generate the
minimum number of respondents needed to extend the research results to
the target population. This method is usually applied to business, finance
and social science research because it balances statistical accuracy and

practical feasibility (Alrawashedh, 2023; Ibrahim et al., 2022).

Krejcie and Morgan's formula allows for research efficiency by ascertaining
a sufficient sample size to reduce the necessity of interviewing the whole
population. According to Chuan (2006), a small sample size may render
research findings inaccurate, whereas a sample size that is too large may
incur excessive time and financial costs. The formula determines a
representative subset of respondents to ensure the research results are
reliable and effective under limited resources. The Krejcie and Morgan’s

formula is expressed as:

s= X?NP(1—P) = d*(N—-1) + X?P(1-P)
where s =sample size
X2 = the table value of chi-square for 1 degree of freedom at the
desired confidence level (3.841)
N = the population size
P =the population proportion (assumed to be 0.5 since this would
provide the maximum sample size)

d =the degree of accuracy expressed as a proportion (0.05)

s = 3.841(16,746,300)(0.5)(0.5) = (0.05)2(16,746,300 — 1)
+ 3.841(0.5)(0.5)
= 385.06
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Thus, the final sample size for the study is 385 respondents.

The target population of this study includes 16.7463 million Malaysia adults
between 20 years old to 49 years old. Under the confidence level of 90%
and the error range of 10%, the formula of Krejcie and Morgan is used to

calculate the required minimum sample size.

According to the calculation steps, the formula determines that 385

respondents are sufficient to represent the population in this study.

3.2.3 Sampling Technique

This study adopted a non-probability convenience sampling technique
because it provided quick and efficient access to respondents directly
relevant to the research objectives. The questionnaire was designed using
Google Forms and distributed through a QR code, which the participants
scanned to complete the survey. The target respondents consisted of adults
in Malaysia ranging from 20 years old to 49 years old, with or without
financial knowledge and Al literacy. The inclusion of respondents from both
groups through questionnaire distribution ensured that the dataset reflected
a diversity of financial knowledge. Thus, it provides a balanced foundation
for investigating its effect on the relationship between the characteristics of

finfluencers and digital investment decisions.

3.3 Data Collection Method

This study aims to examine the characteristics of finfluencers on the digital

investment decisions of adults in Malaysia. The primary data is collected through

the questionnaires. The questionnaire is divided into two sections, where the first

section is for demographic information, and the second section is for the study’s
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variables, the characteristics of finfluencers (exposure, trustworthiness and
credibility), financial knowledge, Al literacy and digital investment decisions. A
closed-ended survey format is used where respondents only need to choose the most
appropriate answer, as such questions are easier to answer, reducing the need for
assistance, and are very suitable for self-administered questionnaires, especially
when measuring subjective constructs (Taherdoost, 2022). The survey uses a 7-
point Likert scale from “Strongly Disagree” (1) to “Strongly Agree” (7). The use of
a Likert scale with more than five response options, particularly a 7-point scale, can
improve the reliability and validity of the measurement, as it can provide response
variability and achieve more accurate data collection (Kusmaryono et al., 2022).
The questionnaire is written in English, as it is widely understood among Malaysian
adults, especially in an investment context. Using English also ensures consistency

of interpretation and avoids potential translation errors.

The questionnaire is pretested by two academic experts to ensure the questions and
structure are suitable and valid for the study before the survey is distributed. A pilot
test is then conducted by sending the questionnaire to 30-50 people, and the data
collected is analyzed using SmartPLS to check the reliability and validity of the
data to ensure the variables measured are appropriate for the study. The target
population for this study is adults in Malaysia, with a sample size of 385
respondents, which is determined using the Krejcie and Morgan formula, a
scientifically proven sample size for a given population. This formula ensures the
findings are statistically representative and generalizable to the broader adult
population. The survey is conducted online through Google Forms, where
respondents can participate using their electronic devices through a QR code and
link. This approach is considered an efficient and convenient way to collect data, as
it allows respondents to complete the survey at their preferred time, increases
accessibility across different devices, and reduces data entry errors (Wardropper et

al., 2021).
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3.4 Ethical Consideration

This study strictly follows the ethical research standards to ensure all participants'
rights and safety. The questionnaire survey clearly explains the research purpose,
procedures, and rights to the respondents before answering the questionnaire. Then,
it informed consent through voluntary participation. A clear statement guarantees
that their participation is voluntary, they can quit at any time without any
consequences, and the risk involved in the study is minimal. This survey aims to
protect anonymity from personally identifiable information. It does not collect
private information such as an IC number or contact information and keeps the
answers confidential. To further protect the privacy of participants, the data
collection process is in full compliance with the Personal Data Protection Act of
2010 (PDPA). The Universiti Tunku Abdul Rahman, Teh Hong Piow Faculty of
Business and Finance, approves this study ethically before the distribution of
questionnaires. The research does not disclose any information to any third party,
and only reports the survey results in summary form. This study remains honest and
transparent throughout the research process. All data is accurately recorded,
objectively analyzed, and presented without manipulation. At the same time, all

academic sources are properly recognized to maintain integrity.

3.5 Questionnaire Development

Table 3.2 Questionnaire Development

Variables Questionnaire Citation

Exposure 1. T am aware of “finfluencers,” social | (Das et al.,
media influencers who provide | 2025)

financial advice and investment tips.

2. T actively follow several finfluencers | (Geenen, 2023)

on social media platforms.
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3. I regularly watch, read, or listen to | (Choudhary &
content related to investments shared | Yamuna, 2025)
by finfluencers.

4. 1 often seek out financial information | (Geenen, 2023)
or advice from content created by
finfluencers.

5. T feel disconnected when I do not | (Dinh et al.,
engage with finfluencers on social | 2023)
media for a day.

Trustworthiness 1. I follow finfluencers because I find | (Ngamchuea,
them trustworthy, not simply because | 2021)
of their appearance.

2. T am confident to the statement made | (Hamame1 &
by the finfluencers I followed. Aren, 2024)

3. Tavoid following finfluencers whose | (Hamame1 &
credibility I doubt. Aren, 2024)

4. 1 prefer finfluencers who remain | (Tamara et al.,
consistent in their advice and | 2021)
opinions.

5. Iprefer to follow finfluencers whom | (Tamara et al.,
I consider reliable and trustworthy. 2021)

Credibility 1. My favorite finfluencer is well | (Hamamec1 &
educated in finance. Aren, 2024)

2. My favorite finfluencer demonstrates | (Ngamchuea,
extensive financial knowledge. 2021)

3. My favorite finfluencer has extensive | (Hamame1 &

practical experience in finance.

Aren, 2024)
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. My favorite finfluencer is competent

(Hamamc1 &

in providing reliable financial advice. | Aren, 2024)
. I am confident in my favorite | (Ngamchuea,
finfluencer’s financial skills. 2021)
Financial . My financial knowledge enables me | (Sunarko &
Knowledge to avoid money-related fraud. Sutrisno, 2025)
. I am confident in my understanding | (Ngamchuea,
of financial jargon in investing in the | 2021)
future.
. An investment with a high return is | (Geenen, 2023)
likely to involve high risk.
. High inflation means that the | (Geenen, 2023)
purchasing power of money
decreases rapidly.
. Investing in a wide range of stocks | (Geenen, 2023)
and shares usually reduces the overall
risk.
Al literacy . I have a clear understanding of the | (Pinski &

steps involved in Al decision-

making.

Benlian, 2023)

. I can recognize the Al technologies

used in the applications and products

I interact with.

(Wang et al.,
2022)

. I am capable of assessing the

strengths and limitations of an Al
application or product after using it

for some time.

(Wang et al.,
2022)
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4.

ethical

Al

I  consistently follow

principles when  using

applications or products.

(Wang et al.,
2022)

I am able to select the most suitable
Al application or product for a
range of

specific task from a

available options.

(Wang et al.,
2022)

Financial

Decisions

Digital 1.

I feel that investing through digital
applications is safe, including the
security of money, personal data, and

transactions.

(Furinto et al.,

2023)

I believe I can obtain optimal benefits
by

investment applications.

investing  through  digital

(Furinto et al.,

2023)

I dare to take risks.

(Ningtyas et
al., 2024)

I invest to fulfill my future needs.

(Utami et al.,
2021)

. A considerable proportion of my

monthly income is allocated to digital

investments decisions.

(Sunarko &
Sutrisno, 2025)

3.6 Pre-Test and Pilot Test

3.6.1 Pre-Test

The purpose of pre-testing questionnaires was to uncover the reasoning

behind respondents’ answers, enabling the auditor to determine whether the
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questionnaire was completed correctly, the questions were clearly
understood, and they reflected the intended meaning of the auditor (Office
of the Auditor General of Canada, 2007). The survey was evaluated by two

academic experts before being distributed.

3.6.2 Pilot Test

Pilot test refers to a small-scale version of the full study, also known as a
feasibility study, conducted to preliminarily test a specific research

instrument (Van Teijlingen & Hundley, 2002).

A pilot study is an essential phase of a research project, undertaken to
identify and address potential issues in the research instruments and
procedures before commencing the main study (Hassan et al., 2006). If the
pilot test yields unsatisfactory results, modifications can be implemented
before administering the survey in the main study. The pilot test study will
involve minimum 30 individuals based on the most stringent statistical test
requirements and after accounting for a 20% non-response rate (Bujang et
al., 2024). All obtained data was analyzed using the SmartPLS to assess data
reliability.

3.7 Descriptive Test

3.7.1 Measurement Model Analysis

A reliability test is a statistical method used to assess the consistency and
stability of a measurement (Brown, 2002). The purpose of such testing is to

evaluate the precision and uniformity of the results obtained.
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Table 3.3 Measurement Model Analysis

Test Purpose Descriptive Source
Loading Reflective  measurement | An acceptable outer | (Subhaktiy
Factor model evaluation, where | loading is 0.708 or | asa, 2024)

they represent the strength | higher. However, 0.70 is
of relationships between | considered close
latent constructs and their | enough to 0.708 to be
indicators. acceptable.
Composite | Alpha to provide a | The acceptable values | (Tavakol &
Reliability | measure of the internal | of alpha, ranging from | Dennick,
(Conbrach | consistency of a test or | 0.70 to 0.95. A low | 2011)
Alpha) scale. alpha could be due to a
low number of
questions, poor inter-
relatedness between
items or heterogeneous
constructs.
Composite | CR to examine the internal | Composite  reliability | (Khan et
Reliability | consistency and reliability | values of 0.70 or higher | al., 2023)
of a construct. are considered
satisfactory.
Convergent | Convergent validity 1is| An acceptable AVE is | (Hair et al.,
Validity evaluated by calculating | 0.50 or higher | 2019)
(AVE) the Average Variance | indicating that the
Extracted (AVE), which | construct explains at

quantifies the degree to
which a construct explains

the variance of its items.

least 50 per cent of the

variance of its items.
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HTMT

HTMT method used to
assess discriminant
validity in measurement

models.

The result in HTMT
should be less than 0.90.
HTMT values below the
threshold indicate that
correlations  between
different constructs are
sufficiently low,
suggesting good

discriminant validity.

(Henseler

etal., 2015)

3.7.2 Structured Model Analysis

Structured model analysis is a key step in structural equation modeling

(SEM), where the relationships between latent variables (constructs) are

examined. This analysis helps determine the strength, direction, and

significance of relationships in the proposed model, providing insights into

causal mechanisms and theoretical validity.

Table 3.4 Structured Model Analysis

explained in each

endogenous  construct,
serving as a measure of
the model’s explanatory
strength. It is also
commonly described as
in-sample predictive

power.

0.11 to 0.30 — modest
explanatory power
0.31 to 0.50 — moderate

explanatory power

> 050

—  strong

explanatory power

Test Purpose Descriptive Source
Coefficient - | The R? value indicates the | 0 to 0.10 — weak | (Hair et al.,
R square proportion of variance | explanatory power 2019)
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exogenous construct in
explaining an endogenous
construct by measuring
how much R? changes
when that construct is
added to or removed from

the model.

Large Effect = 0.35

Variance The Variance Inflation | If the VIF value is 5 or | (Becker et
Inflation Factor (VIF) is a common | higher, it indicates | al., 2014)
Factor measure to check whether | serious collinearity
(VIF) there is collinearity (i.e., | problems between the

high correlation) among | indicators. However,

formative indicators in a | problems can also occur

model. when the VIF is as low as

3.

F? F? quantifies the | Small Effect = 0.02 (Ringle et

individual effect size of an | Medium Effect =0.15 al., 2014)

3.8 Conclusion

All data is collected through distributing online questionnaires to a sample size of

385 respondents from the population of 16.7463 million Malaysian adults aged

between 20 years old to 49 years old. The questionnaires are originated and

modified from the previous studies to determine the result of the study. This study

used SmartPLS to run two model analysis, measurement model and structured

model analysis. In the measurement model, the result of loading factor, cronbach

alpha, composite reliability, convergent validity and HTMT will be obtained. In

structured model analysis, it will get the result of R square, variance inflation factor

and F square.
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CHAPTER 4: DATA ANALYSIS

4.0 Introduction

This chapter presents the data analysis of the study examining the influence of
finfluencers on digital investment decisions, with financial knowledge as a mediator
and Al literacy as a moderator. A total of 385 valid responses collected through
online questionnaires were analysed using PLS-SEM technique. The chapter
includes descriptive analysis of respondents’ profiles, assessment of the
measurement model for reliability and validity, and structural model analysis to test

the relationships among the proposed variables.

4.1 Response Rate

A total of 507 questionnaires were distributed to the target audience through the
google forms over a period of five months, from October 2025 to February 2026.
The questionnaire through the links and also the QR code shared through email and
social media channels. In these 5 months, total received 385 responses which is
higher than the minimum requirement of the 384 sample size. The overall response
rate was 75.93%, indicating a high level of participant engagement. All responses
were carefully reviewed to ensure completeness and adherence to the eligibility
criteria, maintaining high data quality for subsequent analysis. The remaining 385
valid responses were analyzed using SmartPLS 4, which allows for the assessment
of structural relationships among latent variables through Partial Least Squares
Structural Equation Modeling (PLS-SEM). The high response rate and complete,

eligible dataset provide a solid foundation for robust statistical analysis.
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4.2 Descriptive Analysis of the Respondents’ Demographic
Profiles

As described in Section A of the questionnaire, the demographic information of the
respondents is presented in Tables 4.1 to 4.4 to make the results clearer and easier
to understand. Following this, descriptive analyses were conducted to provide an

overview of the quantitative data.
The data presented in Table 4.1 below demonstrates that the surveys were filled out
by females (57.7%), while the remaining questionnaires were filled out by males

(42.3%).

Table 4.1: Gender

Gender Frequency Percentage
Female 222 57.7%
Male 163 42.3%

Table 4.2 presents the racial distribution of the respondents. The majority of
respondents were Chinese, accounting for 264 out of 385 respondents (68.6%). The
second largest group was Malay, representing 18.7% of the sample, followed by
Indian respondents at 11.9%. A small portion of respondents belonged to other

ethnicities, including one Melanau and two Iban participants.

Table 4.2: Race

Race Frequency Percentage
Chinese 264 68.6%
Malay 72 18.7%
Indian 46 11.9%
Others (Melanau & Iban) 3 0.8%

Table 4.3 shows the age distribution of the respondents. The most respondents were

in the younger age groups, with 67.3% aged 20-29 years and 22.6% aged 30-39
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years. These categories accounted for 89.9% of the total sample, showing that the
most of respondents were under the age of 40 years. In comparison, fewer
respondents were in the older age brackets: 10.10% were 40-49 years old. There
were no responders aged under 20. This age distribution indicated that most of the

respondents were between 20 to 39 years, with a smaller number of the responders

aged 40 or older.
Table 4.3: Age Group
Age Frequency Percentage
20 - 29 years old 259 67.3%
30 - 39 years old 87 22.6%
40 - 49 years old 39 10.1%

The table 4.4 shows the frequency and percentage of respondents from different
states. The highest number of respondents came from Johor, with 114 participants,
representing 29.6% of the total sample. This was followed by Perak (66 respondents,
17.1%) and Selangor (55 respondents, 14.3%).

A moderate number of respondents came from Pulau Penang (28 respondents, 7.3%)
Sarawak (22 respondents, 5.7%) and Melaka (21 respondents, 5.5%), while Negeri
Sembilan (18 respondents, 4.7%) and Pahang (15 respondents, 3.9%) contributed

intermediate proportions.
Several states had very few respondents, including Kedah (12 respondents, 3.1%),
Kelantan (8 respondents, 2.1%), Sabah (8 respondents, 2.1%), Perlis (9 respondents,

2.3%), and Terengganu (9 respondents, 2.3%).

Table 4.4: State

States Frequency Percentage
Johor 114 29.6%
Kedah 12 3.1%
Kelantan 8 2.1%
Melaka 21 5.5%
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Negeri Sembilan 18 4.7%
Pahang 15 3.9%
Pulau Penang 28 7.3%
Perak 66 17.1%
Perlis 9 2.3%
Sabah 8 2.1%
Sarawak 22 5.7%
Selangor 55 14.3%
Terengganu 9 2.3%

Table 4.5 presents the educational background of the respondents. The majority of
respondents held a Bachelor’s Degree or Professional Qualifications, accounting
for 256 participants (66.5%). This indicates that most respondents possess higher
education qualifications, which may contribute to better financial knowledge and
more informed investment decisions. This was followed by respondents with Pre-
University, Diploma, or Advanced Diploma qualifications, comprising 69
participants (17.9%). A smaller proportion of respondents had Primary or
Secondary Education (40 respondents, 10.4%), while only a minority had attained
a Master’s degree or PhD (20 respondents, 5.2%).

Table 4.5: Level of Education

Education level Frequency Percentage
Primary / Secondary Education 40 10.4%
Pre- U / Diploma/ Advance Diploma 69 17.9%
Bachelor Degree/ Professional 256 66.5%
Qualifications
Master/ PhD 20 5.2%

Table 4.6 presents the employment status of the respondents. The largest group of
respondents were in full-time employment, accounting for 190 participants (49.4%).
The next largest group comprised part-time employees, representing 146
respondents (37.9%). This indicates that approximately half of the respondents are

likely financially independent and possess sufficient resources to make informed
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investment decisions. A smaller portion of the sample was unemployed, consisting

of 49 participants (12.7%).

Table 4.6: Employment Status

Employment Status Frequency Percentage
Full Time Employment 190 49.4%
Part Time Employment 146 37.9%
Unemployment 49 12.7%

Table 4.7 presents the income distribution of the respondents. The largest portion
of respondents earned RM 2,000 or below, accounting for 191 participants (49.6%),
indicating that nearly half of the sample are in the lower income bracket. This was
followed by respondents earning RM 2,001 to RM 4,000, representing 119
participants (30.9%). A smaller proportion of respondents had an income of RM
4,001 to RM 6,000 (47 participants, 12.2%), while only 28 respondents (7.3%)
earned RM 6,001 and above, representing the highest income bracket.

Table 4.7: Income Level

Income Level Frequency Percentage
RM 2000 and below 191 49.6%
RM 2001 to RM 4000 119 30.9%
RM4001 to RM 6000 47 12.2%
RM 6001 and above 28 7.3%

4.3 Statistical Analysis

This study applied Partial Least Squares Structural Equation Modeling (PLS-SEM)
to test the proposed research model and hypotheses. Given that the study involved
a sample size of 385 respondents, the use of SmartPLS is considered appropriate
for analysing complex relationships between variables. The analysis focuses on

examining the relationships and patterns among the variables to understand how
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finfluencers characteristics influence investors’ digital investment decisions. The

results obtained from the statistical analysis provide empirical evidence to support

the subsequent discussion and interpretation of the research findings.

4.3.1 Measurement Model Assessment

The measurement model aims to ensure the validity and reliability of the
proposed constructs. Accordingly, outer loadings, Composite Reliability,
Cronbach’s Alpha, AVE, and HTMT are examined and evaluated against the
recommended threshold values to confirm the adequacy of the measurement

model.

The outer loadings reflect the strength of the relationships between latent
constructs and their corresponding indicators. According to Subhaktiyasa
(2024), an acceptable outer loading value is 0.708 and above. However, a
value of 0.70 is also considered acceptable because it is close enough to the
recommended threshold. Table 4.8 shows that all indicators have reached
the required threshold, indicating that the reliability of indicators is
satisfactory. The lowest outer loading value was observed for digital
investment decisions indicator 3 at 0.700, while the highest outer loading
value was recorded for credibility indicator 4 at 0.923. Therefore, each
construct is regarded as reliable because its indicators fully represent and

effectively measure their respective latent variables.

Table 4.8: Outer Loadings

Al CD DID EPS FK ™
All 0.878
Al2 0.871
Al3 0.886
Al4 0.781
AIS 0.891
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CD1

0.898

CD2

0.904

CD3

0.921

CD4

0.923

CD5

0.851

DID1

0.824

DID2

0.864

DID3

0.700

DID4

0.817

DID5

0.839

EPS1

0.775

EPS2

0.901

EPS3

0.885

EPS4

0.848

EPS5

0.739

FK1

0.845

FK2

0.834

FK3

0.794

FK4

0.821

FK5

0.796

TW1

0.845

TW2

0.811

TW4

0.875

TW5

0.822

Notes

“Al = Al Literacy, CD = Credibility, DID = Digital Investment Decisions, EPS =

Exposure, FK = Financial Knowledge, TW = Trustworthiness”

Construct reliability represents the variables' internal consistency and is
measured using Composite Reliability and Cronbach's Alpha (Khan et al.,
2023). In addition, convergent validity was evaluated by examining Average

Variance Extracted (AVE). Each variable is found to be reliable when the
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Composite Reliability values exceed 0.70, Cronbach's Alpha values range
from 0.70 to 0.95, and AVE values exceed 0.50 (Tavakol & Dennick, 2011;
Khan et al., 2023; Hair et al., 2019). For all three tests, values closer to 1
indicate stronger reliability and convergent validity, confirming that the
constructs are measured with high accuracy (Youssef et. al, 2023). The
results in Table 4.9 showed that the lowest value among these tests was
0.859, which not only exceeds the acceptable threshold but is also close to

1. Therefore, all constructs can be considered consistently reliable.

Table 4.9: Construct Reliability and Average Variance Extracted

Average

Composite Composite variance

Cronbach's reliability reliability extracted
alpha (rho_a) (rho_c) (AVE)
Al 0.913 0.915 0.935 0.744
CD 0.941 0.941 0.955 0.809
DID 0.869 0.880 0.905 0.658
EPS 0.889 0.903 0.918 0.692
FK 0.877 0.882 0.910 0.670
™ 0.859 0.860 0.905 0.703

Notes

“Al = Al Literacy, CD = Credibility, DID = Digital Investment Decisions, EPS =

Exposure, FK = Financial Knowledge, TW = Trustworthiness”

Heterotrait-Monotrait (HTMT) ratio was used to assess the discriminant
validity of the measurement model. The HTMT method is widely used to
evaluate the correlations between constructs, with a recommended threshold
value of below 0.90 (Henseler et al., 2015). During the assessment, one item
under the trustworthiness construct (TW indicator 3) was removed to
improve the measurement model’s validity. After the item was removed, the
HTMT values for all constructs were found to be below the threshold of 0.90
as shown in Table 4.10. The HTMT values among the constructs ranged

from 0.520 to 0.898. The highest HTMT value was observed between
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credibility and trustworthiness at 0.898, but it remained below the threshold,
indicating these two constructs are distinct yet conceptually related.
Therefore, the results confirm that the measurement model demonstrated
satisfactory discriminant validity and is reliable for further structural model

analysis.

Table 4.10: Heterotrait-Monotrait Ratio (HTMT)

Al CD DID EPS FK T™W
Al
CD 0.587
DID 0.787 0.621
EPS 0.568 0.592 0.684
FK 0.810 0.751 0.757 0.520
™W 0.633 0.898 0.689 0.695 0.749
Notes

“Al = Al Literacy, CD = Credibility, DID = Digital Investment Decisions, EPS =

Exposure, FK = Financial Knowledge, TW = Trustworthiness”

4.3.2 Structural Model Assessment

The collinearity among the independent variables was examined using the
Variance Inflation Factor (VIF). VIF was used to detect multicollinearity
between constructs in models. According to Becker et al. (2014), a VIF
value of 5 or higher indicates a serious collinearity problem. As shown in
Table 4.11, the VIF value of each direct relationship ranges from 1.812 to
3.440. The lowest VIF value was observed for the relationship between
exposure and digital investment decisions at 1.812, while the highest VIF
value was recorded for the relationship between trustworthiness and digital
investment decisions at 3.440. Therefore, all VIF values are below the
critical threshold of 5, indicating that there is no multicollinearity between

constructs.
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After confirming that there was no collinearity issue, PLS-SEM analysis
with bootstrapping was used to evaluate the hypothesized relationship
among the constructs. Bootstrapping was applied to obtain the path
coefficient, t-statistic and p-value for testing the significance of the
structural model relationships, where significance levels were set at 1 % (t
=2.57),5 % (t=1.96), and 10 % (t = 1.65). When the t-statistic was below
the threshold and the p-value exceeded the significance level, the hypothesis

was considered not supported.

The results of direct relationship analysis showed that exposure had a
significant positive impact on digital investment decisions (coefficient =
0.240, t = 4.449, p = 0.000), which is significant at 1% significance level.
Financial knowledge also had a significant positive impact on digital
investment decisions (coefficient = 0.234, t = 3.045, p = 0.002) at 1%
significance level. However, trustworthiness has no significant influence on
digital investment decisions (coefficient = 0.095, t = 1.121, p = 0.262).
Similarly, credibility has no significant influence on digital investment
decisions (coefficient = 0.013, t = 0.145, p = 0.885). Therefore, the
hypothesis that trustworthiness and credibility affect digital investment

decision-making was not supported.

For the mediating effects, this study examined the role of financial
knowledge as a mediating variable between exposure, trustworthiness,
credibility and digital investment decisions. The results showed that
exposure affects digital investment decisions through financial knowledge
(coefficient = 0.022, t = 1.834, p = 0.008), indicating that there is a
significant mediating effect at 1% significance level. Trustworthiness also
affects digital investment decisions-making through financial knowledge
(coefficient = 0.059, t = 1.734, p = 0.067) at 10% significance level. In
addition, credibility also affects digital investment decisions through
financial knowledge (coefficient = 0.100, t = 2.667, p = 0.083) at 10%
significance level. Therefore, all the mediating effect hypotheses were

supported.
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For the moderating effects, this study investigated the interaction effect of
Al Literacy on the relationship between financial knowledge and digital
investment decisions. The results indicated that the moderating effect of Al
Literacy was not significant (coefficient =0.018, t = 0.531, p = 0.595). Since
the t-statistic was below the critical value and the p-value exceeded the

significance level, the hypothesis was not supported.

Table 4.11: Structural Model Results

VIF Coefficient T- P- Result

Statistics  Value

Direct
Hla EPS ->DID 1.812  0.240%** 4.449 0.000 Supported
Hib TW ->DID 3.440 0.095 1.121 0.262 Not
supported
Hlc CD->DID 3.387 0.013 0.145 0.885 Not
supported
H3 FK->DID 2.981 0.234 %% 3.045 0.002 Supported
Mediation
EPS -> FK-> - 0.022%** 1.834 0.008 Supported
H2a DID
TW->FK -> - 0.059* 1.734 0.067 Supported
H2b DID
CD ->FK > - 0.100* 2.667 0.083 Supported
H2c¢c DID
Moderation
H4 FK->AIl-> - 0.018 0.531 0.595 Not
DID supported
Note:

“Al = Al Literacy, CD = Credibility, DID = Digital Investment Decisions, EPS =

Exposure, FK = Financial Knowledge, TW = Trustworthiness”
1.t=1.65,P<0.10*
2.t=1.96, P <0.05%*

Page 77 of 141



Finfluencer and Digital Investment Decision: The Mechanism of Financial Knowledge and
Artificial Intelligence Literacy

3.t=2.57,P<0.01%***

Figure 4.1: Structural Model Results
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The structural model was evaluated using the coefficient of determination
(R?) and effect size (f2). The R2 value indicates the proportion of variance
explained by the predictors in each endogenous construct, reflecting the

explanatory power of the model.

The results show that the R2 value for digital investment decisions is 0.618,
indicating that exposure, trustworthiness, credibility, and financial
knowledge together explain 61.8% of the variance in digital investment
decisions. Based on the adopted threshold, this represents strong
explanatory power, suggesting that these factors play a substantial role in
shaping individuals’ digital investment decisions. Similarly, the R? value for
financial knowledge is 0.505, meaning that exposure, trustworthiness, and
credibility account for 50.5% of the variance in financial knowledge. This
also indicates strong explanatory power, highlighting the importance of

these variables in explaining financial knowledge within the model.
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The effect size was further examined to determine the individual
contribution of each predictor to digital investment decisions. The findings
indicate that exposure has an f2 value of 0.083, while financial knowledge
records 0.048, suggesting small effect sizes for both variables. This implies
that although these variables contribute to explaining digital investment
decisions, their individual influence remains limited. In contrast,
trustworthiness shows a very small effect with an f2 value of 0.007, while
credibility records 0.000, indicating no meaningful contribution to digital
investment decisions when other variables are considered. The moderating
effect of Al literacy on the relationship between financial knowledge and
digital investment decisions was also assessed. The interaction term Al x

FK shows an f2 value of 0.001, indicating a negligible moderating effect.

Overall, while the model demonstrates strong explanatory power, the
individual contributions of most predictors to digital investment decisions
are relatively small, with exposure and financial knowledge showing

comparatively greater influence than the other variables.

Table 4.12: R-square, F-square

Predictors Outcomes R-square Outcomes F-square
EPS DID 0.618 0.083
™W FK 0.505 0.007

DID
CD 0.000
FK 0.048
Al X FK 0.001
Note:

“EPS = Exposure, TW = Trustworthiness, CD = Credibility, FK = Financial

Knowledge, Al = Artificial Intelligence Literacy”
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4.4 Conclusion

This chapter analysed the relationships between finfluencers’ characteristics and
digital investment decisions. The results indicate that exposure and financial
knowledge have significant positive effects on digital investment decisions, while
trustworthiness and credibility show no significant direct influence. Financial
knowledge was found to significantly mediate the relationships between exposure,
trustworthiness, credibility and digital investment decisions, whereas the
moderating effect of Al literacy on the relationship between financial knowledge
and digital investment decisions was not supported. The next chapter will discuss

the key findings, implications, limitations, and recommendations for future research.
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CHAPTER 5: DISCUSSION AND CONCLUSION

5.0 Introduction

This chapter summarizes the findings discussion, implications, limitations, and
recommendations for future research. It begins with a summary of the sample
demographics and statistical analyses, followed by a detailed examination of the
results for each hypothesis. The study focuses on the relationship between digital
investment decisions and other independent variables highlighting their relationship

based on the empirical evidence from Chapter 4.

5.1 Descriptive Summary of the Demographics Analysis

About 57.5% of the respondents were female. In terms of ethnicity, 68.6% of the
respondents were Chinese. The majority of respondents were between 20 and 29
years old (67.3%). Regarding geographical distribution, 29.6% of the respondents
were from Johor. In terms of education level, the largest group of respondents had
Bachelor’s Degree or Professional Qualifications (66.5%). With respect to
employment status, 49.4% of the respondents were employed full-time. Finally,
49.6% of the respondents reported a monthly income of RM 2,000 and below,

representing the largest income group in the sample.

5.2 Statistical Analysis Summary

The validity of the measurement model was assessed through convergent validity
and discriminant validity tests. According to Subhaktiyasa, (2024), an acceptable
value of outer loading is more than 0.708, which has met the requirements after

testing. The model’s convergent validity was assessed by analysing Composite
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Reliability, Cronbach’s Alpha, and Average Variance Extracted (AVE). The results
indicate that convergent validity was achieved for all constructs, as the Composite
Reliability values exceed 0.70, Cronbach’s Alpha values fall between 0.70 and 0.95,
and the AVE values are greater than 0.50. In this study, the trustworthiness construct
of finfluencers recorded the lowest values for Composite Reliability and Cronbach’s
Alpha, while the Digital Investment Decisions construct exhibited the lowest AVE
value. For discriminant validity, the Heterotrait-Monotrait ratio (HTMT) was
employed to assess the validity of the latent constructs. The recommended threshold
for HTMT is below 0.90. However, the initial HTMT value for the trustworthiness
construct exceeded this threshold. Therefore, one item from the trustworthiness
construct was removed in the second test. After this adjustment, all HTMT values

met the required criteria, confirming the discriminant validity of the constructs.

5.3 Hypothesis Testing

Referring to Table 5.1, a total of five hypotheses were significant, which include
Hiq, Hyq, Hyp, Hy e, and Hi, out of eight hypotheses tested. The hypotheses H,,
H,,, and H; were supported at the 1% level of significance. Meanwhile, H,;, and
H,. were supported at the 10% level of significance. However, Hy;,, H;., and H,

were not supported because their p-values were greater than 0.10.

Table 5.1 Hypothesis Testing and the result

No. Hypothesis Significant Level
1 H;,: There is a relationship between Supported
exposure of finfluencers and digital (p-value < 0.01)

investment decisions.

2 H;p: There is a relationship between Not Supported
trustworthiness of finfluencers and digital (p-value > 0.10)

investment decisions.
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H;.: There is a relationship between Not Supported
credibility of finfluencers and digital (p-value > 0.10)

investment decisions.

H,,: There is a mediating role of financial Supported
knowledge between exposure of (p-value < 0.01)

finfluencers and digital investment

decisions.
H,j: There is a mediating role of financial Supported
knowledge between trustworthiness of (p-value < 0.10)

finfluencers and digital investment

decisions.

H,.: There is a mediating role of financial Supported
knowledge between credibility of (p-value < 0.10)
finfluencers and digital investment

decisions.

H;: There is a relationship between Supported
financial knowledge and digital (p-value <0.01)

investment decisions.

H,: There is a moderating role of Al Not Supported
literacy between financial knowledge and (p-value > 0.10)

digital investment decisions.
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5.4 Answers to Research Question

5.4.1 Is there a significant relationship between finfluencers

characteristics and digital investment decisions?

The findings of the first research question indicate that finfluencers
characteristics have varying effects on digital investment decisions.
Exposure has a significant positive effect on digital investment decisions,
suggesting that respondents who frequently encounter financial influencers
are more likely to engage in digital investments. Conversely, trustworthiness
and credibility do not have a significant direct effect, indicating that mere
perceptions of reliability or credibility are insufficient to drive investment
behaviour. These results highlight that repeated exposure and visibility are
more influential than perceived reliability in shaping digital investment

decisions.

5.4.2 Does financial knowledge mediate the relationship
between finfluencers characteristics and digital investment

decisions?

For the second research question, the results reveal that financial knowledge
mediates the relationship between finfluencers characteristics and digital
investment decisions. Exposure, trustworthiness, and credibility indirectly
affect investment decisions through respondents’ financial knowledge,
illustrating that financial literacy enables individuals to interpret
finfluencers content effectively, assess investment options, and make
informed decisions. This underscores the importance of financial
knowledge in translating external information into actionable investment

behaviour. This means that even if trustworthiness or credibility don’t
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strongly influence decisions directly, they can still have an impact indirectly

by improving financial knowledge.

5.4.3 Is there a significant relationship between financial

knowledge and digital investment decisions?

The findings for the third research question confirm that financial
knowledge has a significant positive relationship with digital investment
decisions. Respondents with higher financial knowledge are better able to
evaluate risks, compare investment products, and make confident
investment choices. This finding reinforces the pivotal role of financial

literacy as a core determinant of effective digital investment behaviour.

5.4.4 Does Al literacy moderate the relationship between

financial knowledge and digital investment decisions?

Finally, the findings for the fourth research question indicate that Al literacy
does not significantly moderate the relationship between financial
knowledge and digital investment decisions. While Al tools may provide
analytical support, respondents’ proficiency in Al does not substantially
strengthen the impact of financial knowledge on their investment decisions.
Overall, the study demonstrates that exposure and financial knowledge are
the primary drivers of digital investment decisions, with financial
knowledge also acting as a key mediator, while trustworthiness, credibility,

and Al literacy exert limited direct or moderating effects.
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5.5 Findings Discussion

5.5.1 Exposure of Finfluencers and Digital Investment

Decisions

H,,: There is a relationship between exposure of finfluencers and digital

investment decisions.

There is a significant impact of exposure of finfluencers toward to the digital
investment decisions. The structural model results support this hypothesis,
as exposure of finfluencers was found to have a significant positive and
significant impact on digital investment decisions. The data shows a
coefficient of 0.240 and p-value of 0.000, which is supported at a
significance level of 1%. Thus, H,, is supported, indicating that individuals’

digital investment decisions are influenced by their exposure of finfluencers.

These findings show that individuals who are exposed to finfluencers and
follow them are more likely to be influenced by the investment suggestions
shared by these finfluencers. Based on the responses received, around 62.8%
of respondents reported that they regularly watch, read, or listen to
investment-related content shared by finfluencers.

This finding supports previous studies that report a strong relationship
between exposure of finfluencers and digital investment decisions. A study
by Mishra et al. (2025) also provides supporting evidence. The study found
that 76% of Gen Z and Millennial respondents were more likely to change
their investment decisions as their exposure to finfluencers increased.
Similarly, evidence from a study in Indonesia shows that finfluencers have

a positive impact on students’ interest in investing (Andrian et al., 2025).

Page 86 of 141



Finfluencer and Digital Investment Decision: The Mechanism of Financial Knowledge and
Artificial Intelligence Literacy

Platforms such as Instagram, YouTube, and Facebook are among the most
popular today, making them significant channels for exposure of
finfluencers. A study by Safitri et al. (2025) observed that Millennials and
Generation Z in Labuan Bajo who regularly engaged with curated financial
content on Instagram showed higher willingness and confidence to invest.
The study by Pandey et al. (2025) shows that social media engagement plays
a key role in influencer impact, as viewing videos, posts, and updates can
positively shape attitudes toward financial services and influence

investment and purchase intentions.

The main reasons for the significant relationship exposure of finfluencers
and digital investment decisions. The study shows that high engagement
with finfluencers has a significant impact on investor decisions, primarily
due to the social proof effect, which increases the likelihood that participants
will follow the influencer’s advice (Oliveira & Silva, 2025).

Overall, these findings show the exposure of finfluencers will directly
impact digital investment decisions. As there are more social media
channels to reach out the finfluencers’ contents, it shows the investor will
treat it as advice and take actions. The exposure of finfluencers including

the engagement rate.

5.5.2 Trustworthiness of Finfluencers and Digital Investment

Decisions

Hyp,: There is a relationship between trustworthiness of finfluencers and

digital investment decisions.

The study investigated whether the trustworthiness of finfluencers affects
digital investment decisions. The results showed a positive but statistically
insignificant relationship between these constructs at the 10% significance

level, with a coefficient of 0.095 and a p-value of 0.262. Therefore,
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hypothesis Hyj; is not supported. These results suggest that although
finfluencers may be perceived as honest, transparent, and dependable, such
perceptions alone are insufficient to directly drive individuals to make
digital investment decisions. Trustworthiness may influence how audiences
interpret and evaluate online financial information, but it does not appear to

translate into immediate investment actions.

Previous research has emphasized that trustworthiness alone does not
directly determine digital investment decisions. Pande (2025) observed that
finfluencers’ trustworthiness did not significantly influence investors’
digital investment choices, as investors often rely more on their own
financial knowledge, personal judgment, and perceived behavioural control.
This suggests that, while followers may recognize finfluencers as honest and
reliable, they still critically assess financial information and depend on their

own understanding before making investment decisions.

Overall, the results imply that trustworthiness contributes to building
confidence and engagement but is not sufficient by itself to motivate digital
investment decisions. Investors seem to treat trustworthiness as an indicator
of reliability rather than a decisive factor, with financial knowledge, risk
assessment, and evaluation of potential returns playing more central roles in

shaping investment behaviour.

5.5.3 Credibility of Finfluencers and Digital Investment

Decisions

H,;.: There is a relationship between credibility of finfluencers and digital

investment decisions.

The study examined the effect of the credibility of finfluencers on digital
investment decisions, revealing an insignificant relationship, with a

coefficient of 0.013 and a p-value of 0.885. Therefore, the hypothesis H; is
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not supported. This result indicates that the perceived credibility of
finfluencers does not directly influence individuals’ digital investment
decisions in this study. Although credibility may affect how financial
information is perceived, investors appear to rely on additional

considerations before making actual investment decisions.

Study suggests that credibility alone may not directly translate into
investment action. Morasch et al. (2026) found that the direct relationship
between finfluencers credibility and digital investment decisions is weak, as
credibility tends to influence behaviour indirectly rather than acting as a
direct determinant. Investors may perceive finfluencers as credible sources
of information, but they still evaluate the content critically before making
financial commitments. This indicates that credibility primarily enhances
the perceived reliability of information rather than directly driving

investment behaviour.

Overall, the findings imply that while credibility is an important attribute of
finfluencers, it does not independently determine digital investment
decisions. Investors may consider credibility when assessing financial
content, but their final decisions are likely influenced by other factors such
as their own understanding of the information and their evaluation of
potential risks. This highlights that credible financial communication alone
may not be sufficient to encourage investment behaviour without deeper

engagement with financial knowledge and information.

5.5.4 Mediating Role of Exposure of Finfluencers and Digital

Investment Decisions

H,,: The mediating role of financial knowledge between exposure of

finfluencers and digital investment decisions.
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There is a significant mediating role of financial knowledge between
exposure of finfluencers and digital investment decisions. The structural
model results support this hypothesis, indicating that financial knowledge
plays a mediating role between exposure of finfluencers and digital
investment decisions, with a significant positive effect on digital investment
decisions. The data shows a coefficient of 0.022 and p-value of 0.008, which
is supported at a significance level of 1%. Thus, H,, is supported, indicating
that individuals’ digital investment decisions are influenced by their

exposure of finfluencers.

There is the previous study that shows the strong mediating role of financial
knowledge between exposure of finfluencers and digital investment
decisions. A study by Bhatt and Bhatt (2025) shows that exposure to
finfluencers significantly improved financial knowledge among young
adults in Gujarat, boosting their confidence and independent investment
behaviour. The same result also shows in findings in the Pamulang
University, which show that social media will enhance financial literacy, in

turns of investment decisions (Kustitik et al. ,2025).

Similarly, Jha and Jose (2025) found that finfluencers have a direct influence
on individuals’ financial behaviour. However, this influence becomes
stronger when investors possess higher levels of financial literacy. The study
of Wijaya et al. (2024) also found that digital financial literacy strengthens
the effect of investment influencers, enabling those with higher financial

knowledge to make better investment decisions.

Borde et al. (2024) explained that Generation Z generally lacks
comprehensive financial knowledge but shows high engagement with social
media. As a result, they tend to rely more on finfluencers for investment
information and advice. This suggests that financial knowledge may act as
a mediator between exposure of finfluencers and digital investment

decisions.
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Overall, the result shows financial knowledge will mediate the relationship
of exposure of finfluencers and digital investment decisions with direct
relationships. These findings suggest that enhancing financial literacy
among digital investors, particularly younger generations, could strengthen
the positive effects of finfluencers on investment decisions. When investors
are exposed to content from finfluencers, their level of financial knowledge
determines how effectively they can understand and apply the information,

which in turn influences their final investment decisions.

5.5.5 Mediating Role of Trustworthiness of Finfluencers and

Digital Investment Decisions

H,,: The mediating role of financial knowledge between trustworthiness of

finfluencers and digital investment decisions.

The study investigated the mediating role of financial knowledge in the
relationship between the trustworthiness of finfluencers and digital
investment decisions. The results showed a positive and statistically
significant indirect effect at the 10% significance level, with a coefficient of
0.059 and a p-value of 0.067, indicating that hypothesis H,,, is supported.
This result suggests that the trustworthiness of finfluencers does not directly
influence digital investment decisions but operates through the financial
knowledge gained by individuals. When individuals perceive finfluencers
as trustworthy, they are more likely to engage with and learn from the
financial information shared, which enhances their financial knowledge and

subsequently supports more informed digital investment decisions.

This finding is consistent with the previous literature, which emphasizes that
financial knowledge is the key mechanism to link trust in finfluencers with
investment-related behaviours. Zaman (2025) found that financial literacy
is the way to transform trust into rational financial results, especially by

enhancing the ability of individuals to evaluate financial information and
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avoid fraudulent plans. This supports the view that financial knowledge can
enhance investors' ability to critically evaluate the information shared by
trusted financial websites, thus improving the quality of decision-making.
Similarly, the Thukral and Mascarenhas (2025) divides investors into
different behaviour groups and shows that people with higher financial
knowledge are more inclined to verify information and conduct independent
analysis before making investment decisions, even when they trust

finfluencers.

Wangzhou et al. (2021) also found that financial literacy significantly affects
investors' reactions to information cascades. Investors with financial
knowledge are less likely to follow herd behaviour and are better at
evaluating investment information independently. Similarly, Pandey (2025)
pointed out that although a large proportion of investors trust finfluencers,
investors with higher financial literacy are unlikely to act impulsively on
influencer-driven advice. These findings further confirm the mediating role
of financial knowledge, as it enables investors to turn trust into more
analytical and informed decisions, rather than purely emotion-driven

behaviours.

Overall, the findings highlight the importance of financial knowledge in
bridging the relationship between the trustworthiness of finfluencers and
digital investment decisions. Since the direct effect of trustworthiness on
digital investment decisions was not supported, the results suggest that trust
alone may not be sufficient to influence investment behaviour among
Malaysian adults. Instead, individuals appear to rely on the financial
knowledge obtained from finfluencers content to evaluate investment
opportunities before making decisions. Therefore, financial knowledge
serves as an important mechanism that links perceived trustworthiness with

actual investment behaviour in the digital investment environment.
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5.5.6 Mediating Role of Credibility of Finfluencers and

Digital Investment Decisions

H,.: The mediating role of financial knowledge between credibility of

finfluencers and digital investment decisions.

This study examined the mediating role of financial knowledge in the
relationship between credibility of finfluencers and digital investment
decisions. The findings indicate that financial knowledge significantly
mediates this relationship, with an indirect effect coefficient of 0.100 and a
p-value of 0.083 at the 10% significance level. Hence, H,. is supported.
This implies that finfluencers credibility alone does not directly influence
investors’ digital investment decisions. Instead, credibility contributes to the
development of financial knowledge, which subsequently supports
investors in making more informed decisions in digital investment

environments.

These findings highlight the important role of knowledge in transforming
financial information obtained from social media into actual investment
behaviour. Atoom et al. (2021) found that social networking platforms have
become a key source of investment information, with a large proportion of
investors relying on these platforms to access financial insights and evaluate
market opportunities. Their findings also indicate that investors with higher
levels of knowledge and experience are more capable of processing and
applying information obtained from social media sources. In this context,
credible finfluencers may act as information providers whose financial
content enhances followers’ understanding of investment concepts, enabling
investors to better interpret financial information before making digital

investment decisions.

The mediating effect identified in this study is also consistent with previous
research emphasising the role of financial literacy in shaping how

individuals respond to influencer-generated financial content. Amritha
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(2024) found that finfluencers credibility, particularly in terms of expertise
and trustworthiness, positively influences investors’ attitudes toward
financial advice shared on social media, while financial literacy helps
individuals interpret such information more effectively. Similarly, Usha and
Magesh (2025) demonstrated that credibility significantly influences
investment behaviour among retail investors who consume financial content
online, although behavioural factors such as herding tendencies may also
affect decision-making. Gothe and Mishra (2023) further highlighted that
limited financial knowledge can lead investors to rely heavily on others’
judgments, suggesting that stronger financial understanding enables

individuals to evaluate financial information more independently.

Overall, the findings of this study demonstrate that financial knowledge
functions as a key mechanism linking finfluencers credibility with digital
investment decision-making. Rather than directly persuading investors to
act, credible finfluencers contribute to the development of financial
understanding, which enables investors to evaluate financial information
more critically and make more informed investment choices. This highlights
that the effectiveness of finfluencers in influencing digital investment
behaviour depends not only on their perceived credibility, but also on their
ability to enhance followers’ financial knowledge and support more rational

decision-making in digital financial markets.

5.5.7 Financial Knowledge and Digital Investment Decisions

H; : There is a relationship between financial knowledge and digital

investment decisions.

Financial knowledge (FK) has a significant relationship with digital
investment decisions. The structural model results support this hypothesis,
as financial knowledge was found to have a significant positive and

significant impact on digital investment decisions. This study shows a
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coefficient of 0.234 and p-value of 0.002, which is supported at a
significance level of 1%. Therefore, H; is supported, indicating that
individuals with higher financial knowledge are more likely to make better

and more confident digital investment decisions.

This result is consistent with previous studies that highlight the important
role of financial knowledge in shaping investment behaviour. For example,
Mubaraq et al. (2021) found that financial knowledge significantly
influences investment decisions, as individuals with stronger financial
understanding are better able to manage risks and make informed choices in
financial markets. Similarly, Wangi and Baskara (2021) reported that
financial knowledge improves investment behaviour by enabling

individuals to assess investment products and avoid potential financial fraud.

In addition, Sianipar et al. (2024) also reported that financial literacy has a
significant positive impact on investment decisions among millennials.
Their study suggests that financial knowledge helps reduce uncertainty and
confusion when evaluating investment opportunities, allowing investors to
make more confident and rational financial decisions. Furthermore,
Baihaqqy et al. (2020) confirmed that financial literacy improves
individuals’ understanding of the risk—return trade-off, which supports

better investment decision making.

The results of this study are also supported by Parsai and Chandok (2025),
who emphasized that financial literacy increases investor confidence and
encourages informed risk-taking. Individuals with higher financial
knowledge are more likely to participate actively in investment activities
because they possess the ability to analyze financial information and

understand the potential outcomes of their decisions.

Overall, the results of this study reinforce the importance of financial
knowledge in influencing digital investment decisions. In the context of this

study, financial knowledge helps individuals better understand financial
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information provided through digital platforms and finfluencers, enabling
them to make more rational and informed investment decisions. Therefore,
improving financial literacy among investors is essential to promote

responsible and effective digital investment behaviour.

5.5.8 Moderating Role of Al Literacy between Financial

Knowledge and Digital Investment Decisions

H,: The moderating role of Al literacy between financial knowledge and

digital investment decisions.

Artificial intelligence (Al) has increasingly been recognized as an important
technological tool that can assist investors in analysing financial
information and making more informed investment decisions. The results of
this study indicate that the moderating effect of Al on the relationship
between financial knowledge and digital investment decisions is not
significant. The structural model analysis shows that the interaction effect
between financial knowledge and Al literacy has a coefficient of 0.018 and
p-value of 0.595. Since the p-value exceeds the significance level, H, is not
supported. This finding suggests that Al literacy does not significantly
strengthen or weaken the relationship between financial knowledge and

digital investment decisions among the respondents in this study.

This outcome aligns with prior research emphasizing that the eftectiveness
of Al tools largely depends on the Al literacy of investors (Giirsoy, 2025).
Al does not automatically improve decision making outcomes. Rather, its
benefits rely on user expertise (Inkpen et al., 2023). Eichler and Schwab
(2024) emphasize that robo-advisors primarily serve as cognitive support
tools rather than educational interventions. Al facilitates decision-making
but does not inherently increase an investor’s ability to interpret complex

financial information. Jamal et al. (2025) also highlight that Al adoption
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benefits are largely contingent upon underlying financial literacy rather than

Al-specific skills, further reinforcing the limited moderating role observed.

Besides, Anwar (2025a) found that retail investors using robo-advisors did
not exhibit statistically significant improvements in disciplined investment
behaviour, whereas financial literacy remained a stronger predictor of sound
decision-making. Similarly, Anwar (2025b) emphasized that although robo-
advisors increase accessibility and lower barriers to investing, they do not
inherently improve financial knowledge or correct behavioural biases

without integrated educational or behavioural reinforcement mechanisms.

Overall, the findings suggest that financial knowledge remains a key driver
of digital investment decisions, whereas Al alone without sufficient literacy
or supporting mechanisms does not significantly moderate this relationship.
These results highlight the importance of integrating educational tools,
personalized guidance, and user-centric design features into Al-based
investment platforms to ensure that investors can effectively interpret and

act upon algorithmic recommendations.

5.6 Implication of the Study

This study aims to examine the influence of finfluencers characteristics on digital
investment decisions (exposure of finfluencers, trustworthiness of finfluencers and
credibility of finfluencers), mediated by financial knowledge and moderated by Al

literacy. The main contributions of this study can be summarised as follows:

5.6.1 Practical Implications

This study provides practical implications for several stakeholders involved

in the digital investment environment, particularly investors, finfluencers,
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financial institutions, and regulators. The significant effect of finfluencers
exposure indicates that retail investors aged 2049 in Malaysia are highly
influenced by investment-related information shared on social media. As a
result, digital investment platforms and financial institutions can utilise
finfluencers as an effective communication channel to reach potential
investors who are already active on these platforms. For example, platforms
such as Webull and Moomoo frequently rely on online marketing strategies
and financial content to attract new users. During the pandemic period, the
number of retail investors in Malaysia increased significantly, many
individuals began exploring investment opportunities through digital
platforms and online information sources. By collaborating with
finfluencers who produce educational investment content, these platforms
can introduce key investment concepts, demonstrate how digital investing
works, guide users through the process of opening investment accounts, and
explain portfolio diversification in a more practical and accessible manner.
This indicates that increased exposure to financial content on social media

can directly translate into higher participation in digital investing.

The significant influence of financial knowledge implies that investors with
better financial understanding are more capable of evaluating investment
information and making rational digital investment decisions. In practical
application, this highlights the importance of strengthening financial
literacy programmes. Financial education initiatives organised by the Bursa
Malaysia aim to improve public understanding of investment products, risk
management, and portfolio planning. In recent years, Bursa Malaysia has
actively organised free investment courses to educate Malaysians who are
interested in investing and to improve public financial literacy. Financial
institutions can also apply this finding by integrating financial learning tools
directly into their applications. For instance, beginner investment tutorials,
portfolio simulation tools, and risk tolerance assessments. This is
particularly important because many investors rely on simplified financial

explanations provided online. Without sufficient financial knowledge,
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investors may follow investment trends promoted by influencers without

fully understanding the associated risks.

In contrast, the results show that trustworthiness and credibility of
finfluencers do not significantly influence digital investment decisions. This
suggests that investors may prioritise visibility and repeated exposure of
financial content rather than carefully evaluating whether the influencer is
qualified to provide financial advice. Social media algorithms often promote
trending investment content to a wider audience, which increases exposure
even if the content creator does not possess professional financial
credentials. Thus, it emphasizes the effect size of finfluencers’ exposure on
investors. Regulators should improve the quality of finfluencers’ content to
ensure accurate information provided to investors in the overall finfluencers’
environment. These regulatory responses highlight the need for stronger
monitoring of financial promotion on social media and clearer disclosure

requirements for paid financial endorsements.

The study also shows that financial knowledge mediates all the constructs.
This means that investors who gain financial knowledge through exposure
to finfluencers, or through recognising trustworthy and credible content, are
better equipped to make informed digital investment choices. From a
practical perspective, investors benefit by improving their ability to
critically evaluate financial content, reducing the risk of following advice
based solely on popularity or social influence. Digital investment platforms
and financial institutions can leverage this by integrating educational
content within their apps and collaborating with finfluencers to provide
informative and structured learning, rather than just promotional posts.
Regulators can support this by promoting public financial literacy
campaigns and issuing guidance on verifying investment information shared
online. Overall, financial knowledge serves as a bridge, amplifying the
positive impact of finfluencers’ exposure, trustworthiness, and credibility on
actual investment decisions, ensuring that investor behaviour is both

engaged and informed.
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The results indicate that Al literacy does not significantly moderate the
relationship between financial knowledge and digital investment decisions.
In practice, this suggests that even if investors possess higher Al literacy, it
does not necessarily enhance the influence of their financial knowledge on
investment decisions.Understanding Al tools or algorithms alone is not
enough to improve decision-making and financial knowledge remains the
primary driver. For digital investment platforms and financial institutions,
this finding highlights that simply providing Al-based tools, such as robo-
advisors, automated recommendations, or predictive analytics, may not
increase the effectiveness of investors’ financial knowledge unless
accompanied by targeted financial education. Regulators can also interpret
this as an indication that promoting Al literacy alone may not directly impact
investment behaviour. Instead of focusing on ensuring that investors can
apply their financial knowledge effectively, they should also consider the
practicality of Al tools. Overall, the finding underscores that financial
knowledge continues to play a central role in guiding digital investment

decisions, independent of investors’ Al literacy.

5.6.2 Theoretical Implications

This study contributes to the theoretical understanding of digital investment
behaviour by examining the roles of finfluencers’ exposure, trustworthiness,
credibility, financial knowledge, and Al literacy. The Theory of Planned
Behaviour (TPB) and Social Cognitive Theory (SCT) explain how social

influence and cognitive capability shape individuals’ investment decisions.

From the perspective of the Theory of Planned Behaviour (TPB), the
findings demonstrate that social exposure through finfluencers contributes
to digital investment behaviour primarily through knowledge formation
rather than direct persuasion. Exposure to financial content increases the

visibility and perceived acceptance of digital investing, reflecting the
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influence of subjective norms. However, the results show that
trustworthiness and credibility do not directly drive investment behaviour,
as instead they strengthen financial knowledge, which subsequently
supports decision-making. This suggests that individuals rely on their
understanding of financial information before translating social influence
into action. In this situation, financial knowledge enhances perceived
behavioural control, as investors who better understand digital investment
concepts feel more capable of evaluating opportunities and making
informed decisions. These findings refine TPB by highlighting the
importance of knowledge acquisition as a mechanism through which social

exposure shapes behavioural outcomes.

From the perspective of Social Cognitive Theory (SCT), the results
emphasize the importance of cognitive capability and self-efficacy in
transforming external information into behaviour. Finfluencers function as
observable sources of financial information that expose individuals to
investment concepts and strategies. Through this process, investors
gradually internalize financial knowledge, which strengthens their
confidence in assessing investment options and participating in digital
platforms. Trustworthiness and credibility further support this learning
process by ensuring that the information received is perceived as reliable
and understandable. This reflects SCT’s emphasis on the interaction
between environmental influences and personal cognitive development,
where knowledge acquisition strengthens an individual’s confidence to

apply financial concepts in practical situations.

The findings also highlight the mediating role of financial knowledge in
connecting finfluencer-related factors with digital investment decisions.
Rather than influencing behaviour directly, these three independent
variables contribute to the development of financial understanding, which
then enables individuals to evaluate risks and opportunities more effectively.
This indicates that digital investment behaviour is shaped through a

learning-oriented process in which information exposure first improves
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knowledge and subsequently strengthens decision-making capability. The
results therefore extend theoretical discussions on digital financial
behaviour by demonstrating that social influence operates through cognitive

absorption of information rather than simple imitation or persuasion.

In contrast, the insignificant moderating effect of Al literacy suggests that
technological familiarity alone does not substantially alter the relationship
between financial knowledge and digital investment decisions. While Al-
based tools may support access to financial platforms, the findings imply
that behavioural outcomes depend more strongly on an individual’s ability
to interpret and apply financial knowledge. This observation contributes to
the theoretical understanding of digital financial behaviour by indicating
that cognitive readiness remains more influential than technological
capability. Consequently, the study highlights that the development of
financial understanding and confidence plays a central role in enabling
individuals to translate information exposure into actual investment

participation.

Overall, the findings demonstrate that digital investment behaviour is
influenced more strongly by knowledge development and cognitive
capability than by technological proficiency alone. The integration of TPB
and SCT highlights how social exposure and credible information contribute
to financial understanding, which subsequently strengthens individuals’
ability to make investment decisions. These theoretical insights provide a
clearer explanation of how social and cognitive factors jointly shape digital
investment behaviour in the context of an increasingly digital financial

environment.
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5.7 Limitations and Recommendations for Future

Research

While this study provides valuable insights into the influence of finfluencers’
characteristics on the digital investment decisions of Malaysian adults, several
limitations must be acknowledged. These limitations relate to the research
methodology, sample demographics, and the scope of the conceptual model.
Addressing these constraints provides a foundation for future research to build upon

and refine the findings of this study.

5.7.1 Limitations

First, the study employed a non-probability convenience sampling
technique, where data were collected through an online questionnaire
distributed via QR codes and links mainly within the researchers’ social
networks. While efficient, this method limits the generalizability of the
findings. The sample was predominantly Chinese (68.6%), highly educated
(66.5% holding a Bachelor’s degree), and largely composed of young adults
aged 20-29 (67.3%) which does not fully reflect the racial and educational
diversity of the Malaysian adult population. In addition, respondents were
mainly from Peninsular Malaysia, particularly Johor, Perak, and Selangor,
while East Malaysia counted for only 7.8% of the sample which is
underrepresented. Therefore, the findings may not fully represent all adult

investors in Malaysia.

Additionally, this study specifically examined the mediating role of
financial knowledge and the moderating role of Al literacy. The results
showed that while financial knowledge significantly mediates the
relationships, Al literacy did not moderate the link between financial
knowledge and investment decisions. This lack of a moderating eftect could

be due to the way Al literacy was conceptualized and measured. The
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construct measured general Al literacy (understanding, evaluating, and
using Al), but it may not have captured the specific type of Al literacy
required for making investment decisions, such as the ability to critically
assess the recommendations of a robo-advisor or an Al-powered trading
signal. Furthermore, Al literacy might function differently in this context,
perhaps as a direct antecedent of investment decisions or as a mediator itself,

rather than a moderator.

5.7.2 Recommendations

Based on the limitation that is mentioned in 5.7.1, future research suggests
to aim for a more representative sample by employing probability sampling
techniques, such as stratified random sampling, to ensure that demographic
characteristics (race, age, education level, and income) reflect the actual
distribution of Malaysian adult investors. This would enhance the external
validity and generalizability of the findings. In addition, future studies
should include more respondents from underrepresented states, particularly
Sabah and Sarawak, to achieve a more geographically balanced sample.
Comparative studies could also be conducted to examine potential regional
differences in how finfluencers influence investment decisions across

Malaysia.

Future studies should refine the measurement of Al literacy to be more
context-specific to digital finance. Developing or adapting a scale that
measures "Al investment literacy," which captures the competence to
understand, trust, and verify Al-generated financial advice, would provide a
more precise assessment of its role. Researchers should also explore
alternative theoretical roles for Al literacy, such as a direct predictor of
digital investment decisions or a mediator in the relationship between

finfluencers’ exposure and investment outcomes.
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Lastly, the study found that trustworthiness and credibility did not have
significant direct effects on digital investment decisions but exerted
significant indirect effects through financial knowledge, suggesting full
mediation. To better explain these relationships, future research could
expand the theoretical framework by incorporating psychological and
behavioural constructs, such as risk tolerance, herding behaviour, or
overconfidence. For instance, investigating whether financial knowledge
mediates the relationship between finfluencers’ credibility and investment
decisions by first reducing susceptibility to herding behaviour could provide
a deeper understanding of the underlying psychological mechanisms

influencing investment choices.

5.8 Conclusion

This research highlights the impacts of finfluencers criteria, moderator of Al
literacy and mediations of financial literacy on digital investment decisions. The
findings acknowledged that five out of eight hypotheses were supported whereas
three were not supported. Despite its limitations, this study provides a base for
future research to examine factors affecting digital investment decisions. Future
studies could explore long-term effects of finfluencers exposure, emerging
technologies, and contextual variables like regional or demographic differences.
Understanding the interaction between financial knowledge, digital skills, and

behaviour is key to promoting informed investment decisions.
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APPENDIX

UNIVERSITI TUNKU ABDUL RAHMAN

Wholly owned by UTAR Education Foundation
UNIVERSITI TUNKU ABDUL RAHMAN
Teh Hong Pow Faculty of Business and Finance
Bachelor of Finance (Hons)

Title of topic: Finfluencer and Digital Investment Decision: The Mechanism
of Financial Knowledge and Artificial Intelligence Literacy

Survey Questionnaire

We are final year undergraduate students pursuing Bachelor of Finance (Hons) from
University Tunku Abdul Rahman (UTAR) Kampar Campus.

You are invited to participate in a research study on FINFLUENCER AND
DIGITAL INVESTMENT DECISION: THE MECHANISM OF FINANCIAL
KNOWLEDGE AND ARTIFICIAL INTELLIGENCE LITERACY. This study
aims to explore how characteristics of finfluencers’ exposure, credibility, and
trustworthiness affect investment decision-making in the digital environment. By
doing so, the study aims to provide deeper insights into the mechanisms that shape
investor behavior in the era of digital finance.

The survey will take approximately 15 minutes to complete. You will be asked to
answer questions about your experiences with finfluencers, your perceptions of
their trustworthiness, credibility, and your digital financial literacy and Al literacy.
We aim to recruit approximately 385 respondents for this research.

Your participation is completely voluntary. You may skip any question you do not
wish to answer, and you may withdraw from the study at any point without any
penalty. If you do not wish to continue, simply close your browser window.

All responses will be kept strictly confidential. Data will only be analyzed in
aggregate form, and no identifying information (such as IP addresses) will be
collected. Your responses will remain completely anonymous. Findings may be
shared through academic publications, conference presentations, or university
reports. While there may be no direct personal benefit, your participation will help
improve understanding of how finfluencers and digital literacy affect investment
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decisions in today’s digital environment, which may benefit society by informing
financial education and policy.

There are no known risks to participating in this study beyond those encountered
in everyday life.

If you have any questions about this project, you may contact:
Chan Sze Min: csm1006(@ 1utar.my

Koay Zhi Xuan: koaynicole@ lutar.my

Lin Lai Kee: laikeelin00@ lutar.my

Yap Wan Yi: yapwanyi040422@ lutar.my

Instructions:

1) There are SEVEN (7) sections in this questionnaire. Please answer ALL
questions in ALL sections.

2) Please be informed that in accordance with Personal Data Protection Act 2010
(“PDPA”) which came into force on 15 November 2013, Universiti Tunku Abdul
Rahman (“UTAR?”) is hereby bound to make notice and require consent in relation
to collection, recording, storage, usage and retention of personal information.
Acknowledgment of Notice

O I have been notified by you and that I hereby understood, consented
and agreed per UTAR notice.
O I disagree, my personal data will not be processed.

Section A: Demographic

This section presents the demographic profile of the respondents. It includes
information on gender, age, race, state of residence, and level of education.

Gender:
O Male
O Female
Race:
O Malay
O Chinese
O Indian
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20 - 29 years old
30 - 39 years old
40 - 59 years old

oo

State:

Johor

Kedah

Kelantan

Melaka (Malacca)
Negeri Sembilan

Pahang

Penang (Pulau Pinang)
Perak

Perlis

Sabah

Sarawak

Selangor

giooooo|o|o|o|io|io| o o

Terengganu

Highest level of education:

Primary or Secondary Education

Pre-U or Diploma / Advance diploma

Bachelor’s degree / Professional qualification
Master or PhD

oo|jo|o

Employment Status:

O Full time employment
O Part time employment
O Unemployment

Income Level:

RM 2,000 and below
RM 2,001 to RM 4,000
RM4,001 to RM6,000
RM6,001 and above

Oo|o|o|o
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Section B: Research Variables

This section will cover questions related to the audience’s exposure to

finfluencers, as well as their perceived credibility and trustworthiness. In addition,

it will also address digital financial literacy, Al literacy, and digital investment

decision-making.

Dimension 1: Exposure to finfluencers

Statement

Strongly

Disagree

Disagree

Somewhat
Disagree

Neither
Disagree
nor
Agree

Somewhat
Agree

Agree

Strongly
Agree

(0]

2

(&)

“

()

()

(7)

EPS

I am aware of
“finfluencers,”
social media
influencers
who provide
financial
advice and
investment
tips.

O

O

O

O

O

EPS

I actively
follow several
finfluencers on
social media
platforms.

EPS

[ regularly
watch, read, or
listen to
content related
to investments
shared by
finfluencers.

EPS

I often seek out
financial
information or
advice from
content created
by
finfluencers.
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EPS

I feel
disconnected
when I do not
engage with
finfluencers on
social media
for a day.

O

(]

(]
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Dimension 2: Trustworthiness of Finfluencers

Statement

Strongly

Disagree

Disagree

Somewhat
Disagree

Neither
Disagree
nor
Agree

Somewhat
Agree

Agree

Strongly
Agree

()

@)

(&)

“

(©)

Q)

(7)

TW | I follow

1 finfluencers
because I find
them
trustworthy,
not simply
because of
their
appearance.

O

O

O

O

(]

TW | I am confident
2 to the
statement
made by the
finfluencers I
followed.

TW | I avoid

3 following
finfluencers
whose
credibility [
doubt.

TW | I prefer

4 finfluencers
who remain
consistent in
their advice
and opinions.

TW | I prefer to

5 follow
finfluencers
whom |
consider
reliable and
trustworthy.
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Dimension 3: Credibility of finfluencers

Statement

Strongly

Disagree

Disagree

Somewhat
Disagree

Neither
Disagree
nor
Agree

Somewhat
Agree

Agree

Strongly
Agree

)

2

(&)

“

(©)

Q)

(7)

My favorite
finfluencer is
well educated
in finance.

(]

O

O

(]

(]

My favorite
finfluencer
demonstrates
extensive
financial
knowledge.

My favorite
finfluencer has
extensive
practical
experience in
finance.

My favorite
finfluencer is
competent in
providing
reliable
financial
advice.

I am confident
in my favorite
finfluencer’s

financial skills.
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Dimension 4: Financial Knowledge

Statement

Strongly

Disagree

Disagree

Somewhat
Disagree

Neither
Disagree
nor
Agree

Somewhat
Agree

Agree

Strongly
Agree

)

2

(&)

“

(©)

Q)

(7)

My financial
knowledge
enables me to
avoid money-
related fraud.

(]

O

O

(]

(]

I am confident
in my
understanding
of financial
jargon in
investing in the
future.

An investment
with a high
return is likely
to involve high
risk.

High inflation
means that the
purchasing
power of
money
decreases
rapidly

Investing in a
wide range of
stocks and
shares usually
reduces the
overall risk.
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Dimension 5: Al Literacy

Statement

Strongly

Disagree

Disagree

Somewhat
Disagree

Neither
Disagree
nor
Agree

Somewhat
Agree

Agree

Strongly
Agree

)

2

(&)

“

(©)

Q)

(7)

Al

I have a clear
understanding
of the steps
involved in Al
decision-
making.

(]

O

O

(]

(]

I can recognize
the Al
technologies
used in the
applications
and products |
interact with.

I am capable of
assessing the
strengths and
limitations of
an Al
application or
product after
using it for
some time.

Al

I consistently
follow ethical
principles when
using Al
applications or
products.

Al

[ 'am able to
select the most
suitable Al
application or
product for a
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specific task
from a range of
available
options.
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Dimension 6: Digital Financial Decision

Statement

Strongly

Disagree

Disagree

Somewhat
Disagree

Neither
Disagree
nor
Agree

Somewhat
Agree

Agree

Strongly
Agree

)

2

(&)

“

(©)

Q)

(7)

DID

I feel that
investing
through digital
applications is
safe, including
the security of
money,
personal data,
and transactions

(]

O

O

(]

(]

DID

I believe I can
obtain optimal
benefits by
investing
through digital
investment
applications.

DID

I dare to take
risks.

DID

I invest to
fulfill my future
needs.

DID

A considerable
proportion of
my monthly
income is
allocated to
digital
investments
decisions.
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