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ABSTRACT:

This study provides a comparative analysis of social media platforms—Facebook, Instagram, YouTube, LinkedIn, and Twitter—for promoting stock trading. It
evaluates the effectiveness of each platform in engaging investor audiences, considering user demographics, engagement rates, and platform-specific features.
Findings indicate that Instagram and YouTube are highly effective in capturing younger audiences through visual, educational content, while Facebook offers
broad demographic outreach. LinkedIn builds credibility among professional investors.
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Introduction:

In today's digital era, social media platforms have become powerful tools for businesses to reach and engage with potential clients. Stock trading,
traditionally dominated by financial institutions and direct trading platforms, has increasingly leveraged social media for promotional activities. Social
media allows stock trading companies to reach a broader audience, especially retail traders and younger investors, with educational content, market
updates, and promotional offers.

The project titled "A Comparative Analysis of Social Media Platforms for Stock Trading Promotion" aims to evaluate the effectiveness of different
social media platforms—Instagram, Facebook, LinkedIn, Twitter, and YouTube—in promoting stock trading services. Each platform has unique
features that attract distinct user groups and offer varied content formats such as ads, video tutorials, market news, and expert analysis, influencing user
engagement differently.

By comparing these platforms, the project seeks to identify which social media channels provide the highest engagement and credibility for stock
trading promotion, along with insights into user behavior and preferences. Understanding these dynamics can help stock trading firms tailor their
promotional strategies to better target and engage potential investors, thus enhancing digital marketing efficiency in a competitive stock trading
environment. This report will analyze both primary and secondary data to offer actionable recommendations for optimizing social media campaigns.

Social Media Influence and Investor Decision Process Model for Stock Trading:

 Interest Recognition

 Platform Awareness

 Information Search

 Content Credibility

 Platform Comparison

 Engagement Influence

 Content Interaction

 Learning and Evaluation

 Platform Loyalty

 Advocacy and Sharing

https://doi.org/10.55248/gengpi.5.1124.3422
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Literature review:

Dellarocas (2003) points out challenges posed by evolving algorithms, requiring firms to continuously adapt their strategies and invest in paid
promotions to maintain visibility.

Bollen, Mao, and Zeng (2011) found that social media, particularly Twitter, can predict stock market movements by analyzing collective mood and
sentiment. This relationship indicates that social media activity can forecast stock trends days in advance.

Berger and Milkman (2012) note that visually appealing content thrives on Instagram and YouTube, making them suitable for attracting millennial and
Gen Z investors. However, these platforms are less effective for real-time updates and in-depth discussions compared to Twitter and LinkedIn.

Sprenger et al. (2014) emphasize Twitter's role in disseminating real-time financial news. Traders utilize the platform for quick insights, although its
character limits restrict detailed analysis.

DiCaprio et al. (2018) discuss Facebook’s effective ad targeting, which helps reach potential investors, but note its declining organic reach and reliance
on paid advertisements, posing challenges for smaller brokers.

Singh et al. (2019) highlight LinkedIn’s effectiveness for targeting high-value investors and institutional clients, thanks to its professional tone and
capacity for long-form content that educates on complex strategies.

Chaffey (2020) indicates that while engagement is higher on Instagram and YouTube, LinkedIn and Facebook ads yield better conversion rates,
particularly for professional financial advice.

Objectives of the study:

 To evaluate the Effectiveness of Different Social Media Platforms

 To understand User Engagement and Preferences.

 To examine Trustworthiness and Credibility

 To formulate Platform-Specific Promotional Strategies

Research Methodology:

The research utilised a descriptive research design to systematically outline patterns and behaviours among social media users engaged with stock
trading content. A sample of 120 respondents was selected using non-probability convenience sampling, allowing for quick access to individuals active
on social media and potentially engaged with stock trading topics. Data was gathered through both primary and secondary sources. Primary data
collection involved a questionnaire to capture firsthand insights from respondents, while secondary data included a review of existing literature on
social media trends in financial promotion. Data analysis was conducted using MS Excel, facilitating efficient tabulation and visualisation of responses
to draw meaningful insights into platform preferences, engagement patterns, and perceived platform effectiveness for stock trading promotion. This
approach enabled a structured and accessible analysis, highlighting key findings in stock trading content engagement across social media platforms.

Data Collection Methods :

Primary Data:

We collected primary data using an online Google Form questionnaire, which was designed for ease of access and participation. The survey targeted
individuals engaged with stock trading content across various social media platforms. This approach allowed us to gather diverse perspectives and real-
time feedback, enhancing the depth of our analysis.

Secondary Data:

For secondary data, we conducted a comprehensive review of existing literature on social media marketing strategies in the financial sector. This
included analyzing journal articles, industry reports, and credible online sources to understand current trends and best practices. The insights gained
from this literature provided valuable context and supported our primary findings, ensuring a well-rounded understanding of the effectiveness of stock
trading promotions on social media.

Data Analysis:

Table no.1 - Age of respondents

Age No. of respondent Percentage
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18-24 33 72.1%

25-34 6 14%

35-44 2 4.35%

45-54 4 7%

55+ 1 2.17%

Total 46 100.00%

Table no.2 – Level of experience in stock trading

Levels No. of respondent Percentage

Advanced 1 2.3%

Beginner 38 65.1%

Intermediate 7 32.6%

Total 46 100.00%

Table no.3 - Platform usage

Social Media Platform No. of respondent Percentage

Facebook 8 18.60%

Instagram 37 86%

Twitter 5 11.6%

LinkedIn 10 23.30%

YouTube 21 48.80%

Total 46 100%

Table no.4 - How often do people see stock trading-related content on Facebook

Frequency No. of respondent Percentage

All the time 2 4.35%

Frequently 8 16.3%

Never 18 39.5%

Occasionally 18 39.5%

Total 46 100.00%

Table no.5 – How Effective is Facebook

Effectiveness Level Number of respondent Percentage

Very effective 9 18.60%

Effective 4 9.30%

Neutral 27 55.80%

Ineffective 8 16.30%

Total 46 100%

Table no.6 - How often do you see stock trading-related content on Instagram.

Frequency No. of respondent Percentage

All the time 6 11.60%
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Frequently 16 32.60%

Occasionally 20 41.90%

Never 6 14%

Total 46 100%

Table no.7 - Preferred Stock Trading Content on Instagram

Type of Content No. of respondent Percentage

Infographics 9 20.90%

Reels or short videos 30 69.80%

Stories by financial influencers 21 48.80%

Ads for stock trading platforms 9 20.90%

Total 46 100%

Table no.8 – Do people follow any stock trading accounts on Twitter?

Response No. of Respondent Percentage

Yes 16 32.60%

No 32 67.40%

Total 46 100.00%

Table no.9 - How useful is Twitter for staying updated on stock trading?

Usefulness Level No. of Respondent Percentage

Not useful 10 20.90%

Somewhat useful 20 41.90%

Useful 17 34.90%

Very useful 1 2.30%

Total 46 100.00%

Table no.10 - Preferred Content on LinkedIn

Content Type No. of Respondent Percentage

Professional articles 15 34.9%

Webinars 17 39.5%

Expert opinions and market analysis 13 30.2%

Investment strategy discussions 12 27.9%

Not specified/Other 2 4.20%

Doesn’t use LinkedIn for this 1 2.30%

Table no.11- Engaging Content on YouTube

Content Type No. of Respondent Percentage

Tutorials on stock trading 18 41.9%

Market analysis videos 25 58.1%

Interviews with experts 19 44.2%

Live trading sessions 11 25.6%

Table no.12 - Effectiveness of YouTube as an Educational Platform
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Effectiveness Level No. of Respondent Percentage

Very ineffective 2 9.3%

Ineffective 4 11.6%

Neutral 15 32.6%

Effective 9 23.3%

Very effective 9 23.3%

Total 46 100.00%

Table no.13- Most Effective Social Media Platform for Stock Trading Promotion

Platform No. of Respondent Percentage

Instagram 21 48.80%

YouTube 15 34.90%

Twitter 3 7%

LinkedIn 3 7%

Facebook 1 2.30%

Total 46 100.00%

Findings :

1. Age Demographics: A notable 72.1% of respondents fall in the 18-24 age bracket, followed by 14% in the 25-34 range. This distribution
indicates that stock trading promotions on social media are highly appealing to younger audiences, who likely prefer digital content for
financial information and engagement.

2. Experience Level: The data shows that 65.1% of respondents are beginners, with only 2.3% identifying as advanced traders. This suggests that
promotional content could benefit from focusing on educational material to engage this primarily novice audience in their early trading journey.

3. Platform Usage: Instagram ranks as the most used platform, accessed by 86% of respondents for stock trading-related content. YouTube
follows at 48.8%, suggesting that these visually driven platforms have become go-to channels for stock trading promotions among social
media users.

4. Content Visibility on Facebook: Stock trading content on Facebook reaches only 4.35% of users “all the time” and 16.3% frequently, with
39.5% seeing it only occasionally. This implies that organic reach for financial content on Facebook is limited, requiring frequent, possibly
paid content for consistent visibility.

5. Facebook Effectiveness: User feedback on Facebook’s effectiveness is mixed; while 18.6% find it “very effective,” the majority (55.8%)
remain neutral, and 16.3% rate it as ineffective. This split suggests that Facebook’s format may not be as engaging for stock trading content
compared to more visual or real-time platforms.

6. Instagram Content Exposure: Instagram’s ability to engage users regularly is evident, with 32.6% seeing stock trading content frequently and
41.9% occasionally. This reinforces Instagram’s strength in delivering stock trading content to users in a format they regularly interact with.

7. Instagram Content Preferences: The preferred content format on Instagram is short videos or reels, favored by 69.8% of respondents, while
48.8% enjoy influencer stories. These formats allow for quick, visually appealing insights, aligning well with Instagram’s highly visual user
base and making it an effective platform for reaching younger investors.

8. Twitter Engagement: With only 32.6% of respondents following stock trading accounts, Twitter engagement for this content appears limited.
The low engagement rate suggests that Twitter may be less effective for promotional stock content, particularly for attracting new or casual
investors.

9. Twitter Usefulness: Despite the low engagement, Twitter is rated “somewhat useful” for updates by 41.9% of users. However, only 2.3% find
it “very useful,” implying that while Twitter serves as a quick news source, it is less preferred for in-depth information.

10. LinkedIn Content Preferences: Respondents on LinkedIn tend to favor webinars (39.5%) and professional articles (34.9%), underscoring
LinkedIn’s reputation as a platform for serious, in-depth financial content. This preference suggests that LinkedIn is best suited for stock
trading promotions targeting professionals and experienced investors.
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11. YouTube Content Preferences: YouTube is valued highly for educational stock trading content, with 58.1% preferring market analysis videos
and 41.9% opting for tutorials. The platform’s format supports detailed, engaging videos, making it ideal for deep dives into stock trading
topics.

12. YouTube Effectiveness: YouTube is regarded as “effective” or “very effective” for educational stock trading content by 46.6% of users. This
indicates its strength in delivering comprehensive and credible information, positioning it as an essential platform for investors seeking in-
depth knowledge.

13. Platform Effectiveness for Stock Trading Promotion: Instagram is identified by 48.8% of respondents as the most effective platform for
promoting stock trading, with YouTube at 34.9%. This suggests Instagram’s visual appeal and YouTube’s educational depth are particularly
effective in attracting users to stock trading content.

Conclusion

The comparative analysis of social media platforms for stock trading promotion highlights that each platform serves distinct investor demographics and
content types. YouTube and LinkedIn excel in delivering in-depth educational content and engaging high-value investors, while Instagram and
Facebook attract younger audiences with visual promotions, albeit with lower conversion rates without sustained advertising. Twitter remains essential
for real-time updates, catering to traders who need timely market information.
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