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them overcome related challenges. This generation includes 
approximately 80 million individuals born between 1981 
and 2001. Some were born to parents of Generation X, and 
others were born to parents of baby boomers. These young 
adults behave and see the world differently than their par-
ents or baby boomers do; they do not conform to older gen-
erations’ expectations regarding investing and represent the 

through digital platforms such as instant messaging, texting, 
Twitter, and Facebook (Pew Research Center, 2014).

This research aims to understand young adults’ unique in-
formation source choices and to identify effective ways to 
communicate with them. In existing literature, few stud-
ies suggested effective methods to connect with them and 
limited research examined young adults’ reliance on infor-

from the Spinella, Yang, and Lester’s (2007) Executive 
Personal Financial Scale, this study examines the relation-
ships between young adults’ information source preferences 

ecause more Americans are concerned about sav-
ings and retirement than ever before, the situation 
may become worse for young adults commonly 

known as the millennials—the children of baby boomers 
and later generations (Morin & Fry, 2012). It is reported 
that young adults are not saving for retirement and they 
face many challenges. For example, they do not participate 
in retirement planning as much when compared to previ-
ous generations (Steiner, 2009). Analysis from a brokerage 

-
tor sophistication (Goetzmann & Kumar, 2008), and their 

young adults are most at-risk of being unable to afford 
retirement expenses in comparison to other generations 
(Hicken, 2013).

Nevertheless, these young adults have unique characteris-
-

standing to design an effective communication plan to help 
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and social media resources with and to which young adults 
are familiar and have access to and providing important 

and plan for retirement and other major life events.

Research Framework and Hypotheses
To address the research need, this study establishes a con-
ceptual research model, as shown in Figure 1. This section 
describes the model and hypotheses based on the model.

Consulting Information Sources and Personal Finance
The research model in this study examines individual be-
haviors regarding individual choices of consulting infor-

Reports and publications suggest that people use various 
information sources. Literature reveals several major and 
popular types of consulting information sources with which 

people have varying degrees of preferences (Helman & 
Paladino, 2004; Loibl & Hira, 2006). Adults have prefer-

peer-based advice is increasing, whereas traditional sources 
-

Source 1—Family
young adults is a new task. Young adults know very little 

concerning how to make wise investment decisions. From a 
normative perspective, their peer groups, parents, and social 

Koonce, Plunkett, & Pleskus, 2015). Students report that they 
learn about credit card use largely from parents (Pinto, Parente, 

Note. H1 � hypothesis 1; H2 � hypothesis 2; H3 � hypothesis 3; H4 � hypothesis 4; H5 � hypothesis 5.
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Source 2—Peers. As young adults move away from par-
ents and begin independent lives, their social environment 
shapes a new set of skills, knowledge, attitudes, consump-

Danes & Yang, 1994; Hira, 1997; Moschis & Churchill, 

those they socialize (Moschis & Churchill, 1978; Moschis 
& Moore, 1979). Regarding how to spend money and man-

gain social acceptance and gravitate toward advice from 
-

ployers (Loibl & Hira, 2005).

Source 3—Financial Advisors. It is common for investors 
-

vestment decisions. Heckman and Hanna (2015) found that 
households with a professional advisor are more likely to save 
than households without a professional advisor. However, 
the Internet brought many changes to investing behaviors, 
marking a new technological era that empowered investors. 
It changed information delivery and spurred the growth of 

and allowing investors to be in control of placing trades with 
the push of a button anywhere. The accessibility of digital in-
formation also shifted power into the hands of young adults, 

Source 4—Online and Social Media. Electronic word-of-

from one or many users, synchronously or asynchronously. 
Communication over social media platforms is ubiquitous 
among youths and is also popular among adults (Pew Re-
search Center, 2014). Research shows that consumers use 
social media that offer peer-to-peer advice and read prod-
uct reviews prior to making a purchasing decision (Hazari 
& Richards, 2011) and teenagers’ spending plan is associ-
ated with their use of media and Internet (Lewis, Mimura, 
Mauldin, Rupured, & Jordan, 2008). More than one-third 

-
vesting, and nearly 70% reallocated investments and build 
relationships with opinion leaders based on contents found 
through Facebook, LinkedIn, Twitter, YouTube, and blogs 
(Cogent Research, 2012).

Source 5—Mass Media/Magazines -
cial/investment information by reading brochures, news-
letters, magazines, and viewing other mass media sources 
(Helman & Paladino, 2004).

Individual Financial Styles and Choice of 
Information Sources

-
titudes, beliefs, preferences (Kalra Sahli & Pratap Arora, 
2012), personality traits (Durand, Newby, & Sanghani, 

-
-

ple are rational and make investment choices based on net 
utility gains that maximize desired outcomes (Markowitz, 
1952). A rational investor begins with beliefs about future 
performances and chooses the right investment, attempting 
to maximize anticipated returns. However, behavioral re-
searchers argue that an investor’s decisions are seemingly 
irrational, guided by a complex decision-making process 
and subjective perceptions (Simon, 1955). Thus, additional 

-
ing investment decisions.

personality traits when predicting investors’ decisions at-
tracted the attention of many scholars (Durand et al., 2008; 

-
ality inventory that is used when understanding investor 
behaviors such as how individuals trade (Camgoz, Karan, 

-
ity traits (extraversion, agreeableness, conscientiousness, 
emotional stability, and culture). Financial behaviorists use 
these dimensions broadly to understand how individuals 

Type Indicator (Myers, McCaulley, & Most, 1985) was 

investors (Gregory, 2014; Yook, 2014).

Marketing literature suggests that consumers’ personali-

Mowen, 1999; Sujan, 2001). For example, narcissism as-
sociates positively with compulsive consumption (Rose, 
2007). Impulsivity is a predictor of additive behaviors 
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-
sive young adults tend to carry higher credit card balances 

regulation. College students who are emotionally unstable, 
introverted, materialistic, and require constant stimulation 
are more likely to exhibit impulsive spending and misuse 
credit cards (Pirog & Roberts, 2007). The central mes-
sage is that investment preferences that guide an investor 

such as personality, emotional state, cognitive ability, risk 
tolerance, attitudes, and knowledge with investments and 

-
ternal and external drivers. For this study, we focused on 
young adults’ cognitive (e.g., planning and organizing) and 
emotional factors (e.g., anxiety and impulsive spending), 

management and with supports from studies about clinical 

populations, functional neuroimaging, and both subjec-
tive and objective neuropsychological measures, Spinella 
et al. (2007) establish the Executive Personal Finance Scale 
with data on its correlations with income, credit card debt, 
and investments. The Scale includes four factors, impulse 

-
tivational driver (MD; see Table 1 for the included items 
by this study). They suggest that the factors correlate with 

hypotheses:

-
es preferences when seeking information sources 

H2. Young adults’ perceived money-making motiva-
-

TABLE 1. Survey Constructs, Items, and Summary of Factor Outer Loading—Consulting Friends/
Classmates/Colleagues as an Example

Construct Name Items
OL: Outer 
Loadings

OL: Standard 
Error OL: t Values

Consulting sources
I prefer to consult social media.a

— — —

Impulse control 1.  I tend to spend more when I know that I 
am already over my limit.b

0.944 0.013 75.829

2.  I spend more money than I can afford to 
spend.

0.892 0.031 29.289

Motivational driver 1.  I work hard at making money. 0.799 0.113  7.102
2.  I am enthusiastic when it comes to 

making money.
0.913 0.075 12.117

Financial organization 1.  I am organized at balancing my 
checkbook.

0.920 0.228  4.029

2.  I tend to spend more when I know that 
I am already over my limit.

0.944 0.013 75.829

Financial planning 1.  I put money into savings on a regular 
basis and leave it there.

0.874 0.029 29.893

2. I save money for the future. 0.926 0.016 59.745
3. I set aside money for emergencies. 0.876 0.030 28.831

Financial satisfaction -
cial situation.

0.964 0.104  9.237

0.949 0.103  9.202
a

b
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-

-
-

Financial Outcomes and Choice of Consulting 
Information Sources

-

-
-
-

nancial satisfaction (Davis & Helmick, 1985; Joo & Grable, 

-
comes for youths and others (Davidson, 2012; Roberts, 

2004). Second, it is reported that students learned most about 
credit card use from parents and relatives (Pinto et al., 2005). 
Information obtained from parents, media, and schools, but 
not peers, relate to decreased credit card debt (Pinto et al., 
2005). Third, a large portion of young adults attempt to gar-
ner social acceptance and gravitate toward advice from peers 

-

& Serido, 2010) are related to their social interactions with 
peers and other social structures. Fourth, people seek help 

suggests that individuals who solicit advice improve per-
formance (Hung & Yoong, 2010), although other research 

and Mayer (2011) use retirement planning data, comparing 

-

not relate to self-reported retirement savings or short-term 
growth in retirement account asset values.

-

Research suggests that social media have become increas-
-

individuals follow opinion leaders through blogs and social 
-

associates strongly with contemporaneous and subsequent 
stock returns and helps predict earnings surprises. Conse-
quently, we argue that social media is an important meth-
od of communication and information-seeking for young 
adults. Young adults are becoming more self-directed and 
might base investment decisions on content found through 
social media. They might also conduct information searches 

net worth, household resources, household debt-to-income 

(Davis & Helmick, 1985). Financial behaviors, stress, 

-
tion sources relate to various outcome indicators, although 
it is beyond the scope of this study to examine them all, 

information preferences.

H5. Young adults perceive greater satisfaction with their 

information sources (e.g., family/spouse, friends/

magazines/mass media) more.

Method
Constructs and Instrument
A survey was designed with items adapted from extant re-
search (Cogent Research, 2012; Spinella et al., 2007). The 
questions in the survey focused on demographics, four an-

-
entation, one behavior construct about individual choices 
of using consulting information sources, and one outcome 
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execution orientation factors (i.e., impulse control, orga-
nization, planning, and motivational driver) are adapted 
from the Executive Personal Finance Scale (Spinella et al., 
2007). Consulting information sources include family and 
relatives, friends, professional advisors and bankers, social 
and online media, and mass media such as magazines and 
newspapers. Table 1 shows the constructs, along with items 
for each and outer loadings for all items in the model. All 
constructs were measured with two items, except preferred 

which had three. Regarding social media and online re-
-

ing sources read, “To what extent do you agree with the 

I prefer to consult social media’?” A Likert-type scale was 
used for all items, ranging from 1 (strongly disagree) to 
5 (strongly agree).

The Sample
The survey was conducted online through Snap Survey 
from April 15 to May 1, 2013. The study used a combina-

survey was sent to about 750 individuals who were friends, 
relatives, and coworkers of 50 undergraduate business stu-
dents in Southern California. The students were asked to 
stratify targeted people whom they had access to according 
to age, gender, race, and occupation, and then approached 

Respondent Characteristics
Four hundred eighty adults responded to the survey, respon-

respondents, males and females were represented nearly 
equally in the sample. About 5% (N � 11) were married. 
In terms of education, 58.08% (N � 133) had high school 
diplomas, 17.47% associate’s degrees (N � 40), 20.52% 
bachelor’s degrees, and 3.07% (N � 7) masters’ degrees 
or higher. About 30.57% (N �
Islander, 26.64% (N � 61) Hispanic or Latino, 24.89% 
(N � N � 15) American Indian and 
Alaskan Native.

Analytic Procedures
Structural equation modeling was used to test the 
model, exploring sequential relationships among variables 

consultation choices of information sources.

Results
Results suggest that young adults demonstrate prefer-

decisions. Young adults prefer to consult with spouses and 
family relatives, and 41.5% moderately or strongly agreed 
that their preference was this information source (exclud-
ing N/A; M � 3.10). The second most preferred informa-
tion source was peers and colleagues (36.2% moderately or 
strongly agreed; M � 2.93), followed by mass media such 
as magazines, television, newspapers, and so forth (31.9% 
moderately or strongly agreed; M � 2.91). They prefer to 
consult with online and social media sources (30.1% mod-
erately or strongly agreed; M � -
sionals such as accountants, bankers, and advisers (29.3% 
moderately or strongly agreed; M � 2.79).

-
nancial execution factors relate to young adults’ prefer-

-
amined the strength of a measurement model using factor 
outer loadings. Initial results suggested that two items of im-

-
cial planning loaded well on designated variables but others 

items from the model (Gefen & Straub, 2005).

Measurement Model Results
The factor outer loadings and t values of the remaining 
items are shown in Table 1. The remaining items’ factor 
outer loadings were above the threshold of .70. Shown in 
Table 2, the model with the remaining items was largely 
robust, and cross-loadings were minimal. The measures had 
sound convergent validity, discriminant validity, and inter-
nal consistency. Average variance extracted (AVE) ranged 
from 0.74 to 0.92, which exceeded the recommended mini-
mum of 0.5 (Gefen & Straub, 2005). The square roots of 
the AVEs were higher than the cross-construct correlations, 
which demonstrate acceptable convergent and discriminant 

for motivation, which was close to .7), and the composite re-
liability of all constructs exceeded 0.7, indicating adequate 
internal consistency.
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Overall Structural Equation Modeling Results

needs of a predictive-causal analysis (Chin & Newsted, 

constraints because this study borrowed measurements from 

analysis for the structural model are shown in Figure 2. Re-
sults demonstrate that four factors (e.g., impulse control, mo-

preference for information sources to some extent. Impulse 
control (�.161, p � .01), motivational driver (.177, p � .01), 

p � .001) accounted for 12% 

ask spouses and/or family members. Impulse control (.228, 
p � p � .001) accounted 
for 10% of young adults’ preferences for friends and/or col-
leagues. Financial planning (.372, p � .001) accounted for 

advisers such as bankers, accountants, and others. Impulse 
control (.398, p � .001), motivational driver (�.263, p � 

p � .05) accounted 
for 23% of young adults’ preferences for online and social 
media. Impulse control (.183, p �
(.197, p � .001) accounted for 9% of young adults’ prefer-
ences for magazines, newspapers, and other mass media. 
Results also suggest that preferences for information sources 
explain some variance in satisfaction with current personal 

mass media.

Results on the Associations of Information Sources With 
Financial Executive Orientation and Financial Satisfaction
Family/Spouse. Among information sources, young adults 
consult family members the most. The extent to which peo-
ple prefer to consult with family members and/or spouses 
related negatively to an inability of impulse control (coef-

� �.161, p � .01) and related positively to moti-
� .177, p �

� .205, p � .01). The extent did not re-

execution abilities; they are more likely to control impulsive 
spending and work hard to earn money. They are also more 

-

satisfaction (R2 � 0.0%, B � .019, p � .05). This study cor-
roborates similar literature, suggesting parents (Pinto et al., 

-
nancial decisions and investing behaviors of young adults 

from family members and/or spouses does not necessarily 

TABLE 2. Descriptive Statistics, Correlations, and Model Fit Indicators

Consulting 
Source (CS)

Impulse 
Control (IC)

Motivational 
(MV)

Organizatinal 
(OG)

Planning 
(PL)

Satisfaction 
(SA)

1. CS —
2. CS .391 —
3. MV �.189 �.114 —

.063 �.146 .44 —
5. PL .074 �.095 .357 .505 —
6. SA .172 �.029 �.02 .231 .175 —
Mean — 2.687 3.658 3.365 3.373 3.154
Standard deviation — 0.847 0.856 0.878 1.017 1.006
Composite reliability — .915 .847 .897 .905 .956
Cronbach’s alpha — .819 .652 .771 .846 .907
AVE — 0.844 0.736 0.813 0.761 0.915
SQRT (AVE) — 0.919 0.858 0.901 0.872 0.957

Note. SQRT � square root; AVE � average variance extracted.
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and H4 were supported, and H3 and H5 were not, for sub-
jects who preferred to consult with family members.

Friends/Colleagues. Results also indicate that consulting 
-

� .249, p � .001) and inability 
� .228, p � .001) but is 

unrelated to other orientation factors such as motivational 

-
nancial planning tend to ask friends and colleagues for per-

colleagues (R2�1.5%, B � .124, p �

interactions outside of the family (Cohen & Xiao, 1992), 
-

ize (Moschis & Churchill, 1978; Moschis & Moore, 1979), 

H5 were supported, and H2 and H3 were not, for subjects 
who preferred to consult with friends and colleagues.

Financial Professionals/Bankers. Analyses suggest that 

source for young adults. The extent to which people pre-

� .372, p � .001) but is unrelated to 
the other orientation factors such as impulse control, moti-

-
R2 � 4.4%, B � .210, 

p �
were supported, and H1, H2, and H3 were not, for subjects 

consulting sources.

*p � .1. **p � .05. ***p � .001.

R2
R2

a. 0.000
b. 0.015
c. 0.044
d. 0.030
e. 0.022

a. 0.120
b. 0.103
c. 0.141
d. 0.225
e. 0.091

a. 0.019
b. 0.124*
c. 0.210***
d. 0.172**
e. 0.150*

Financial
Organization

Financial
Planning

Financial
Satisfaction

Each of Five
Consulting

Source

a. Family/Spouse
b. Friends/Colleagues
c. Financials/Bankers
d. Social Media/Online
e. Magazines/Mass Media

a. �0.161**
b. 0.228***
c. �0.006
d. 0.398***
e. 0.183**

a. 0.177**
b. 0.064
c. �0.100
d. �0.263***
e. �0.161

a. �0.049
b. �0.078
c. 0.057
d. 0.178*
e. 0.117

a. 0.205**
b. 0.249***
c. 0.372***
d. 0.115
e. 0.197**

Impulse
Control

Motivational
Driver 
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Social Media/Online Sources -

still sought less by young adults. Results suggest that the 
extent to which people prefer consulting with social media 
and online resources relates positively with impulse control 

� .398, p � -
� .178, p � .05), but relates negatively 

� �.263, p � .001), 

adults’ consumers who consult with social media and online 

are more likely to engage in impulsive spending and are 
unmotivated to make money. These undesirable traits do 

situations, second only to professional advisors (R2�3.0%, 
B � 0.172, p � .01). Thus, as technology-savvy, young 
adults rely increasingly on the Internet for investment and 

and the Internet appear to function as complements or alter-

-
tations regarding impulsiveness and motivation. Therefore, 
H1, H2, H3, and H5 were supported, but H4 was not, for 
subjects who prefer to consult with social media and online 
sources.

Magazines/Mass Media. Results demonstrate that the ex-
tent to which people prefer to consult with magazines, news-
papers, and other mass media relates positively to impulse 

� .183, p �
� .197, p � .01) but is unrelated to 

R2 � 2.2%, B � .150, p � .05). 
Thus, H1, H4, and H5 were supported, but H2 and H3 were 
not, for subjects who prefer to consult with magazines and 
mass media.

Discussion
As social media and other online sources become preva-
lent, people have more ways to access information to aid 

why people prefer certain information sources and the 

consequences their choices may have. Although informa-

as preferences, tastes, and behaviors (Hogarth, Hilgert, & 
Schuchardt, 2002), it is seldom the focus, nor has it been in-
vestigated while including both antecedents and outcomes. 

the outcomes of such preferences. Findings generally sup-

most likely to consult with spouses and family members 
(about 41%), followed by peers such as friends and col-
leagues (about 36%), and mass media (about 31%). Find-
ings accord with other research that suggests young adults 
(Loibl & Hira, 2006) and the general population (Hogarth 
et al., 2002) prefer to consult with family and peers. Nev-
ertheless, this may relate to the fact that many might be 
unmarried, and parents might still have strong control of 

-

2014), and they naturally seek help from people they know 

An interesting discovery is that nearly 30% of this group 
prefers to use online and social media, a percentage simi-

has two implications. First, young adults prefer to become 
self-directed with online and social media sources through-
out their lives when coping with the amount and variety 

institutions to understand such preferences and to design 

platforms, including online and social media sources.

young adults’ preferences for consultation sources. This 

-
ences all consulting source preferences except online and 
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-

negatively to preferences for consulting with family and 
spouses. Motivational drivers relate positively to choosing 

-

-
cial planning (Lei & Yao, 2014), compulsive control dur-

-

-

attitudes and habits (Spinella et al., 2014), and any work to 

-
tive orientations and young consumers’ preferences for 
information consultation suggest that such orientations 
distinguish people into various information consultation 

-

young adults’ preferences for information sources and vari-
ous antecedents. It also indicates the usefulness of Spinella 
and colleagues’ (2007) Executive Personal Finance Scale in 
explaining such preferences. This study suggests that those 
who prefer to consult with spouses and family members are 
good at impulse control and tend to work hard for money 

and/or mass media are poor at impulse control but do plan 
-

new group of people who prefer to consult with online and 
social media, this study suggests that such young adults 

motivated to make money by working hard. Some of these 

-

help practitioners and scholars understand that people differ 

when seeking help from information sources regarding per-

different.

-
formation source preferences disparately, and information 

Not all information sources have relationships with indi-
-

B � .210, p � .001), 
online and social media (B � .172, p � .01), mass media 
(B � .150, p � .05), and friends and colleagues (B � .124, 
p � .05) might be related such satisfactions and consulting 
with spouses and family members might not. Findings re-

accord with other studies (Hogarth et al., 2002; Marsden 
-
-

tion sources can be related to positive outcomes, and they 
should all be used to reach young adults.

-
-

faction in young adults is alarming because so many people 
prefer this information source, it is common. For example, 
Hogarth et al. (2002) suggest that a higher portion of those 
confused and poor at personal money management report that 

-

to intervene inherited cycles of being poor for generations.

strong association between preference for online and so-

often compensated directly or indirectly for their services. 
Although no explanation exists, other studies provide direc-

et al. (2002) report that people who are proactive (vs. reac-

have a 46% chance (vs. 30%) to be good at, and an 8% 
chance (vs. 29%) to be confused with, money management. 
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Those who prefer to learn in a group are more likely to 
be good at, and less likely to be confused with, money 
management than those who prefer to learn individually. 

et al. mention—being a proactive source for individuals 

Its contents are member-generated and often group-orient-
ed. Although online and social media are not necessarily 
more reliable than other sources, the information is more 

-

can be on-demand and individually focused. Consumers 
have access to information on their time, not on others’ 
schedules, and they can access the right information when 
needed (Hogarth et al., 2002). Consumers, policymakers, 

-
tential of online and social media when accessing personal 

Conclusion
Conclusions and Contributions

-

people regarding preferences for consulting sources. Young 
adults lacking impulse control are more likely to consult 
with online, mass media, and social media sources but are 
less likely to consult with family members and spouses. 

use a range of information sources other than online and 
-

choices. Young adults are motivated to make money are 
more likely to consult with family members and relatives, 
and are more likely to consult with online and social media 

statuses. Those who consult information sources other than 

professionals, then by social media and online sources, and 
then by magazines/mass media and friends/colleagues.

This study contributes to extant literature by revealing 
characteristics of those young adults who use social media 

-
sion. Young adults who seek online sources and social me-
dia for investment decisions belong to a group; they are 

although they lack control when spending and are unmo-

than those seeking information from sources such as fam-
ily and spouses, friends and colleagues, and magazines and 
mass media.

Limitations and Future Research
-

-

-
ment planning decision (Gregory, 2014; Yook, 2014); in-

et al., 1985) might be more appropriate for such studies. Fu-
ture research should be conducted using other instruments. 
This study also limits its scope to one population—young 
adults. Future research on other populations, with compari-
sons, would prevent common method bias and further vali-
date the research instrument. In addition, this study limits 

these information sources, especially for those who use so-
cial media and online sources. Future research should assess 
details concerning information sources and other predic-
tors and outcomes of information source choices. Finally, 
data collection was through a network of young adults in 
Southern California and was thus limited in scope and gen-

sampling to obtain data throughout regions of the United 
States and other countries.

Practical Implications

-
fessional advisors, and policymakers. For young adults, 
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sources other than family members alone. Financial in-
stitutions and professional advisors should serve young 
adults through existing methods because they remain the 

also broaden services to include other sources such as so-
cial media and the Internet because young adults are en-
gaged with those sources. Policymakers should evaluate 
the sources they design to reach various groups in the pop-
ulation and design programs that consider the effective-
ness of such sources and the preferences of those groups. 
Findings from this study provide insights on building the 
best information source for young adults, particularly, and 
the population, generally—a professionals-led, social-me-
dia platform from which families and peers, as groups, can 

-
vice, and make decisions. In the near future, more individ-

orientations.
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