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Abstract 
 

With the advance and emergence of social media platforms, people nowadays rely 
heavily on the word-of-mouth communications generated on social media for their 
decision making processes, such as in making purchase or performing investment 
decisions. In the context of finance, practitioners have found that social media has 
become a new type of media as a key source of information used by investors: “48% of 
the investors said information from social media prompted them to do additional research 
on an industry issue or topic; 33% said information obtained on social media triggered a 
discussion with their investment consultant.” (Greenwich Associates, 2015). As a result, 
social media offers an interesting context to study how users perceive the quality of 
information obtained on social media, which in turn influences an investor’s decision-
making, the design and implementation of social media platforms, and the investment 
word-of-mouth generations. Previous research in social media has focused on 
understanding why users participate in a specific social media group (e.g., Casalo et al., 
2008), the information behavior on social media (e.g., Khoo, 2015), and how interactions 
impact organizational and business values (Gu et al., 2014). However, several issues 
associated with user perceived information quality on social media still remain unclear. 
First, how can one identify “good” information, since online information could be private or 
potentially contain a huge amount of noises? Second, which aspect constitutes the user 
perceived information quality? Third, user perceived information quality is not exogenous; 
in other words, higher perceived quality today does not necessarily lead to a better 
investment decision later. In the proposed study, the author will collect and investigate 
data from investment topics and discussions found on LinkedIn and Twitter. The objective 
is to decompose social media word-of-mouth into pieces that are informative and 
discriminant to users perceived information quality. The research seeks to extract user 
perceived information quality based on social media size and dispersion, topic 
discussions, and integrated services. The findings include: user perceived information 
quality increases with the number of discussion posts, is concave, and increases with the 
size and level of dispersion of the social media platform. 
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