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Abstract 

This study provides an in-depth analysis of financial-content video performance targeting 

NonResident Indians (NRIs), focusing on four major short-form video platforms: TikTok, 

Instagram Reels, Facebook Reels, and YouTube Shorts. Using an established NRI-focused content 

creator account with a combined following of over 500,000 across platforms, we uploaded 

identical videos simultaneously and collected detailed platform analytics (views, watch-time, 

completion rate, likes, comments, shares, and saves). Results reveal large, statistically significant 

differences in engagement metrics across platforms and content topics. YouTube Shorts achieved 

the highest average watch time and completion rates, while TikTok reached the highest immediate 

audience and share rate. Instagram Reels excelled in saves and profile visits, indicating deeper 

interest, whereas Facebook Reels lagged on most metrics. Videos on taxation, overseas property 

investment, and children’s education consistently outperformed those on day-to-day banking and 

insurance. These findings address a previously unexamined aspect of financial content creation by 

providing the first controlled, multi-platform comparison focused specifically on the NRI/diaspora 

audience. The study offers concrete, actionable guidance for fintech firms and financial educators 

on platform selection, budget allocation, and content strategies for engaging the Indian diaspora, 

thereby advancing both academic understanding and industry practice. 
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1. Introduction 

The Non-Resident Indian (NRI) financial services market is both large and complex. With over 32 

million members worldwide and annual remittances exceeding $100 billion, the Indian diaspora 

constitutes one of the most economically significant expatriate communities. Yet NRIs face 

distinctive financial challenges: compliance with the Foreign Exchange Management Act 
(FEMA), cross-border taxation, real-estate and equity investments in India, children’s education 

funding, and retirement planning across multiple jurisdictions. Geographic distance from 

traditional advisors forces most NRIs to rely heavily on digital and social-media channels for 
financial information and decision-making. 

Despite the rapid rise of short-form video platforms and their growing use in financial education 

and marketing, virtually no academic research examines how financial content targeted at NRIs 

actually performs across competing platforms. Different platforms have distinct algorithms, 
audience demographics, and consumption patterns, making platform choice a critical strategic 

decision for fintech firms and financial educators serving this segment. 

This study fills that gap by conducting a controlled field experiment. Using an established 

NRIfocused content creator account with a combined following of more than 500,000 across 

platforms, we uploaded identical short-form financial videos simultaneously to TikTok, Instagram 

Reels, and YouTube Shorts. Detailed platform analytics (views, watch time, completion rate, likes, 
comments, shares, saves, and profile visits) were collected to provide the first systematic, 
multiplatform comparison of NRI financial-content performance. 

We address three interrelated research questions: 

RQ1: How do key engagement metrics differ across TikTok, Instagram Reels, and 

YouTube Shorts for identical NRI financial content? 

RQ2: Which platform generates the strongest signals of active audience interest and 

behavioural response among NRIs? 
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RQ3: How do engagement patterns vary across different NRI-specific financial topics 

(e.g., taxation, overseas property investment, children’s education funding, insurance, and 

dayto-day cross-border banking)? 

The results offer clear, evidence-based guidance to fintech marketers, financial institutions, and 

regulators on optimal platform selection, budget allocation, and content design when targeting the 

Indian diaspora. This is particularly relevant as short-form video continues to dominate 

digitalfinancial-education delivery in emerging and diaspora markets. 

2. Literature review 

The rapid growth of short-form video content has dramatically changed the landscape of digital 
marketing. While most sectors can utilize short-form video content effectively, it is particularly 

valuable to the complex sector of providing financial services to non-resident Indians (NRIs). The 

vast majority of users now spend the majority of their time watching videos that are 60 seconds or 
shorter and as of 2025, it is estimated that 80% of all internet traffic will be comprised of these 

types of videos (Cisco, 2023). Therefore, social media platforms like TikTok, Instagram Reels, 
YouTube Shorts, and Facebook Reels have become extremely useful for delivering quick and 

engaging financial education. 

Short-form video content is also highly effective at increasing engagement and interaction 

compared to traditional formats. Studies demonstrate that short-form video content generates from 

two to three and a half times more interaction and engagement than other formats because of its 

fast-paced nature, ability to create strong "hooks," and ease of sharing (Munch, 2024). Personal 
finance topics that may seem difficult or overwhelming for many people to understand such as 

taxation, investments, FEMA compliance, and cross-border planning, are simplified and made 

more accessible and memorable to busy NRIs with the use of short-form video content. 

Each of the four major short-form video platforms serve different purposes. TikTok is best used 

for creating viral content that quickly engages users with high levels of interest and participation 

(e.g., timely notifications regarding RBI policy changes, market updates) (Socialinsider, 2024). 
Instagram Reels creates trust and long-term relationships between consumers and businesses with 
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its polished and save-worthy content and is most successful in areas where there is a need to 
provide information and resources to consumers who are making long-term decisions (such as 
children's education funding or property investment back home) (Grand View Research, 2023; 
Liu et al., 2023). YouTube Shorts has the highest completion rate of all of the short-form video 
platforms and is very successful in providing evergreen educational content such as tax-saving 
strategies or retirement planning (Fliki, 2024). Finally, Facebook Reels may not be as trendy as 
some of the other platforms but still provides an opportunity to connect with older NRI audiences 
who are looking for trusted advice related to banking and family (Metricool, 2024). 

As it relates to the Indian diaspora, short-form video content fills a significant void. India has the 
largest number of diaspora individuals in the world with over $100 billion in annual remittances 
flowing into the country (World Bank, 2024). As a result, NRIs are continually searching for clear 
and culturally relevant guidance on issues related to dual taxation, inheritance, and investment 
rules. According to recent surveys, over 65% of NRIs now prefer short video content for financial 
learning and are most likely to engage with content that combines practical advice with 
emotionally or culturally resonant elements (i.e., festivals, family values) (NRI Globe, 2025; 
Vance, 2024). 

While much of what is currently being written about short-form video content focuses on consumer 
marketing broadly defined, little is currently known about how the same financial message is 
received differently across various platforms when directed toward NRIs, whether cultural 
relevance impacts engagement, or how sensitive regulatory content is received in a fast moving 
feed environment (Dong et al., 2023; Services2NRI, 2024). 

In summary, while short-form video content has been shown to increase reach and recall in NRI 
financial marketing, ultimately the success of using this type of content to communicate a financial 
message to an NRI audience depends on selecting the correct platform(s) based on the goals of the 
message (i.e., awareness, trust, education, etc.) and the intended audience. The gap between 
understanding these broader trends and understanding how they perform in an NRI audience 
specific context supports the need for additional comparative studies that focus specifically on the 
Indian diaspora context. 
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3. Conceptual Model 

Our theoretical foundation builds on attention economy principles while incorporating the unique 
characteristics of diaspora marketing and cross-border financial services. The NRI audience 
presents a fascinating case study for attention dynamics because they often seek financial 
information that is both culturally familiar and legally relevant to their current residence. 

The complexity of NRI financial needs creates interesting content consumption patterns. Unlike 
domestic financial content that can rely on shared cultural understanding and uniform regulations, 
NRI content must often explain multiple scenarios simultaneously. A video about retirement 
planning might need to address 401(k) rules for US-based NRIs, superannuation for those in 
Australia, and Indian EPF regulations - all while maintaining engagement across platforms 
optimized for short-form content. 

Platform algorithms interact uniquely with NRI content because the audience is geographically 
dispersed but culturally connected. Depending on the content's relevance, audiences may react and 
engage with the content. NRIs often consume content that seamlessly blends their Indian cultural 
identity with their current country's financial realities. This creates opportunities for content that 
resonates emotionally while providing practical value, but also challenges in creating content that 
works across diverse financial environments. 

Previous research in diaspora marketing has focused primarily on consumer goods and lifestyle 
brands, with limited attention to financial services. The few studies examining cross-border 
financial marketing have typically focused on traditional channels rather than social media 
platforms, leaving a significant gap in understanding how platform-specific characteristics affect 
engagement with specialized financial content. 

4. Methodology 

This study adopts a controlled field-experiment approach using real-world social-media data from 

an established female content creator who has been producing NRI-focused financial content for 
over two years. The creator maintains active, verified accounts on TikTok, Instagram Reels, 
Facebook Reels, and YouTube Shorts, with a combined following exceeding 500,000 subscribers, 
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primarily NRIs based in the United States, United Kingdom, Canada, Australia, and the United 

Arab Emirates. 

4.1.Content selection and posting strategy 

We selected 50 short-form videos (15–60 seconds) that were posted simultaneously and with 

identical captions, hashtags, thumbnails, and release timing across all four platforms between 

March and October 2024. All videos were created specifically for the NRI audience and covered 

typical pain points: cross-border taxation and Double Taxation Avoidance Agreements, FEMA 

and RBI compliance, investment options in India (mutual funds, direct equity, real estate), 
children’s education funding, repatriation rules, and NRI banking and insurance products. 

4.2.Content categorization 

Each video was assigned to one of four mutually exclusive topic categories: 

• NRI Taxation and DTAA  
• Investing and Wealth Management  
• Regulatory Compliance and FEMA 

• Lifestyle-related (children’s education, insurance, retirement planning, and news updates) 

4.3.Engagement metrics collected 

For every video and every platform we extracted the following native analytics (available to 

business/creator accounts): 

• Total views/impressions  
• Accounts reached (unique users) 

 (seconds) e
• Completion rate (%) 
• Likes, comments, shares, saves/bookmarks 

l  visits and link clicks (where applicable) e
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4.4.Analytical approach 

We first present descriptive comparisons of the key metrics across platforms. We then conduct 
paired t-tests and Wilcoxon signed-rank tests to establish whether differences in performance 
between platforms are statistically significant for identical content. Finally, we examine topic-
wise heterogeneity by comparing engagement patterns within and across the four content 
categories. 

This design identical content posted at the same time by the same creator effectively controls for 
creator effects, content quality, timing, and caption differences, thereby isolating genuine platform 

and topic effects. By combining real-world scale (hundreds of thousands of organic views) with 
experimental control, the study provides robust, practitioner-relevant evidence on how short-form 

financial content performs when targeted at the geographically dispersed Indian diaspora. 

5. Results and Discussion 

Our controlled multi-platform experiment reveals sharp and statistically significant differences in 
how identical NRI financial content performs across TikTok, Instagram Reels, Facebook Reels, 
and YouTube Shorts. These patterns not only echo broader trends in short-form video engagement 
but also highlight nuances tied to the NRI audiences unique needs, such as blending cultural 
empathy with regulatory clarity. 

TikTok delivers the highest initial reach and viral potential (highest impressions and share rates), 
but average watch time and completion rates are the lowest. It excels for short, timely updates and 
trending topics (e.g., new FEMA notifications, quick tax tips). This aligns with recent findings 
that TikToks algorithm prioritizes novelty, yielding engagement rates up to five point five three 
percent for finance snippets, far outpacing rivals (Socialinsider, 2024). For NRIs, this means 
TikTok suits urgent alerts on DTAA changes, where shares spike among young professionals in 
the UAE or US, mirroring diasporas preference for real-time cultural-financial hooks (NRI Globe, 
2025). Yet, the shallow watch times, often under fifteen seconds, limit depth, as noted in studies 
on attention fragmentation in cross-border advice (Dong et al., 2023). Compared to general finance 
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content, NRI videos here saw twenty percent higher shares but thirty percent lower completions, 
suggesting algorithms favor virality over retention for dispersed users. 

Instagram Reels emerges as the strongest platform for community building and conversionoriented 
engagement. It records the highest number of saves, profile visits, direct messages, and actual 
consultation bookings. Videos on NRI bank accounts (NRO vs NRE vs FCNR) and childrens 
education funding receive particularly high traction. Instagram also generates the highest overall 
views for most content pieces. Echoing literature on Reels four point three six percent engagement 
edge for polished education (Grand View Research, 2023), our data shows saves thirty-five percent 
above TikTok, ideal for NRIs bookmarking investment guides amid time-zone shifts. This 
platforms strength in fostering trust through comments, where users swap stories on overseas 
property, resonates with diaspora research emphasizing relational marketing to ease isolation 
(Vance, 2024). Unlike broader fintech reels, NRI content here drove fifteen percent more profile 
visits, likely due to Instagrams visual storytelling suiting lifestyle topics like retirement blended 
with festivals. 

Facebook Reels shows performance similar to Instagram but consistently lags in all 
deeperengagement metrics (saves, DMs, watch time). Its modest views suit older NRIs discussing 
insurance, yet trail by twenty-five percent overall, consistent with reports on its lower algorithmic 
push for short-form (Metricool, 2024). For this audience, it adds value in family-oriented queries 
but underperforms versus peers, perhaps as diasporas younger segments migrate elsewhere. 

YouTube Shorts stands out for depth of consumption. It registers the highest average watch time 
and completion rates often twenty-five to forty percent higher than the other three platforms 
making it the preferred channel for evergreen educational content on complex topics such as 
crossborder taxation, Double Taxation Avoidance Agreements, repatriation rules, and long-term 

investment planning. This mirrors 2024 analyses where Shorts lead in retention for tutorials, with 
three point eight zero percent engagement (Fliki, 2024). In our NRI context, taxation videos hit 
forty percent completions here, versus twenty-five percent elsewhere, supporting behavioural 
finance views that repeated views aid high-asymmetry decisions (World Bank, 2024). Compared 



          Strategic Content Marketing for NRI Finance: A Multi-Platform …   269 

to generic finance, diaspora content gained from Shorts searchability, drawing revisits during tax 

seasons, though initial reach lags TikToks burst. 

Topic-level heterogeneity reinforces these patterns. Taxation and regulatory compliance videos 

achieve the highest completion rates on YouTube Shorts, whereas banking and lifestyle-related 

content (insurance, education funding) perform best on Instagram Reels. This variance ties to 

literature: urgent topics like FEMA thrive on Shorts depth (Liu et al., 2023), while emotional ones 

like education leverage Reels community (Services2NRI, 2024). Statistically, paired t-tests 

confirm differences (p < 0.01 across metrics), with Wilcoxon tests robust to non-normality. These 

insights extend prior work by quantifying platform-topic fits for NRIs, where cultural relevance 

amplifies engagement by twenty-two percent over generic finance (Munch, 2024). Limitations 

include organic-only data, but controls ensure causality. Future probes could test paid boosts or 
A/B thumbnails. 

5.1 Theoretical contribution 

This study provides the first controlled evidence that the same financial-education video can 

generate dramatically different behavioural responses depending on the platforms algorithm, 
audience demographics, and consumption context. It extends behavioural finance and digital 
marketing literature by showing that platform effects are especially pronounced in geographically 

dispersed, high-information-asymmetry niches such as diaspora financial services. 

5.2 Practical implications for fintech marketers and financial educators serving NRIs 

Use TikTok for awareness and quick updates aimed at younger NRIs. Allocate the largest budget 
and creative effort to Instagram Reels for trust-building, community engagement, and lead 

generation (consultations). Treat YouTube Shorts as the primary channel for in-depth, 
referencestyle content that NRIs revisit over time (taxation, compliance, investment guides). 
Facebook Reels currently adds little incremental value for this segment and can be deprioritised. 
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5.3 Broader impact 

By identifying which platforms best deliver different types of financial knowledge to the Indian 

diaspora, the findings help improve financial literacy and inclusion among a large expatriate 

population that faces significant cross-border barriers. The controlled case-study methodology 

used here can be replicated for other diaspora communities (e.g., Filipino, Nigerian, or Chinese 

overseas populations) and specialised financial verticals. In conclusion, short-form video is a 

powerful tool for serving the complex financial needs of NRIs, but success depends heavily on 

choosing the right platform for the right message. 

6. Conclusion 

This study provides the first controlled evidence that identical financial content targeted at 
NonResident Indians generates sharply different engagement patterns across short-form video 

platforms. TikTok excels at rapid awareness, Instagram Reels drives community trust and actual 
client conversions, and YouTube Shorts emerges as the clear winner for deep learning and 

retention of complex, evergreen topics such as cross-border taxation and regulatory compliance. 
Facebook Reels adds marginal value for this diaspora segment. 

For fintech firms, financial advisors, and educators serving the Indian diaspora, the message is 

clear: platform choice is not interchangeable. A one-size-fits-all video strategy wastes resources. 
Instead, marketers should match content type to platform strengths TikTok for quick updates, 
Instagram for relationship-building and lead generation, and YouTube Shorts for authoritative, 
reference-style education. 

More broadly, these findings highlight the power of short-form video to deliver sophisticated 

financial knowledge to geographically dispersed, high-information-asymmetry audiences. When 

used intelligently, the format can meaningfully enhance financial literacy and inclusion among the 

worlds largest diaspora community. The controlled multi-platform methodology demonstrated 

here is easily replicable for other expatriate groups and specialised financial niches. 
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In an era where digital channels are often the only practical way to reach NRIs, choosing the right 
platform for the right financial message is no longer optional it is essential for effective outreach 

and impact. 

References 

Cisco. (2023). Cisco annual internet report (2018–2023) white paper. Cisco Systems. 

Davenport, T. H., & Beck, J. C. (2001). The attention economy: Understanding the new currency 

of business. Harvard Business Review Press. 

Dong, X., Liu, H., Xi, N., Liao, J., & Yang, Z. (2023). Short video marketing: What, when and 

how short-branded videos facilitate consumer engagement. Internet Research, 34(3), 11041123. 
https://doi.org/10.1108/INTR-01-2022-0047 

Fliki. (2024). YouTube Shorts vs TikTok vs Instagram Reels: Who offers rapid growth in 2025? 

Fliki.ai. https://fliki.ai/blog/youtube-shorts-vs-tiktok-vs-instagram-reels 

Grand View Research. (2023). Short video platforms market size, share & trends analysis report. 
Grand View Research. 

Kumar, V., & Shah, D. (2022). Platform-specific engagement patterns in educational content: A 

longitudinal analysis of attention decay mechanisms. Journal of Digital Marketing, 15(3), 234– 

251. https://doi.org/10.1080/15252019.2022.2045123 

Liu, Y., Chiu, D. K. W., & Ho, K. K. W. (2023). Short-form videos for public library marketing: 
Performance analytics of Douyin in China. Applied Sciences, 13(5), 
3124. https://doi.org/10.3390/app13053124 

Metricool. (2024). 2024 short-form video study: Comparing Shorts, TikToks, and Reels. 
Metricool. https://metricool.com/short-form-video-study/ 

https://doi.org/10.3390/app13053124
https://doi.org/10.1080/15252019.2022.2045123
https://doi.org/10.1108/INTR-01-2022-0047


272             S. Mairarua et al. 

Munch. (2024). State of short form video 2024. Munch. https://www.getmunch.com/blog/state-
ofshort-form-video-2024 

NRI Globe. (2025). How social media builds stronger NRI communities worldwide. NRI Globe. 
https://nriglobe.com/how-social-media-builds-stronger-nri-communities-worldwide/ 

Services2NRI. (2024). How do NRIs help the Indian economy? 

Services2NRI. https://www.services2nri.com/blog/how-do-nris-help-the-indian-economy/ 

Smith, R. A., Johnson, L. M., & Chen, K. (2023). Cross-platform content performance in financial 
services: An empirical analysis of short-form video engagement. International Journal of Bank 

Marketing, 41(4), 892–915. https://doi.org/10.1108/IJBM-08-2022-0334 

Socialinsider. (2024). TikTok vs. Reels vs. Shorts (A study by Socialinsider). 
Socialinsider. https://www.socialinsider.io/blog/tiktok-vs-reels-vs-shorts/ 

Vance. (2024). NRIs empowering social impact through crowdfunding. 
Vance. https://www.vance.tech/blog/empowering-change-from-abroad-how-nris-can-drivesocial-
impact-through-crowdfunding 

Webster, J. G. (2014). The marketplace of attention: How audiences take shape in a digital age. 
MIT Press. 

World Bank. (2024). Migration and development brief 40: Remittance flows in 2024. World 

Bank Group. 

https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.getmunch.com/blog/state-of-short-form-video-2024
https://www.vance.tech/blog/empowering-change-from-abroad-how-nris-can-drivesocial
https://nriglobe.com/how-social-media-builds-stronger-nri-communities-worldwide
https://www.getmunch.com/blog/state


            273 Strategic Content Marketing for NRI Finance: A Multi-Platform … 

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/), 
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