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PERANCANGAN KAMPANYE PENTINGNYA MENGETAHUI 

RISIKO DALAM INVESTASI SAHAM  

UNTUK GEN Z 

 (Adeline Regina Winata) 
 

ABSTRAK 
 
Kurangnya kesadaran terhadap risiko berinvestasi di kalangan Gen Z menjadi salah 
tantangan dalam investasi saham, di mana banyak investor Gen Z mengambil 
keputusan secara impulsif tanpa pemahaman yang cukup. Minimnya edukasi yang 
mudah diakses serta informasi dari media sosial yang sering kali menyebabkan 
kesalahan dalam pengambilan keputusan investasi. Penelitian ini bertujuan untuk 
merancang kampanye yang dapat meningkatkan kesadaran akan pentingnya 
mengetahui risiko berinvestasi bagi Gen Z agar mereka dapat berinvestasi secara 
bijak dan terencana. Metode perancangan yang digunakan adalah Advertising by 
Design dari Robin Landa serta pengumpulan data secara kualitatif dan kuantitatif. 
Kampanye ini dirancang dengan pendekatan digital melalui media sosial sebagai 
media utama, mengingat mayoritas Gen Z banyak memperoleh informasi dari 
platform tersebut. Hasil perancangan menghasilkan materi edukatif berupa konten 
visual interaktif, infografis, dan lainnya yang berfokus mengajak audiens memiliki 
kesadaran akan pentingnya konsep dasar investasi, manajemen risiko, serta riset 
sebelum berinvestasi. Kampanye ini diharapkan mampu meningkatkan kesadaran 
Gen Z terhadap pentingnya mengetahui risiko dalam berinvestasi serta mendorong 
pengambilan keputusan yang lebih rasional dan berbasis penelitian, sehingga 
mereka dapat berinvestasi secara lebih cerdas, aman dan berkelanjutan. 

 

Kata kunci: Risiko Investasi, Gen Z, Kampanye Digital 
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CAMPAIGN DESIGN REGARDING THE IMPORTANCE OF 

KNOWING THE RISKS IN STOCK INVESTMENT  

FOR GEN Z 

 (Adeline Regina Winata) 
 

ABSTRACT (English) 
 
Lack of awareness of investment risks among Gen Z is one of the challenges in stock 
investment, where many Gen Z investors make impulsive decisions without 
sufficient understanding. The lack of easily accessible education and information 
from social media often leads to mistakes in making investment decisions. This 
study aims to design a campaign that can raise awareness of the importance of 
knowing the risks of investing for Gen Z so that they can invest wisely and in a 
planned manner. The design method used is Advertising by Design from Robin 
Landa and qualitative and quantitative data collection. This campaign is designed 
with a digital approach through social media as the main media, considering that 
the majority of Gen Z get a lot of information from these platforms. The design 
results produce educational materials in the form of interactive visual content, 
infographics, and others that focus on inviting the audience to be aware of the 
importance of basic investment concepts, risk management, and research before 
investing. This campaign is expected to be able to raise Gen Z's awareness of the 
importance of knowing the risks in investing and encourage more rational and 
research-based decision making, so that they can invest more intelligently, safely 
and sustainably. 

 

Keywords: Investment Risks, Gen Z, Digital Campaigns 
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