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PERANCANGAN KAMPANYE MENINGKATKAN 

KESADARAN MANAJEMEN RISIKO DALAM INVESTASI 

MATA UANG KRIPTO 

 (Muhammad Indra Maulana) 

ABSTRAK 

Pertumbuhan investasi mata uang kripto di Indonesia, khususnya di kalangan 
generasi muda, mengalami peningkatan signifikan. Namun, banyak dari mereka 
belum memahami secara menyeluruh risiko yang terlibat, sehingga rentan terhadap 
kerugian finansial. Penelitian ini merancang kampanye sosial yang bertujuan 
meningkatkan kesadaran manajemen risiko investasi kripto dengan pendekatan 
desain komunikasi visual yang persuasif dan relevan bagi audiens muda usia 21-24 
tahun di wilayah Jabodetabek. Proses perancangan didasarkan pada studi literatur, 
wawancara ahli, survei, dan analisis media. Strategi kampanye menggunakan 
model AISAS (Attention, Interest, Search, Action, Share) dengan pengaplikasian 
berbagai media seperti microsite, Instagram, TikTok, billboard, hingga media fisik 
lainnya. Kampanye dirancang untuk menyampaikan pesan melalui visual yang 
komunikatif, copywriting persuasif, serta ilustrasi yang disesuaikan secara 
psikologis dengan karakteristik target audiens. Validasi pasar menunjukkan bahwa 
media yang dirancang efektif dalam menyampaikan pesan dan meningkatkan 
pemahaman audiens mengenai pentingnya manajemen risiko. Kampanye ini 
diharapkan mendorong generasi muda untuk mengambil keputusan investasi secara 
lebih rasional, serta membentuk kebiasaan finansial yang lebih sehat dan bijak. 

Kata kunci: mata uang kripto, manajemen risiko, kampanye 
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DESIGNING A CAMPAIGN TO RAISE AWARENESS OF RISK 

MANAGEMENT IN CRYPTOCURRENCY INVESTMENT 

 (Muhammad Indra Maulana) 

 

ABSTRACT (English) 
 

The growth of cryptocurrency investment in Indonesia, particularly among the 
younger generation, has experienced a significant increase. However, many of them 
still do not fully understand the risks involved, making them vulnerable to financial 
losses. This study designs a social campaign aimed at raising awareness of risk 
management in cryptocurrency investment, using a persuasive visual 
communication design approach that is relevant to the target audience of young 
individuals aged 21-24 years in the Greater Jakarta area (Jabodetabek). The 
design process is based on literature studies, expert interviews, surveys, and media 
analysis. The campaign strategy uses the AISAS model (Attention, Interest, Search, 
Action, Share) and applies various media such as microsites, Instagram, TikTok, 
billboards, and other physical media. The campaign is designed to convey messages 
through communicative visuals, persuasive copywriting, and illustrations that are 
psychologically tailored to the characteristics of the target audience. Market 
validation shows that the designed media effectively communicates the message and 
enhances the audience's understanding of the importance of risk management. This 
campaign is expected to encourage the younger generation to make more rational 
investment decisions and develop healthier and more informed financial habits. 

 

Keywords: cryptocurrency, risk management, campaign 
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