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ABSTRAK 

Penelitian ini dilatar belakangi oleh meningkatnya pengaruh konten flexing influencer di 

media sosial terhadap perspektif serta keputusan investasi generasi Z, terkhususnya di dalam 

investasi cryptocurrency yang tidak pasti dan berisiko tinggi. permasalahan utama yang 

dianalisis adalah apakah flexing influencer dan customer attitude dapat berpengaruh secara 

parsial maupun simultan terhadap keputusan investasi cryptocurrency. Penelitian ini 

bertujuan untuk menguji dan menganalisis pengaruh dari kedua variabel tersebut terhadap 

keputusan investasi, dan melihat sejauh mana kontribusinya di dalam pembentukan perilaku 

investasi digital pada generasi muda. Metode penelitian yang digunakan yaitu pendekatan 

kuantitatif dengan teknik eksplanatori. Dan sampel berjumlah 385 responden Gen Z yang 

berdomisili di Jakarta Utara, dipilih dengan teknik simple random sampling. Data dianalisis 

memakai alat bantu Partial Least Square-Structural Equation Modeling (PLS-SEM). Hasil 

penelitian menyatakan bahwa flexing influencer dan customer attitude berpengaruh 

signifikan secara parsial maupun simultan terhadap keputusan investasi cryptocurrency. 

Akan tetapi nilai R-Square sebesar 0,124 yang menunjukkan bahwa kedua variabel tersebut 

hanya mampu menjelaskan 12,4% variansi keputusan investasi, yang tergolong rendah. Hal 

ini menunjukkan bahwa terdapat faktor-faktor lain di luar model yang lebih dominan dalam 

memengaruhi keputusan investasi cryptocurrency pada generasi Z. 

Kata Kunci: Flexing Influencer, Customer Attitude, Keputusan Investasi Cryptocurrency.  
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ABSTRACT 

This study is motivated by the increasing influence of flexing influencer content on social 

media on the perspectives and investment decisions of Generation Z, particularly in the 

uncertain and high-risk cryptocurrency investment market. The main issue analyzed is 

whether flexing influencers and customer attitudes can partially or simultaneously influence 

cryptocurrency investment decisions. This study aims to test and analyze the influence of 

these two variables on investment decisions and to examine the extent of their contribution 

to the formation of digital investment behavior among young people. The research method 

used is a quantitative approach with an explanatory technique. The sample consisted of 385 

Gen Z respondents residing in North Jakarta, selected using simple random sampling. Data 

were analyzed using Partial Least Square-Structural Equation Modeling (PLS-SEM). The 

results indicate that influencer flexing and customer attitude significantly influence 

cryptocurrency investment decisions, both partially and simultaneously. However, the R-

Square value of 0,124 indicates that these two variables can only explain 12.4% of the 

variance in investment decisions, which is relatively low. This suggests that there are other 

factors outside the model that are more dominant in influencing cryptocurrency investment 

decisions among Generation Z.  

Keywords: Flexing Influencer, Customer Attitude, Cryptocurrency Investment Decisions. 
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