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ABSTRAK 

 

Perkembangan pasar modal syariah di Indonesia menunjukkan tren positif, 

terlihat dari proporsi saham syariah yang mencapai 55,33% dari total pasar modal 

syariah pada tahun 2024. Meskipun demikian, jumlah investor saham syariah masih 

relatif rendah, yakni 2,65% dari total investor saham. Kondisi ini menekankan 

perlunya memahami faktor-faktor yang memengaruhi minat investasi mahasiswa 

ekonomi syariah sebagai generasi yang akan berperan dalam pengembangan 

industri keuangan syariah. Penelitian ini bertujuan menganalisis pengaruh 

influencer saham syariah, content marketing sekuritas, dan Fear of Missing Out 

(FOMO) terhadap minat investasi saham syariah, dengan literasi keuangan syariah 

sebagai variabel moderasi pada mahasiswa ekonomi syariah di perguruan tinggi 

negeri Surabaya. 

Penelitian ini menggunakan metode kuantitatif dengan pendekatan asosiatif 

kausal. Populasi penelitian adalah mahasiswa aktif program studi ekonomi syariah 

di perguruan tinggi negeri Surabaya (UINSA, UNAIR, dan UNESA) dengan 

sampel sebanyak 125 responden yang dipilih menggunakan teknik purposive 

sampling. Pengumpulan data dilakukan melalui kuesioner online dengan skala 

Likert. Teknik analisis data menggunakan analisis regresi linier berganda dan 

Moderated Regression Analysis (MRA) dengan alat bantu SPSS versi 27. 

Hasil penelitian menunjukkan bahwa influencer saham syariah, content 

marketing sekuritas, dan FOMO signifikan berpengaruh terhadap minat investasi 

saham syariah mahasiswa ekonomi syariah. Literasi keuangan syariah terbukti 

memoderasi pengaruh influencer saham syariah dan content marketing sekuritas 

terhadap minat investasi saham syariah mahasiswa ekonomi syariah, di mana 

tingginya literasi keuangan syariah memperkuat pengaruh content marketing 

sekuritas namun melemahkan pengaruh influencer saham syariah. Namun, literasi 

keuangan syariah tidak memoderasi pengaruh FOMO terhadap minat investasi 

saham syariah mahasiswa ekonomi syariah. 

Temuan ini mengindikasikan pentingnya sinergi antara strategi komunikasi 

digital, pengelolaan faktor psikologis, dan peningkatan literasi keuangan syariah 

dalam mengembangkan minat investasi saham syariah. Edukasi keuangan syariah 

yang komprehensif perlu diperkuat untuk membentuk perilaku investasi rasional 

dan mengurangi keputusan berbasis emosional semata. Pelaku pasar modal syariah 

perlu mengoptimalkan pemasaran digital melalui influencer kredibel dan konten 

edukatif untuk meningkatkan partisipasi investasi saham syariah yang 

berkelanjutan di kalangan generasi Z. 

 

Kata Kunci: Influencer Saham Syariah, Content Marketing Sekuritas, Fear of 

Missing Out, Literasi Keuangan Syariah, Minat Investasi Saham Syariah 
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ABSTRACT 

 

The development of the Islamic capital market in Indonesia has shown a 

positive trend, as reflected in the proportion of sharia stocks, which reached 55.33% 

of the total capital market in 2024. However, the number of sharia stock investors 

remains relatively low, accounting for only 2.65% of all stock investors. This 

condition highlights the need to understand the factors that influence the investment 

interest of Islamic economics students as the generation expected to contribute to 

the advancement of the Islamic financial industry. This study aims to analyze the 

influence of sharia stock influencers, securities firms’ content marketing, and Fear 

of Missing Out (FOMO) on interest in investing in sharia stocks, with Islamic 

financial literacy as a moderating variable among Islamic economics students at 

state universities in Surabaya. 

This study employs a quantitative method with a causal associative approach. 

The population consists of active students of the Islamic Economics study program 

at state universities in Surabaya (UINSA, UNAIR, and UNESA), with a sample of 

125 respondents selected using purposive sampling. Data were collected through 

an online questionnaire using a Likert scale. The data analysis techniques used in 

this study include multiple linear regression and Moderated Regression Analysis 

(MRA), processed with the assistance of SPSS version 27. 

The results indicate that Islamic stock influencers, securities content marketing, 

and FOMO have a significant effect on Islamic stock investment interest among 

Islamic economics students. Islamic financial literacy is proven to moderate the 

influence of Islamic stock influencers and securities content marketing on Islamic 

stock investment interest. Higher levels of Islamic financial literacy strengthen the 

effect of securities content marketing while weakening the influence of Islamic 

stock influencers. However, Islamic financial literacy does not moderate the effect 

of FOMO on Islamic stock investment interest among Islamic economics students. 

These findings indicate the importance of synergy between digital 

communication strategies, management of psychological factors, and enhancement 

of sharia financial literacy in developing sharia stock investment interest. 

Comprehensive sharia financial education needs to be strengthened to shape 

rational investment behavior and reduce purely emotion-based decisions. Sharia 

capital market practitioners need to optimize digital marketing through credible 

influencers and educational content to increase sustainable participation in sharia 

stock investment among the Generation Z.  

 

Keywords: Sharia Stock Influencer, Securities Content Marketing, Fear of Missing 

Out, Sharia Financial Literacy, Sharia Stock Investment Interest 
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