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ABSTRAK

SHAFA SHAUMA NURIL HAQQI, ANALISIS GUERRILLA MARKETING
EFFECTS TERHADAP CONSUMER ENGAGEMENT DI MEDIA SOSIAL X
(Studi Pada Penggemar Boy Group ATEEZ di Indonesia)

Didorong oleh perkembangan media sosial modern, perusahaan dan praktisi
hiburan kian dituntut untuk menerapkan skema pemasaran baru guna
menumbuhkan hubungan dengan konsumen. Penelitian ini menguji bagaimana
Keterikatan Konsumen (Consumer Engagement) pada platform X di kalangan
komunitas penggemar ATEEZ di Indonesia dipengaruhi oleh Efek dari Pemasaran
Gerilya (Guerrilla Marketing Effects), yang secara spesifik mencakup Efek Kejutan
(Surprise Effect), Efek Difusi (Diffusion Effect), dan Efek Biaya Rendah (Low-cost
Effect). Dengan menggunakan metode kuantitatif dengan kerangka kausal-asosiatif,
data penelitian dikumpulkan melalui kuesioner digital dari 150 responden yang
dipilih secara purposif, yang kemudian diproses melalui analisis regresi linier
berganda menggunakan IBM SPSS Statistics versi 31. Hasil statistik
mengonfirmasi adanya pengaruh simultan dan signifikan dari Surprise Effect,
Diffusion Effect, Low-cost Effect, terhadap Consumer Engagement, yang ditandai
dengan nilai F-hitung sebesar 50,281 dan nilai p < 0,001. Analisis parsial
menunjukkan bahwa ketiga variabel tersebut bernilai signifikan, meskipun
Diffusion Effect menunjukkan dominasi tertinggi. Lebih lanjut, nilai R? sebesar
0,508 menetapkan bahwa ketiga prediktor (variabel) ini menyumbang 50,8% dari
varians yang diamati dalam Consumer Engagement. Temuan ini menunjukkan
bahwa mengintegrasikan taktik promosi yang efisien secara biaya, tidak terduga,
dan mudah ditransmisikan dapat berhasil meningkatkan interaksi audiens dalam

komunitas fandom virtual.

Kata Kunci: Guerrilla Marketing, Surprise Effect, Diffusion Effect, Low-cost
Effect, Consumer Engagement, Media Sosial X, Penggemar ATEEZ
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ABSTRACT

SHAFA SHAUMA NURIL HAQQI, ANALYZING GUERRILLA MARKETING
EFFECTS ON CONSUMER ENGAGEMENT WITHIN SOCIAL MEDIA X:
Evidence From ATEEZ Fans In Indonesia

Driven by contemporary social media advancements, firms and
entertainment practitioners are increasingly required to deploy novel marketing
schemes to cultivate consumer connection. This investigation examines how
Consumer Engagement on the X platform among Indonesian ATEEZ fan community
is affected by Guerrilla Marketing Effects, specifically encompassing the Surprise
Effect, Diffusion Effect, and Low-cost Effect. Utilizing a quantitative method with a
causal-associative framework, research data were gathered via digital
questionnaires from 150 purposively sampled respondents, which were then
processed through multiple linear regression analysis using IBM SPSS Statistics
version 31. The statistical outputs confirm a simultaneous and significant effect of
the Surprise, Diffusion, and Low-cost Effects on Consumer Engagement, marked
by an F-statistic of 50.281 and a p-value of < 0.001. Partial analysis indicates that
all three elements are significant, though the Diffusion Effect exhibits the highest
dominance. Furthermore, the R2 value of 0.508 establishes that these three
predictors account for 50.8% of the variance observed in Consumer Engagement.
These insights suggest that incorporating cost-efficient, unexpected, and easily
transmissible promotional tactics can successfully augment audience interaction in

virtual fandom communities.

Keywords: Guerrilla Marketing, Surprise Effect, Diffusion Effect, Low-cost Effect,
Consumer Engagement, Social Media X, ATEEZ Fans
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