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ABSTRAK

Penelitian ini bertujuan untuk menganalisis persepsi Generasi Z terhadap fenomena
Blind Box Pop Mart serta perannya dalam membangun loyalitas konsumen di Kota
Surabaya. Fenomena Blind Box Pop Mart telah berkembang pesat di kalangan
generasi muda sebagai produk yang menawarkan pengalaman konsumsi berbasis
kejutan dan kolektibilitas. Penelitian ini menggunakan pendekatan kualitatif
deskriptif dengan teknik pengumpulan data melalui wawancara mendalam,
observasi nonpartisipan, dan dokumentasi. Informan berjumlah 13 orang yang
terdiri dari informan kunci, informan utama, dan informan pendukung, dipilih
melalui teknik purposive sampling. Hasil penelitian menunjukkan bahwa Generasi
Z mempersepsikan Blind Box Pop Mart secara positif, dengan faktor utama
penggerak loyalitas meliputi pengalaman emosional saat unboxing, desain karakter
yang estetik, nilai kolektibilitas produk, serta pengaruh media sosial dan komunitas
digital. Pengalaman konsumen tergambar melalui lima dimensi experiential
marketing (sense, feel, think, act, relate) yang bersinergi membentuk keterikatan
emosional dan loyalitas konsumen. Loyalitas Generasi Z tidak hanya ditunjukkan
melalui  pembelian ulang, tetapi juga melalui aktivitas mengoleksi,
merekomendasikan produk kepada orang lain, serta membagikan pengalaman
konsumsi di media sosial. Penelitian ini menegaskan bahwa fenomena Blind Box
merupakan bentuk pemasaran berbasis pengalaman yang efektif bagi segmen
Generasi Z.

Kata Kunci: Persepsi Konsumen; Generasi Z; Blind Box; Pop Mart; Loyalitas
Konsumen; Experiential Marketing
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ABSTRACT

This study aims to analyze Generation Z's perception of the Blind Box Pop Mart
phenomenon and its role in building consumer loyalty in Surabaya. The Blind Box
Pop Mart phenomenon has grown rapidly among young consumers as a product
offering surprise-based and collectible consumption experiences. This research
employs a descriptive qualitative approach with data collection through in-depth
interviews, non-participant observation, and documentation. Thirteen informants
consisting of key informants, primary informants, and supporting informants were
selected through purposive sampling. The results indicate that Generation Z
perceives Pop Mart's Blind Box positively, with the main loyalty drivers including
emotional experiences during unboxing, aesthetic character designs, product
collectibility value, and the influence of social media and digital communities.
Consumer experiences are reflected through five dimensions of experiential
marketing (sense, feel, think, act, relate) that synergistically shape emotional
attachment and consumer loyalty. Generation Z's loyalty is demonstrated not only
through repeat purchases, but also through collecting behavior, product
recommendations to others, and sharing consumption experiences on social media.
This study affirms that the Blind Box phenomenon represents an effective
experience-based marketing strategy for the Generation Z segment.

Keywords: Consumer Perception; Generation Z; Blind Box; Pop Mart; Consumer
Loyalty; Experiential Marketing
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