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ABSTRAK

Marvel melalui Marvel Cinematic Universe (MCU) telah membangun komunitas
penggemar dengan tingkat loyalitas tinggi yang salah satunya tercermin melalui
pembelian merchandise resmi. Namun demikian, keputusan pembelian merchandise tidak
semata-mata ditentukan oleh loyalitas penggemar, melainkan turut dipengaruhi oleh
terpaan promosi dan persepsi harga, mengingat merchandise resmi Marvel umumnya
memiliki harga yang relatif tinggi dibandingkan produk tidak resmi, terlebih di tengah
kondisi upah minimum provinsi di Indonesia yang berkisar antara Rp2 juta hingga Rp5,1
juta per bulan. Penelitian ini bertujuan untuk menganalisis pengaruh loyalitas penggemar
dan terpaan promosi terhadap keputusan pembelian merchandise resmi Marvel, serta
menguji peran persepsi harga sebagai variabel mediasi dalam hubungan tersebut, dengan
menggunakan Stimulus-Organism-Response Theory (SOR) sebagai kerangka teoretis.
Penelitian ini menggunakan pendekatan kuantitatif dengan paradigma positivistik. Data
dikumpulkan melalui survei daring dengan teknik purposive sampling terhadap 119
responden yang merupakan anggota komunitas penggemar Marvel pada akun X
@Marvfess. Data dianalisis menggunakan regresi logistik biner, regresi linear sederhana,
serta pendekatan mediasi tiga langkah Baron dan Kenny (1986). Hasil penelitian
menunjukkan bahwa loyalitas penggemar (B = 1,768; Sig. = 0,000; Exp(B) = 5,858) dan
terpaan promosi (B = 1,439; Sig. = 0,000; Exp(B) = 4,217) masing-masing berpengaruh
positif dan signifikan terhadap keputusan pembelian. Terpaan promosi juga terbukti
berpengaruh positif dan signifikan terhadap loyalitas penggemar (R? = 0,733). Persepsi
harga terbukti berperan sebagai variabel mediasi parsial dalam hubungan antara loyalitas
penggemar dan keputusan pembelian (Sig. = 0,047), serta berperan sebagai variabel
mediasi penuh dalam hubungan antara terpaan promosi dan keputusan pembelian, di
mana pengaruh langsung terpaan promosi menjadi tidak signifikan (Sig. = 0,916) setelah
persepsi harga dimasukkan ke dalam model. Temuan ini menunjukkan bahwa keputusan
pembelian merchandise resmi Marvel merupakan hasil interaksi antara faktor emosional
(loyalitas) dan faktor rasional (persepsi harga), dengan persepsi harga berperan sebagai
mekanisme sentral yang menjembatani pengaruh terpaan promosi terhadap perilaku
pembelian yang nyata.

Kata Kunci: Loyalitas Penggemar, Terpaan Promosi, Persepsi Harga, Keputusan
Pembelian, Merchandise Marvel, Stimulus-Organism-Response, Variabel Mediasi



ABSTRACT

Through the Marvel Cinematic Universe (MCU), Marvel has cultivated a fan community
characterized by a high degree of loyalty, one manifestation of which is the purchase of
official merchandise. However, merchandise purchase decisions are not determined solely
by fan loyalty; they are also shaped by promotional exposure and price perception, given
that official Marvel merchandise is generally priced higher than unofficial products,
particularly against the backdrop of Indonesia's regional minimum wage, which ranges
from approximately IDR 2 million to IDR 5.1 million per month. This study aims to
examine the influence of fan loyalty and promotional exposure on the purchase decision
of official Marvel merchandise, as well as to test the mediating role of price perception in
this relationship, employing Stimulus-Organism-Response (SOR) Theory as its
theoretical framework. This research adopts a quantitative approach within a positivist
paradigm. Data were collected through an online survey using purposive sampling from
119 respondents who are members of the Marvel fan community on the X account
@Marvfess. The data were analyzed using binary logistic regression, simple linear
regression, and the three-step mediation approach of Baron and Kenny (1986). The
results indicate that fan loyalty (B = 1.768; Sig. = 0.000; Exp(B) = 5.858) and
promotional exposure (B = 1.439; Sig. = 0.000; Exp(B) = 4.217) each have a positive and
significant effect on purchase decisions. Promotional exposure was also found to have a
positive and significant effect on fan loyalty (R2 = 0.733). Price perception was found to
partially mediate the relationship between fan loyalty and purchase decision (Sig. =
0.047), and to fully mediate the relationship between promotional exposure and purchase
decision, with the direct effect of promotional exposure becoming non-significant (Sig. =
0.916) once price perception was entered into the model. These findings suggest that the
decision to purchase official Marvel merchandise results from the interaction between
emotional factors (loyalty) and rational factors (price perception), with price perception
serving as the central mechanism through which promotional exposure is translated into
actual purchasing behavior.

Keywords: Fan Loyalty, Promotional Exposure, Price Perception, Purchase Decision,
Marvel Merchandise, Stimulus-Organism-Response, Mediating Variable
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