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ABSTRAK 

Brilliant Resi Pringgo/20210135/2025/Pengaruh Pemasaran Konten Instagram @popmartid 

dan Electronic Word of Mouth (E-WOM) Terhadap Niat Beli Pelanggan Pada Produk 

Mainan Pop Mart Labubu the Monster/Pembimbing: Rita Eka Setianingsih, S.E., M.M. 

 

Seiring dengan perkembangan era digital, pemasaran konten dan electronic word of 

mouth (E-WOM) semakin berperan dalam membentuk keputusan pembelian konsumen. Pop 

Mart, sebagai perusahaan mainan koleksi asal Tiongkok, telah berhasil mengembangkan 

strategi pemasaran digital yang menarik untuk karakter Labubu The Monster. Namun, masih 

diperlukan penelitian lebih lanjut mengenai bagaimana pemasaran konten dan electronic 

word of mouth (E-WOM) mempengaruhi niat beli pelanggan, terutama dalam konteks pasar 

Indonesia.  

 

Pemasaran konten adalah pendekatan pemasaran yang mencakup penciptaan, 

pemilihan, pembagian, dan pengembangan konten yang menarik, relevan, dan berguna bagi 

audiens tertentu untuk membangun interaksi yang bermakna.  Sementara itu,  electronic 

word of mouth (E-WOM) sebagai segala bentuk pernyataan positif atau negatif yang dibuat 

oleh pelanggan potensial, aktual, atau mantan tentang suatu produk atau perusahaan, yang 

disebarkan kepada banyak orang dan institusi melalui internet. 

 

Studi sebelumnya juga menunjukkan bahwa electronic word of mouth (E-WOM) dan 

pemasaran konten berkontribusi besar terhadap niat beli, terutama dalam industri mainan 

dan koleksi. Metode penelitian yang digunakan adalah kuantitatif dengan pendekatan survei. 

Pengumpulan data dilakukan melalui kuesioner yang disebarkan kepada 160 responden yang 

merupakan pengikut akun Instagram @popmartid dan pernah melihat konten Labubu The 

Monster dan diolah menggunakan software SPSS 26.  

 

Teknik analisis data menggunakan regresi linier berganda dengan bantuan perangkat 

lunak SPSS 26 untuk mengukur pengaruh pemasaran konten (X₁) dan electronic word of 

mouth (E-WOM) (X₂) terhadap niat beli pelanggan (Y). Uji validitas, reliabilitas, serta uji 

asumsi klasik juga dilakukan untuk memastikan keabsahan data yang diperoleh. Hasil 

penelitian menunjukkan bahwa pemasaran konten memiliki pengaruh positif dan signifikan 

terhadap niat beli dengan nilai koefisien regresi sebesar β₁ = 0,174 dan nilai signifikansi p = 

0,000 (p < 0,05). Sementara itu, electronic word of mouth (E-WOM) juga berpengaruh 

signifikan terhadap niat beli dengan nilai β₂ = 0,124 dan nilai signifikansi p = 0,000 (p < 

0,05). Nilai R² sebesar 0,678 menunjukkan bahwa variabel pemasaran konten dan electronic 

word of mouth (E-WOM) secara bersama-sama menjelaskan 67,8% variabilitas niat beli 

pelanggan.  

 

Kesimpulannya, pemasaran konten dan electronic word of mouth (E-WOM) 

memainkan peran yang sangat penting dalam meningkatkan niat beli pelanggan Pop Mart 

Labubu The Monster. Oleh karena itu, perusahaan disarankan untuk terus mengembangkan 

strategi pemasaran konten yang lebih kreatif dan inovatif, serta memperkuat interaksi 

pelanggan melalui electronic word of mouth (E-WOM) guna meningkatkan loyalitas dan 

memperluas pangsa pasar. 

 

 

Kata kunci: Pemasaran Konten, Electronic Word of Mouth (E-WOM), dan Niat Beli 
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ABSTRACT 

Brilliant Resi Pringgo / 20210135 / 2025 / The Influence of Content Marketing Instagram 

@popmartid and Electronic Word of Mouth (E-WOM) on Customer Purchase Intentions for 

Pop Mart Labubu the Monster Toy Products / Advisor: Rita Eka Setianingsih, S.E., M.M. 

 

With the advancement of the digital era, content marketing and electronic word of 

mouth (E-WOM) have increasingly played significant roles in shaping consumer purchasing 

decisions. Pop Mart, a collectible toy company from China, has successfully developed 

engaging digital marketing strategies for its character, Labubu The Monster. However, 

further research is needed to understand how content marketing and electronic word of 

mouth (E-WOM) influence customer purchase intentions, especially within the Indonesian 

market context. 

 

Content marketing is a marketing approach that involves creating, curating, 

distributing, and amplifying content that is engaging, relevant, and useful to a clearly 

defined audience to build meaningful interactions. Meanwhile, electronic word of mouth (E-

WOM)) encompasses any positive or negative statements made by potential, actual, or 

former customers about a product or company, which are disseminated to numerous people 

and institutions via the internet. 

 

Previous studies have also indicated that electronic word of mouth (E-WOM) and 

content marketing significantly contribute to purchase intentions, particularly in the toy and 

collectible industries. This research employs a quantitative method with a survey approach. 

Data collection was conducted through questionnaires distributed to 160 respondents who 

are followers of the Instagram account @popmartid and have viewed Labubu The Monster 

content, and the data were processed using SPSS 26 software. 

 

The data analysis technique utilized multiple linear regression with the assistance of 

SPSS 26 software to measure the influence of content marketing (X₁) and e-WOM (X₂) on 

customer purchase intentions (Y). Validity and reliability tests, as well as classical 

assumption tests, were conducted to ensure the accuracy of the obtained data. The results 

indicate that content marketing has a positive and significant effect on purchase intentions, 

with a regression coefficient of β₁ = 0.174 and a significance value of p = 0.000 (p < 0.05). 

Similarly, electronic word of mouth (E-WOM) also significantly influences purchase 

intentions, with a value of β₂ = 0.124 and a significance of p = 0.000 (p < 0.05). The R² 

value of 0.678 suggests that the variables of content marketing and electronic word of mouth 

(E-WOM) collectively explain 67.8% of the variability in customer purchase intentions. 

 

In conclusion, content marketing and electronic word of mouth (E-WOM) play 

crucial roles in enhancing the purchase intentions of Pop Mart Labubu The Monster 

customers. Therefore, it is recommended that the company continues to develop more 

creative and innovative content marketing strategies, as well as strengthen customer 

interaction through electronic word of mouth (E-WOM) to boost loyalty and expand market 

share. 

 

Keywords: Content Marketing, Electronic Word of Mouth (E-WOM), and Purchase 

Intention 
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