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ABSTRAK 

LUTPIA KHANSA. Faktor-faktor yang Memengaruhi Keputusan Pembelian Pop 
Mart pada Mahasiswa. Dibimbing oleh HARTOYO. 
 

Meningkatnya popularitas Pop Mart sebagai produk koleksi di kalangan 
mahasiswa mendorong perlunya analisis terhadap faktor-faktor yang memengaruhi 
keputusan pembeliannya. Produk Pop Mart yang berbasis blind box memiliki daya 
tarik karena menggabungkan unsur kejutan, pengalaman koleksi, serta nilai 
emosional yang sesuai dengan karakteristik konsumsi generasi muda. Penelitian ini 
menganalisis pengaruh perceived value, sikap, norma subjektif, persepsi kontrol 
perilaku, dan intensi pembelian terhadap keputusan pembelian Pop Mart pada 
mahasiswa Sekolah Bisnis IPB University dengan pendekatan TPB. Penelitian 
dilakukan terhadap 105 responden yang pernah membeli produk Pop Mart 
setidaknya satu kali dalam enam bulan terakhir, menggunakan metode voluntary 
response sampling dan analisis SEM-PLS. Hasil penelitian menunjukkan bahwa 
perceived value berpengaruh pada sikap, sikap berpengaruh pada intensi dan intensi 
pembelian berpengaruh pada keputusan pembelian, sedangkan norma subjektif dan 
persepsi kontrol perilaku tidak menunjukkan pengaruh pada intensi maupun 
keputusan pembelian. Implikasi manajerial menekankan pentingnya penguatan 
nilai emosional produk, pengalaman digital, visual dan pengalaman koleksi yang 
lebih interaktif. 
 
Kata kunci: blind box, mahasiswa, persepsi nilai, Pop Mart, TPB 
 

ABSTRACT 

LUTPIA KHANSA. Factors Influencing Student’s Purchase Decision of Pop 
Mart. Supervised by HARTOYO.  
 

The increasing popularity of Pop Mart as a collectible product among university 
students highlights the need to analyze the factors influencing its purchase decision. 
Pop Mart products, which are based on the blind box concept, are attractive because 
they combine elements of surprise, collecting experience, and emotional value that 
align with the consumption characteristics of young consumers. This study 
examines the influence of perceived value, attitude, subjective norm, perceived 
behavioral control, and purchase intention on Pop Mart purchase decisions among 
students of the School of Business, IPB University, using the TPB approach. The 
study involved 105 respondents who had purchased Pop Mart products at least once 
in the past six months, using voluntary response sampling and SEM-PLS analysis. 
The results show that perceived value influences attitude, attitude influences 
purchase intention, and purchase intention influences purchase decision, while 
subjective norm and perceived behavioral control do not show an influence on 
either purchase intention or purchase decision. The managerial implications 
emphasize the importance of strengthening the product’s emotional value, digital 
experience, visual appeal, and more interactive collecting experience. 

Keywords: blind box, perceived value, Pop Mart, TPB, university students 
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