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MAKNA KONSUMEN TENTANG KUALITAS DAN IDENTITAS MERCHANDISE 

BAND RESMI, BOOTLEG, DAN BAJAKAN DI BERBAGAI PLATFORM 

PENJUALAN 

Agie Satria Ramadhan 

 

ABSTRAK 

Merchandise merupakan produk kreatif dengan ciri khas visual dan fungsi simbolik, 

berperan sebagai barang konsumsi sekaligus simbol identitas komunitas, tempat, atau 

organisasi. Dalam industri musik populer, merchandise menjadi media ekspresi diri dan 

wujud keterikatan emosional antara musisi dan penggemar. Penelitian ini bertujuan 

memahami makna konsumen terhadap kualitas dan identitas merchandise band resmi, 

bootleg, dan bajakan yang dijual melalui platform seperti konser, marketplace, dan toko 

fisik. Penelitian menggunakan pendekatan kualitatif deskriptif dengan wawancara 

mendalam pada informan purposif. Hasil menunjukkan bahwa makna konsumen 

dipengaruhi oleh nilai estetika desain, eksklusivitas, dan citra yang dibentuk platform 

distribusi. Merchandise resmi dipandang autentik dengan nilai emosional tinggi; bootleg 

dimaknai unik dan kreatif; sedangkan bajakan dipilih karena harga terjangkau meski kualitas 

dan nilai simboliknya rendah. Platform penjualan berperan penting dalam membangun 

makna keaslian dan kepercayaan terhadap produk. Temuan ini berkontribusi pada kajian 

perilaku konsumen di industri musik dan budaya fandom, serta memberikan acuan praktis 

bagi pelaku industri dalam merancang strategi pemasaran dan distribusi merchandise band 

yang efektif. 

Kata kunci: Bajakan, Booleg, Makna Konsumen, Merchandise band resmi, Platform 

Penjualan 
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CONSUMERS MEANINGS OF QUALITY AND IDENTITY OF OFFICIAL, 

BOOTLEG, AND COUNTERFEIT BAND MERCHANDISE ACROSS VARIOUS 

SALES PLATFORMS 

Agie Satria Ramadhan 

 

ABSTRACT 

Merchandise is a creative product with distinctive visual characteristics and symbolic 

functions, serving as both a consumer good and a symbol of community, place, or 

organizational identity. In the popular music industry, merchandise acts as a medium for 

self-expression and a manifestation of the emotional connection between musicians and fans. 

This study aims to understand consumers perceptions of the quality and identity of official 

band merchandise, bootlegs, and counterfeit items sold through platforms such as concerts, 

marketplaces, and physical stores. The study employs a descriptive qualitative approach 

with in-depth interviews of purposively selected informants. The results indicate that 

consumer perceptions are influenced by the aesthetic value of design, exclusivity, and the 

image shaped by distribution platforms. Official merchandise is perceived as authentic with 

high emotional value; bootleg merchandise is seen as unique and creative; while pirated 

merchandise is chosen for its affordability despite its low quality and symbolic value. Sales 

platforms play a crucial role in shaping perceptions of authenticity and trust in products. 

These findings contribute to research on consumer behavior in the music industry and 

fandom culture, and provide practical guidance for industry players in designing effective 

marketing and distribution strategies for band merchandise. 

Keyword: Consumer meaning, Official band merchandise, Bootleg, Pirated, Sales platform 
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