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PEMAKNAAN PENGALAMAN PENGUNJUNG BLOK M MELALUI
KONSUMSI SIMBOLIK DENGAN TERBENTUKNYA PLACE
ATTACHMENT DAN PLACE LOYALTY

Defi Wulandari

ABSTRAK

Penelitian ini bertujuan untuk memahami perilaku pengunjung Blok M,
pengalaman awal sebelum pemaknaan, cara pengunjung memaknai pengalaman
kunjungannya, serta bagaimana keterikatan dengan tempat berkembang ke arah
place loyalty. Penelitian menggunakan metode kualitatif dengan pendekatan
fenomenologi. Data diperoleh melalui wawancara mendalam terhadap 16
pengunjung Blok M dan empat pelaku usaha sebagai triangulator sumber, serta
didukung oleh observasi, dokumentasi, dan expert judgement. Data dianalisis
melalui proses reduksi, coding, kategorisasi, pentemaan, penyajian data, serta
penarikan dan verifikasi kesimpulan. Hasil penelitian menunjukkan bahwa perilaku
pengunjung Blok M memiliki pola sosial, eksploratif, praktis, dan terhubung
dengan informasi digital. Pada pengalaman awal, viral marketing membantu
membentuk pengetahuan dan ekspektasi, novelty seeking mendorong rasa
penasaran dan pencarian pengalaman baru, sedangkan attractiveness muncul
melalui penilaian terhadap estetika, suasana, desain lingkungan, akses, serta kondisi
aktual kawasan. Pengalaman kemudian dapat memperoleh makna simbolik ketika
dikaitkan dengan self concept, lifestyle, ekspresi status, sense of belonging, dan self-
esteem expression. Kekhasan Blok M terlihat dari perpaduan fungsi transportasi,
kuliner, ruang kreatif, ruang publik, komunitas, dan aktivitas sosial dalam satu
kawasan, sehingga pengunjung dapat membentuk pengalaman yang berbeda dalam
satu kunjungan. Place attachment terlihat melalui place dependence ketika Blok M
mulai dipilih atau diandalkan untuk mendukung aktivitas dan melalui place identity
ketika karakter kawasan memiliki makna personal bagi pengunjung. Namun, place
identity tidak terbentuk pada semua pengunjung. Place loyalty juga tidak dapat
dilihat hanya dari kunjungan ulang karena sebagian kunjungan kembali dipengaruhi
oleh akses, teman, pekerjaan, tren, tenant baru, atau keinginan mencari kebaruan.
Loyalitas yang lebih kuat terlihat ketika kunjungan ulang disertai preferensi,
keterikatan, rekomendasi, dan keinginan berbagi pengalaman. Secara keseluruhan,
pengalaman pengunjung Blok M bersifat dinamis dan dapat berkembang dari
pengalaman awal, pemaknaan simbolik, hingga keterikatan dan loyalitas dengan
bentuk yang berbeda pada setiap pengunjung.

Kata kunci: Blok M, Konsumsi Simbolik, Viral Marketing, Place Attachment, Place
Loyalty.



INTERPRETING BLOK M VISITORS’ EXPERIENCES THROUGH
SYMBOLIC CONSUMPTION IN THE FORMATION OF PLACE
ATTACHMENT AND PLACE LOYALTY

Defi Wulandari

ABSTRACT

This study aims to understand visitor behavior in Blok M, visitors’ initial
experiences before meaning-making, how Vvisitors interpret their visiting
experiences, and how attachment to the place may develop into place loyalty. The
study employed a qualitative method with a phenomenological approach. Data
were collected through in-depth interviews with 16 Blok M visitors and four
business owners as source triangulators, supported by observation, documentation,
and expert judgment. The data were analyzed through reduction, coding,
categorization, theming, data display, and conclusion drawing and verification.
The findings show that visitor behavior in Blok M reflects social, exploratory,
practical, and digitally connected patterns. In the initial experience, viral
marketing helps shape knowledge and expectations, novelty seeking encourages
curiosity and the search for new experiences, while attractiveness is formed through
visitors’ assessment of aesthetics, atmosphere, environmental design, accessibility,
and actual conditions in the area. The experience may then acquire symbolic
meaning when it is associated with self-concept, lifestyle, status expression, sense
of belonging, and self-esteem expression. Blok M is distinctive because public
transport, culinary activities, creative spaces, public spaces, communities, and
social activities are integrated within one area, allowing visitors to combine
different experiences within a single visit. Place attachment is reflected in place
dependence when Blok M begins to be chosen or relied upon to support visitors’
activities, and in place identity when the area develops personal meaning for
visitors. However, place identity is not formed among all visitors. Place loyalty also
cannot be inferred solely from repeat visits, because returning may be driven by
accessibility, friends, work, trends, new tenants, or the search for novelty. Stronger
loyalty is seen when repeat visits are accompanied by preference, attachment,
recommendations, and willingness to share experiences. Overall, visitors’
experiences in Blok M are dynamic and may develop from initial experience and
symbolic meaning-making into attachment and loyalty in different ways for different
VISitors.

Keywords: Blok M, Symbolic Consumption, Viral Marketing, Place Attachment,
Place Loyalty.
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