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SEGMENTASI KONSUMEN GENERASI Z BERDASARKAN PERSEPSI 

CELEBRITY ENDORSEMENT DAN FANDOM ENGAGEMENT PADA FANS K-

POP ENHYPEN (ENGENE) DI INDONESIA (ANALISIS K-MEANS 

CLUSTERING) 

Nurhaliza Rahmah 

 

ABSTRAK 

Industri K-Pop di Indonesia telah berkembang menjadi ekosistem pemasaran yang startegis, 

ditandai dengan meningkatnya kolaborasi brand lokal dengan idol K-Pop sebagai celebrity 

endorser. Namun pelaku industri masih cenderung memperlakukan komunitas penggemar 

sebagai entitas pasar yang homogen, padahal terdapat heterogenitas nyata dalam persepsi 

dan keterlibatan penggemar. Inkonsistensi temuan penelitian terdahulu mengenai pengaruh 

celebrity endorsement dalam konteks K-Pop semakin memperkuat indikasi adanya segmen-

segmen yang berbeda dari sisi persepsi konsumen terhadap endorser. penelitian ini berjudul 

"Segmentasi Konsumen Generasi Z Berdasarkan Persepsi Celebrity Endorsement dan 

Fandom Engagement pada Penggemar K-Pop ENHYPEN di Indonesia." Penelitian ini 

bertujuan untuk mengidentifikasi segmentasi konsumen beserta karakteristik dan profil 

masing-masing segmen, mengidentifikasi segmen dengan orientasi pembelian produk 

endorsement ENHYPEN tertinggi, serta menganalisis perbedaan antar segmen yang 

terbentuk. Populasi penelitian adalah penggemar ENHYPEN kategori Generasi Z yang 

berdomisili di Indonesia dengan total sampel valid 275 responden. Penelitian menggunakan 

desain deskriptif-eksploratif dengan metode kuantitatif dan pengumpulan data primer 

melalui kuesioner. Analisis data dilakukan menggunakan teknik K-Means Clustering. Hasil 

penelitian mengidentifikasi empat segmen yaitu Engaged yet Skeptical Fans, Low-

Engagement Peripheral Fans, Highly Engaged Brand-Receptive Fans, dan Superficially 

Engaged Fans. Highly Engaged Brand-Receptive Fans teridentifikasi sebagai segmen 

dengan orientasi pembelian produk endorsement ENHYPEN tertinggi, di mana 64,8% 

anggotanya menyatakan pernah membeli dan 32,8% menyatakan berencana membeli produk 

yang diendorse ENHYPEN. Uji One-Way ANOVA mendeskripsikan bahwa terdapat 

perbedaan yang signifikan secara statistik pada nilai rata-rata seluruh dimensi antar keempat 

segmen (p ‹ 0,05). 
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CONSUMER SEGMENTATION OF GENERATION Z BASED ON CELEBRITY 

ENDORSEMENT PERCEPTION AND FANDOM ENGAGEMENT AMONG K-

POP ENHYPEN FANS (ENGENE) IN INDONESIA (K-MEANS CLUSTERING 

ANALYSIS) 

Nurhaliza Rahmah 

 

ABSTRACT 

The K-Pop industry in Indonesia has developed into a strategic marketing ecosystem, 

marked by the increasing collaboration between local brands and K-Pop idols as celebrity 

endorsers. However, industry practitioners still tend to treat fan communities as a 

homogeneous market entity, even though real heterogeneity exists in fans' perceptions and 

engagement. Inconsistent findings from previous studies regarding the influence of celebrity 

endorsement in the K-Pop context further reinforce the indication of distinct segments in 

terms of consumer perception toward endorsers. This research is titled "Consumer 

Segmentation of Generation Z Based on Celebrity Endorsement Perception and Fandom 

Engagement Among K-Pop ENHYPEN Fans in Indonesia." This study aims to identify 

consumer segments along with the characteristics and profile of each segmont, to identify 

the segment with the highest purchase orientation toward ENHYPEN's endorsed products, 

and to analyze the differences between the segments formed. The population of this study 

consists of Generation Z ENHYPEN fans residing in Indonesia, with a total valid sample of 

275 respondents. This research employs a descriptive-exploratory design with a quantitative 

method, and primary data was collected through a questionnaire. Data analysis was 

conducted using the K-Means Clustering technique. The results identified four segments, 

namely Engaged yet Skeptical Fans, Low-Engagement Peripheral Fans, Highly Engaged 

Brand-Receptive Fans, and Superficially Engaged Fans. Highly Engaged Brand-Receptive 

Fans was identified as the segment with the highest purchase orientation toward 

ENHYPEN's endorsed products, with 64.8% of its members stating they had purchased and 

32.8% stating they plarined to purchase products endorsed by ENHYPEN. The One-Way 

ANOVA test described a statistically significant difference in the mean values across all 

dimensions among the four segments (p <0.05). 

Keywords: Consumer Segmentation, Celebrity Endorsement, Fandom Engagement, K-

Pop, K-Means Clustering 
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