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ABSTRACT 
 

Fauziah (2023). The effect of Storytelling Marketing and Credibility of 

Influencer Fadil Jaidi on Purchase Intention for Traffic Bun Products with 

Emotion as a Mediating Variable (Study of Fadil Jaidi's Instagram Followers). 

Advisor: M. Yudy Rachman. 

This research aims to analyze (1) The effect of storytelling marketing on the 

emotions of Fadil Jaidi's Instagram followers. (2) The effect of Fadil Jaidi's 

credibility on emotions of Fadil Jaidi's Instagram followers. (3) The effect of 

storytelling marketing on Traffic Bun's purchase intention. (4) The effect of Fadil 

Jaidi's credibility on Traffic Bun's purchase intention. (5) The effect of the 

emotions of Fadil Jaidi's Instagram followers on Traffic Bun's purchase intention. 

(6) The role of emotion of Fadil Jaidi's Instagram followers as a mediator 

between storytelling marketing and Traffic Bun's purchase intention. (7) The role 

of emotion of Fadil Jaidi's Instagram followers as a mediator between Fadil 

Jaidi's credibility and Traffic Bun's purchase intention. 

The method used in this research is a quantitative method. The population 

in this study were Fadil Jaidi's Instagram followers and the sample size was 160 

respondents. The sampling technique used is a probability sampling technique 

with purposive sampling. The data collected was primary data using a 

questionnaire and using AMOS 24.00 Structural Equation Modeling (SEM) 

analysis. 

The research results show that there is (1) The effect of storytelling 

marketing on emotions of Fadil Jaidi's Instagram followers. (2) The effect   of 

Fadil Jaidi's credibility on emotions of Fadil Jaidi's Instagram followers. (3) The 

effect of storytelling marketing on Traffic Bun's purchase intention. (4) The effect 

of Fadil Jaidi's credibility on Traffic Bun's purchase intention. (5) The effect of 

emotions of Fadil Jaidi's Instagram followers on Traffic Bun's purchase intention. 

(6) The emotion of Fadil Jaidi's Instagram followers plays a mediating role 

between storytelling marketing and Traffic Bun's purchase intention. (7) The 

emotion of Fadil Jaidi's Instagram followers has a mediating role between Fadil 

Jaidi's credibility and Traffic Bun's purchase intention. 

Keywords: Storytelling Marketing, Influencer Credibility, Purchase Intention, and 
Emotion. 
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ABSTRAKSI 
 

Fauziah (2023). Pengaruh Storytelling Marketing dan Kredibilitas Influencer 

Fadil Jaidi Terhadap Purchase Intention Produk Traffic Bun Dengan Emotion 

Sebagai Variabel Mediasi (Studi Pada Pengikut Instagram Fadil Jaidi). 

Pembimbing : M. Yudy Rachman. 

Penelitian ini bertujuan untuk menganalisis (1) Pengaruh storytelling 

marketing terhadap emotion pengikut instagram Fadil Jaidi. (2) Pengaruh 

kredibilitas Fadil Jaidi terhadap emotion pengikut instagram Fadil Jaidi. (3) 

Pengaruh storytelling marketing terhadap purchase intention Traffic Bun. (4) 

Pengaruh kredibilitas Fadil Jaidi terhadap purchase intention Traffic Bun. (5) 

Pengaruh emotion pengikut instagram Fadil Jaidi terhadap purchase intention 

Traffic Bun. (6) Peran emotion pengikut instagram Fadil Jaidi sebagai mediasi 

antara storytelling marketing terhadap purchase intention Traffic Bun. (7) Peran 

emotion pengikut instagram Fadil Jaidi sebagai mediasi antara kredibilitas Fadil 

Jaidi terhadap purchase intention Traffic Bun. 

Metode yang digunakan dalam penelitian ini adalah metode kuantitatif. 

Populasi dalam penelitian ini ialah pengikut instagram Fadil Jaidi dan jumlah 

sampel sebanyak 160 responden. Teknik penarikan sampel yang digunakan adalah 

teknik probability sampling dengan purposive sampling. Pengumpulan data yang 

digunakan ialah data primer dengan kuesioner dan menggunakan analisis 

Structural Equation Modeling (SEM) AMOS 24.00. 

Hasil Penelitian menunjukkan adanya (1) Pengaruh storytelling marketing 

terhadap emotion pengikut instagram Fadil Jaidi. (2) Pengaruh kredibilitas Fadil 

Jaidi terhadap emotion pengikut instagram Fadil Jaidi. (3) Pengaruh storytelling 

marketing terhadap purchase intention Traffic Bun. (4) Pengaruh kredibilitas 

Fadil Jaidi terhadap purchase intention Traffic Bun. (5) Pengaruh emotion 

pengikut instagram Fadil Jaidi terhadap purchase intention Traffic Bun. (6) 

Emotion pengikut instagram Fadil Jaidi memiliki peran sebagai mediasi antara 

storytelling marketing terhadap purchase intention Traffic Bun. (7) Emotion 

pengikut instagram Fadil Jaidi memiliki peran mediasi antara kredibilitas Fadil 

Jaidi terhadap purchase intention Traffic Bun. 

Kata Kunci: Storytelling Marketing, Kredibilitas Influencer, Purchase Intention, 

dan Emotion. 
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