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ABSTRAK 

Akhmad Ferdy Maulana. 2026. Pengaruh Emotional Marketing dan 

Influencer Marketing dengan Emotional Contagion Sebagai Variabel Mediasi 

terhadap Minat Menonton Film di Indonesia. Pembimbing: Nuril Huda; Penguji I: 

M. Riza Firdaus; Penguji II: Ikhwan Faisal.  

Penelitian ini bertujuan untuk menganalisis pengaruh emotional marketing 

dan influencer marketing terhadap minat menonton film di Indonesia, dengan 

emotional contagion sebagai variabel mediasi. Penelitian dilakukan di Banjarmasin 

dengan cakupan responden masyarakat seluruh Indonesia. Penelitian menggunakan 

pendekatan kuantitatif dengan metode survei melalui kuesioner kepada 142 

responden yang berusia minimal 17 tahun, aktif menggunakan media sosial, serta 

pernah melihat konten promosi film yang memuat unsur emotional marketing dan 

influencer marketing. Data dianalisis menggunakan metode SEM-PLS. 

Hasil Analisis menunjukkan bahwa emotional marketing berpengaruh positif 

dan signifikan terhadap minat menonton film dan emotional contagion. Influencer 

marketing tidak berpengaruh signifikan secara langsung terhadap minat menonton 

film, tetapi berpengaruh positif dan signifikan terhadap emotional contagion. 

Emotional contagion berpengaruh positif dan signifikan terhadap minat menonton 

film serta memediasi pengaruh emotional marketing dan influencer marketing 

terhadap minat menonton film. Dengan demikian, emotional contagion berperan 

signifikan dalam mendorong minat menonton film melalui konten promosi di media 

sosial.
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ABSTRACT 

 Akhmad Ferdy Maulana. 2026. The Influence of Emotional Marketing and 

Influencer Marketing with Emotional Contagion as a Mediating Variable on 

Intention to Watch Movies in Indonesia. Advisor: Nuril Huda; Examiner I: M. Riza 

Firdaus; Examiner II: Ikhwan Faisal. 

This study aims to analyze the influence of emotional marketing and 

influencer marketing on Intention to Watch Movies in Indonesia, with emotional 

contagion as a mediating variable. Research was conducted in Banjarmasin with 

respondents from across Indonesia. A quantitative approach was applied using a 

survey method through questionnaires distributed to 142 respondents who were at 

least 17 years old, active social media users, and had seen film promotional content 

containing elements of emotional marketing and influencer marketing. The data 

were analyzed using the SEM-PLS method. 

The results show that emotional marketing has a positive and significant 

effect on both Intention to Watch Movies and emotional contagion. Meanwhile, 

influencer marketing does not have a significant direct effect on Intention to Watch 

Movies, but it has a positive and significant effect on emotional contagion. In 

addition, emotional contagion has a positive and significant effect on Intention to 

Watch Movies and mediates the effects of emotional marketing and influencer 

marketing on Intention to Watch Movies. Therefore, emotional contagion plays a 

significant role in encouraging the intention to watch films through promotional 

content on social media. 
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