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ABSTRACT 

Siti Nurhaliza (2026). Emotional Marketing on Social Media: Its Influence on Trust 

and Purchase Intention among Digital Consumers. 

Advisor: Dr. Siti Aliyati Al Bushairi, SE, MM. 

This study aims to examine the influence of Social Network Emotional 

Marketing dimensions, consisting of Emotional Price, Emotional Product, 

Emotional Communication, and Emotional Service, on Trust and Purchase 

Intention among Wardah consumers on social media.  

This research employed a quantitative approach using a survey method 

involving 200 respondents who met the research criteria, namely social media 

users, users or have used Wardah products, individuals who had been exposed to 

Wardah promotional content on social media, individuals aged at least 17 years, 

and residents of Indonesia. The sampling technique used was purposive sampling. 

Data were collected through a Likert-scale questionnaire and analyzed using 

Partial Least Squares Structural Equation Modeling (PLS-SEM) with the 

assistance of SmartPLS 4 software. 

The results indicate that Emotional Product and Emotional Communication 

have a positive and significant effect on Trust. In contrast, Emotional Price and 

Emotional Service do not have a significant effect on Trust. Furthermore, 

Emotional Service and Trust have a positive and significant effect on Purchase 

Intention, whereas Emotional Price does not have a significant effect on Purchase 

Intention. 

Keywords: Emotional Marketing, Social Network Emotional Marketing, Trust, 

Purchase Intention, Wardah. 
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ABSTRAK 

Siti Nurhaliza (2026). Emotional Marketing di Media Sosial: Pengaruhnya terhadap 

Trust dan Purchase Intention Konsumen Digital. 

Pembimbing: Dr. Siti Aliyati Al Bushairi, SE, MM. 

Penelitian ini bertujuan untuk menganalisis pengaruh dimensi Social 

Network Emotional Marketing yang terdiri atas Emotional Price, Emotional 

Product, Emotional Communication, dan Emotional Service terhadap Trust dan 

Purchase Intention pada konsumen produk Wardah di media sosial.  

Penelitian ini menggunakan metode kuantitatif dengan pendekatan survei 

terhadap 200 responden yang memenuhi kriteria sebagai pengguna media sosial, 

pengguna atau pernah menggunakan produk Wardah, pernah melihat konten 

promosi Wardah di media sosial, berusia minimal 17 tahun, dan berdomisili di 

Indonesia. Teknik pengambilan sampel menggunakan purposive sampling. Data 

dikumpulkan melalui kuesioner skala Likert dan dianalisis menggunakan Partial 

Least Squares Structural Equation Modeling (PLS-SEM) dengan bantuan aplikasi 

SmartPLS 4. 

Hasil penelitian menunjukkan bahwa Emotional Product dan Emotional 

Communication berpengaruh positif dan signifikan terhadap Trust. Sebaliknya, 

Emotional Price dan Emotional Service tidak berpengaruh signifikan terhadap 

Trust. Selanjutnya, Emotional Service dan Trust berpengaruh positif dan signifikan 

terhadap Purchase Intention, sedangkan Emotional Price tidak berpengaruh 

signifikan terhadap Purchase Intention. 

Kata Kunci: Emotional Marketing, Social Network Emotional Marketing, Trust, 

Purchase Intention, Wardah. 
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