BABYV

PENUTUP

Bab ini merupakan bagian penutup penelitian yang memuat kesimpulan
menyeluruh berdasarkan hasil analisis data dan pembahasan yang telah diuraikan
pada bab sebelumnya. Di samping itu, bagian ini juga merumuskan implikasi
manajerial sebagai bahan masukan strategis bagi pelaku usaha, mengidentifikasi
berbagai keterbatasan yang dihadapi selama penelitian, serta menyajikan saran-
saran akademis yang dapat dijadikan acuan relevan bagi pengembangan penelitian

selanjutnya.
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5.1 Kesimpulan

Berdasarkan hasil analisis data dengan menggunakan SmartPLS 3.1.1 dan

pembahasan yang telah dipaparkan pada bab sebelumnya mengenai pengaruh

pemasaran emosional terhadap niat beli konsumen sabun wajah pria merek Kahf

pada Generasi Z, maka dapat ditarik beberapa kesimpulan utama sebagai berikut:

1.

Anteseden Kepercayaan: Dimensi harga emosional, produk emosional, dan
layanan emosional terbukti memiliki pengaruh positif dan signifikan secara
langsung dalam membangun kepercayaan konsumen. Sebaliknya, dimensi
Komunikasi Emosional ditemukan tidak berpengaruh signifikan terhadap
kepercayaan, yang menunjukkan bahwa retorika pesan komunikasi saja
tidak cukup untuk membangun kredibilitas di mata Generasi Z tanpa adanya
bukti performa riil produk dan keadilan harga.

Anteseden Keterikatan: Dimensi harga emosional menjadi satu-satunya
stimulus pemasaran emosional yang terbukti memiliki pengaruh langsung
positif dan cenderung dominan dalam membentuk keterikatan konsumen
terhadap merek Kahf. Sementara itu, tiga dimensi lainnya (produk
emosional, layanan emosional, dan komunikasi emosional) tidak
menunjukkan pengaruh langsung yang signifikan terhadap pembentukan
ikatan psikologis tersebut.

Pendorong Niat Beli: Baik variabel kepercayaan maupun keterikatan
terbukti memiliki pengaruh positif dan signifikan dalam meningkatkan niat
beli konsumen terhadap produk Kahf.

Mekanisme Mediasi Kepercayaan: Variabel kepercayaan berperan sebagai

mediasi pada mayoritas jalur. Kepercayaan bertindak sebagai mediasi
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sebagian pada hubungan antara produk emosional terhadap niat beli, serta
menjalankan fungsi mediasi penuh pada pengaruh harga emosional dan
layanan emosional terhadap niat beli. Namun, kepercayaan dinyatakan tidak
memiliki peran mediasi pada jalur komunikasi emosional menuju niat beli.
Mekanisme Mediasi Keterikatan: Berbeda dengan variabel kepercayaan,
variabel keterikatan hanya berhasil menjalankan peran sebagai mediasi
penuh pada pengaruh harga emosional terhadap niat beli. Untuk dimensi
produk emosional, layanan emosional, dan komunikasi emosional, variabel
keterikatan dinyatakan tidak memiliki peran mediasi dalam mendorong niat

beli konsumen.

Berdasarkan hasil penelitian mengenai pengaruh pemasaran emosional

terhadap niat beli konsumen dengan peran kepercayaan dan keterikatan sebagai

variabel mediasi pada produk sabun wajah Kahf, maka diperoleh kesimpulan untuk

hipotesis sebagai berikut:

1.

Harga emosional berpengaruh positif dan signifikan terhadap kepercayaan
konsumen pada produk sabun wajah Kahf. Dengan demikian, H1 diterima.
Produk emosional berpengaruh positif dan signifikan terhadap kepercayaan
konsumen pada produk sabun wajah Kahf. Dengan demikian, H2 diterima.
Layanan emosional berpengaruh positif dan signifikan terhadap
kepercayaan konsumen pada produk sabun wajah Kahf. Dengan demikian,
H3 diterima.

Komunikasi emosional tidak berpengaruh signifikan terhadap kepercayaan

konsumen pada produk sabun wajah Kahf. Dengan demikian, H4 ditolak.

158



10.

I11.

12.

13.

14.

Harga emosional berpengaruh positif dan signifikan terhadap keterikatan
konsumen pada produk sabun wajah Kahf. Dengan demikian, HS diterima.
Produk emosional tidak berpengaruh signifikan terhadap keterikatan
konsumen pada produk sabun wajah Kahf. Dengan demikian, H6 ditolak.
Layanan emosional tidak berpengaruh signifikan terhadap keterikatan
konsumen pada produk sabun wajah Kahf. Dengan demikian, H7 ditolak.
Komunikasi emosional tidak berpengaruh signifikan terhadap keterikatan
konsumen pada produk sabun wajah Kahf. Dengan demikian, H8 ditolak.
Kepercayaan berpengaruh positif dan signifikan terhadap niat beli
konsumen pada produk sabun wajah Kahf. Dengan demikian, H9 diterima.
Keterikatan berpengaruh positif dan signifikan terhadap niat beli konsumen
pada produk sabun wajah Kahf. Dengan demikian, H10 diterima.
Kepercayaan memediasi sebagian pengaruh produk emosional terhadap niat
beli konsumen pada produk sabun wajah Kahf. Dengan demikian, Hlla
diterima.

Kepercayaan memediasi penuh pengaruh harga emosional terhadap niat beli
konsumen pada produk sabun wajah Kahf. Dengan demikian, H11b
diterima.

Kepercayaan memediasi penuh pengaruh layanan emosional terhadap niat
beli konsumen pada produk sabun wajah Kahf. Dengan demikian, Hllc
diterima.

Kepercayaan tidak memediasi pengaruh komunikasi emosional terhadap
niat beli konsumen pada produk sabun wajah Kahf. Dengan demikian, H11d

ditolak.
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15. Keterikatan tidak memediasi pengaruh produk emosional terhadap niat beli
konsumen pada produk sabun wajah Kahf. Dengan demikian, H12a ditolak.

16. Keterikatan memediasi penuh pengaruh harga emosional terhadap niat beli
konsumen pada produk sabun wajah Kahf. Dengan demikian, H12b
diterima.

17. Keterikatan tidak memediasi pengaruh layanan emosional terhadap niat beli
konsumen pada produk sabun wajah Kahf. Dengan demikian, H12c ditolak.

18. Keterikatan tidak memediasi pengaruh komunikasi emosional terhadap niat
beli konsumen pada produk sabun wajah Kahf. Dengan demikian, H12d

ditolak.

5.2 Implikasi Manajerial

Berdasarkan hasil temuan dalam penelitian ini, implikasi manajerial utama
yang harus diprioritaskan oleh manajemen Kahf adalah mengoptimalkan strategi
harga emosional. Mengingat dimensi harga emosional terbukti menjadi stimulus
paling kuat dan dominan dalam membentuk keterikatan psikologis sekaligus
mendorong niat beli Generasi Z, perusahaan wajib mempertahankan kebijakan
harga produk yang kompetitif dan pada kisaran harga terjangkau. Manajemen
diharapkan tidak hanya bersaing lewat nominal angka murah, melainkan terus
mengemas harga tersebut agar memberikan value for money dan memberi kepuasan
yang tinggi pada konsumen. Dengan demikian, konsumen merasa bahwa
pengorbanan ekonomi yang minimal tetap mampu meningkatkan prestise, rasa

percaya diri, dan status sosial mereka dalam pergaulan harian.

Implikasi manajerial kedua berkaitan dengan penguatan karakteristik

produk emosional untuk merawat rasa percaya yang sudah terbentuk kuat pada
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konsumen. Manajemen Kahf perlu secara konsisten menjaga dan
mengomunikasikan nilai emosional dari keunikan produk fisik mereka, seperti
formula alami (hydrobalance), jaminan sertifikasi halal yang inklusif, serta desain
kemasan bernuansa bumi (earth tone) yang maskulin dan estetik. Karena nilai
emosional produk ini terbukti signifikan menjadi fondasi kepercayaan,
mempertahankan kualitas fisik dan identitas visual yang khas akan membuat pria
Generasi Z tetap merasa bahwa Kahf adalah merek yang relevan dalam memahami

kebutuhan spesifik kulit dan karakter personal mereka.

Selanjutnya, dari sisi layanan emosional perusahaan disarankan untuk terus
meningkatkan kualitas hubungan interaktif yang personal dan responsif. Layanan
emosional yang selama ini dinilai sangat baik dalam mendukung kepercayaan
konsumen harus dipertahankan melalui optimalisasi ruang digital, seperti
mempertahankan gaya bahasa kasual yang akrab (bro-toned communication) saat
merespons testimoni di media sosial maupun website resmi serta memperluas
aktivasi komunitas lewat program Kahf Forward. Langkah ini penting untuk
meminimalkan jarak psikologis antara produsen dan konsumen, sehingga setiap
interaksi pelayanan tidak hanya dipandang sebagai transaksi bisnis biasa,
melainkan sebagai bentuk dukungan emosional yang nyata bagi gaya hidup pria

muda, khususnya dari Generasi Z.

Catatan evaluasi kritis yang menjadi implikasi manajerial keempat adalah
perlunya pengembangan strategi pada pola komunikasi emosional. Mengingat
dimensi komunikasi emosional dalam penelitian ini belum terbukti efektif dalam
memengaruhi kepercayaan, keterikatan, maupun niat beli secara langsung, sehingga

manajemen Kahf harus mengubah gaya penyampaian pesan dari sekadar iklan
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persuasif satu arah yang penuh retorika menjadi komunikasi berbasis bukti
(evidence-based marketing). Generasi Z yang dikenal sangat kritis dan skeptis
terhadap klaim pemasaran cenderung lebih memercayai honest review dari sesama
pengguna maupun influencer yang objektif, sehingga perusahaan sebaiknya
mengalihkan fokus pada strategi user-generated content (UGC) dan transparansi

informasi produk guna menembus benteng skeptisisme mereka.

Sebagai kesimpulan strategis, 1mplikasi manajerial yang kelima
menekankan pentingnya manajemen Kahf untuk mengelola variabel mediasi
kepercayaan dan keterikatan sebagai target akhir dari stimulus pemasaran
emosional. Perusahaan harus sadar bahwa rangsangan emosional dari segi harga
dan layanan tidak selalu mendorong pembelian secara langsung, tetapi bekerja
melalui pembentukan rasa percaya dan hubungan emosional yang erat. Dengan
memposisikan kepercayaan dan keterikatan sebagai indikator kinerja utama (Key
Performance Indicators) dalam setiap kampanye pemasaran, Kahf akan mampu
menjaga loyalitas jangka panjang konsumen, mereduksi niat mereka untuk
berpindah ke merek kompetitor, dan secara konsisten menjaga stabilitas niat beli di

masa depan.

5.3 Keterbatasan Penelitian

Peneliti menyadari bahwa rangkaian proses penelitian dan penyusunan
skripsi ini masih tidak luput dari beberapa keterbatasan yang berpotensi
memengaruhi generalisasi hasil temuan. Keterbatasan pertama terletak pada
cakupan wilayah geografis dan karakteristik demografis responden, di mana
pengumpulan data penelitian ini sepenuhnya terbatas di Indonesia dengan

mayoritas responden berstatus sebagai mahasiswa Generasi Z. Dinamika perilaku,
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daya beli, dan preferensi psikologis kelompok mahasiswa di Indonesia terhadap
produk sabun wajah pria merek Kahf tentu memiliki keunikan tersendiri yang
belum tentu dapat merepresentasikan karakteristik perilaku konsumen pria
Generasi Z secara nasional, terutama mereka yang berada di kota-kota metropolitan

besar atau wilayah sub-urban dengan latar belakang sosial budaya yang berbeda.

Keterbatasan kedua berkaitan dengan ruang lingkup konseptual dari model
struktural yang diuji dalam penelitian ini. Analisis ini hanya berfokus pada dua
faktor psikologis internal, yaitu kepercayaan dan keterikatan, sebagai variabel yang
memediasi dimensi pemasaran emosional terhadap niat beli. Padahal, dalam
lanskap perilaku konsumen kosmetik pria yang sangat dinamis, masih terdapat
berbagai variabel psikologis strategis lainnya yang belum tereksplorasi di dalam
model ini, seperti citra merek (brand image), loyalitas merek (brand loyalty),
persepsi risiko (perceived risk), maupun kepuasan konsumen (customer
satisfaction), yang mana variabel-variabel tersebut juga berpotensi besar dalam

memengaruhi atau memprediksi fluktuasi niat beli konsumen secara signifikan.

Keterbatasan ketiga berkaitan dengan pertanyaan filter penelitian yang tidak
sepenuhnya dapat membantu proses penelitian. Terdapat empat variable bebas yang
diteliti yaitu produk emosional, harga emosional, layanan emosional, dan
komunikasi emosional. Sedangkan pertanyaan filter pada kuisioner penelitian
hanya fokus pada apakah responden merupakan Generasi Z (1997-2012) dan
pernah melihat iklan produk sabun wajah Kahf di berbagai platform media sosial.
Sehingga peneliti tidak dapat memastikan apakah responden pernah melakukan

komunikasi dengan customer service melalui website resmi Kahf, pernah menjalani
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perbincangan panjang dengan admin Kahf, pernah membeli produk Kahf, dan

sebagainya.

Keterbatasan keempat berkaitan dengan kesesuaian instrumen penelitian
terhadap objek penelitian yang digunakan. Meskipun indikator pada kuesioner telah
diadaptasi dari penelitian Bin (2023) dan disesuaikan melalui proses face validity
agar relevan dengan konteks produk sabun wajah kahf, sebagian pernyataan pada
instrumen pada dasarnya berasal dari penelitian yang mengkaji pemasaran
emosional dalam konteks media sosial secara umum. Oleh karena itu, terdapat
kemungkinan bahwa beberapa indikator belum sepenuhnya mampu menangkap
karakteristik spesifik konsumen produk perawatan wajah pria, khususnya terkait
pengalaman penggunaan produk, persepsi terhadap kandungan produk, maupun
interaksi konsumen dengan merek Kahf. Kondisi ini berpotensi menyebabkan
adanya perbedaan interpretasi responden terhadap beberapa item pengukuran
sehingga hasil penelitian perlu diinterpretasikan dengan mempertimbangkan

keterbatasan tersebut.

5.4 Saran untuk Penelitian Selanjutnya

Berdasarkan kesimpulan dan keterbatasan yang telah diuraikan sebelumnya,
peneliti merumuskan beberapa rekomendasi strategis yang dapat dijadikan acuan
bagi agenda akademis di masa mendatang. Saran pertama ditujukan pada perluasan
metodologi penelitian, di mana peneliti selanjutnya diharapkan dapat memperluas
cakupan wilayah survei ke skala nasional atau melakukan studi komparatif antar-
wilayah (misalnya membandingkan perilaku konsumen di area metropolitan
dengan wilayah sub-urban). Selain itu, diversifikasi objek penelitian juga sangat

disarankan, tidak hanya terbatas pada produk perawatan wajah pria seperti merek
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Kahf, tetapi juga mengeksplorasi kategori produk men's grooming lain yang
memiliki keterlibatan tinggi (high-involvement products) seperti parfum, pakaian,
maupun produk perawatan rambut (hair care), guna mendapatkan pemahaman yang
lebih komprehensif mengenai karakteristik perilaku konsumen pria Generasi Z

secara makro.

Saran kedua berfokus pada pengembangan model konseptual struktural
untuk penelitian berikutnya. Mengingat temuan dalam skripsi ini menunjukkan
adanya perbedaan dengan model teori Bin (2023), terutama pada dimensi
komunikasi emosional dan layanan emosional yang gagal memengaruhi variabel
mediasi psikologis, maka peneliti selanjutnya disarankan untuk mengintegrasikan
konstruk baru ke dalam model. Penambahan variabel seperti citra merek (brand
image), loyalitas merek (brand loyalty), persepsi risiko (perceived risk), atau
kepuasan pelanggan (customer satisfaction) dinilai akan efektif untuk
mengeksplorasi faktor-faktor lain yang belum terungkap, sehingga dapat
memperjelas alur transmisi psikologis yang paling sensitif dalam menggerakkan

niat beli konsumen muda.
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Lampiran 1 Form Survei

Bagian 1 dari 13

Pengaruh Emotional Marketing terhadap 5
Purchase Intention Konsumen dan Peran

Trust serta Attachment Sebagai Variabel

Mediasi

Halo!

*<

Perkenalkan, saya Milo Jonathan, mahasiswa Program Studi Manajemen dari Universitas Atma Jaya
Yogyakarta.

Saat ini saya sedang melakukan penelitian untuk keperluan penyusunan skripsi yang berjudul “Pengaruh
Emotional Marketing terhadap Consumer’s Purchase Intention dengan Trust dan Attachment sebagai Variabel
Mediasi.” Oleh karena itu, saya memohon kesediaan Bapak/Ibu/Saudara/i untuk berpartisipasi dalam mengisi
kuesioner penelitian ini.

Seluruh informasi dan jawaban yang diberikan akan dijaga kerahasiaannya dan hanya digunakan untuk
kepentingan akademik dalam penelitian ini. Pengisian kuesioner ini diperkirakan memerlukan waktu sekitar 5—
10 menit. Mchon kesediaannya untuk mengisi setiap pertanyaan dengan jujur dan sesuai dengan pengalaman
atau pendapat pribadi.

Partisipasi Anda sangat berarti bagi kelancaran penelitian ini.

Terima kasih atas waktu dan kesediaannya dalam membantu penelitian ini.

Bagian 2 dari 13

Pertanyaan Filter 1

><
.

Deskripsi (opsional)

Apakah Anda Pernah Melihat Iklan Sabun Wajah merk "Kahf"? *

Ya

Tidak
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Bagian 4 dari 13

Pertanyaan Filter 2

»<

Deskripsi (opsional)

Apakah Anda merupakan GEN-Z Kelahiran 1997 - 20127 *

Ya

Tidak

Bagian 3 dari 13

Pertanyaan Filter 3

¢

Deskripsi (opsional)

Apakah Anda pernah membeli produk Sabun Wajah dari merk "Kahf"? *

) Ya

) Tidak

Bagian 5 dari 13

EMOTIONAL PRODUCT

><

Keterangan:

1. Sangat Tidak Setuju
2. Tidak Setuju

3. Netral

4. Setuju

5. Sangat Setuju

Saya menyukai produk Sabun Wajah merk Kahf yang ditampilkan dalam iklan di media sosial

Sangat Tidak Setuju
Tidak Setuju

Netral

Setuju

Sangat Setuju
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Saya percaya bahwa produk Sabun Wajah merk Kahf yang diiklankan di media sosial memiliki *
kualitas yang baik

O Sangat Tidak Setuju
() Tidak Setuju

() Netral

O Setuju

O Sangat Setuju

Produk Sabun Wajah merk
inovatif

() sangat Tidak Se

Harga produk Sabun Wajah merk Kahf yang dita iklan media sosial sesuai

dengan harapan saya

() sangat Tidak Setuju
() Tidak Setuju

() Netral

() setuju

() sangat Setuju
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Saya memperhatikan promosi, undian, atau aktivitas promosi lain yang dilakukan di media *

sosial Kahf

o Sangat Tidak Setuju
() Tidak Setuju

O Netral

() setuju

() sangat Setuju

Saya bersedia mengikuti atau
sosial Kahf

*

Saya dapat memahami konsep layanan atau fitur p merk Kahf melalui interaksi di

media sosial

() sangat Tidak Setuju
() Tidak Setuju

o Netral

O Setuju

() sangat Setuju
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Saya bersedia membagikan atau menyebarkan informasi produk Sabun Wajah merk Kahf *
yang saya lihat di media sosial

Sangat Tidak Setuju
Tidak Setuju

Netral

Setuju

Sangat Setuju

Saya dapat mengetahui lebih banyak tentang suatu merek atau produk melalui komunikasi *
dengan pengguna lain di media sosial

Sangat Tidak Setuju
Tidak Setuju

Netral

Setuju

Sangat Setuju

Bagian 8 dari 13

EMOTIONAL SERVICES

>¢

Keterangan:

1. Sangat Tidak Setuju
2. Tidak Setuju

3. Netral

4. Setuju

5. Sangat Setuju

Saya merasa penjelasan produk Sabun Wajah merk Kahf di media sosial Kahf disampaikan ~ *
dengan jelas dan mudah dipahami

Sangat Tidak Setuju
Tidak Setuju

Netral

Setuju

Sangat Setuju
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Saya merasa informasi atau pengenalan produk Sabun Wajah merk Kahf di media sosial Kahf *
disampaikan pada waktu yang tepat dan relevan

Sangat Tidak Setuju
Tidak Setuju

Netral

Setuju

Sangat Setuju

Saya merasa tampilan media sosial Kahf yang digunakan untuk promosi produk Sabun Wajah *
merk Kahf cenderung mudah digunakan dan membuat saya merasa nyaman

Sangat Tidak Setuju
Tidak Setuju

Netral

Setuju

Sangat Setuju

Bagian 9 dari 13

TRUST

><

Keterangan:

1. Sangat Tidak Setuju
2. Tidak Setuju

3. Netral

4. Setuju

5. Sangat Setuju

Saya mempercayai platform media sosial yang menampilkan iklan produk Sabun Wajah merk *
Kahf

Sangat Tidak Setuju
Tidak Setuju

Netral

Setuju

Sangat Setuju
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Saya percaya bahwa informasi tentang merk Kahf yang disampaikan melalui media sosial *

dapat dipercaya

O Sangat Tidak Setuju
() Tidak Setuju

() Nertral

() setuju

o Sangat Setuju

Saya percaya bahwa merek Kahf ya

() sangat Tidak Setuju

() Tidek Setuju

atau produk Sabun Wajah merk Kahf yang

() Tidak Setuju
() Netral
() setuju

O Sangat Setuju

178



Saya merasa memiliki keterikatan dengan media sosial yang sering menampilkan promosi *
produk Sabun Wajah merk Kahf

O Sangat Tidak Setuju
() Tidak Setuju

() Netral

O Setuju

O Sangat Setuju

Saya merasa memiliki kedekatan dengan peng

O Sangat Tidak Setuju
() Tidak Setuju

() Netral
O Setuju
O Sangat

Bagian

inan besar akan membeli produk Sabun Wajah merk Kahf yang
di media sosial

() Tidak Setuju
O Netral
O Setuju

O Sangat Setuju
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*

Ketika membutuhkan produk Sabun Wajah, saya akan mempertimbangkan produk Sabun
Wajah merk Kahf yang direkomendasikan di media sosial

() Sangat Tidak Setuju
() Tidak Setuju

() Netral

() setuju

() sangatSetuju

Saya kemungkinan besar akan membeli pro *

media sosial
() Sangat Tidak Setuju

() Tidak Setuju

() Netral

USIA (TAHUN) *

Teks jawaban singkat

PENDAPATAN *

() <Rp1.000.000

() Rp 1.000.000 - Rp 2.000.000
() Rp2.000.000 - Rp 3.000.000
() Rp3.000.000 - Rp 4.000.000

() = Rp 4.000.000
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STATUS PEKERJAAN *
o Pelajar

o Mahasiswa
Wirausaha

Pegawai Negeri Sipil
Pegawai Swasta
Freelance

Yang lain:

O o0 0 O O

Bagian 13 ¢

ARIGATOU GOZAIMASUUU

Terimakasih sudah meluangkan waktu Anda untuk mengisi

penelitian akademik..

Sekian terimakasih, Tuhan memberkati..

Segala jawaban Anda pada kuisioner ini akan dijaga kerahasie
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Lampiran 2 Data Hasil Kuesioner

Time EP |EP |EP |EP |EP |EP |ES |ES |ES | EC | EC |EC | T1 | T2 | T3 | Al | A2 | A3 | PIl | PI2 | PI3
Stamps | RO [ RO | RO |RI |RI |RI |1 2 3 1 2 3

1 2 3 1 2 3
3/12/202 | 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 5
6
17:12:30
3/12/202 | 3 4 3 4 3 2 3 2 2 3 3 3 3 3 3 2 2 2 2 2 2
6
17:20:27
3/12/202 | 4 5 4 4 4 4 4 5 5 4 5 4 4 4 3 4 5 4 4 4 4
6
17:26:33
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3/12/202

6

17:29:06

3/12/202

6

17:31:18

3/12/202

6

17:43:12

3/12/202

6

17:44:25

3/12/202

6

17:46:59
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3/12/202

6

18:05:47

3/12/202

6

18:12:25

3/12/202

6

18:13:59

3/12/202

6

18:14:41

3/12/202

6

18:18:06
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3/12/202

6

18:20:51

3/12/202

6

18:22:35

3/12/202

6

18:26:07

3/12/202

6

18:28:47

3/12/202

6

18:30:21
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3/12/202

6

18:38:45

3/12/202

6

18:54:53

3/12/202

6

19:28:20

3/12/202

6

19:39:07

3/12/202

6

20:02:25
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3/12/202

6

20:07:38

3/12/202

6

20:10:35

3/12/202

6

20:38:10

3/12/202

6

20:50:28

3/12/202

6

23:51:31
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3/13/202

6

7:45:21

3/13/202

6

8:47:53

3/13/202

6

9:39:01

3/13/202

6

11:13:35

3/13/202

6

11:26:51

188




3/13/202

6

11:36:39

3/13/202

6

11:49:47

3/13/202

6

16:12:59

3/13/202

6

21:44:31

3/15/202

6

20:56:33
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3/18/202

6

13:52:12

3/27/202

6

14:49:51

3/27/202

6

14:58:15

3/27/202

6

15:04:32

3/27/202

6

15:45:48
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3/27/202

6

15:46:35

3/27/202

6

16:33:01

3/27/202

6

16:40:11

3/27/202

6

16:58:15

3/27/202

6

17:15:21
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3/27/202

6

17:22:47

3/27/202

6

17:47:41

3/27/202

6

17:54:11

3/27/202

6

18:14:55

3/27/202

6

18:18:24
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3/27/202

6

18:20:56

3/27/202

6

22:52:38

3/28/202

6

14:32:54

3/28/202

6

16:09:26

4/2/2026

14:51:28
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4/5/2026

23:43:01

4/5/2026

23:46:00

4/6/2026

1:40:39

4/6/2026

23:54:16

4/6/2026

23:54:40

4/7/2026

10:16:04

4/7/2026

10:32:39
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4/7/2026

10:36:59

4/7/2026

13:17:58

4/7/2026

22:18:41

4/9/2026

14:48:08

4/9/2026

15:05:47

4/9/2026

15:10:35

4/9/2026

16:45:28
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4/9/2026

16:51:33

4/9/2026

22:10:48

4/10/202

6

18:14:43

4/10/202

6

18:16:37

4/10/202

6

18:17:15
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4/10/202

6

18:20:03

4/10/202

6

18:24:50

4/10/202

6

19:19:33

4/10/202

6

19:26:00

4/10/202

6

19:43:26
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4/10/202

6

20:04:31

4/10/202

6

20:14:50

4/11/202

6

15:33:07

4/11/202

6

22:07:27

4/12/202

6

2:27:53
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4/12/202

6

15:57:38

4/12/202

6

16:21:21

4/12/202

6

16:30:27

4/12/202

6

20:50:53

4/14/202

6

0:02:37
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4/14/202

6

13:38:00

4/14/202

6

17:23:35

4/15/202

6

10:25:50

4/15/202

6

10:34:12

4/15/202

6

10:36:16
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4/15/202

6

13:31:26

4/16/202

6

17:35:10

4/18/202

6

18:07:53

4/18/202

6

18:12:59

4/18/202

6

18:24:54

201




4/18/202

6

18:36:54

4/18/202

6

18:51:57

4/18/202

6

19:51:03

4/18/202

6

20:24:43

4/18/202

6

21:00:04

202




4/18/202

6

21:06:32

4/18/202

6

21:10:04

4/18/202

6

21:29:17

4/19/202

6

0:10:42

4/19/202

6

5:14:47

203




4/19/202

6

12:07:25

4/19/202

6

17:39:54

4/19/202

6

20:05:36

4/20/202

6

11:05:36

4/21/202

6

16:30:51

204




4/21/202

6

20:10:40

4/21/202

6

21:26:28

4/29/202

6

16:04:44

4/29/202

6

20:23:08

4/29/202

6

20:27:09

205




4/29/202

6

20:32:32

4/29/202

6

20:49:13

4/29/202

6

20:56:58

4/29/202

6

20:58:17

4/29/202

6

21:01:04
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4/29/202

6

21:02:26

4/29/202

6

21:06:28

4/29/202

6

21:14:17

4/29/202

6

21:15:17

4/30/202

6

8:58:54
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JENIS USIA PENDAPATA | STATUS PENDIDIKA

KELAMI | (TAHUN | N PEKERJAAN | N

N ) TERAKHIR

Laki-laki 22 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Laki-laki 18 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 21 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 21 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 21 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 21 Rp 3.000.000 - | Mahasiswa S1
Rp 4.000.000

Laki-laki ol Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 22 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Laki-laki 16 <Rp 1.000.000 | Pelajar SMP

Perempuan | 21 > Rp 4.000.000 | Mahasiswa SMA

Laki-laki 23 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Perempuan | 22 Rp 3.000.000 - | Mahasiswa SMA
Rp 4.000.000

Laki-laki 16 <Rp 1.000.000 | Pelajar SMP
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Laki-laki 16 <Rp 1.000.000 | Pelajar SMP

Laki-laki 21 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 17 <Rp 1.000.000 | Pelajar SMP

Laki-laki 23 > Rp 4.000.000 | Mahasiswa SMA

Laki-laki 22 > Rp 4.000.000 | Mahasiswa SMA

Laki-laki 21 > Rp 4.000.000 | Mahasiswa SMA

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 17 <Rp 1.000.000 | Pelajar SMP

Perempuan | 22 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 16 <Rp 1.000.000 | Pelajar SMP

Perempuan | 22 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 22 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Laki-laki 23 > Rp 4.000.000 | Mahasiswa SMA

Perempuan | 21 Rp 1.000.000 - | Pelajar SMA
Rp 2.000.000

Laki-laki 21 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Laki-laki 23 > Rp 4.000.000 | Pegawai Swasta | S1

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA
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Laki-laki 21 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 22 > Rp 4.000.000 | Mahasiswa S1

Laki-laki 21 Rp 2.000.000 - | Pegawai Swasta | S1
Rp 3.000.000

Laki-laki 21 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 21 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 21 > Rp 4.000.000 | Mahasiswa SMA

Laki-laki 21 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 22 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 22 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 23 Rp 3.000.000 - | Mahasiswa SMA
Rp 4.000.000

Perempuan | 22 <Rp 1.000.000 | Mahasiswa SMA

Perempuan | 21 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 25 > Rp 4.000.000 | Pegawai Swasta | S1

Laki-laki 22 <Rp 1.000.000 | Mahasiswa Sl

Perempuan | 21 Rp 3.000.000 - | Pelajar SMA
Rp 4.000.000

21




Laki-laki 22 Rp 1.000.000 - | Freelance S1
Rp 2.000.000

Laki-laki 21 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Perempuan | 21 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 21 Rp 2.000.000 - | Mahasiswa S1
Rp 3.000.000

Laki-laki 22 Rp 3.000.000 - | Mahasiswa SMA
Rp 4.000.000

Perempuan | 24 Rp 3.000.000 - | Mahasiswa SMA
Rp 4.000.000

Perempuan | 22 <Rp 1.000.000 | Mahasiswa SMK

Perempuan | 22 > Rp 4.000.000 | Wirausaha SMA

Laki-laki 23 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 22 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 22 > Rp 4.000.000 | Mahasiswa SMA

Laki-laki 22 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 22 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA
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Laki-laki 23 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 18 <Rp 1.000.000 | Pelajar SMA

Laki-laki 17 > Rp 4.000.000 | Pelajar SMA

Perempuan | 17 <Rp 1.000.000 | Pelajar SMA

Laki-laki 22 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 22 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 21 <Rp 1.000.000 | Mahasiswa SMA

Perempuan | 21 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Perempuan | 20 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Perempuan | 19 <Rp 1.000.000 | Mahasiswa SMA

Perempuan | 21 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 21 > Rp 4.000.000 | Mahasiswa SMA

Laki-laki 22 <Rp 1.000.000 | Belum Bekerja | Sl

Laki-laki 15 <Rp 1.000.000 | Pelajar SMP

Laki-laki 22 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Laki-laki 21 Rp 1.000.000 - | Mahasiswa Sl
Rp 2.000.000

Laki-laki 19 <Rp 1.000.000 | Mahasiswa SMA
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Perempuan | 18 <Rp 1.000.000 | Pelajar SMA

Laki-laki 22 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 17 <Rp 1.000.000 | Pelajar SMA

Laki-laki 25 Rp 3.000.000 - | Pegawai Swasta | S1
Rp 4.000.000

Perempuan | 23 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Perempuan | 23 Rp 2.000.000 - | Pegawai Swasta | S1
Rp 3.000.000

Laki-laki 22 Rp 2.000.000 - | Mahasiswa S1
Rp 3.000.000

Perempuan | 20 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Perempuan | 23 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 14 <Rp 1.000.000 | Pelajar SMP

Perempuan | 28 Rp 1.000.000 - | Wirausaha SMP
Rp 2.000.000

Perempuan | 14 <Rp 1.000.000 | Pelajar SMP

Perempuan | 22 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Perempuan | 20 <Rp 1.000.000 | Mahasiswa SMA

Perempuan | 26 > Rp 4.000.000 | Wirausaha Sl

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA
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Laki-laki 22 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 22 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 21 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Perempuan | 25 Rp 3.000.000 - | Mahasiswa S1
Rp 4.000.000

Laki-laki 22 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 22 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Perempuan | 23 Rp 1.000.000 - | Wirausaha S1
Rp 2.000.000

Laki-laki 27 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Perempuan | 21 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000

Laki-laki 22 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 17 <Rp 1.000.000 | Pelajar SMA

Laki-laki 17 <Rp 1.000.000 | Pelajar SMA

Laki-laki 16 <Rp 1.000.000 | Pelajar SMA

Laki-laki 17 <Rp 1.000.000 | Pelajar SMP

Laki-laki 18 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000
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Laki-laki 23 Rp 2.000.000 - | Pegawai Swasta | S1
Rp 3.000.000

Laki-laki 22 Rp 1.000.000 - | Pelajar SMA
Rp 2.000.000

Laki-laki 22 > Rp 4.000.000 | Pegawai Swasta | S1

Laki-laki 23 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki 22 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 25 > Rp 4.000.000 | Wirausaha S1

Laki-laki 23 > Rp 4.000.000 | Pegawai Swasta | S1

Laki-laki 23 Rp 2.000.000 - | Mahasiswa SMA
Rp 3.000.000

Laki-laki =) > Rp 4.000.000 | Pegawai Swasta | S1

Laki-laki 17 <Rp 1.000.000 | Pelajar SMP

Laki-laki 22 Rp 1.000.000 - | Pelajar SMA
Rp 2.000.000

Perempuan | 19 Rp 1.000.000 - | Mahasiswa S1
Rp 2.000.000

Laki-laki 22 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 20 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 19 <Rp 1.000.000 | Freelance SMA

Laki-laki 21 Rp 1.000.000 - | Pegawai Swasta | SMA
Rp 2.000.000

Laki-laki 19 <Rp 1.000.000 | Mahasiswa S1
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Laki-laki 21 <Rp 1.000.000 | Mahasiswa S1

Laki-laki 18 Rp 2.000.000 - | Wirausaha SMA
Rp 3.000.000

Laki-laki 19 Rp 2.000.000 - | Pegawai Swasta | D3
Rp 3.000.000

Laki-laki 21 <Rp 1.000.000 | Mahasiswa SMA

Laki-laki 22 Rp 1.000.000 - | Mahasiswa SMA
Rp 2.000.000
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Abstract: With the deepening application of Internet technology, social network emotional marketing
has become a new way of sustainability marketing. However, most of the existing emotional
marketing research belongs to the field of qualitative research, and there is a lack of data analysis and
empirical research between social network emotional marketing and consumers’ purchase behavior.
In this paper, firstly the influencing factors of consumers’ purchase behavior are extracted from a
massive social network emotional marketing data set, and the Delphi method is adopted to interview
experts to revise and improve the influencing factors. Then, a model simulating the influence of social
network emotional marketing on consumers’ purchasing behavior is constructed. The proposed
model explores the mechanism of the influence of social network emotional marketing on consumers’
purchase behavior through trust, attachment and other psychological factors from the perspective
of emotion. Finally, a questionnaire is used to obtain survey data, and statistical methods are used
to analyze the relevant data, so as to verify the correctness of the proposed model and related
research hypothesis.

Keywords: emotional marketing; social network; psychological factors; data analysis; trust; attachment

1. Introduction

Emotional marketing comes from the emotional needs of consumers; it can induce
an emotional resonance in consumers, and integrate emotions into marketing. In the
era of emotional consumption, consumers not only care about the quantity, quality and
price of products, but also need emotional satisfaction and psychological identification
when shopping. Emotional marketing is not only very important for establishing the
business relationship between enterprises and consumers, but also crucial for the sustain-
able development of enterprises and their brands. Therefore, the emotional marketing
environment is very important for enterprises to establish a good enterprise image and
achieve sustainable development.

With the continuous development and application of the Internet, social networks
have become an important platform for consumers to obtain information on products
or services [1]. Compared with traditional e-commerce platforms that only help brands
and sellers open the beginning of consumers’ purchase process, social networks have
constructed a complete closed loop of consumers’ purchase decision-making process on
their own platforms [2,3]. Therefore, many enterprises have attracted consumers” attention
by initiating topics and holding activities on social networks, so as to strengthen consumers’
loyalty and improve the quantity and quality of “honest” consumers. Due to the openness
and interactivity of social networks, great changes have taken place in the marketing mode
and brand communication mode in social networks. Social network brand communication
is a kind of integration and utilization of the deep, long-term and close emotional connec-
tion between consumers and brands. It is a recessive means for enterprises to promote their
brands and establish powerful brand images. Unlike traditional interest-driven marketing
methods, emotional marketing focuses on the interaction between the core connotation
of the brand and the stories, experiences and memories of consumers” daily life, so as to
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stimulate consumers’ desire to buy. From the perspective of psychology, the operation
of emotional marketing can bring a special kind of consumer trust based on consumer
satisfaction [4]. Therefore, emotional marketing is also considered as a separate dialogue
between enterprises and consumers. In this way, the reputation and credibility of enter-
prises is greatly improved in the minds of consumers. At the same time, cultivating loyal
brand consumers is also very important for the sustainable development of enterprises.

Because emotional content belongs to a relatively private expression, and it is also
a common way that groups can communicate in a specific cultural environment, emo-
tional content is easier to present and transmit in social networks. In addition, due to
the strong driving force of emotion and the psychological state associated with emotion,
the consumers” willingness to participate in the interactive process of communication is
more likely to be excited. Once the emotional connection between consumers and brands
is established, whether concerned with positive or negative information, consumers will
quickly express their emotional state through social networks. These emotions become
the evaluation content of the brand, and it is reprocessed in social networks. Therefore,
social network emotional marketing is a typical sustainable marketing mode for enterprise
development [5].

Making use of emotional marketing can not only enrich product connotation and
accelerate product popularity, but also strengthen an enterprise’s sustainable development
capabilities. Whereas traditional marketing aims at increasing business revenues, sus-
tainable marketing aims at reaching sustainability and business goals. Some reviews and
pieces of research show that businesses operating online have to implement changes from
traditional marketing to sustainable marketing to move forward in the competitive space.
However, at present, there is little research on the influence of social network emotional
marketing on consumers’ purchase behavior. Some existing studies have only analyzed
the relationship between emotional marketing and consumers’ purchase behavior, without
detecting direct or indirect influencing factors from a deeper level, especially from the
psychological level.

The sustainability of products or brands requires the persistent attention of consumers,
and the purchasing desire and behavior of consumers are affected by many factors, among
which emotional factors of consumers often play a crucial role. Therefore, if emotional
factors are introduced into social network marketing, it will greatly increase the persistent
attention of social network users given to brands or products.

Therefore, this paper takes social network emotional marketing as the research object
and analyzes the relationship between social network emotional marketing, psychological
trust, psychological attachment and consumers’ purchase behavior, in erder to enrich the
social network marketing model in practice.

The contributions of our research are as follows:

’

(1) The influence model of social network emotional marketing’s effect on consumers
purchasing behavior is constructed.

(2)  The mechanism of the influence of social network emotional marketing on consumers’
purchase behavior is found.

(3)  We found that trust and attachment all play an intermediary role between social
network emotional marketing and consumers’ purchase intention.

2. Related Works

Social network marketing refers to a kind of marketing behavior in which enterprises,
individuals or other groups use social network platforms to spread and share information,
collect feedback, and interact, so as to influence their consumers and conveniently conduct
their market research, product publicity and promotion, consumer relationship mainte-
nance, and other behaviors [6]. With the expansion and popularization of social network
applications, social network marketing has become a new mode of enterprise marketing in
the era of social media. This Internet-based marketing model is quite different from the
traditional marketing model. Yang et al. [7] found that the social network marketing mode
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has changed the unidirectional transmission of traditional marketing, and the precision
marketing function of social networks has greatly exceeded the traditional marketing mode.
This is not only conducive to increasing the interaction between both sides in marketing,
but can also reduce the marketing costs for enterprises. Zhang et al. [8] pointed out that
the relationship influencers have with other social media users is the foundation for the
success of influencer marketing. Ajorlou et al. [9] studied word-of-mouth communica-
tion and the mode of word-of-mouth marketing on social networks, analyzed more than
1.5 million posts containing brand content, emotions and opinions, and found that social
networks are an effective tool for consumers to communicate through word-of-mouth. Yan
et al. [10] discussed the operating mechanism and influencing factors of social interaction,
and concluded that interaction based on social networks can produce effective cognition,
but too much interaction can lead to cognitive confusion. William et al. [11] found through
a survey of more than 1000 social network users that the longer they used social networks,
the more frequently they used them, and the stronger their emotional connection with
each other became. Anastasiei et al. [12] investigated the effects of emotional marketing on
the persuasiveness of social media messages related to products and brands. Sobhanifard
et al. [17] explored a model of viral marketing emotional methods to increase greener
purchase intentions in social networks. They discovered that viral-marketing-based joy and
surprise have a significant positive effect on the social value of green product consump-
tion. Wang et al. [14] explored the impact of social network marketing influencing factors
(i.e., event marketing, product placement advertising and customer service platforms) on
consumers’ purchase behavior, and found that these social network marketing methods
need to affect consumers’ purchase behavior through intermediary variables. Camoiras
et al. [15] believed that the opportunities brought by social network marketing are mainly
that social networks have a large user group and have a certain consumption capacity, and
social network users have high loyalty and stickiness. Bakar et al. [16] extracted promotion,
brand, opinion leaders, interaction, information and interest as the influencing factors
of social network marketing, and studied cognition, emotion and trust as intermediary
variables. The analysis showed that brand has a direct impact on consumer behavior, and
cognition, emotion and trust indirectly affect sharing intention and purchase intention.
Sandip et al. [17] summarized and analyzed the strategies that enterprises need to consider
when carrying out social network marketing. Through the research and analysis of the
influencing factors of social network marketing, they found that brand and promotion
have a positive impact on search intention, but there is a negative correlation between
information interest and search intention. Sun et al. [18] proposed a new marketing model
for social networks, which relies on the accumulation of big data and affects the target
consumers through opinion leaders.

Al present, there is less existing research on social network emotional marketing.
ElsdRer et al. [19] conducted in-depth research and analysis on the emotional factors in the
marketing process, found the influence degree of emotional factors in consumer purchase,
and constructed a model of the interaction between them. Nisreen et al. [20] found that
consumers in a luxury store setting expressed stronger emotional attachment and brand
loyalty than consumers in a non-luxury store environment. Amyx et al. [21] used data
analysis to study a large number of social networks, and found that 95% of them mentioned
more than one brand, whereas about 75% of them made an emotional evaluation of some
brands, which indicates that consumers can make emotional evaluations of brands through
social networks, and enterprises can also affect consumers’ evaluation content through
social network marketing, and affect people’s emotional tendency to a certain extent.
Halkiopoulos et al. [22] used machine learning and data mining methods for evaluating
the effect of emotional influence factors on social network consumers. They found that
the influencing factors of social network marketing and intermediary variables have a
positive effect on the brand purchase intention of consumers, and understood that how
users behave when they connect to social networking sites creates opportunities for better
interface design and richer studies of social interactions. Li et al. [23] applied the user’s
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emotion and group features to study the influence of multi-dimensional characteristics
on information propagation in social networks. Lee et al. [24] analyzed the importance of
emotional marketing in the context of the experience economy, and proposed a marketing
mix strategy from the perspective of emotional products, emotional prices, emotional
communication and emotional services. Zhang et al. [25] developed a theoretical framework
and carried out a meta-analysis of empirical studies to investigate the relationships within
the business model innovation. Shareef et al. [26,27] conceptualized advertising value and
consumer attitudes towards advertisements. Based on the analysis of existing research, we
can see that the existing social network emotional marketing research mainly focuses on
the characteristics and mechanism of social network emotional marketing, most of which
belong to the field of qualitative research. There is a lack of objective and quantitative
research on the influence of social network emotional marketing on consumers’ purchase
behavior. Some existing studies have revealed that there was a close relationship between
consumers’ purchase intention and trust/attachment, but the specific influencing factors
and the role of these factors have not been studied.

3. Materials and Methods
3.1. Data Collection and Analysis

According to the main research objective of this paper, the data acquisition object
of this paper will be the registered users in the social network and the relevant data on
the users’ purchase behavior for a specific brand. Specifically, it is necessary to collect
relevant data such as personal information, social network relationships and the subjective
attitudes and behavior intentions of registered users in social networks. This paper chooses
RED, a well-known social e-commerce network in China, as the research object. RED has
developed into a lifestyle social platform and consumption decision-making portal with
more than 200 million users; the number of daily active users is more than 24 million. It
has become the most representative marketing social network in China.
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According to the characteristics of emotional marketing, experiential products can
best reflect the emotional relationship between consumers and brands. At the same time,
most of the users in RED are young women consumers. Eye cream has become a kind
of product that is widely discussed and sold in RED. Therefore, this paper selects eve
cream as the research object. In order to make the brand selection more reasonable, six
brands are selected in the high-end, middle and low-end brand categories in the social
network. High-end brands are GUERLAIN, Estee Lauder and Sisley; middle and low-end
brands are OLAY, MARUMI and Loreal. This paper uses crawler software (Charles 4.5) to
collect the purchase data and comment data on relevant brands on RED; a total of 372,067
complete and valid items of data were obtained. The collected data mainly include the
number of comment likes, the number of comment collections, the content of comments,
the release time of comments, the content of comment feedback, the number of comment
feedback, the individual information of commentators, the social network information
of commentators and the response content of commentators. During data analysis, we
first used natural language processing technology and a classification algorithm to ana-
lyze and classify the acquired data through sentiment analysis. For pre-processed data,
through constructing a binary logistic regression model, the influencing factors of social
network emotional marketing were extracted as follows: emotional brand, emotional price,
emotional communication and emotional service. Emotional brand refers to products or
brands with emotional packaging, concepts and functions mentioned in social network
marketing, which are marketing products that pay more attention to the emotional needs
of consumers and meeting the psychological needs of consumers. Emotional price is a
reasonable product price that matches the quality, brand and reputation of emotional
products and is reasonably satisfactory to consumers. Emotional communication refers to
the process of differentially transferring product features or service concepts to different
consumers in the process of social network marketing, so that consumers can understand
and identify with products or services, while paying attention to benign two-way interac-

227



Sustainability 2023, 15, 5001 Sof 17

tion with consumers, fully listening to the opinions of consumers, so as to stimulate them to
make an emotional evaluation. Emotional service refers to the process in which marketers
use emotional factors to sell products in the process of social network marketing.

3.2, Impact Model Construction

A consumer’s purchase intention refers to the degree of the consumer’s reasonable
preference for a certain product or brand, which reflects the purchase tendency of individ-
ual behavior. The purchase intention directly determines consumers’ purchase behavior.
Therefore, in the model, consumers’ purchase intention is studied as a single variable.
According to the theory of consumer purchase intention and trust [28], the purchase in-
tention is based on trust, and trust guides action. Attachment refers to the emotional
and specific attachment relationship between an individual and a specific object. Itis a
lasting and firm connection between the individual and the object to which he is attached,
both psychologically and emotionally. A stronger attachment to a specific object can make
individuals produce more emotional and psychological responses to the object, and allo-
cate their own emotional, cognitive and behavioral resources to the object [29]. In social
networks, attachment refers to the emotional connection between users of social networks
and specific objects. This kind of attachment is defined as the emotional attachment of
users to other users and the attachment of users Lo social networking sites.

The Delphi method is also called the expert survey method [30]. It uses correspondence
to transmit the problems that need to be solved to each expert separately for consultation.
Then, the suggestions of all experts are collected and summarized, and the integrated
opinions are sorted out. The Delphi method begins with the definition of the problem and
the choice of a panel of experts. It can absorb the opinions of experts in different fields,
make full use of the experience and knowledge of experts, and ensure the reliability of
the final conclusion. Because the analysis of the influence of social network emotional
marketing on consumers’ purchasing behavior involves many fields such as e-commerce,
marketing, psychology, computer science, etc., it is very suitable for this research. Although
it provides the benefits of anonymity and the possibility for reevaluation and reflection, the
Delphi method does not result in the same sort of interactions as a live discussion [31].

In this paper, 11 experts were selected to form an expert survey team, a questionnaire
was designed, and a questionnaire survey on each expert member of the expert team was
conducted. Three turns of consultation were required. Several rounds of questionnaires
were sent out to the group of experts, and the anonymous responses were aggregated and
shared with the group after each round. Finally, the statistical results of the questionnaire
survey reached a consensus and then a conclusion. Therefore, this paper concludes that
trust and attachment play a mediating role between social network emotional marketing
and consumers’ purchase intention, and studies them as variables that affect consumers’
purchase behavior.

The impact model of social network emotional marketing on consumers” purchase
behavior in this paper is shown in Figure 1.

Therefore, in this paper social network emotional marketing and its influencing factors
are taken as the antecedent variables of consumers’ purchase intention, and the following
research hypotheses are proposed:

H1: Social network emotional marketing has a positive impact on consumers” purchase infention.

H2: Four influence factors of social network emotional marketing all have a positive impact on
consumers’ purchase intention.

In addition, social network emotional marketing and its influencing factors are taken
as the antecedent variables of consumer trust and attachment, and the following research
hypotheses are proposed:

H3: Socual network emotional marketing has a positive impact on consumer brust,
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H4: Four influence factors of social network emotional marketing all have a positive impact on
consumer trust.

H5: Social network emotional marketing has a positive impact on consumer attachment.

Heé: Four influence factors of social network emotional marketing all have a positive impact on
consumer attachment.

.............. SN

Emotional products

Emotional prices

Trust Purchase
Attachment intention

4

Influence factors

Figure 1. The framework of impact model.

Only when consumers trust a specific product will they be willing to further under-
stand and communicate, and will be likely to have positive behavioral intentions. Therefore,
trust can be said to control and guide actions. Trust is the premise and basis for generating
purchase intentions. Therefore, in this paper consumer trust is taken as the antecedent
variable of purchase intention and the following research hypothesis is proposed:

H7: Trust has a positive impact on consumers” purchase intention.

The attachment of consumers to a specific product can increase their understanding of
the product, reduce their concerns about various possible risks and uncertainties, and thus
promote their purchase intention in social networks. Therefore, in this paper consumer
attachment is taken as the antecedent variable of purchase intention and the following
research hypothesis is proposed:

H8: Attachment has a positive impact on consumers” purchase intention.

When consumers trust or attach themselves to a specific product or brand, they have a
positive purchasing intention towards the product, and this is likely to further change into
actual purchasing behavior. On the contrary, if consumers distrust or detach from a specific
product, they will have negative purchasing intentions towards the product, and then will
be less likely to buy the product, and will even feel dissatisfied with the enterprise that
owns the product. Therefore, the following research hypotheses are proposed:

H9: Trust plays an intermediary role between social network emobional marketing and consumers’
purchase intention.

H10: Attachment plays an intermediary role between social network emotional marketing and
consumers’ purchase infention.

4. Results

This study first designed a questionnaire based on relevant literature [32-35], small-
scale in-depth interviews and relevant mature scales. The questionnaire was mainly
conducted among the active users of RED. The questionnaire is composed of three parts:
(1) the use of RED, the main purpose of which is to detect effective research samples,
(2) demographic questionnaire, which mainly measures the demographic characteristics of
the participants such as gender, age and education background, (3) the questionnaire of
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independent variables, intermediary variables and dependent variables, which is the core
of the questionnaire design. The specific contents of this part are shown in Table 1.

Table 1. The core contents of the questionnaire.

Variables Question
Q1: 1like brand names and products in social network marketing advertisements
Emotional ; - P . .
products Q2: I think the product quality in social network marketing ads is guaranteed

Q3: The products in social network marketing advertisements are novel

(4: The product price in the social network meets my expected pricing

Q5: I pay attention to the promotion, forwarding lottery and other activities held in the

Emotional prices i
motional prices social network

Social Q6: I will participate in promotion activities such as forwarding lottery in social networks
network
emotional Q7: I can understand the service concept or product features of the enterprise from social
marketin network interaction
& Emotional . r. " 3 . .
c e 28: 1 am willing to participate in sharing activities in social networks
Q9: I can learn more about the enterprise or product from communication with social
network users
Q10: I think the terms of social networking product introductions are accurate and concise,
and the expressions are vivid and easy to understand
Emotional services — R
Q11: [ think product introduction on the social network is timely and appropriate
(12: I think the social network interface is simple, which makes users feel comfortable
Q13: I trust the social network platform
Trust Q14: 1 think the information conveyed or activities held by social networks are anthentic
Intermediary Q15: I think the brand or enterprise promoted by the social network has credibility
role Q16: | have attachment to brands or products [ care about in social networks
Attachment Q17: T have attachment to the social networks that promote products
(18: I have attachment to other users of the social network
Q19: L am very likely to buy products recommended in social networks
Consumer -
purchase Purchase intention @20 When I need a product, 1 will first ansider buying from products recommended by
intention social networks

Q21: am very likely to buy products in social network marketing advertisements

In Table 1, we divide the variables into three types, namely, independent variable,
intermediate variable and dependent variable, and each variable corresponds to a series
of questions. These questions use the Likert scale: there are five options for each ques-
tion, namely “strongly agree”, “agree”, “neutral”, “disagree” and “strongly disagree”,
which, respectively, correspond to 5, 4, 3, 2 and 1. The total score of the respondent is the
sum of his/her scores for each question, which represents the degree of agreement with

the statement.

4.1. Reliability and Validity of Questionnaire

To ensure the reliability of the questionnaire, this paper adopted the pre-commissioning
method to ensure the consistency and effectiveness of the questionnaire. In this stage,
100 questionnaires were distributed in total and 100 questionnaires were returned, includ-
ing 98 valid questionnaires. In the samples, there were 63 females and 35 males, and the
age structure was mainly between 18 and 43 years old.

The questionnaire data was imported into the SPSS 12.0 software and descriptive
statistics on the variables were made. When analyzing the reliability of the sample, the
measure statistic used was Cronbach’s Alpha coefficient, namely o coefficient. The value
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range of « coefficient was 0-1. The higher the coefficient value, the higher the reliability.
The reliability analysis of the data collected from the pre-commissioning questionnaire is
shown in Table 2.

Table 2. The reliability analysis of the pre-commissioning questionnaire.

Variables Question a Coefficient

Q1
Emotional products Q2 0.757
Q3

Q4
Emotional prices Q5 0.768

Social network Q6

emotional marketing Q7

Emotional 08

communication 09

(.809

Q10

Emotional services on 0.795
Qiz
13

Trust Q14 0.887
Q15

Q16
Attachment Q17 0.892
Q18

Q19
Dependent variable Purchase intention Q20 0.779

Q21

Intermediary variable

CGenerally speaking, if the value of x coefficient is greater than 0.9, it means that
the reliability is very good, and if il is greater than (.7, it means that the reliability is
acceptable [36]. As shown in Table 2, the overall & coefficient value of the independent
variable social network emotional marketing reached 0.782. The « coefficient values of two
intermediary variables reached 0.887 and 0.892, respectively, and the « coefficient value
of the dependent variable consumers’ purchase intention was 0.779. They all have good
reliability, and thus the questionnaire is highly reliable and stable.

Validity analysis was used to investigate whether the measurement results of the
questionnaire are true and effective, and whether the test results can really reflect the
characteristics intended to be measured. The KMO test and Bartlett's spherical test are the
most commonly used methods for validity analysis. KMO mainly detects the correlation
between each variable. Its value range is 0-1; a KMO value greater than 0.5 is the minimum
standard for factor analysis, and less than 0.5 indicates poor validity [37]. Bartlett's spherical
test is considered from the whole correlation coefficient matrix. If the sig. value is less
than (0.5, it indicates that the index has reached the significance level and is suitable for
factor analysis [38]. The validity analysis of the data collected from the pre-commissioning
questionnaire is shown in Table 3.

As shown in Table 3, the KMO value of the independent variable, intermediary
variable and dependent variable also reached more than (.5, which indicates that each
variable is suitable for factor analysis. In addition, the sig. value of Bartlett’s spherical test
for all variables is 0.000, with a high level of significance, indicating that the variables are
not independent of each other, but there is a certain correlation, and thus it is more suitable
for factor analysis.
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Table 3. The validity analysis of the pre-commissioning questionnaire.

Bartlett’s Spherical Test

Variables KMO Test .

Chi-Square Free Degree Significance Level
Emotional products 0.652 35.872 3 0.000
Social network Emotional prices 0.533 37.375 3 0.000
emotional marketing  Emotional communication  0.616 50.858 3 0.000
Emotional services 0.672 43.893 3 0.000
Intermediary variable Trust 0.826 118368 3 0.000
Ty Attachment 0.768 T7A26 3 0.000
Dependent variable Purchase intention 0.635 38.682 3 0.000

4.2, Statistical Analysis of Questionnaire

The survey started in November 2021 and ended in June 2022. A total of 5200 ques-
tionnaires were distributed and 4996 were returned. Finally, 4762 valid questionnaires
were obtained, with an effective recovery rate of 91.57%. The sample characteristics are as
follows: females account for 89.5%, the age structure is mainly between 23 and 34 years
old, and the education background is undergraduate or above accounting for 82.75%.

In order to further verify the theoretical model and research hypothesis of this paper,
we tested the correlation between various variables, and conducted regression analysis
between the influencing factors, intermediary variables and consumers’ purchase intention
concerned with social network emotional marketing, to verify the causal relationship
between them, and to verify and analyze the intermediary role of trust and attachment.

4.2.1. Correlation Analysis

In this paper, Pearson correlation analysis was used to analyze the correlation between
social network emotional marketing, intermediary variables (trust and attachment) and
consumers’ purchase intention. The correlation test was carried out according to the
following standard: if the correlation coefficient between two variables was less than 0.85
and the significance level was below 0.5, then it meant that there was a certain degree of
discrimination validity between the variables [39].

The Pearson correlation coefficient was used to measure the correlation between two
independent variables. Firstly, the correlation and significant level between social network
emotional marketing and its four influencing factors and consumers’ purchase intention
were analyzed. The analysis results are shown in Table 4.

Table 4. Correlation analysis between social network emotional marketing and consumers” pur-

chase intention.

Independent Variable Index Consumers” Purchase Intention

. . Pearson correlation 0,655 **
Emotional products Significance (bilateral) 0.000

Emotional prices Pearson correlation 0.626 **
P Significance (bilateral) 0.000

. onal o Pearson correlation 0.646 *
Emotional communication Signiﬁcance (bilateral) 0.000

E ) | services Pearson correlation 0.530 **
motional services Significance (bilateral) 0.000

Sacial network emotional Pearson correlation (1.738 **
marketing Significance (bilateral) 0.000

** represents po< 001,
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According to the analysis results in Table 4 and validation criteria, at the significance
level of 0.01, the correlation coefficient of each variable is less than 0.85, which shows that
social network emotional marketing has a significant positive correlation with consumers’
purchase intention, and its four factors also have a significant positive correlation with
consumers’ purchase intention. Therefore, the research hypotheses H1 and H2 proposed in
this paper can be preliminarily verified.

Then, the correlation and significant level between social network emotional marketing
and its four influencing factors and two intermediary variables were analyzed. The analysis
results are shown in Table 5.

Table 5. Correlation analysis between social network emotional marketing and intermediary variable.

Intermediary Variable Independent Variable Index Consumers’ Purchase Intention
. Pearson correlation 0.635 **
Emotional products
motenat pro Significance (bilateral) 0.000
E Pearson correlation 0.626 **
‘N Significance (bilateral) 0.000
Trust . L Pearson correlation 0.646 **
g (ST Significance (bilateral) 0.000
Fmotionalserrices Pearson correlation 0.530 **
At s Significance (bilateral) 0.000
Social network emotional Pearson correlation 0.738 **
marketing Significance (bilateral) 0.000
h Pearson correlation 0.662 **
B onlbacd Significance (bilateral) 0.000
Emotional prices Pearson correlation 0.682 **
P Significance (bilateral) 0.000
Attachment . L Pearson correlation 0.685 **
Emotional communication Significance (bilateral) 0.000
£ . lservises Pearson correlation (.558 **
OO Significance (bilateral) 0.000
Social network emotional Pearson correlation 0.775 **
marketing Significance (bilateral) 0.000

** represents p < 0L.01.

According to the analysis results in Table 5, at the significance level of 0.01, the correla-
tion coefficient of each variable is less than (1.85, which shows that social network emotional
marketing has a significant positive correlation with trust and attachment. Therefore, the
research hypotheses from H3 to H6 proposed in this paper can be preliminarily verified.

Table 6 shows the correlation and significance level analysis between trust, attachment
and consumers’ purchase intention.

Table 6. Correlation analysis between consumers’ purchase intention and intermediary variables.

Independent Variable Index Consumers’ Purchase Intention
Trus Pearson correlation 0.602 **
rust Significance (bilateral) 0.000
A h Pearson correlation 0616
tachment Significance (bilateral) 0.000

** represents po< (L0L.
According to the analysis results in Table 6, there is a significant positive correlation

between trust and consumers’ purchase intention, and thus the research hypothesis H7
proposed in this paper can be preliminarily verified. In the same way, there is a significant
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positive correlation between attachment and consumers’ purchase intention, and thus the
research hypothesis H8 proposed in this paper can be preliminarily verified.

4.2.2. Regression Analysis

Correlation analysis has verified that there is a certain correlation between the variables
in the model, but it cannot explain the causal relationship between the variables, and thus
it is necessary to study the in-depth causal relationship through regression analysis.

Firstly, social network emotional marketing was taken as the independent variable
and consumer purchase intention was taken as the dependent variable, and a Linear
Regression model (LR) and Polynomial Regression (PR) model were used to test these,
respectively. Linear regression uses the least squares function, which is called the linear
regression equation, to model the relationship between one or more independent variables
and dependent variables [40]. Polynomial regression illustrates a general strategy for
extending linear regression so as to fit curved lines to response data. Regardless of the
relationship between dependent variables and other independent variables, polynomial
regression can always be used in analysis. In the regression analysis, gender, age, degree
and browsing time were taken as control variables and social network emotional marketing
as the independent variable. The regression results of the effect of social network emotional
marketing on consumer purchase intention, trust and attachment are shown in Table 7.

Table 7. Regression results of the effect of social network emotional marketing on consumer purchase
intention, trust and attachment.

Variables Consumer Purchase Intention Trust Attachment
Control Variable LR PR LR PR LR PR
Gender —0.009 —0.018 0.043 0.038 0.041 0.039
Age —0.029 —0.046 0.029 0.017 0.026 0.018
Degree 0.051 —0.038 0.096 0.015 0.075 0.013
Browsing time 0.292 0.131 ** 0.265 ** 0.117 * 237 ** 011z
Independent variable
Social network emotional marketing 751 ** 0.702 * 0.689 **
R2 (L.086 0.532 0.082 0.527 0.078 0.483
Adj-R2 .061 0.543 0.062 0.502 0.059 (.50
F 3.389+ 35.068 3.316* 28.903 ** 2985+ 29.836

** represents p < (L01, * represents p < 0.05.

R2 and Adj-R2 indicate the fitting degree of the regression experiments. It can be seen
from the regression results in Table 7 that the F value of each model is significant at a certain
level, which means that the regression effect of each model is significant. The time that
consumers spend browsing social networks every day has a significant predictive effect on
consumers’ purchase intention. After adding control variables, social network emotional
marketing has a significant positive impact on consumers’ purchase intention. Therefore,
the hypotheses H1 and H2 proposed in this paper are verified. This means that social and
emotional network marketing has a significant impact on consumers’ purchase intention,
and emotional marketing has a positive effect on improving product sales. The time that
consumers spend browsing social networks every day has a significant predictive effect on
trust and attachment. After adding control variables, social network emotional marketing
has a significant positive impact on trust and attachment. Therefore, the hypotheses H3 to
Hé6 proposed in this paper are verified. This shows that social network emotional marketing
can increase consumers’ trust and attachment to products and brands.

Trust was taken as the antecedent variable and consumer purchase intention as the
result variable, and regression analysis was conducted. The specific regression results are
shown in Table 5.
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Table 8. The regression results of the effect of trust on consumers’ purchase intention.

Variables Consumers’ Purchase Intention
Control Variable LR PR
Gender —0.012 —.039
Age —(.031 —.057
Degree 0.052 —L008
Browsing time (.293 == 0.139 %
Independent variable
Trust (.598 **
R2 0.087 0.361
Adj-R2 0.067 0.359
E 3.358 17.666 %

** represents p < 001,

Attachment was taken as the antecedent variable and consumer purchase intention as
the result variable, and regression analysis was conducted. The specific regression results
are shown in Table 9.

Table 9. The regression results of the effect of attachment on consumers’ purchase intention.

Variables Consumers’ Purchase Intention
Control Variable LR PR
Gender —0.008 —0.033
Age —0.029 —0.052
Degree 0.049 —0.006
Browsing time 0.268 == 0.147 **
Independent variable
Attachment 0.576 **
R2 0.081 0.367
Adj-R2 0.057 0.343
F 4.156 16.931 **

** represents p = (.01

It can be seen from the results in Tables 8 and 9 that the F value of each model
is significant at a certain level, which means that the regression effect of each model
is relatively significant. After adding the control variable, trust and attachment have a
significant positive impact on consumers’ purchase intention, and thus the hypotheses H7
and HB proposed in this paper have also been verified. This means that when consumers
have trust in and attachment to the product, the purchase intention is significantly enhanced
and has sustainability.

Intermediary variables can be further divided into complete intermediary and partial
intermediary. Partial intermediary means that after the introduction of the causal relation-
ship between variables, the explanatory power of independent variables on dependent
variables will decrease, that is, the significance will decrease. Complete intermediary
means that after the introduction of the causal relationship between variables, independent
variables will not have explanatory power on dependent variables, that is, it is not signifi-
cant. This paper examines the intermediary role of trust and attachment in social network
emotional marketing and consumer purchase intention.

Firstly, social network emotional marketing was taken as the independent variable,
and trust as the dependent variable, and control variables were added to conduct regression
analysis. Then, social network emotional marketing, trust and control variables were taken
as independent variables, and consumer purchase intention was taken as the dependent
variable to conduct regression analysis. Regression results are shown in Table 10.
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Table 10. Intermediary role of trust in social network emotional marketing and consumer purchase intention,

Variables Consumer Purchase Intention Trust
Control Variable LR PR LR PR
Gender —0.019 —0.028 0.043 0.038
Age —0.049 —0.053 0.029 0.017
Degree —0.041 —0.043 0.09 0.015
Browsing time 0132 0117 0.265 " 0117
Independent variable
Social network emotional marketing 0.743 " 0.651 ** 0.702 **
Trust 0.165*
R2 0.576 0.572 0.082 0527
Adj-R2 0.551 0.559 0.062 0.502
F 34277 31.286 " 3316° 28.903 "
** represents p < (.01, * represents p < (.05
It can be seen from the regression results in Table 10 that the F value of each model is
significant at a certain level, which indicates that the overall regression effect of each model
is relatively significant. The regression results of the effect of social network emotional
marketing on trust show that social network emotional marketing has a positive predictive
effect on trust at a significance level of 0.01. The regression results of social network
emotional marketing, trust and consumer purchase intention show that social network
emotional marketing has a positive predictive effect on consumer purchase intention at a
significance level of 0.01. After controlling the variable of trust, the regression coefficient of
social network emotional marketing to consumers’ purchase intention is 0.651, which is
significant at the level of 0.01. According to the criteria for intermediary effect, trust plays a
partial intermediary role between the two. Therefore, the hypothesis H9 proposed in this
paper is verified. This means that when consumers show trust in a particular product, they
will have a positive behavioral attitude towards that product, which is likely to be further
transformed into actual purchase behavior. On the contrary, if consumers show distrust in
a particular product, they will have a negative behavioral attitude towards that product,
and the possibility of consumers buying that product will be reduced.
In the same way, regression results for the intermediary role of attachment in social
network emotional marketing and consumer purchase intention are shown in Table 11.
Table 11. Intermediary role of attachment in social network emotional marketing and consumer
purchase intention.
Variables. Consumer Purchase Intention Attachment
Control Variable LR PR LR PR
Gender —0.017 —0.026 0.041 0.039
Age —0.051 —0.052 0026 0.018
Degree —0.039 —0.041 0.075 0.013
Browsing time 0.127 ** 0.119 0.237 " 0112+
Independent variable
Social network emotional marketing 0.727 ** 0.238 ** 0.689 **
Attachment 0172+
R2 0.583 0.569 0.078 0.483
Adj-R2 0.543 0.560 0.059 0.506
F 33.262 " 30.187 ** 2985 * 29.836 **

** represents p < 0L01, * represents p < 0L05.

It can be seen from the regression results in Table 10 that the regression results for
the effect of social network emotional marketing on attachment show that social network
emotional marketing has a positive predictive effect on attachment at a significance level
of 0.01. The regression results of social network emotional marketing, attachment and
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consumer purchase intention show that social network emotional marketing has a positive
predictive effect on consumer purchase intention at a significance level of 0.01. After
controlling the variable of attachment, the regression coefficient of social network emotional
marketing to consumers’ purchase intention is 0.238, which is not significant at the level
of 0.01. According to the criteria for intermediary effect, attachment plays a complete
intermediary role between the two. Therefore, the hypothesis H10 proposed in this paper
is verified. This shows that social network emotional marketing not only has a positive
impact on attachment, but also has a positive impact on consumers’ purchase intention. In
other words, enterprises can not only enhance consumers’ attachment to the brand, but also
improve consumers’ willingness to buy through reasonable pricing, promotion strategies
and timely communication when conducting social emotional marketing,

Based on the above, through the reliability and validity analysis, correlation analysis,
regression analysis, and other empirical analysis results, all the hypotheses proposed in
this paper are valid.

5. Discussions

In order to clarify the influence mechanism of social network emotional marketing
on consumers’ purchase behavior, this paper proposes the following three research issues
from the perspective of information systems, social psychology and marketing: How does
consumers’ social network trust affect their intention to purchase in social networks? How
does consumers’ social network attachment affect their intention to purchase in social
networks? What are the factors that affect consumers’ purchases in social networks?

According to the hypothesis test of social network emotional marketing on trust, the
following conclusions are drawn: social network emotional marketing has a significant
positive correlation with consumers’ trust, and the four influencing factors of social network
emotional marketing will have a positive impact on consumers’ trust, which indicates that
the better social network emotional marketing is carried out, the stronger consumers’ trust
in related products or enterprises will be. It is consistent with the conclusions of previous
studies [41,42]. In addition, the research results also show that consumer attachment, as
expected, has a positive impact on social network users’ purchase intention. It shows that
consumers’ attachment to brands or products on social networks leads to more purchase-
related behaviors. Guévremont [42] thought that brand attachment could help consumers to
improve their eating habits. Dwivedi etal. [44] examined the effect of consumers’ emotional
attachment on social media consumer-based brand equity from a “brand” perspective.
Although these existing studies also recognized the role of consumers’ brand attachment
in emotional marketing, they have not conducted in-depth analysis of attachment and
consumer social network purchase behavior.

According to the hj,rpblhe.qis test of social network emotional marketing on consumers’
purchase intention, the following conclusions are drawn: there is a significant positive cor-
relation between social network emotional marketing and consumers’ purchase intention,
and the four influencing factors of social network emotional marketing will have a positive
impact on consumers’ purchase intention, indicating that the better the social network
emotional marketing is conducted, the more conducive it is to improving and promoting
consumers’ purchase intention. Yuan et al. [45] proposed that word-of-mouth in social
networks would affect the purchase intentions of consumers. Alalwan [46] identified and
tested the main factors related to social media advertising that could predict customer’
purchase intention. However, these studies have not clearly pointed out the specific in-
fluencing factors of social networks’ emotional impact on consumers’ purchase intention.
Therefore, the research results have practical guiding significance for enterprises carrying
out social network emotional marketing. Enterprises should perform well in social network
emotional marketing using the four aspects of emotional products, emotional prices, emo-
tional communication and emotional services. On the premise of ensuring product quality,
enterprises should use social network word-of-mouth publicity and emotional experience
to enhance consumers’ goodwill and trust, and improve consumers’ willingness to buy.
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Trust and attachment both play an intermediary role between social network emotional
marketing and consumers’ purchase intention, but the intermediary effects are different.
Trust plays a partial intermediary role between social network emotional marketing and
consumers’ purchase intention, whereas attachment plays a complete intermediary role.
This is because social network emotional marketing can increase consumers’ recognition of
the corporate image, and also win consumers’ favor and trust in products and information.
Consumers’ trust is the premise and basis for their willingness to buy, and thus trust plays
an intermediary role between social network emotional marketing and consumers’ willing-
ness to buy. However, for emotional products in social network emotional marketing, the
products in emotional marketing can only act on consumers’ purchase intention through
consumer attachment. This may be because consumers can only obtain basic cognition
through the introduction of marketing advertisements and the evaluation of other con-
sumers before they actually buy, and they cannot feel the effect of the product personally.
Therefore, attachment is particularly important between social network emotional products
and consumers” purchase intentions. Some existing studies [47—49] investigated the role
of attachment or trust in consumers’ evaluation of new products, and pointed out that
social networks have emerged as powerful platforms in addressing the issue of consumers’
trust and brand loyalty. However, they did not elaborate the intermediary role of trust
and attachment between social network emotional marketing and consumers’ purchase
intention, and there is no further distinction made between the intermediary role of trust
and attachment.

It can be seen from the above discussion that the research results of this paper reveal
the influence mechanism of consumers’ purchase intention in social network emotional
marketing. The proposed model in this paper studies the relationships among social
network emotional marketing, trust/attachment and consumer purchase intention, and
discusses the intermediary effect of trust/attachment. In the marketing process of enter-
prises, winning the trust of consumers is the key to continuing marketing activities, and
establishing consumers’ attachment to the brand is the key to bringing long-term value
to enterprises. This is of great significance to the sustainable development of enterprises.
Social network emotional marketing both moves and retains people with emotion. The
relationship with consumers is sustainable. At the same time, it can also strengthen the
stickiness and loyalty of social network users, and it provides the possibility for enterprises
to develop high-quality consumers.

6. Conclusions

In this paper, social network emotional marketing is taken as the research object, and
quantitative research methods and the Delphi method are used to explore the influence of
social network emotional marketing on consumers’ purchase behavior. Four influencing
factors of social network emotional marketing are extracted through data analysis, and
an impact model of the effect of social network emotional marketing on consumers’ pur-
chase intentions is constructed. Data is collected by means of a questionnaire survey, and
empirical work is conducted by using data statistics and analysis methods to explore and
analyze the mechanism of social network emotional marketing and influencing factors. The
Delphi method is used to further confirm that trust and attachment influence consumers’
purchase intention in social network emotional marketing. The empirical analysis results
prove the correctness of the hypotheses and models proposed in this paper, and provide an
important reference for further enriching research in social network marketing and related
fields. This study is useful for marketing managers to establish sustainable marketing
strategies on social network platforms to encourage more consumers to buy their products.
At the same time, it also provides enlightenment for social network marketing enterprises
to improve their own influence. Due to the limitations of the amount of data obtained from
the questionnaire and the source platform in the study, it cannot guarantee the comprehen-
siveness of the influencing factors of social network emotional marketing on consumers’
purchasing behavior. In the future, we hope to further improve the model through the

238



Sustainability 2023, 15, 5001 16 of 17

collection of more comprehensive social network emotional marketing data from various
social network platforms. In addition to trust and attachment, there are many factors that
can affect consumers’ purchase behavior. Future research will further explore whether
there are other intermediary variables between social network emotional marketing and
consumers’ purchase behavior, so as to gain a more comprehensive understanding of social
network emotional marketing.
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