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ABSTRAKSI 

 

 

Tujuan dari penelitian ini adalah untuk menganalisis signifikansi positif 

pengaruh emotional marketing dan brand awareness terhadap purchase intention 

produk smartphone OPPO di Jatim Cell Madiun. Populasi  penelitian ini adalah 

konsumen smartphone OPPO di Jatim Cell Madiun dengan jumlah sampel 

sebanyak 97 orang. Teknik pengambilan sampel yang digunakan adalah purposive 

sampling.  

Analisis data menggunakan regresi linier berganda, koefisien determinasi 

dan uji t. Hasil penelitian menunjukkan bahwa emotional marketing berpengaruh 

signifikan dengan arah positif terhadap purchase intention, Brand awareness 

berpengaruh signifikan dengan arah positif terhadap purchase intention. 
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ABSTRACT 
 

 

The purpose of this study is to analyze the positive significance of the effect of 

emotional marketing and brand awareness on the purchase intention of OPPO 

smartphone products in Jatim Cell Madiun. The population of this research is 

smartphone OPPO consumers in Jatim Cell Madiun with a total sample of 97 

people. The sampling technique used was purposive sampling. 

Data analysis using multiple linear regression, coefficient of determination and t 

test. The results showed that emotional marketing had a significant effect on the 

positive direction of purchase intention. Brand awareness had a significant effect 

on the positive direction of purchase intention. 
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