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Storytelling marketing Di Instagram Sebagai Strategi Membangun 

Brand Emotional Attachment Konsumen Hmns 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh storytelling marketing di 
Instagram terhadap brand emotional attachment pada konsumen brand parfum 
lokal HMNS, dengan fokus pada campaign HMNS × Tsana (Philea) yang 
dipublikasikan melalui akun Instagram @hmns.id. Penelitian ini menggunakan 
pendekatan kuantitatif dengan desain eksplanatif. Populasi penelitian adalah 
pengikut akun Instagram resmi HMNS yang berjumlah 561.000 akun, dengan 
sampel sebanyak 502 responden yang dipilih melalui teknik purposive sampling 
berdasarkan kriteria keterpaparan terhadap konten HMNS. Data dikumpulkan me-
lalui kuesioner skala Likert secara daring dan dianalisis menggunakan statistik de-
skriptif serta regresi linear sederhana. Hasil penelitian menunjukkan bahwa sto-
rytelling marketing berpengaruh positif dan signifikan terhadap brand emotional 
attachment, dengan koefisien regresi sebesar 0,557, nilai t sebesar 18,321, dan sig-
nifikansi <0,001, serta nilai R Square sebesar 0,402 yang berarti storytelling mark-
eting mampu menjelaskan 40,2% variasi brand emotional attachment. Dimensi 
message memperoleh penilaian tertinggi pada variabel storytelling marketing, se-
dangkan dimensi conflict memperoleh penilaian terendah. Temuan ini menegaskan 
bahwa cerita yang disampaikan secara jelas, konsisten, dan relevan dengan peng-
alaman audiens berperan penting dalam membangun keterikatan emosional konsu-
men terhadap brand. 

Kata Kunci: storytelling marketing; brand emotional attachment; Instagram 
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Storytelling marketing on Instagram as a Strategy for Building Brand 

Emotional Attachment among HMNS Consumers 

ABSTRACT 

This study aims to analyze the influence of storytelling marketing on Instagram 

on brand emotional attachment among consumers of the local perfume brand 

HMNS, focusing on the HMNS × Tsana (Philea) campaign published through the 

official Instagram account @hmns.id. This study employed a quantitative approach 

with an explanatory research design. The research population consisted of 561,000 

followers of HMNS’s official Instagram account, with a sample of 502 respondents 

selected using purposive sampling based on their exposure to HMNS content. Data 

were collected through an online Likert-scale questionnaire and analyzed using 

descriptive statistics and simple linear regression. The results showed 

that storytelling marketing had a positive and significant effect on brand emotional 

attachment, with a regression coefficient of 0.557, a t-value of 18.321, and a 

significance value of <0.001. The R Square value of 0.402 indicates that storytelling 

marketing explains 40.2% of the variance in brand emotional attachment. 

The message dimension received the highest assessment within the storytelling 

marketing variable, while the conflict dimension received the lowest assessment. 

These findings confirm that stories conveyed clearly, consistently, and in ways 

relevant to the audience’s experiences play an important role in building 

consumers’ emotional attachment to a brand. 

Keywords: storytelling marketing; brand emotional attachment; Instagram 
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