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ABSTRACT 

 

 

 

THE ROLE OF EMOTIONAL INTELLIGENCE IN FASHION DIGITAL ADVERTISING ON 

CUSTOMER PURCHASE INTENTION 

 

By 

Muhammad Fadil Dwihariadi 

Loina Lalolo Krina Perangin-angin M.Si 

 

This study aims to analyze how the application of the five key dimensions of Emotional 

Intelligence (EI) self-awareness, self-regulation, motivation, empathy, and social skills affects 

consumers' purchase intentions for fashion products, particularly footwear, in the digital 

environment. Utilizing a quantitative approach, data was collected from 441 respondents aged 

18–45 who actively engage with social media platforms such as Instagram, Facebook, and 

TikTok, and have prior experience with digital fashion advertisements, especially those 

promoting shoes. The data was processed using Structural Equation Modeling (SEM) with the 

assistance of SmartPLS software. The findings reveal that three EI dimensions self-awareness, 

self-regulation, and social skills significantly influence purchase intention. Among these, social 

skills emerged as the most impactful factor, emphasizing the critical role of social interactions 

between brands and consumers, including influencer marketing, in shaping buying behavior. 

Conversely, the empathy and motivation dimensions demonstrated a positive correlation with 

purchase intention but did not show a significant direct influence. These results highlight the 

need for fashion brands to prioritize not just emotional appeal in design, but also meaningful 

social engagement through personalized, interactive, and empathetic communication. By 

leveraging Emotional Intelligence in digital advertising strategies, particularly in the footwear 
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sector, brands can strengthen emotional connections, improve campaign effectiveness, and foster 

long-term customer loyalty. 
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