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ABSTRACT

The objective of the study was to examine emotional marketing and online
experiences influencing the trust and brand loyalty of South Korean Artists through
E-marketplace of Thai fans. The samples of the research were 459 Thai fan groups of South
Korean Artists Products through E-marketplace. The statistics used in the analysis were
frequency, percentage, mean, standard deviation, and factors test with partial least square
structural variable analysis with SmartPLS program which was used to determine the
confirmation and survey factors. The results showed that 1) most of the respondents were
female aged between 20-24 years, who worked in private companies with an income of
20,001-30,000 baht. They were satisfied with the overall emotional marketing and online
experiences, trust, and brand loyalty at a high level and 2) when considering each aspect,
emotional marketing factors and online experiences factors affected trust with a statistical
significance at the .05. Besides, trust affected brand loyalty towards South Korean artists
through e-commerce marketplace with a statistical significance at the .05.

Keywords: Emotional Marketing, Online Experiences, Trust, Brand Loyalty.
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