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ABSTRACT

This research aimed to study the influences of video content, positive emotions and
negative emotions to consumer response to video post on Facebook cosmetic brand fanpage.
Moreover, the major using method is the data collection method from the coding sheet to collect 100
posted videos on Facebook cosmetic brand fanpage. The data were analyzed by path analysis.
However, the results show that positive emotions had higher direct positive influence on consumers
response to video post on Facebook cosmetic brand fanpage at a statistical significance. Video
content which were Storytelling, Demonstration, Expert, Common Man, Celebrities and Sound effect
had the statistically significant influence on consumers response to video post on Facebook cosmetic

brand fanpage by positive emotions.
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