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PERAN KOMUNIKASI PEER GROUP DALAM MEMBENTUK
PENGALAMAN EMOSIONAL PADA PRODUK ALCHEMIST
FRAGRANCE FRAGRANCE: MODEL EXPERIENTIAL MODULES
BERND H. SCHMIT
SORAYA PUTRI ANDHINI

ABSTRAK

Industri parfum lokal Indonesia tumbuh pesat pada 2025, dengan Alchemist
Fragrance Onirique sebagai varian populer dan menjadi pemenang Best Local
Fragrance Female Daily Awards 2022-2024.

Penelitian ini mengeksplorasi bagaimana komunikasi dan dinamika peer
group membentuk pengalaman sensorik, emosional, rasional, perilaku, dan
identitas sosial konsumen, khususnya pada varian Onirique dari Alchemist
Fragrance menggunakan kerangka Experiential Modules Bernd H. Schmitt (sense,
feel, think, act, relate).

Penelitian ini menggunakan‘paradigma post-positivisme dengan pendekatan
kualitatif deskriptif, data dikumpulkan melalui wawancara mendalam dengan tujuh
narasumber aktif dalam peer group:

Hasil penelitian menunjukkan pengalaman emosional konsumen terbentuk
melalui interaksi berulang, seperti diskusi aroma, validasi sosial, dan berbagi
pengalaman penggunaan. Peer group berperan sebagai mediator yang memperkuat
persepsi sensorik, membangun pengalaman emosional positif, dan membentuk
identitas sosial, menegaskan bahwa persepsi dan loyalitas pada parfum bersifat
subjektif, konstruktif, dan dipengaruhi oleh interpretasi kolektif dalam konteks

sosial.

Kata kunci: Komunikasi Peer Group, Pengalaman Emosional Konsumen,
Experiential Marketing, Strategic Experiential Modules (SEM), Alchemist

Fragrance, Parfum Lokal Indonesia
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THE ROLE OF PEER GROUP COMMUNICATION IN SHAPING
EMOTIONAL EXPERIENCE TOWARD ALCHEMIST FRAGRANCE
FRAGRANCE PRODUCTS: BERND H. SCHMITT’S EXPERIENTIAL
MODULES MODEL
SORAYA PUTRI ANDHINI

ABSTRACT

The Indonesian local perfume industry experienced rapid growth in 2025,
with emerging as a popular variant and winning the Best Local Fragrance Female
Daily Awards from 2022 to 2024.

This study explores how peer group communication and dynamics shape
consumers’ sensory, emotional, rational, behavioral, and social identity
experiences, particularly for the Onirique variant of Alchemist Fragrance, using
Bernd H. Schmitt’s Experiential Modules framework (sense, feel, think, act, relate).

The study adopts a post-positivist paradigm with a descriptive qualitative
approach. Data were collected-through-in-depth. interviews with seven active peer
group members.

The findings indicate that consumers’ emotional experiences are formed
through repeated interactions, such as fragrance discussions, social validation, and
sharing usage experiences. Peer groups act as mediators that enhance sensory
perception, foster positive emotional experiences, and shape social identity,
highlighting that perception and loyalty toward perfumes are subjective,

constructive, and influenced by collective interpretation within a social context.

Keywords: Peer Group Communication, Consumer Emotional Experience,
Experiential Marketing, Strategic Experiential Modules (SEM), Alchemist

Fragrance, Indonesian Local Perfume Industry
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