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ABSTRAK 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh 

copywriting, electronic word of mouth dan influencer marketing terhadap 

keputusan pembelian. Penelitian ini dilakukan pada pengguna parfum HMNS. 

Pengumpulan data dilakukan melalui penyebaran kuesioner pada 112 responden 

pembeli parfum HMNS. Teknik pengumpulan data dengan cara menyebar 

kuesioner. Analisis yang digunakan adalah uji validitas, uji reliabilitas, uji asumsi 

klasik, uji analisis regresi linear berganda dan koefisien determinasi.Teknik analisa 

yang digunakan menggunakan bantuan program analisis SPSS Versi 25 for 

Windows. Hasil yang diperoleh dalam penelitian menunjukkan bahwa variabel 

copywriting, electronic word of mouth dan influencer marketing berpengaruh 

secara simultan dan signifikan terhadap keputusan pembelian. Variabel copywriting 

berpengaruh signifikan terhadap keputusan pembelian, variabel electronic word of 

mouth berpengaruh signifikan terhadap keputusan pembelian dan variabel 

influencer marketing berpengaruh signifikan terhadap keputusan pembelian.  

 

 

Kata Kunci: copywriting, electronic word of mouth, influencer marketing dan 

keputusan pembelian 
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ABSTRACT 

This study aims to test and analyze the influence of copywriting, electronic 

word of mouth, and influencer marketing on purchasing decisions. This study was 

conducted on HMNS perfume users. Data collection was carried out by distributing 

questionnaires to 112 respondents who purchased HMNS perfume. The data 

collection technique was by distributing questionnaires. The analysis used was 

validity test, reliability test, classical assumption test, multiple linear regression 

analysis test, and coefficient of determination. The analysis technique used was the 

assistance of the SPSS Version 25 for Windows analysis program. The results 

obtained in the study indicate that the copywriting, electronic word of mouth, and 

influencer marketing variables have a simultaneous and significant effect on 

purchasing decisions. The copywriting variable has a significant effect on 

purchasing decisions, the electronic word of mouth variable has a significant effect 

on purchasing decisions, and the influencer marketing variable has a significant 

effect on purchasing decisions 

. 

 

 

Keywords: copywriting, electronic word of mouth, influencer marketing, and 
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