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ABSTRAK

Ahmad Fathoni, 1810412210030, 2023. Pengaruh Internet Marketing dan
Emotional Marketing terhadap Keputusan Pembelian (Studi pada Pengguna Parfum
HMNS Di Kota Jakarta). Dibawah bimbingan Saladin Ghalib.

Penelitian ini bertujuan untuk menguji pengaruh internet marketing dan
emotional marketing terhadap keputusan pembelian pada pengguna parfum HMNS.
Pendekatan penelitian yang digunakan adalah dengan menggunakan metode
kuantitatif. Teknik sampling yang digunakan adalah non probability — accidental
sampling dengan perolehan sampel diambil sebanyak 110 responden. Pengumpulan
data dilakukan dengan menggunakan kuesioner dan analisis data menggunakan

regresi linier berganda.

Hasil penelitian menunjukkan bahwa internet marketing (X1) berpengaruh
positif dan signifikan terhadap keputusan pembelian (Y) dan emotional marketing
(X2) berpengaruh secara positif dan signifikan terhadap keputusan pembelian.
Secara simultan internet marketing dan emotional marketing berpengaruh

signifikan terhadap keputusan pembelian.

Kata Kunci: Internet Marketing, Emotional Marketing, Keputusan Pembelian
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ABSTRACT

Ahmad Fathoni, 1810412210030, 2023. The Influence of InternetMarketing
and Emotional Marketing on Purchase Decisions (A Study on HMNS Perfume

Users in Jakarta). Under the guidance of Saladin Ghalib.

This research aims to examine the influence of internet marketing and
emotional marketing on purchase decisions among HMNS perfume users. The
research approach used is quantitative method. The sampling technique employed
IS non-probability - accidental sampling, with a sample size of 110 respondents.
Data collection was done using questionnaires, and data analysis was conducted

using multiple linear regression.

The results of the study indicate that internet marketing (X1) has a positive
and significant impact on purchase decisions (Y), and emotional marketing (X2)
also has a positive and significant impact on purchase decisions. Simultaneously,
internet marketing and emotional marketing have a significant influence on

purchase decisions.

Keywords: Internet Marketing, Emotional Marketing, Purchase Decisions.
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