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ABSTRACT 

This study aims to: (1) Determine the effect of social media marketing on consumer 

buying decision. (2) Determine the effect of electronic word of mouth on consumer 

buying decision. (3) Determine the effect of social media marketing and electronic 

word of mouth on consumer buying decision. The technique used in this study was 

a questionnaire with total sample of 120 respondents from the Larissa Clinic 

consumer. The analytical tool used in this study is multiple regression analysis. The 

results of this study conclude that: (1) Social media marketing has a significant 

effect on consumer buying decision. (2) Electronic word of mouth has a significant 

effect on consumer buying decision. (3) Social media marketing and electronic 

word of mouth have a simultan and significant effect on consumer buying decision. 

 
Keywords: Social Media Marketing, Electronic Word Of Mouth, Consumer Buying 

decision 
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ABSTRAK 

Penelitian ini bertujuan untuk : (1) Mengetahui pengaruh social media marketing 

terhadap keputusan pembelian konsumen. (2) Mengetahui pengaruh electronic 

word of mouth terhadap keputusan pembelian konsumen. (3) Mengetahui pengaruh 

social media marketing dan electronic word of mouth terhadap keputusan 

pembelian konsumen. Teknik pengumpulan data yang digunakan dalam penelitian 

ini adalah kuesioner dengan total sampel 120 responden konsumen klinik Larissa. 

Teknik analisis yang digunakan dalam penelitian ini adalah regresi linear berganda. 

Hasil penelitian ini menyimpulkan bahwa: (1) social media marketing berpengaruh 

signifikan terhadap keputusan pembelian konsumen. (2) electronic word of mouth 

berpengaruh signifikan terhadap keputusan pembelian konsumen. (3) social media 

marketing dan electronic word of mouth berpengaruh secara simultan dan 

signifikan terhadap keputusan pembelian konsumen. 

 
Keywords : Social Media Marketing, Electronic Word Of Mouth, Keputusan 

Pembelian. 
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