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Thi

study aims to determine and examine the influence of influencer marketing, price
Cimory product purchase decisions through buying interest. This study used
quantitative methods. The sampling technique uses non-probabili

sampling

techniques with accidental sampling methods. The number of samples used was 97

respondents who used Cimory products. Data analysis technique using multiple linear
regression with the help of IBM SPSS v.24. The results of this study are influencer
marketing, price has a positive effect on buying interest, buving interest has a positive
influence on purchasing decisions, influencer marketing, price has a positive effect on
purchasing decisions. It can be concluded that buying interest can mediate influencer
marketing and price on Cimory product purchase decis.

[ons.
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Penelitian i1 bertujuan untuk mengetahur dan menguji pengaruh influencer marketing,
harga terhadap keputusan pembelian produk Cimory melalui minat beli. Penelitian ini
menggunakan metode kuantitatif. Teknik pengambilan sampel menggunakan teknik
non probability sampling dengan metode accidental sampling. Jumlah sampel yang
digunakan adalah 97 responden pengguna produk Cimory. Teknik analisis data
menggunakan regresi linier berganda dengan bantuan IBM SPSS v.24. Hasil dari
penclitian ini adalah influencer marketing, harga berpengaruh positif terhadap minat
beli, minat beli berpengaruh positif terhadap keputusan pembelian, influencer
marketing, harga berpengaruh positif terhadap keputusan pembelian. Dapat
disimpulkan bahwa minat beli dapat memediasi influencer marketing dan harga
terhadap keputusan pembelian produk Cimory.
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