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ABSTRACT 

Ghina Fadiyah (2025), The Influence of Social Media Optimization and 

Search Engine Optimization on Purchase Intention at the JS Florist Banjarbaru 

Store. 

 Advisor: Drs. H. Ikhwan Faisal, SE, M.Si, Ak, CA 

This research was conducted to analyze: (1) The influence of social 

media marketing on purchase intention, (2) The influence of search engine 

optimization on purchase intention, (3) The influence of social media marketing 

and search engine optimization on purchase intention. 

The population in this study were all digital media users who had seen 

the content or website of JS Florist Banjarbaru. Sampling was done using a 

purposive sampling technique of 136 respondents. Data were collected through 

questionnaires and the study was analyzed using multiple linear regression 

methods with the help of the IBM SPSS Statistics program version 25.  

The results of this study indicate that Social Media Marketing is 

predicted to have a positive and significant effect on Purchase Intention, Search 

Engine Optimization is predicted to have a positive and significant effect on 

Purchase Intention, and simultaneously the variables Social Media Marketing 

and Search Engine Optimization are predicted to have a positive and 

significant effect on Purchase Intention. 

Keyword: Social Media Marketing, Search Engine Optimization, Purchase 

Intention. 
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ABSTRAK 

Ghina Fadiyah (2025), Pengaruh Social Media Optimization dan Search 

Engine Optimization Terhadap Purchase Intention Pada Toko JS Florist 

Banjarbaru. 

Dosen Pembimbing: Drs. H. Ikhwan Faisal, SE, M.Si, Ak, CA 

  

Penelitian ini dilakukan untuk menganalisis: (1) Pengaruh Social Media 

Marketing terhadap Purchase Intention, (2) Pengaruh  Search Engine 

Optimization terhadap Purchase Intention, (3) Pengaruh Social Media 

Marketing dan Search Engine Optimization  terhadap Purchase Intention. 

Populasi dalam penelitian ini adalah seluruh pengguna media digital 

yang pernah melihat konten atau website JS Florist Banjarbaru. Pengambilan 

sample dilakukan dengan teknik purposive sampling sebanyak 136 responden. 

Data dikumpulkan melalui kuesioner dan penelitian dianalisis menggunakan 

metode regresi linier berganda dengan bantuan program IBM SPSS Statistics 

versi 25. 

Hasil dari penelitian ini menunjukkan bahwa, Social Media Marketing 

terprediksi berpengaruh positif dan signifikan terhadap Purchase Intention, 

Search Engine Optimization terprediksi berpengaruh positif dan signifikan 

terhadap Purchase Intention, dan secara simultan variabel Social Media 

Marketing dan Search Engine Optimization terprediksi berpengaruh positif dan 

signifikan terhadap Purchase Intention. 

Kata Kunci: Social Media Marketing, Search Engine Optimization, Purchase 

Intention. 
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