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ABSTRACT  

Muhammad Amin (2024). The Influence of Social Media Marketing and Marketing 

Public Relations on Buying Interest of Local Brand Intalu in Banjarmasin.  

Advisor: M.Yudy Rachman S.E, MM  

This research aims to analyze and find out: The influence of social media marketing 

on buying interest of local brand Intalu in Banjarmasin, (2) The influence of 

marketing public relations on buying interest of local brand Intalu in Banjarmasin, 
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(3) The influence of social media marketing and marketing public relations on buying 

interest local brand intalu.co.  

Using purposive sampling method. The population in this study was taken from 

followers of the Instagram account @Intalu.co. Samples were taken using a 

nonprobability sampling technique, namely purposive sampling with the required 

sample size using the Slovin formula of 80 samples. This research uses primary data 

by conducting direct observations and distributing questionnaires. The data analysis 

technique uses multiple linear regression.  

The results of this research show that Social Media Marketing has a significant 

influence on Buying Interest, then Marketing Public Relations has a significant 

influence on Buying Interest and Social Media Marketing and Marketing Public 

Relations simultaneously have a significant influence on Buying Interest (Y).  

Keywords: Social Media Marketing, Marketing Public Relations, Buying Interest  

ABSTRAKSI  

Muhammad Amin (2024). Pengaruh Social Media Marketing Dan Marketing Public 

Relation Terhadap Buying Interest Local Brand Intalu Di Banjarmasin.   

Pembimbing : M.Yudy Rachman S.E, MM   

Penelitian ini bertujuan untuk menganalisis dan mengetahui: Pengaruh Social media 

marketing terhadap buying interest local brand  intalu di Banjarmasin, (2) Pengaruh 

Marketing public relation terhadap buying interest local brand Intalu di Banjarmasin, 

(3) Pengaruh Social media marketing dan Marketing public relation terhadap buying 

interest local brand intalu.co.  

Menggunakan metode purposive sampling. Populasi dalam penelitian ini diambil dari 

follower dari akun Instagram @Intalu.co. Sampel diambil menggunakan teknik non 

probability sampling yaitu purposive sampling dengan ukuran sampel yang 

dibutuhkan menggunakan rumus slovin sebesar 80 sampel. Penelitian ini 

menggunakan data primer dengan melakukan pengamatan langsung serta pembagian 

kuisioner. Teknik analisis data menggunakan regresi linier berganda.    

Hasil penelitian ini menunjukkan bahwa Social Media Marketing berpengaruh 

signifikan terhadap Buying Interest lalu Marketing Public Relation memiliki 

pengaruh signifikan terhadap Buying Interest dan Social Media Marketing dan 

Marketing Public Relation secara simultan berpengaruh signifikan terhadap Buying 

Interest (Y).  

Kata Kunci : Social Media Marketing, Marketing Public Relation, Buying Interest  
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