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ABSTRAK 

 

ELY NANDA KHAMDIYAH, 21042010064, PENGARUH SEARCH 

ENGINE OPTIMIZATION DAN SOCIAL MEDIA MARKETING 

BERBASIS INSTAGRAM TERHADAP MINAT BELI PRODUK WARDAH 

DI SURABAYA 

Penelitian ini bertujuan untuk menganalisis pengaruh Search Engine Optimization 

dan Social Media Marketing berbasis Instagram terhadap minat beli produk Wardah 

di Surabaya. Peneliti menggunakan metode kuantitatif dengan pendekatan asosiatif. 

Data diperoleh melalui survei daring terhadap 200 responden, lalu dianalisis 

menggunakan teknik regresi linear berganda. Hasil penelitian menunjukkan bahwa 

Search Engine Optimization dan Social Media Marketing berpengaruh positif dan 

signifikan terhadap minat beli. Semakin baik pengoptimalan Search Engine 

Optimization pada situs web Wardah, maka semakin besar kemungkinan situs 

tersebut ditemukan oleh calon konsumen. Selain itu, optimalisasi strategi 

pemasaran melalui Instagram yang ditunjukkan melalui konten yang menarik dan 

relevan juga dapat meningkatkan minat beli konsumen terhadap produk Wardah. 

Kata Kunci : Search Engine Optimization, Social Media Marketing, Minat Beli  
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ABSTRAC 

 

ELY NANDA KHAMDIYAH, 21042010064, THE EFFECT OF SEARCH 

ENGINE OPTIMIZATION AND  INSTAGRAM BASED SOCIAL MEDIA 

MARKETING ON CONSUMERS PURCHASE INTENTION OF WARDAH 

PRODUCTS  IN  SURABAYA 

This study analyzes the effect of search engine optimization and Instagram based 

social media marketing based on Instagram in Surabaya. Using a quantitative 

method with an associative approach, data were collected through an online survey 

of 200 respondents and analyzed using multiple regression analysis techniques. The 

results of the study indicate that search engine optimization and social media 

marketing have a positive and significant effect on purchase interest. The better 

search engine optimization of the Wardah website, the greater the possibility for the 

website to be found by consumers. Good social media marketing optimization will 

attract consumer purchase interest, so the better the content displayed on Wardah's 

Instagram, the better it is to attract consumer purchase intention 

Keyword : Search Engine Optimization, Social Media Marketing, Purchase 

Intention 

 

 


