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ABSTRAK 

Puspa Priyandini, 2010414320007, 2024, Hubungan Media Sosial X 

@Ohmybeautybank dengan Perilaku Konsumtif Followers. Dibawah 

bimbingan Noviana Sari. 

Penelitian ini bertujuan untuk mengetahui hubungan media sosial X 

@Ohmybeautybank dengan perilaku konsumtif followers. Teori yang digunakan 

dalam penelitian ini adalah Teori Jarum Suntik (Grand Theory) dan Teori Uses and 

Effect (Applied Theory). 

Penelitian ini menggunakan pendekatan kuantitatif dan tipe penelitian 

asosiatif. Sampel yang diambil berjumlah 400 orang, dengan teknik pengambilan 

sampel yang dilaksanakan menggunakan metode non-probability sampling. Teknik 

pengumpulan data dalam penelitian ini menggunakan kuesioner. Data yang 

terkumpul dianalisis melalui uji validitas, uji reliabilitas, uji korelasi Spearman 

rank, dan uji determinasi, dengan tingkat kesalahan sebesar 5%. 

Hasil pengujian hipotesis menggunakan uji korelasi spearman rank, 

didapatkan nilai (Sig.) sebesar 0,000 < 0,05 dan nilai R 2 = 0,198, sehingga 

hipotesis dalam penelitian ini terdapat hubungan yang signifikan antara media 

sosial X @Ohmybeautybank dengan perilaku konsumtif followers. Media sosial X 

@Ohmybeautybank secara langsung memberikan kontribusi dengan perilaku 

konsumtif followers sebesar 19,8% sedangkan sisanya 80,2% dijelaskan oleh 

variabel lain yang tidak diteliti dalam penelitian ini. 

Kata Kunci : Media Sosial X @Ohmybeautybank, Perilaku Konsumtif, Teori 

Jarum Suntik, Teori Uses and Effect. 
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ABATRACT 

Puspa Priyandini, 2010414320007, 2024, Puspa Priyandini, 

2010414320007, 2024, The Relationship of Social Media X @Ohmybeautybank 

with Consumer Behavior of Followers. Supervised by Noviana Sari. 

This research aims to determine the relationship of social media x 

@ohmybeautybank with consumer behavior of followers. The theory used in this 

study is the Needle Theory (Grand Theory) and Uses and Effect Theory (Applied 

Theory). 

This research uses a quantitative approach and associative research type. 

The sample taken was 400 people, with the sampling technique carried out using 

the non-probability sampling method. The data collection technique in this research 

uses a questionnaire. The collected data was analyzed through validity tests, 

reliability tests, Spearman rank correlation tests, and determination tests, with a 

significance level of 5%. 

The hypothesis testing results using the Spearman rank correlation test 

yielded a value of (Sig.) at 0.000 < 0.05, and the R-squared value is 0.198. Thus, 

the hypothesis in this research indicates a significant relationship between social 

media X @Ohmybeautybank with the consumptive behavior of followers. Social 

media X @Ohmybeautybank directly contributes to 19.8% of the consumptive 

behavior of followers, while the remaining 80.2% is explained by other variables 

not examined in this study. 

Keyword : @Ohmybeautybank X Social Media Account, Consumptive Behavior, 

Needle Theory, Uses and Effect Theory. 
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