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“I like living. I have sometimes wildly, despairingly, acutely miserable, racked
with sorrow, but through it all I still know quite certainly that just to be alive is a

grand thing.”

(Agatha Christie)

“Dan barangsiapa yang.bertawakal kepada Allah*niscaya Allah akan
mencukupkan (keperluan)nya. Sesungguhnya Allah melaksanakan urusan (yang
dikehendaki)-Nya. Sesungguhnya Allahtelah mengadakan ketentuan bagi tiap-

tiap sesuatu.”

(QS. Ath-Thalag: 3)
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ABSTRAK

Ukhti Paundria Nagari. D1218046. 2020. “Penggunaan Media Sosial Twitter
(Pengaruh Motivasi Penggunaan Media, Intensitas Terpaan Media dan
Persepsi Harga Terhadap Perilaku Konsumtif Berbelanja Online Pada
Pengikut Akun @BerburuSale di Media Sosial Twitter)”. Skripsi. Program
Studi Ilmu Komunikasi. Fakultas llmu Sosial dan Politik. Universitas Sebelas
Maret, Surakarta.

Media sosial Twitter.menjadi tempatwberkumpulnya orang-orang yang
memiliki ketertarikan dalam hal yang sama, salah satunya yaitu ketertarikan
terhadap informasi diskon produk. Twitter.dijadikan sebagai forum untuk bertukar
informasi terkait diskon produk. Country Industry ‘Head Twitter Indonesia, Dwi
Adriansah mengatakan sebanyak 61% pengguna Twitter di Indonesia gemar
berbelanja online dan sekitar 39% pengguna Twitter di Indonesia senang mencari
promo dan diskon di.Twitter. Fenomena Twitter ini fah yang membuat munculnya
akun-akun di Twitter 'yang membahas khusus mengenai diskon-diskon produk
seperti akun@BerburuSale. ‘Penelitian “ini bertujuan untuk mengkaji dan
mengevaluasi fenomena tersebut mengenai-pengaruh-motivasi penggunaan media,
intensitas terpaan media, dan persepsi harga terhadap perilaku konsumtif
berbelanja online pada pengikut akun @BerburuSale di media sosial Twitter.

Teori yang digunakantdalam penelitian“ini @@adalah teori uses and effects.
penggunaan media secara bersama-sama dapat menyebabkan terjadinya hasil yang
disebut conseffects (consequences.and effects):

Penelitian ini menggunakan pendekatan penelitian kuantitatif. Teknik
pengumpulan data dilakukan dengan menyebarkan kuesioner kepada 399 orang
responden. Penelitian ini menggunakan teknik survey melalui Google form pada
bulan Juli 2020. Teknik analisis data menggunakan analisis regresi linear
berganda.

Berdasarkan analisis data dapat disimpulkan bahwa terdapat pengaruh
yang signifikan antara variabel motivasi penggunaan media, intensitas terpaan
media dan persepsi harga dengan perilaku konsumtif pada pengikut akun
@BerburuSale di media sosial Twitter. Diperoleh hasil pengujian bahwa pengaruh
motivasi penggunaan media sebesar 17,3%, intensitas terpaan media sebesar
27,3%, persepsi harga sebesar 24,2%, dan ketiga variabel tersebut secara simultan
sebesar 35,1% terhadap perilaku konsumtif berbelanja online pada pengikut akun
@BerburuSale di media sosial Twitter.

Kata Kunci: perilaku konsumtif, persepsi harga, motivasi penggunaan media,
intensitas terpaan media, uses and effects theory.
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ABSTRACT

Ukhti Paundria Nagari. D1218046. 2020. “Social Media Twitter Uses
(Influence of The Motivation of Media Use, Intensity of Media Exposure and
Perception of Price on Consumptive Behavior of Online Shopping on Followers
of The @Berburusale Account on Social Media Twitter)”. Undergraduate
Thesis. Department of Communication Science. Faculty of Social and Political
Sciences, Sebelas Maret University, Surakarta.

Social media Twitter is a gathering place for.people who have an interest
in the same thing, such as interest in product discount information. Twitter is used
as a forum to exehange ‘information regarding: product discounts. Country
Industry Head of Twittersindonesia, Dwi Adriansah said that as many as 61% of
Twitter users in Indonesia like to shep online and around 39% of Twitter users in
Indonesia like to look for promos and. discounts' on Twitter. This Twitter
phenomenon is'what makes the emergence of accounts on Twitter which discuss
specifically about product discounts such as the @BerburuSale account. This
study aims to examine and evaluate these_phenomena regarding the influence of
motivation of media use, intensity of media exposure; and perception of price on
consumptive behavior of online shopping on fellowers of the @BerburuSale
account on social media Twitter:

The theory used in this research.is-the uses and effects theory. This theory
was put forward by Sven Windahl.(1979)..In this theory, the content of the media
and the use of the media together can cause what is called the conseffects
(consequences and effects).

This study uses a quantitative research approach. The data collection
technique was carried out by distributing questionnaires to 399 respondents. This
study used a survey technique via Google form in July 2020. The data analysis
technique used multiple linear regression analysis.

Based on the data analysis, it can be concluded that there is a significant
influence between motivation of media use, intensity of media exposure and
perception of price on consumptive behavior of followers of the @BerburuSale
account on social media Twitter. The test results show that the influence of
motivation of media use is 17.3%, intensity of media exposure is 27.3%,
perception of price is 24.2%, and the three variables simultaneously are 35.1% on
consumptive behavior of online shopping on followers the @BerburuSale account
on social media Twitter.

Keywords: consumptive behavior, perception of price, motivation of media use,
intensity of media exposure, uses and effects theory.
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