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ABSTRACT 

 

Ahra Rezky Ahmad Nurmaula (2023). The Effect of Electronic Word of Mouth, 

Price, and Brand Trust toward Purchase Decision of Netflix (Study on Netflix 

Users in Banjarmasin). Management Studies Program. Faculty of Economics and 

Business. Lambung Mangkurat University. Advisor: Tinik Sugiati. 

 

Netflix is a famous video on demand service in the world. Netflix is the 

number 1 most popular video on demand service in Indonesia. This research aims 

to analyze: (1) the effect of electronic word of mouth toward puchase decision of 

Netflix, (2) the effect of price toward puchase decision of Netflix, (3) the effect of 

brand trust toward puchase decision of Netflix. 

This type of research is quantitive research. The population is people in 

Banjarmasin who at least 17 years old and has purchased a Netflix subscription 

package. The data is collected from 100 respondents. Sampling technique used in 

this study is purposive sampling using questionnaires. Data analysis technique 

using multiple linear regression analysis. 

The research has found (1) electronic word of mouth has a significant effect 

toward puchase decision of Netflix, (2) price has a significant effect toward 

puchase decision of Netflix, (3) brand trust has a significant effect toward 

puchase decision of Netflix. 

 

Keywords: Electronic Word of Mouth, Price, Brand Trust, Purchase Decision 
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ABSTRAKSI 

 

Ahra Rezky Ahmad Nurmaula (2023). Pengaruh Electronic Word of Mouth, 

Price, dan Brand Trust terhadap Keputusan Pembelian Netflix (Studi pada 

Pengguna Netflix di Banjarmasin). Program Studi Manajemen. Fakultas Ekonomi 

dan Bisnis. Universitas Lambung Mangkurat. Pembimbing: Tinik Sugiati. 

 

Netflix adalah layanan video on demand yang terkenal di dunia. Netflix 

merupakan layanan video on demand nomor 1 yang paling diminati di Indonesia. 

Penelitian ini bertujuan untuk menganalisis: (1) pengaruh electronic word of 

mouth terhadap keputusan pembelian Netflix, (2) pengaruh price terhadap 

keputusan pembelian Netflix, (3) pengaruh brand trust terhadap keputusan 

pembelian Netflix. 

Jenis penelitian ini berupa penelitian kuantitatif. Populasi yang digunakan 

dalam penelitian ini adalah Masyarakat yang berdomisili di Banjarmasin berusia 

minimal 17 tahun dan pernah membeli paket berlangganan Netflix. Data 

dikumpulkan dari 100 orang responden. Teknik sampling yang digunakan dalam 

penelitian ini adalah purposive sampling menggunakan kuesioner. Teknik analisis 

data yang digunakan adalah analisis regresi linear berganda. 

Hasil penelitian menunjukkan bahwa (1) electronic word of mouth 

berpengaruh signifikan terhadap keputusan pembelian Netflix, (2) price 

berpengaruh signifikan terhadap keputusan pembelian Netflix, (3) brand trust 

berpengaruh signifikan terhadap keputusan pembelian Netflix. 

 

Kata Kunci: Electronic Word of Mouth, Price, Brand Trust, Keputusan Pembelian 
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