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ABSTRAK 

 

Nisha Aulya Tjasbari (1903002) “Pengaruh E-Service Quality terhadap 

Electronic Word of Mouth (E-WOM) melalui E-Satisfaction pada Pengguna 

Media Over The Top (OTT) Netflix” di bawah bimbingan Dr. Lili Adi Wibowo, 

S.Pd.S.Sos, M.M., dan Dr. H. Rd. Dian H. Utama, M.Si. 

 

Penelitian ini bertujuan untuk memperoleh gambaran e-service quality terhadap E-

WOM melalui e-satisfaction pada Pengguna Media Over The Top (OTT) Netflix. 

Pendekatan pada penelitian ini menggunakan metode kuantitatif, dengan 

mengumpulkan data dari 200 responden yang dipilih secara acak dari total populasi 

Komunitas Netflix Indonesia sebanyak 20.045 anggota. Teknik sampel yang 

digunakan adalah simple random sampling melalui distribusi kuesioner. Analisis 

data dilakukan dengan menerapkan teknik deskriptif dan verifikatif melalui 

Structural Equation Modeling (SEM) menggunakan perangkat lunak AMOS. Hasil 

penelitian menunjukkan bahwa e-service quality berpengaruh positif dan signifikan 

terhadap E-WOM melalui e-satisfaction, tetapi e-service quality tidak berpengaruh 

langsung terhadap E-WOM. Kesimpulan ini menunjukkan bahwa penerapan e-

service quality dapat meningkatkan E-WOM melalui peran mediasi e-satisfaction 

pada pengguna Netflix. 

Kata Kunci: e-service quality, e-wom, e-satisfaction 
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ABSTRACT 

 

Nisha Aulya Tjasbari (1903002) “The Influence of E-Service Quality on 

Electronic Word of Mouth (E-WOM) through E-Satisfaction on Over The Top 

(OTT) Netflix Media Users” under the guidance of Dr. Lili Adi Wibowo, S.Pd., 

S.Sos., M.M., and Dr. H. Rd. Dian H. Utama, M.Si. 

 

This study aims to obtain an overview of e-service quality on E-WOM through e-

satisfaction on Netflix Over The Top (OTT) Media Users. This approach uses 

quantitative methods, by collecting data from 200 respondents randomly selected 

from the total population of the Indonesian Netflix Community of 20,045 members. 

The sample technique used was simple random sampling through questionnaire 

distribution. Data analysis was carried out by applying descriptive and verification 

techniques through Structural Equation Modeling (SEM) using AMOS software. 

The results showed that e-service quality has a positive and significant effect on E-

WOM through e-satisfaction, but e-service quality has no direct effect on E-WOM. 

This conclusion shows that the application of e-service quality can increase E-

WOM through the mediating role of e-satisfaction in Netflix users.  

Keywords: e-service quality, e-wom, e-satisfaction  
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