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ABSTRACT 

 

FACTORS INFLUENCING YOUNG INDONESIAN CONSUMERS’ 

ONLINE UTILIZATION INTENTION 

CASE STUDY: EFFECT OF TECHNOLOGY ACCEPTANCE, 

ELECTRONIC WORD OF MOUTH, AND PRICE SETTING ON 

UNIVERSITY OF LAMPUNG STUDENTS’ PURCHASE INTENTION OF 

NETFLIX STREAMING SERVICE 

 

By 

 

MUHAMMAD IZZATUL HAQ 

 

 

The purpose of this study is to investigate the factors that influence young 

consumers' intentions to subscribe to Netflix. While previous research has looked 

at the factors that influence subscription intention in the context of other online 

entertainment platforms, there has been a lack of research that looks specifically at 

the factors that influence Netflix subscription intention among young adults. 

Therefore this research aims to fill the research gap by exploring possible factors 

influencing young Indonesian consumers’ online utilization intention. This 

research intends to determine whether there is an effect of technology acceptance, 

electronic word of mouth, and price setting on the University of Lampung 

students’ intention to subscribe to Netflix. This research was quantitatively 

conducted, and samples are 107 active students of the University of Lampung 

gathered through questionnaires. This research applies the IBM SPSS testing 

design to implement this objective. The multiple linear regression analysis is used 

as the method of this research. The statistical results after the hypothesis testing 

show that each variable, namely: technology acceptance, electronic word of 

mouth, and price setting, has a p-value < alpha (5%). This means that hypotheses 

one, two, and three are valid, and it can be concluded that young consumers' 

Netflix subscription intention is positively influenced by technology acceptance, 

electronic word-of-mouth, and pricing. Price setting has the most significant 

impact, followed by technology acceptance and electronic word-of-mouth. Netflix 

can adopt this research to make decisions that will increase the number of 

subscribers and reduce the number of unsubscribing customers by focusing on 

technological features and experience, content offerings, and pricing packages. 

 

Key words: Netflix, Technology Acceptance, Electronic Word of Mouth, Price, 

Online Utilization Intention 
 

 

 

 

 

 

 

  



 

 

 

 

 

 

 

ABSTRAK 

 

FAKTOR-FAKTOR YANG MEMPENGARUHI NIAT PEMANFAATAN 

ONLINE KONSUMEN MUDA INDONESIA 

STUDI KASUS: PENGARUH PENERIMAAN TEKNOLOGI, 

ELECTRONIC WORD OF MOUTH, DAN PENETAPAN HARGA 

TERHADAP NIAT BELI MAHASISWA UNIVERSITAS LAMPUNG 

PADA LAYANAN STREAMING NETFLIX 

 

Oleh  

MUHAMMAD IZZATUL HAQ 

Tujuan dari penelitian ini adalah untuk menyelidiki faktor-faktor yang 

mempengaruhi niat konsumen muda untuk berlangganan Netflix. Meskipun 

penelitian sebelumnya telah melihat faktor-faktor yang memengaruhi niat 

berlangganan dalam konteks platform hiburan online lainnya, masih sedikit 

penelitian yang secara khusus melihat faktor-faktor yang memengaruhi niat 

berlangganan Netflix di kalangan anak muda. Oleh karena itu, penelitian ini 

bertujuan untuk mengisi kesenjangan penelitian dengan mengeksplorasi faktor- 

faktor yang mungkin mempengaruhi niat pemanfaatan online konsumen muda 

Indonesia. Penelitian ini bermaksud untuk mengetahui apakah terdapat pengaruh 

penerimaan teknologi, electronic word of mouth, dan penetapan harga terhadap 

niat mahasiswa Universitas Lampung untuk berlangganan Netflix. Penelitian ini 

dilakukan secara kuantitatif, dengan sampel sebanyak 107 mahasiswa aktif 

Universitas Lampung yang dikumpulkan melalui kuesioner. Penelitian ini 

menerapkan desain pengujian IBM SPSS untuk mengimplementasikan tujuan ini. 

Analisis regresi linier berganda digunakan sebagai metode penelitian ini. Hasil 

statistik setelah pengujian hipotesis menunjukkan bahwa setiap variabel, yaitu: 

penerimaan teknologi, electronic word of mouth, dan penetapan harga, memiliki 

nilai p-value < alpha (5%). Hal ini berarti hipotesis satu, dua, dan tiga terbukti 

kebenarannya, dan dapat disimpulkan bahwa niat berlangganan Netflix pada 

konsumen muda dipengaruhi secara positif oleh penerimaan teknologi, electronic 

word-of-mouth, dan penetapan harga. Penetapan harga memiliki dampak yang 

paling signifikan, diikuti oleh penerimaan teknologi dan word-of-mouth dari 

mulut ke mulut. Netflix dapat mengadopsi penelitian ini untuk membuat 

keputusan yang dapat meningkatkan jumlah pelanggan dan mengurangi jumlah 

pelanggan yang berhenti berlangganan dengan berfokus pada fitur dan 

pengalaman teknologi, penawaran konten, dan paket harga.. 

 

Kata kunci: Netflix, Penerimaan Teknologi, electronic word of mouth, Harga, Niat 

Pemanfaatan Online
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I. INTRODUCTION 
 

 

 

 

 

1.1. Background 

 
 

The development of technology, especially the Internet, has improved the way we 

do business. Today, most services are offered through websites or apps because 

they are much more suitable and convenient for customers. This business 

transformation enabled faster and cheaper services, and companies had to adapt to 

changes to meet customer demands (Au-Yong-Oliveira, Marinheiro, and Costa 

Tavares, 2020). 

 
The digital age has significantly changed the economic determinants of market 

entry decisions. As Waldfogel and co-authors point out in a series of articles, digital 

technology has greatly reduced the fixed costs of producing, distributing, and 

advertising cultural property. The result is an explosion of products being 

manufactured and offered to consumers. Since the early 2000s, the number of new 

songs, new movies, new TV shows, and new books released each year has more 

than doubled, resulting in a substantial increase in welfare (Waldfogel 2017). 

 
The diverse use of the Internet is currently driving changes in Indonesia's way of 

consuming digital media, including their consumption of TV shows. According to 

Jakpat (2019), most Indonesians prefer to watch TV programs through online 

platforms such as Youtube and video-on-demand rather than national television. A 

large selection of programs on television or cable television is no longer sufficient 

to satisfy the public's need for entertainment content (Hadyan, 2020). 
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The advent  of the internet and smartphones has made  Netflix accessible and 

available. There are more shows to watch with various video-on-demand streaming 

application services, users can choose the video resolution, and it can be done more 

flexibly and freely, anywhere and at any time (Indihome, 2020). Video-on-demand 

users in Indonesia are said to be increasing every year, especially during the Covid- 

19 pandemic, when not everyone can go out to see a movie or a movie in the cinema. 

With video-on-demand, they can watch any movie or TV series they like at any 

time without obsessing over time and place. One of the most popular video-on- 

demand in Indonesia is Netflix (JAKPAT 2019). 

 
According to Populix (2020), Netflix is the application most frequently used by 

video-on-demand users in Indonesia (Populix 2022). Moreover, Netflix is now the 

most popular developed over-the-top (OTT) streaming service all over the world. 

Netflix initially only provided services in the United States in 1997 but has now 

expanded to more than 130 countries, including Indonesia. Video-on-demand is 

also known as an OTT service in which OTT delivers video content over the 

Internet or IP-based transmission paths (Federal Communications Commission 

2015). An OTT service that combines multiple contents such as movies and music. 

Platforms such as apps and social networking platforms. Devices such as TVs, PCs, 

and smartphones (Shin, Park, and Lee, 2016). In other words, it offers the user 

considerable flexibility. As such, OTT services are of great interest to those who 

want to access their content anytime, anywhere, and from any device (Moyler and 

Hooper 2009). Currently, the most popular OTT streaming services are Netflix, 

Hulu, and Amazon Prime (Adhikari et al., 2015). 

 
Netflix has been serving online ever since it was established as a DVD rental service 

in 1997. Since then, two changes have been made. In 1999, it began offering 

customers unlimited DVD rentals for a monthly subscription fee, and in 2007 

launched the online movie streaming service that underlies the current situation 

(Voigt, Buliga, and Michl 2017). In 2012, Netflix started to deploy its original 

content (Wayne 2018). 
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Just legalized in Indonesia, Netflix has a lot of users. Based on the data reported by 

databoks.katadata.co.id, Indonesian Netflix subscribers continued to grow from 

2017 to 2020. The development of this data is doubling every year. By 2020, 

Indonesia's Netflix subscribers are estimated to reach 907,000. This amount is 

related to streaming subscribers and individual billable customer accounts (Jayani 

and Widowati 2019). This number is also offset by a large number of Indonesian 

Internet users, especially those who access the Internet using mobile phones. If the 

number of mobile phone users who can access the Internet in Indonesia is large, the 

number of Netflix subscribers in Indonesia may also increase. 

 
Based on 2019 data, students aged 18 to 25 are also leveraging Internet development 

compared to their predecessors, with up to 28% of internet activity being done to 

access streaming services (Pratama, Iqbal, and Tarigan 2019). And according to a 

netflix.com report (Netflix 2022), anyone over the age of 18 can be a member of 

the Netflix service. This age is determined by the age considered an adult in a 

country. This can also be summarized as a Netflix target audience. According to 

surveys conducted in several countries, Instagram is the most popular social media 

for teenagers aged 18-25 (Putri 2019). 

 
For that reason, this research intends to apply the active university students as the 

research population, specifically the University of Lampung, the university where 

this undergraduate thesis researcher studies. For example, the total number of active 

students at the University of Lampung is currently around 33,040 

(Pddikti.kemendikbud 2022). University Students were selected as respondents to 

this survey because they are one of Netflix's target consumers, who are also the 

largest users of Instagram social media, which is the most common platform for 

sharing personal Netflix activities (Pertiwi 2019). 

 
Using devices such as phones, laptops, and tablets has become an important part of 

our daily lives and has even taken roles among the younger population, especially 

students. Younger customers are shown to use gadgets mostly for study, projects, 

work, and entertainment purposes (Sobaih et al., 2019). Additionally, they have the 
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technical skills necessary to access online platforms such as Netflix. As 

Williamson et al. (2012) made known, younger customers are more adept at using 

search engines and social media to gather information and stay on top of the latest 

technology news. 

 
The use of technology to access Netflix is common among young consumers, using 

gadgets to easily register, pay and access the platform. The ease and convenience 

of technology have made Netflix more accessible to younger consumers. According 

to the article by Matrix and Sidneyeve  (2014), young consumers prefer to use 

technology to access Netflix because it's easier to register, pay, and get their 

favourite movies and series. In this research, students‘ ability to easily access and 

register Netflix is considered as their technical skills. 

 
As younger customers often use Netflix to meet their needs and desires and are 

capable of accessing them, the platform offers a wide range of movies and TV 

shows covering different genres and interests. This diversity of content is one of the 

reasons why Netflix is popular with young people. They can watch their favourite 

movies and TV shows anytime and anywhere through technology (Turner and 

Graeme, 2019). The above metrics show that younger customers' technology 

adoption is having a positive impact on Netflix's subscription intent, in which one 

of this research intentions is to examine the relationship between technology 

adoption and Netflix subscription intentions among young consumers. Streaming 

services like Netflix, which has millions of members globally, have seen 

tremendous expansion in recent years. Customers now use streaming services to 

view a wide range of content since they are practical and affordable. Electronic 

word-of-mouth (E-WOM) has become increasingly important in this setting for 

influencing consumer perceptions and decision-making. 

 
Numerous studies have looked into how E-WOM affects customer behaviour in 

diverse contexts. Electronic word-of-mouth (E-WOM), which has increased with 

the use of social media and online reviews, now has a significant influence on 

customer perceptions and decision-making. Knowing how E-WOM affects 
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subscribers' intentions to subscribe can help marketers for streaming services make 

more successful marketing decisions. 

 
Social media discussions, in addition to online reviews, can have a big impact on 

how potential customers regard Netflix. For instance, social media sites like 

Facebook and Twitter give users a chance to share their thoughts and experiences 

with others. Instagram, moreover, allows users to directly share the current movie 

that the user is watching with their Instagram stories. Past studies have revealed that 

conversations on social media can favourably affect consumer behaviour, including 

purchase intention (Erkan, Ismail, and Chris Evans, 2016). As a result, "Before 

using Netflix, I frequently discuss the review with/from other people on social 

media/the internet" is another research signal for this study. 

 
The effect of other people's knowledge on consumer perceptions is another part of 

E-WOM. In the case of Netflix, the views and experiences of previous users may 

have an impact on new members. In particular, earlier studies have revealed that 

social influence can influence consumer decision-making processes favourably, 

including purchase intention (Li and Hitt, 2008). As a result, "Other people's 

knowledge on Netflix affects my perception" is another research signal for this 

study. 

 
Potential Netflix customers may participate in sharing their personal experiences 

with others in addition to enjoying E-WOM. For instance, after using Netflix, 

customers may update social media about what they are watching or talk to friends 

and family about their experiences. Sharing experiences with others might 

favorably affect customer behavior, including purchase intention, according to prior 

study (Escalas and Bettman, 2005). 

 
As a result, additional research indicators for this study include the propensity of 

potential Netflix subscribers to share their experiences with the service on social 

media after using it and to talk to others about it online after doing so. Furthermore, 

previous studies have shown that consumers who use word-of-mouth marketing 
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techniques are more likely to make purchases than consumers who do not (Chen 

and  Xie, 2008). 

 
Therefore, promoting Netflix experiences could play a significant role in 

encouraging subscription intent. The extent to which potential subscribers try to 

share their Netflix experiences online after using the service thus serves as another 

research indicator for this study. For that reason, and from strong evidence through 

previous studies, this research aims to examine the relationship between E-WOM 

and Netflix subscription intention as well. 

 
In order to use the Netflix service, consumers must purchase a Netflix subscription 

package. This is called a subscription decision (Azalia and Magnadi, 2020). 

Telkomsel Digital Advertising stated that data consumption from subscription 

platforms is 7.4 times higher than from free platforms, where people prefer to pay 

for a subscription application to watch, compared to watching on other free 

applications (Winosa, 2019). In a survey conducted by Populix (2020), it was stated 

that there are several main considerations for people to choose the Video on 

Demand streaming service they choose, including content that suits their needs 

(42%), affordable prices (30%), a lot of content (24%), and service appearance or 

interface (4%). 

 
Apart from Netflix, there are also other video-on-demand, such as Disney+ Hotstar, 

that just entered Indonesia in September 2020, which is now a heavy competitor to 

Netflix. In addition, there are also Amazon Prime, VIU, and Iflix, are also 

competitors of Netflix in Indonesia. Based on the websites of each video-on- 

demand platform in 2022, Netflix charges various prices and adjusts to the quality 

of the videos offered in the Mobile package and Basic package, which can only be 

accessed on one device at Rp. 54,000 per month and Rp. 120,000 per month. 

Other packages with HD quality are the Standard package at IDR 153,000 per 

month with the advantage of being able to be used on two devices and can 

download movies on four devices, and the Premium package with ultra-HD quality 

for IDR 186,000 per month. Even though, there is a limitation in this research  
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which is that different price packages are not analyzed specifically on which 

package is most preferred for the respondents. Meanwhile, other Video-on-demand 

service providers offer lower prices, such as Disney+ Hotstar, Amazon Prime 

Video platform, VIU, and Iflix. Disney+ Hotstar offers a subscription price of Rp 

39,000 per month for Rp 199,000 per year, while Amazon Prime Video offers a 

price of Rp 89,000 per month. VIU and Iflix offer prices ranging from Rp 10,000 

per week to Rp 45,000 per month and Rp 39,000 per month, and Rp 108,000 per 3 

months. Although the subscription prices of the three platforms show that Netflix 

charges the highest price, it still has the upper hand in total subscribers in 

Indonesia. 

 
Prasetio's research (2012) shows that competitive pricing will increase customer 

satisfaction in using a product/service. Meanwhile, the price set by Netflix is the 

highest compared to other Video-on-demand service providers. However, Netflix 

still attracts consumers' attention, so it has become the Video-on-demand service 

with the highest number of downloads and the most users in Indonesia. This is 

shown by the data that the number of users grew by 10.2 million subscribers, 

whereas previously, it was only predicted to increase by 7.5 million subscribers. 

 
Several evidence-based conclusions support the idea that price has a significant 

impact on whether or not customers choose to subscribe to Netflix. Particularly, a 

large number of young users have expressed a readiness to pay more for Netflix 

services when compared to other services of a similar kind, indicating that cost 

plays a significant role in their decision to subscribe. Customers have also stated 

that they think the amount they pay for Netflix is reasonable and worth it and that 

the service is worth what they get in return. However, a lot of users have said that 

they would keep using Netflix even if the subscription cost increased and that the 

present pricing is reasonable—especially for college students. 

 
Recent studies have examined the connection between pricing and customer 

intentions to subscribe to streaming services like Netflix. For instance, a study by 

Nair and Menon (2018) discovered that users are more likely to subscribe to a 

streaming service if they believe the pricing is reasonable and worth it. Similarly to 
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this, Dwyer, Tim, Lee et al. (2018) .'s study discovered that young consumers are 

prepared to pay extra for streaming services, which they believe to be of great 

quality and provide good value for the money. 

 
Additionally, studies have shown that consumers are frequently prepared to shell 

out extra money for premium services that have varying results, such as Netflix's 

original programming. Customers who believe a streaming service offers unique 

content are more inclined to subscribe to the service and pay a premium price for 

it, per a study by Zhou et al. (2008). Previous researches show that price has a 

positive impact on Netflix's subscription intent of young customers. For that reason, 

this research intends to examine the relationship between technology adoption and 

Netflix subscription intentions among young consumers as well. 

 
Recent research by Pandjaitan et al. (2022) has concluded that the electronic word 

of mouth, brand image, trust and online utilization of streaming online industrial 

services affect the intention of the customer on their utilization (Pandjaitan et al. 

2022). Also, it is proven the causing factors of electronic word of mouth, brand 

image, and trust are the determinant of online utilizing the intention of streaming 

music platform Spotify Premium. This study declares that E-WOM, brand image, 

and trust all have positive effects on online utilization intention. 

 
In that context, the research by Pandjaitan et al. (2022) suggests that future research 

could be done with other variables such as attitude, price setting, e-service quality, 

or resistance to accepting streaming technology is a potential object for further 

study towards online utilization intention (Pandjaitan et al. 2022). Therefore, this 

study aims to follow and analyze the suggestions from the research of Pandjaitan et 

al., 2022, about online utilization intention and include the three independent 

variables to be further studied; technology acceptance, eWOM (Electronic Word 

of Mouth), and price setting. 

 
While previous research has investigated the relationship between E-WOM and 

subscription intention in various contexts, there is a lack of research that specifically 
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examines the impact of technology acceptance, E-WOM, and price on subscription 

intention for Netflix. There is also a lack of studies that refer directly towards 

university students and young consumers as the research object on Netflix 

subscription intention. By focusing on this specific streaming service, this research 

aims to contribute to a more nuanced understanding of the factors that drive 

subscription intention in this context. Based on the research objectives outlined 

earlier, this research aims to fill in the gap in the understanding of the role of 

technology acceptance, eWOM (Electronic Word of Mouth), and price setting on 

online utilization intention, specifically on Netflix subscriptions among young 

Indonesian consumers. 

 
Based on the research objectives and previous studies, a positive relationship 

between technology acceptance, E-WOM, and price setting towards online 

utilization is expected and anticipated. 

 
Based on the literature review, it is expected that technology acceptance will be a 

significant predictor of Netflix subscription intention. Additionally, it is expected 

that technical skills and ease of access will also play a role in the subscription 

intention of young customers. It is also expected that the study will confirm the 

importance of trust and social influence in technology acceptance and adoption. 

Consumers who frequently read and discuss Netflix reviews on social media and 

the internet, as well as those who share their experiences with others, are expected 

to be more likely to subscribe to the service. 

 
Ultimately, the results of the study will contribute to the understanding of the factors 

that drive young Indonesian customers' subscription intention towards Netflix and 

provide evidence towards which aspect is more influential than the other. Moreover, 

this research will inform the managerial applications based on the results that can 

help Netflix in developing effective marketing and customer retention strategies. 
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1.2. Problem Formulation 

Based on the background described above, the formulation of the problem in this 

study is as follows: 

1. Is there any effect of technology acceptance on the University of Lampung 

students‘ intention to Netflix streaming subscription? 

2. Is there any effect of electronic word of mouth on the University of 

Lampung students‘ intention to Netflix streaming subscription? 

3. Is there any effect of price setting on the University of Lampung students‘ 

intention to Netflix streaming subscription? 

 
1.3. Research Objectives 

Based on the problem formulation that has been described, the purpose of this study 

was to determine whether there is an effect of price setting, technology acceptance, 

and Electronic Word of Mouth on the decision to subscribe to Netflix for students 

in Lampung University. 

 
1.4. Research Benefits 

 
1.1.1. For Academicians 

This research is expected to help the author and other parties who are 

interested in getting a better understanding of the existing theory. This 

research is also expected to add information and knowledge for other 

researchers so that it can be used as reference material in further research. 

 
1.1.2. For The Author 

This research is an opportunity for researchers to deepen material that has 

been taught during the lecture period so that later it can be well applied to 

existing theory in the real world (world of work). 

 
 

1.1.3. For Netflix 

The results of this study are expected to provide input for companies in the 

future, such as providing information about "the effect of price setting, 



11 
 

technology acceptance, and Electronic Word of Mouth on the decision to 

subscribe to Netflix for students in Lampung University". Moreover, this 

research provides suggestions that can be used by Netflix to make decisions 

that will increase the number of subscribers while decreasing the number of 

unsubscribers by focusing on technological features and experience, content 

offerings, and pricing. 

 
1.1.4. For Other Parties 

This research is hoped to be useful for the development of knowledge and 

understanding in the field of Marketing Management. The results of this 

research can be used as a reference and source of information for upcoming 

research and can be an interest reference for inter parties in the field of online 

marketing to obtain young consumers. 
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II. LITERATURE REVIEW 

 

 

2.1. Empirical Study 

This undergraduate thesis proposal was conducted inseparably from the results of 

previous studies conducted as comparative and study material. In writing this paper, 

the researcher explores information from various previous studies as a comparison 

material regarding the existing advantages or disadvantages. In addition, the 

researcher also finds information from books, dissertations, and international 

journals to obtain existing information about the theory related to the title used to 

obtain the basis for scientific theory. The following are previous research in the 

form of several journals related to the research conducted by the author. 

 
Table 1. Previous Researches 

No. Reference Research 

aspect 

Methods Result Similarities and 

connections with 

this research 

1. Dorothy R. 

H. 

Pandjaitan 

et al.,2022. 

 

Vol 11, No 

2, 

March 2022 

 
Journal: 

Academic 

Journal of 

Interdiscipl 

inary 

Studies 

Electronic 

word of 

mouth, 

brand 

image, 

trust and 

online 

utilization 

intention 

on 

Spotify 

Qualitative 

method using 

questionnaires 

to100 

respondents 

from the city 

of Bandar 

Lampung, and 

using the 

snowball 

sampling 

method. 

E-WOM 
Affects 

online 

utilization 

intention. 

Besides, the 

study 

proclaims a 

positive effect 

and influence 

of brand image 

and trust on 

online 

utilization 

intention 

1. Analyze the 

effect of E- 

WOM 

towards 

online 

utilization 

intention. 

2. E_WOM as 

an 

independent 

variable 

3. Online 

Utilization 

Intention as 

the 

dependent 

variable 

4. Follows the 

Research 

indicators 
5. Follows the 



13 
 

 

     recommend 

ation to use 

technology 

acceptance/r 

esistance to 

accepting 

technology 

and price 

setting as an 

independent 

research 

variable. 

2. Ufuk 

Cebeci, 

2019. 

 
Vol 9, Issue 

6, 

2019 

 
Journal: 

International 

Review of 

Manageme 

nt and 

Marketing 

Understan 

ding the 

intention 

to use 

Netflix: 

an 

extended 

technolog 

y 

acceptanc 

e model 

approach 

Used an 

empirically 

tested model 

and TAM 

model. 

Samples 

are 251 

respondents in 

Istanbul, 

Turkey. 

The findings 

reveal that self- 

efficacy is 

related to 

perceived ease 

of use (PEOU), 

and knowledge 

is related to 

both PEOU and 

perceived 

usefulness 

(PU). 

6. Technology 

acceptance 

as an 

independent 

variable 

7. Netflix as 

the research 

object 

3. Frydom 

Nainggolan, 

Anas 

Hidayat, 

2020. 

 
Vol. 5, No. 

1, 

February 

2020 

Journal: 

European 

Journal of 

Business 

and 

Manageme 

nt 

Research 

The 

effect of 

country 

of 

origin, 

brand 

image, 

price 

fairness, 

and 

service 

quality 

on 

loyalty 

toward 

iPhone 

mobile 

users, 

media 
d by 

Samples are 

250 iPhone 

users at 

universities in 

Yogyakarta, 

Indonesia. The 

sampling used 

non- 

probability 

techniques 

with the 

convenience 

sampling 

method, and 

the research 

models were 

analyzed using 

Structural 

Equation 
Model(SEM) 

Country Of 

Origin, Brand 

Image, Price 

Fairness, And 

Service Quality 

all had positive 

and significant 

effects on 

customer 

satisfaction. 

8. Price as an 

independent 

variable 



14 
 

 

  consumer 

satisfactio 

n 

with the help 

of AMOS 

software. 

  

4. Maranguni 

ć, N., 

Granić, 

2015 

 

Univ 

Access Inf 

Soc 14, 

81–95 
(2015), 

Technolo 

gy 

acceptanc 

e model: a 

literature 

review 

from 1986 

to 2013 

85 scientific 

publications 

have been 

selected and 

classified 

according to 

their aim and 

content into 

three 

categories: 

TAM 

literature 

reviews, (ii) 

development 

and extension 

of TAM, and 

(iii) 

modification 

and 

application of 

TAM 

There is 

continuous 

progress in 

revealing new 

factors with 

significant 

influence on 

TAM‘s core 

variables, and 

there are still 

many 

unexplored 

areas of 

potential model 

application that 

could 

contribute to its 

predictive 

validity 

9. Technology 

acceptance 

for literacy 

and 

understandi 

ng 

5. N. 
Ratnanings 

ih et al 

 

2021 

 

J. Phys.: 

Conf. Ser. 

1819 

012027 

Covid-19 

the 

earliest 

for digital 

learning 

in 

mathemat 

ics: an 

overview 

from 

technolog 

y literacy 

The 

components of 

the 

questionnaire 

on 

technological 

literacy were 

adopted from 

the National 

Literacy 

Movement by 

the Ministry 

of Education 

and Culture. 

Meanwhile, a 

questionnaire 

on the impact 

and 

constraints of 

online 

learning was 

developed by 

the researcher, 

referring to 

current 

conditions. 

The research 

instrument 

students need 

to improve 

their 

technological 

literacy skills 

by adopting 

technology in 

line with global 

trends and 

realities that 

arise in 

learning in 

schools 

10. Research 
Indicator for 

technology 

acceptance 

11. Google 
forms as the 

form of 

spreading 

the 

questionnair 

es 
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   was in the 

form of a 

google form 

which was 

distributed to 

respondents 

from 15-19 

October 2020 

  

6. Fauzan 

Fadhli 

Akbar, 

Mahendra 

Fakhri, 

Mahir 

Pradana 

 

Proceeding 

s of the 

Internation 

al 

Conference 

on 

Industrial 

Engineerin 

g and 

Operations 

Manageme 

nt Nsukka, 

Nigeria, 5 - 

7 April 
2022 

The effect 

of trust 

and 

expected 

outcome 

on 

willingnes 

s to pay 

for 

Netflix 

services 

that will 

help your 

business 

A survey was 

conducted to 

test the stated 

hypothesis, 

and data were 

collected via 

an online 

questionnaire 

survey. In this 

study, the 

Likert scale is 

used. The 

researchers 

analyze the 

data and test 

the hypothesis 

using the PLS 

technique with 

SmartPLS 

v3.3.3 

software 

Both constructs 

appear to have 

a positive 

effect on 

Willingness to 

Pay 

12. Research 
Indicator for 

price setting 

research 

indicators 

13. Likert scale 

of 1-5 

7. Hagger, M. 

S. 

 

2019 

 

In D. S. 

Dunn 

(Ed.), 

Oxford 

Bibliograp 

hies in 

Psycholog 

y. New 

York, NY: 

Oxford 

University 

Press 

The 

reasoned 

action 

approach 

and the 

theories 

of 

reasoned 

action and 

planned 

behaviour 

A substantial 

body of 

evidence 

testing the 

predictions of 

the theories of 

reasoned 

action and 

planned 

behaviour. 

TRA is the 

earliest 

technology 

acceptance 

theory. 

Developed by 

Ajzen in the 

field of social 

psychology, 

they are 

unidimensional 

or 

multidimension 

al factors that 

directly or 

indirectly 

influence 
behaviour 

14. Applies the 

TRA 

Model in 

the research 
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8. Caruso and 

Salaway 

 

2007 

 

Education 

centre for 

applied 

research 

The 

ECAR 

study of 

undergrad 

uate 

students 

and 

informati 

on 

technolog 

y, 2007 

A survey of 

27,864 

undergraduate 

students from 

103 two- and 

four-year 

colleges 

most students 

today are 

"digital 

natives" who 

grew up with 

technology 

15. Applies 

university 

students as 

the sample 

of the 

research 

16. Technology 

acceptance 

literacy 

9. Manes and 

Tchetchik 

 

2018 

 

Vol. 85, 

April 2018, 

Pages 185- 

196 

 
 

Journal of 

Business 

Research 

(Elsevier) 

The role 

of 

electronic 

word of 

mouth in 

reducing 

informati 

on 

asymmetr 

y: An 

empirical 

investigati 

on of 

online 

hotel 

booking 

sing a dataset 

of listed prices 

and guests' 

ratings 

extracted from 

Booking.com, 

including 

several 

covariates 

With the ever- 

evolving 

technology and 

the spread of 

the Internet of 

Things, 

traditional 

word-of-mouth 

has evolved 

into electronic 

word-of- 

mouth, also 

known as 

eWOM 

17. The intent 

to use e- 

WOM over 

traditional- 

WOM 

18. eWOM 

affects 

online 

utilization 

Intention 

positively 

19. This 
research 

discusses 

online hotel 

booking, 

while this 

undergradua 

te thesis 

discusses 

online 

Netflix 
subscribing 

10 Zhang and 

Vásquez 

2014 

 

Vol. 6, 

December 

2014, 

Pages 54- 

64 
 

Discourse, 

Context & 

Media 

(Elsevier) 

Hotels׳ 

responses 

to online 

reviews: 

Managing 

consumer 

dissatisfac 

tion 

analyzed 80 

hotel replies 

that were 

posted in 

response to 

online 

consumer 

complaints. 

Our analysis 

of the 

responses of 

4- and 5-star 

hotels located 

in 4 popular 

urban tourist 

destinations in 

China 

With the 

increasing 

relevance of 

eWOM 

strategies along 

with recent 

Internet trends, 

the number of 

online 

customer 

reviews has 

increased and 

is having a 

greater impact 

on consumer 

purchasing 

decisions than 

20. eWOM 
affects 

online 

utilization 

Intention 

positively 
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    ever before  

11 Kunja and 

GVRK 
 

(2020) 

 

Vol. 43 No. 

3, pp. 245- 

269. 

 

Managemen 

t Research 

Review 

(Emerald) 

Examinin 

g the 

effect of 

eWOM 

on the 

customer 

purchase 

intention 

through 

value co- 

creation 

(VCC) in 

social 

networkin 

g sites 

(SNSs): A 

study of 

select 

Facebook 

fan pages 

of 

smartpho 

ne brands 

in India 

The data were 

collected 

using a 

structured 

questionnaire 

from a sample 

of 762 

members from 

India present 

on the 

selected fan 

pages of 

smartphone 

brands on 

Facebook, and 

the data were 

analyzed 

through 

structural 

equation 

modelling 

a positive link 

between digital 

WOM and 

buying intent 

21. eWOM 
affects 

online 

utilization 

Intention 

positively 

12 Nuseir 

2019 

Vol. 10 No. 3, 

pp. 759-767. 

 

Journal of 

Islamic 

Marketing 

(Emerald) 

The 

impact of 

electronic 

word of 

mouth (e- 

WOM) on 

the online 

purchase 

intention 

of 

consumer 

s in 

Islamic 

countries– 

a case of 

(UAE) 

Interviewed 

405 people in 

Abu Dhabi, 

Dubai, Al Ain 

and Sharjah in 

the United 

Arab 

Emirates. 

e-word of 

mouth had a 

positive impact 

on online 

utilization 

intent 

22. eWOM 

affects 

online 

utilization 

Intention 

positively 



18 
 

 

13 Mahmud et 

al. 

 

2020 

 

Global 

Business 

Review 

Impact of 

Electronic 

Word of 

Mouth on 

Customer 

s‘ Buying 

Intention 

Consideri 

ng Trust 

as a 

Mediator: 

A SEM 

Approach 

218 

respondents in 

Bangladesh 

using 

Facebook and 

LinkedIn 

electronic 

word-of-mouth 

has a positive 

impact on 

online purchase 

intentions 

23. eWOM 

affects 

online 

utilization 

Intention 

positively 

14 Rahman et 

al. (2020) 

 

Journal of 

Xi'an 

University 

of 

Architectur 

e & 

Technolog 

y 

 

Issn No: 

1006-7930 

Brand 

image, 

eWOM, 

trust and 

online 

purchase 

intention 

of digital 

products 

among 

Malaysian 

consumer 

s 

350 Malaysian 

consumers of 

digital 

products 

virtual word- 

of-mouth has a 

positive impact 

on online 

purchase 

intentions 

24. eWOM 
affects 

online 

utilization 

Intention 

positively 

15 Fernando, 

Sandro 

Parulian 

and Satria, 

Bangsawan 

and 

Pandjaitan, 

Dorothy 

Rouly H. 

(2020) 

 

22 (10). 

pp. 261- 
271. ISSN 

1007-6735 

E-WOM 

Participati 

on in 

Indonesia 

Online 

Marketpla 

ce. 

205 

Indonesian 

respondents 

who had 

previously 

used the 

online 

marketplace 

were collected 

by using the 

purposive 

sampling 

technique and 

analyzed by 

using the 

Partial Least 

Square 

(SmartPLS 
3.0) 

results show 

that E-WOM 

participation is 

just only 

determined by 

internal 

motivation, and 

then E-WOM 

indirectly 

affects 

consumer 

loyalty through 

personal site 

and social site 

identification. 

25. eWOM 

affects 

online 

utilization 

Intention 

positively 
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16 Faith et al. 

2018 

Vol. 2, No. 

2 

 

Internation 

al Journal 

of 

Research 

in 

Manageme 

nt, Science 

& 

Technolog 

y (E-ISSN: 

2321- 
3264) 

A Review 

of the 

Effect of 

Pricing 

Strategies 

on the 

Purchase 

of 

Consumer 

Goods 

utilized a 

descriptive 

and historical 

method and 

relied heavily 

and solely on 

secondary 

instruments as 

sources of 

data 

Consumers 

have a 

perception of 

value reflected 

in the prices of 

firms‘ 

products. It 

also shows that 

competitors' 

prices affect 

the purchase of 

firm products 

and that online 

pricing informs 

and affects 

purchase 

decisions. 

26. Price setting 

affects 

online 

utilization 

Intention 

positively 

17 Rowena 

Summerlin 

andWendy 

Powell 

 

2022 

 

Journal of 

Theoretical 

and 

Applied 

Electronic 

Commerce 

Research 

Effect of 

Interactivi 

ty Level 

and Price 

on Online 

Purchase 

Intention 

Four hundred- 

five 

participants 

experienced a 

simulated 

environment 

within a real- 

world retail 

website they 

had previously 

shopped at. 

Questionnaire 

results were 

analysed using 

ANCOVA, 

and principal 

components 

analysis 

a higher 

purchase 

intention for 

more 

interactive 

products, 

particularly 

more expensive 

ones. 

Interactive 

products 

produced a 

54% higher 

purchase 

intention 

overall. 

 

Online home 

décor products 

are presented 

along with 

results which 

indicate that 

interactivity 

levels 

positively 

affect purchase 

intention for 

this particular 

product 

segment, 

particularly 

higher-cost 

27. Price 
Setting and 

high 

interactivity 

of a more 

expensive 

product 

affect online 

utilization 

intention 

positively 
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    products.  

18 Amanah, 

D., 

Harahap, 
D. A., & 

Lisnawati, 

D. 

 

2017 

 

Vol. 22, 
Issue 12, 

Ver. 5 

 

IOSR 
Journal Of 

Humanities 

And Social 

Science 

(IOSR- 

JHSS) 

Exploring 

Online 

Purchase 

Decision 

Among 

Universit 

y Students 

in 

Indonesia 

ninety 

questionnaires 

which were 

deployed to 

university 

students who 

have already 

made an 

online 

purchase for 

fashion 

products. 

Multiple 

linear 

regression was 

employed to 

statistically 

test the 

hypothesis. 

The results 

indicate that 

simultaneously 

service quality, 

price and 

product 

diversity 

influence 

online 

purchasing 

decisions 

among 

university 

students. 

Partially 

service quality 

and product 

diversity have 

a 

significant 

effect, while 

prices have a 

low effect on 

online 

purchasing 

decisions. 

28. Indonesian 

university 

students as 

the 

population 

29. Price as an 

independent 

research 

variable 

19 Mazuri, 

Abd Ghani 

and Samar, 

Rahi and 

Fatin 

Jamilah, 
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The Table above is a highlight of some of the most related research that is cited and 

reviewed in the literature of this study. The research results in Table 1 inform that 

factors including technology acceptance, E-WOM, and price setting all have 

significant effects on online utilization intention. 

 
Given this study is oriented to finding the online utilization intention formation 

among the University of Lampung students in Indonesia, it is essential to review 

the literature about the latest Indonesian lifestyle among university students, which 

has been a valuable tool to explain the differences that underlie the behaviour of the 

individual based on lifestyle since the Covid-19 pandemic. Then, a review of the 

literature on the connection between key variables proposed as antecedents of 

online utilization intention are presented, according to the revised theories. 

 
2.1.1. Grand Theory of Marketing Management 

The grand theory in this research is marketing management. According to 

Kotler in Abubakar, marketing is generally seen as the task of creating, 

introducing, and delivering goods and services to consumers and companies 

(Abubakar 2018). Meanwhile, according to Abdullah and Tantri, marketing 

is a total system of planned business activities to plan, determine prices, and 

promote and distribute want-satisfying goods and services to both current 

and potential consumers (Abdullah and Tantri 2018). According to Kotler 

and Keller, marketing management is a science that studies the procedures 
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for selecting and obtaining target markets, retaining, and developing 

customers by creating, delivering and communicating superior value to 

customers (Kotler 2021). 

 
2.1.2. Indonesian University Student Customer Trends 

The dynamic development of the times continues to show rapid progress in 

all aspects of a student‘s life. The current era, which is referred to as the 

contemporary or modern era, has caused many social changes that occur in 

the community. In the era of technology, college students, in general, have 

a lifestyle that cannot be separated from all-electronic devices. Technology 

has been used by students and universities to make it easier to learn and 

apply other needs. 

 
Lately, universities around the world have been closed to limit the 

transmission of the new coronavirus disease (COVID-19), disrupting the 

learning of 1.58 billion learners, or 91.4% of all enrolled students (UNESCO 

2020). This has forced schools and universities throughout the world to 

apply online learning, which made students even more dependent on the 

internet and electronic devices. 

 
Along with the surge in Covid-19 cases worldwide, a government appeal 

required people to stay in their respective homes (Kusno 2020). College 

students are starting to look for alternative entertainment at home, and 

streaming activities have proven to be one of the most popular forms of 

entertainment among the entire community. In Indonesia, the increase in the 

number of Netflix streaming users in 2020 was confirmed to be two times 

the number of Netflix users in the fourth quarter of 2019. This is also an 

advantage for Netflix, as the movie streaming company with the largest 

percentage of subscribers in Indonesia (SALSABILA 2021). Even after the 

pandemic eased, in 2022, Netflix fans in Indonesia continued to increase as 

Netflix became top of mind for the public (Angelia 2022). 
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2.1.3. Technology Acceptance 

Technology acceptance is an individual‘s rate of acceptance and insights 

towards future technologies (Marangunić and Granić 2015). Meanwhile, on 

the other hand. Resistance to accepting technology is when a person denies 

understanding the latest technology. According to the Oxford English 

Dictionary, resistance is defined as the act of resistance, meaning resisting 

an action or effect and trying to prevent it through action or reasoning. 

Earlier IS research defined technology resistance as an act or deliberate 

omission of resistance to the implementation of new technology (Laumer 

and Eckhardt 2012). 

 
Technological literacy or the acceptance towards technology is another term 

for mastery of technology. The ability of an individual or student to 

integrate, evaluate, and create information for the benefit of themselves or 

social groups is referred to as technological literacy [Emery, N Soroka. 

2016. ―Technological Literacy Programs in Elementary School‖. The 

Faculty at Old University in Partial Fulfilment of The Requirements for The 

Degree of Master Education]. Meanwhile, Borup, Jered, et al., (2020), 

states that when students have a general understanding of technology and 

its relationship with the surrounding environment, they are more likely to 

succeed. To become technology literate, students must understand the 

history of technology, have practical technological skills, and be able to 

think critically about technological developments. Technical competence is 

not synonymous with technological literacy. Some students may be 

technologically literate in some areas but not in others (Ollis, D., & Pearson, 

G., 2006). 

 
Lapointe and Rivard (2005) suggest that users can evaluate technology in 

terms of technology characteristics and existing conditions (as individuals 
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and organizations) and based on this evaluation, predict the consequences 

of the potential use of the technology. Doing this leads to the intent to accept 

or resist technology based on the perceived values and threats associated 

with it (Lapointe and Rivard 2005). 

 
The Technology Acceptance Model (TAM) is a widely accepted theoretical 

framework that describes user acceptance of technology. TAM postulates 

that perceived usefulness and perceived ease of use are the most important 

determinants of users' intentions to use technology (Davis, 1989). In the 

context of Netflix, perceived usefulness refers to the extent to which users 

believe Netflix can meet their needs and desires, while perceived ease of use 

refers to the ease of accessing and using the platform. 

 
2.1.4. Electronic Word of Mouth 

Electronic word-of-mouth can be conceptually defined as ―any positive or 

negative statement made by potential, actual, or former customers about a 

product or company, which is made available to a multitude of people and 

institutions via the Internet‖ (Hennig-Thurau et al. 2004). eWOM can be 

broadly defined as the exchange and sharing of consumer information about 

a product or company over the Internet, social media, and mobile 

communications (Chu 2021). 

 
Electronic Word of Mouth (eWOM) Communication refers to any positive 

or negative statement made by a potential, current or former customer about 

a product or company made accessible to a large number of people or 

institutions via the Internet (Hennig-Thurau et al. 2004). eWOM can be 

expressed in many forms, such as opinions, online ratings, online feedback, 

reviews, comments, and shared experiences on the web. Blogs 

(blogger.com, worldpress.com), review sites (yelp.com, epinions.com), 

discussion forums (chan4, Gaia online), online e-retailers (Amazon.com, 

bestbuy.com), proprietary brands and Product sites (Microsoft, Apple), and 

social networking sites (Facebook, Twitter) are some of the examples of 
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eWOM that utilizes online communication channels (Mishra and Satish 

2016). 

 
Streaming services such as Netflix have grown in popularity over the past 

decade and have millions of subscribers worldwide. The rise of streaming 

services is driven by several factors, including the increasing availability of 

high-speed internet and the increasing number of devices users can use to 

access streaming content. In addition, streaming services provide a variety 

of content, including movies, TV shows, and original programs, 

contributing to consumer appeal. 

 
In this context, electronic word-of-mouth (E-WOM) has become a key 

factor in shaping consumer perception and decision-making processes. E- 

WOM is the sharing of opinions, experiences and information about 

products and services through electronic channels such as social media, 

online forums and review sites. E-WOM has become increasingly important 

in recent years as consumers increasingly rely on online sources for 

purchasing decisions. 

 
2.1.5. Price Setting 

Price Setting is the set of prices adjusted by a company to be as fair as 

possible for both parties in a transaction (Bhattarai and Schoenle, 2014). 

Price fairness is defined as ―a consumer's assessment and associated 

emotions of whether the difference between. a seller's price and the price of 

a comparative other party is reasonable, acceptable, or justifiable‖ (Xia and 

Monroe 2004). Price is defined as the money a customer exchanges for a 

service or product or the value a customer receives (Kotler and Armstrong 

2010). It is important for businesses to retain loyal customers who are 

willing to pay higher prices for their favourite brands and who will not buy 

for lower prices (Levy et al. 2012). Wickliffe & Pysarchik (2001) introduce 

product aspects as characteristics that uniquely influence customer 
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behaviour, such as brand and price. These two factors cover most of the 

product's features (Wickliffe and Pysarchik 2001). 

 
In other words, price setting describes the procedure a business uses to 

determine the cost of a good or service. In order to choose a price that is 

profitable for the business and appealing to the target market, it is necessary 

to take into account variables like production costs, competitive pricing, and 

consumer demand. While other studies have looked at the psychological 

factors that affect consumers' willingness to pay for a good or service, some 

research has specifically examined the effect of various pricing strategies, 

such as the use of discounts or bundling, on consumer behaviour (Simonson 

2016; Winer and Fader 2016). 

  
The connection between price setting and Netflix, a well-known video 

streaming service, has been the subject of numerous studies. While Lee and 

Lee (2018) identified perceived value as a key element in young customers' 

adoption of streaming services, Han, Jinyoung, et al., (2019) discovered 

that bundling strategies can be effective in keeping customers. 

Additionally, Nair and Menon (2018) specifically examined pricing 

strategies for streaming video services and discovered that dynamic pricing 

could be a useful strategy for boosting earnings and retaining customers. 

These studies collectively suggest that pricing is a crucial factor for 

businesses like Netflix to take into account because different pricing options 

can significantly affect customer adoption, retention, and perceived value. 

 
2.1.6. Online Utilization Intention 

According to Ajzen and Fishbein, Intention is presumed as an indicator of 

how willing people are to approach a particular action and how many times 

they have attempted to carry out a particular action (Hagger 2019). Ajzen 

and Fishbein stated that a person‘s intention to carry out a behaviour 

determines whether the behaviour will be carried out or not. Online 

utilization over the Internet is attracting student attention today. Online 
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marketplaces are dominated by young people, and according to many 

studies, the most connected Internet users are the group aged 18-29 (Fox 

and Madden 2006; Hargittai and Hinnant 2008). They are online more often 

than older people. Many marketers consider them a major target segment 

and are making great efforts to develop specific online strategies (Grant 

2004; Kwon and Noh 2010). However, some researchers (Lian and Yen 

2014) commented that previous studies focused on the youth segment. 

 
With the film industry and content streaming becoming more and more 

successful and lucrative, it's not surprising that it's also an interesting subject 

in business and academic writing. However, most advances in the 

development of streaming technology and distribution have occurred in the 

last 10 to 15 years, so this literary field is still relatively new and continues 

to grow each year. 

 
In business areas such as marketing and advertising, customer intent is an 

important measure of overall attitude and interest in a product. In most 

cases, purchase intention is a powerful predictor of buying behaviour. 

However, it cannot be used as a complete predictor because there may be a 

contradiction between the two concepts, and the respondent may not fully 

understand their behaviour (Morwitz 1991). 

 
The main way streaming services generate revenue is by working with 

subscription payment systems. A subscription-based business model 

features a monthly or annually recurring fee to acquire a particular product 

or service and generally emphasizes retaining existing customers over 

acquiring new ones (Daidj and Egert 2018). According to Clapp (1931), the 

term "subscription" dates back to 17th century England, which was a 

common way to fund industries such as book publishing, trading companies, 

and even insurance (Clapp 1931). Today, subscription-based models are 

implemented in products such as magazines and cable TV, but these days 
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they are the most successful in online businesses and digital content 

services. 

 
2.1.7. The Relationship Between Technology Acceptance and Online 

Utilization Intention 

Today, understanding why users accept or reject new technologies has 

become one of the most important areas in information technology. 

Research into the adoption, acceptance, and use of information technology 

(IT) and information systems (IS) by individuals has been recognized as a 

prerequisite to the use and implementation of technology since the 1970s. 

(Hong, Thong, and Tam 2006). In this context, theories and models 

developed to study user acceptance and adoption of new technologies are 

presented here. These theories have evolved over the years and have arisen 

from extensions of each other. 

 
The most important and well-known theories of technology acceptance are 

as follows: The Theory of Reasoned Action (TRA) was extended to the 

Theory of Planned Behavior (TPB), which had an extension to the 

Decomposed Theory of Planned Behavior (DTPB) as well. The information 

systems contribute to the existence of the Technology Acceptance Model 

(TAM), which is an extension of TRA; that has an extension to TAM2 as 

well in addition to a combination form of TAM and TPB (C-TAM-TPB) 

(Momani and Jamous 2017). 

 
TRA is the earliest technology acceptance theory. Developed by Ajzen in 

the field of social psychology, they are unidimensional or multidimensional 

factors that directly or indirectly influence behaviour (Hagger 2019). Ajzen 

and Fishbein stated that TRA was developed to explain virtually all human 

behaviour. They believed that the TRA theory was orchestrated by two main 

components, attitudes and subjective norms towards behaviour. "A person's 

positive or negative emotions (evaluative emotions) regarding the execution 

of a target behaviour" (Hagger 2019). "The person's perception that most of 
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the people they care about think they should or shouldn't do the behaviour 

in question" (Fishbein and Ajzen 1976). 

 
One of the latest extention models is the Extended Technology Acceptance 

Model (TAM2). TAM2 was developed in the information technology field. 

It had been extended from TAM by Venkatesh and Davis, in which TAM 

was extended from TRA (Venkatesh, 2000). Extending TAM to TAM2 by 

incorporating some constructs from older theories, along with some 

moderators of perceived usefulness and perceived ease of use, improves the 

model's performance. For example, the presence of Experience Moderators 

reflects a user's increasing level of experience with technology over time, 

resulting in noticeable changes in technology acceptance (Momani and 

Jamous 2017). 

 
Several studies have used TAM to examine factors that influence young 

consumers' intentions to use Netflix. According to a study by Denaputri and 

Usman (2020), which included 237 respondents from Indonesia, customers' 

trust impacts how beneficial they believe their online purchases to be, which 

in turn affects their intention to make a purchase (Denaputri and Usman, 

2020). 

 
Additionally, to identify the factors impacting customer purchase intention, 

Chaichi and Kei conducted a second study that included the Theory of 

Acceptance Model and customer trust. The information was gathered from 

398 people who made online purchases of products during the Covid-19 

epidemic. TAM was proven to be a highly significant predictor of the 

likelihood of making an online purchase (Chaichi and Kei, 2021). 

 
When focusing on college students, it is most likely to be the opposite, as 

students are known to be able to adapt well to technology. A survey of 

27,864 undergraduate students from 103 two- and four-year colleges found 
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that most students today are "digital natives" who grew up with technology 

(Caruso and Salaway 2007). 

 
As a curriculum goal, technological literacy is generally constituted of an 

ability/use dimension, a knowledge and understanding dimension and an 

awareness or appreciation of the relationships between technology, society 

and the environment (Williams 2009). 

 
Engagement with technology is an unavoidably central characteristic of 

people‘s personal and professional lives. This engagement goes beyond the 

mere use of technology to participation within a technological milieu which 

is both personally reactionary, professionally meaningful and socially 

deterministic. A deep level of technological multiliteracy is fundamental to 

effective engagement and the consequent design of an appropriate social 

future. 

 
To the extent that prevailing institutional values continue to relate to an 

economically rational system, engaging students in forms of democratic 

decision-making is difficult. In government, business, health care and 

education, the individual is rendered an economic entity as a producer or 

consumer, and the notion of an effective participatory democracy does not 

fall within these rationalist boundaries. 

 
This structure produces ‗human beings unfitted for democratic citizenship: 

self-interested, exploitive, competitive, striving for inequalities, fearful of 

downward mobility‘ (Wolin 2016), quite the opposite of the ascribed virtues 

of technological literacy. ‗Technoliteracies must be deployed and promoted 

that allow for popular interventions into the ongoing (often antidemocratic) 

economic and technological revolutions taking place, thereby 

potentiallydeflecting these forces for progressive ends like social justice and 

ecological well-being‘ (Kahn and Kellner 2005). 
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The world is an evolving technological society and has become dependent 

on its use in many ways. Today's students live in a very technical world 

where most students routinely use technologies to support the effectiveness 

and continuity of learning. Students find these types of technologies useful 

and very enjoyable. The same students who are accustomed to these types 

of technology are involved in using the technology for both learning and 

entertainment (Costley 2014). 

 
2.1.8. The Relationship Between Electronic Word of Mouth and 

Online Utilization Intention 

 
Companies are anxious for positive WOM marketing as a tool to influence 

their customers for two main reasons. First, WOMs by friends and 

acquaintances are considered more reliable than advertisements and 

promotions by the company itself (Day 1971). Online word-of-mouth 

marketing offers great reach potential by becoming a key member of the 

message delivery channel, leveraging the tendency of consumers to actively 

create, modify, and collaborate on online content (Coyle et al. 2011). 

 
The proliferation of digital technology has enabled consumers to share 

consumer-related opinions, which creates what‘s known as electronic word 

of mouth (eWOM), a "Potential, current or previous customer statements 

about products or companies that are accessible to large numbers of people 

and institutions via the Internet" (Hennig-Thurau et al. 2004). 

 
With the ever-evolving technology and the spread of the Internet of Things, 

traditional word-of-mouth has evolved into electronic word-of- mouth, also 

known as eWOM (Manes and Tchetchik 2018). Today, consumers use a 

variety of social platforms, including social networks, consumer review 

sites, blogs, and social communities, to communicate and share their 

shopping experiences with other consumers. With the increasing relevance 

of eWOM strategies along with recent Internet trends, the number of online 
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customer reviews has increased and is having a greater impact on consumer 

purchasing decisions than ever before (Zhang and Vásquez 2014). In this 

context, electronic word-of- mouth can be seen as a powerful form of 

communication in the social sciences that has enabled a power shift from 

business to consumer (Reyes-Menendez, Saura, and Martinez-Navalon 

2019). 

 
Most recently, according to the research by Dorothy Rouly RH Panjaitan, 

she proved that eWOM affects the online utilization intention positively of 

100 Bandar Lampung Residents to Spotify Premium (Pandjaitan et al. 

2022). Previously, in 2016, Erkan and Evans showed that e-WOM's 

attitude towards information is positively linked to the buying intent of 384 

college students in the UK (Erkan and Evans 2016). This positive 

relationship was confirmed by Farzin and Fattahi (2018) after surveying 

369 students in Iran (Farzin and Fattahi 2018). 

 
After investigating 762 Facebook smartphone fans in India, Kunja and 

GVRK (2018) found a positive link between digital WOM and buying intent 

(Kunja and Acharyulu 2018). Shortly thereafter, Nuseir (2019) interviewed 

405 people in Abu Dhabi, Dubai, Al Ain and Sharjah in the United Arab 

Emirates. He found that the e-word of mouth had a positive impact on this 

intent (Nuseir 2019). 

 
In addition, this evidence is supported by Mahmud et al. (2020) surveyed 

218 respondents in Bangladesh using Facebook and LinkedIn (Mahmud et 

al. 2020). By hiring 350 Malaysian consumers of digital products, Rahman 

et al. (2020) effectively showed that virtual word-of-mouth has a positive 

impact on online purchase intentions (Rahman et al. 2020). 

 
Many other studies have been conducted on the impact of E-WOM on 

consumer behaviour in various contexts. For example, research by Rahaman 

et al. (2022) states that online users with buying intentions are more likely 
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to use and accept eWOM information (Rahaman et al., 2022). Additionally, 

research has indicated that eWOM can have a significant impact on 

consumers' intentions to purchase fashion brands (Saleem and Ellahi, 

20217) and that it is a crucial resource for users in the age of social 

commerce (Zhaou et al., 2020). 

 
Research into the impact of online word-of-mouth and brand perception on 

Netflix subscription decisions was carried out in the city of Medan with 100 

local respondents who have used Netflix. The findings demonstrated that e- 

WOM and brand perception have an advantageous impact on consumers' 

decisions to purchase Netflix subscriptions (Gultom et al., 222). 

 
One of many sites where e-WOM has a big impact on how people perceive 

Netflix is Instagram. Instagram users comment on Netflix series, which may 

persuade other people to watch Netflix (Hamidah et al., 2021). The 

favourable evaluations posted on Instagram can boost Netflix's brand 

recognition and draw in new subscribers. Many academic publications have 

looked into how electronic word of mouth (eWOM) affects Netflix's 

marketing plan. These findings indicate that eWOM has a major impact on 

Netflix's marketing and has elevated the value of the company's brand 

image so that consumers are more likely to make purchases (Hamidah et 

al., 2021). However, there is almost no information available about how 

Netflix specifically uses eWOM in its marketing strategy. 

 
Previous research has shown that E-WOM can influence subscription intent 

for streaming services, but more research is needed in this area. In particular, 

further research is needed on the specific factors that contribute to the 

effectiveness of E-WOM in the context of streaming services such as 

Netflix. 



34 
 

2.1.9. The Relationship Between Price Setting and Online Utilization 

Intention 

Purchase intent can change as a result of price and perceived quality and 

value. In addition, consumers are influenced by internal and external 

motivations during the purchasing process (Gogoi 2013). 

 
In today's highly competitive business environment, where retailers' power 

and customer demand levels are constantly increasing, it is important to 

build long- term relationships with customers for the success and survival 

of producers. It is required for. Previous studies have shown that price is an 

important variable, but other variables, such as product and service quality, 

are important in the customer's purchasing decision process (Giovanis, 

Tomaras, and Zondiros, 2013). 

 
Price setting is critical; according to the research by Fauzan et al. in 2022, 

the price that Netflix charges for subscriptions influences Indonesians' 

willingness to pay for Netflix services. If the price is too high, the user will 

reject it and allow the platform to switch to a lower-cost platform, or the 

user will begin unsubscribing to the service [Fauzan Fadhli Akbar, 2022]. 

To make effective decisions about price variables, marketers seek 

knowledge of how consumers use product attributes and pricing information 

when evaluating products. There are several factors that affect a customer‘s 

purchasing intent. First, the perceived price has a positive correlation with 

the objective price and a negative correlation with the reference price. 

Second, the positive relationship between price and the perceived quality 

shows that the effect of objective price on perceived quality is diminished 

in the presence of important, direct and unique product attribute 

information. Third, the trade-off between perceived price and perceived 

quality leads to perceived value, which inspires purchase intent (Chang and 

Wildt 1994). 
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In the research of Nainggolan and Hidayet (2020), he proves that price 

fairness shows a positive and significant effect on customer satisfaction with 

iPhone purchases (Nainggolan and Hidayet 2020). Research by Saroj 

Bhattarai entitled Multiproduct Firms and Price-Setting: Theory and 

Evidence from U.S. Producer Prices have results showing that the pricing 

behaviour of multi-product firms is systematically dependent on the number 

of goods for every firm (Bhattarai and Schoenle 2014). 

 
Meanwhile, research by Mirabi (2015) studied factors affecting customers' 

purchase intention. Price was one of the factors investigated, but the 

hypothesis was rejected. It is justified that the price of products in the 

company related is high; thus, the price can be considered as a barrier to the 

purchase intention of customers (Mirabi, Akbariyeh, and Tahmasebifard 

2015). There are many price strategies that can be used bya company, but 

one can work well for a company and not on others. This is critical for 

suiting the price with the correct segment. 

 
Several more studies have been conducted to examine the influence of price 

on purchase intentions. Research by Levrini and Santos (2021) suggests that 

pricing has a significant effect on the buying behaviour of consumers. This 

statement is also supported by the research of Zhao et al. (2021) on 500 

students in China, which founds that the conscious price variable was the 

major influence on students' purchase intention. (Zhao et al., 2021). 

 
Research by Lestari in 2020 states that the perceived price level and Netflix 

utilization behaviours are negatively correlated (Lestari, 2022). The 

research data come from non-probability sampling with judgmental 

sampling techniques of 237 Netflix subscribers across Indonesia that have 

subscribed to Netflix for more than three months and have an intensity of 

use for 2-5 hours or more per day. This suggests that people's attitudes 

toward using Netflix change as its perceived price rises (Lestari 2020). 
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However, other studies have discovered a positive relationship between 

perceived system quality and attitude toward utilization, as well as between 

knowledge and self-efficacy, knowledge and perceived usability, and 

attitude and perceived usefulness (Ufuk Cebeci, 2019). Therefore, further 

research is needed on the specific factors that contribute to the effectiveness 

of price in the context of streaming services such as Netflix. 

 
2.2. Theoretical Basis 

According to the study of Dorothy R. H. Pandjaitan (2022), the research intended 

to prove the causing factors: electronic word of mouth, brand image, and trust as 

the determinant of the online utilizing intention of streaming music platform: 

Spotify Premium. With 100 respondents from the city of Bandar Lampung, and 

using the snowball sampling method, results show that electronic word of mouth 

(E-WOM), brand image, and trust all have positive influences on customer‘s online 

utilization intention of Spotify Premium (Pandjaitan et al. 2022). 

 
And the study by Ufuk Cebeci (2019) presented an empirically tested model that 

demonstrates the determinants of the intent to use Netflix. In this regard, knowledge 

and self-efficacy flow into the TAM model. This white paper also discusses the 

mitigating role of technology fear as a moderator between perceived usefulness 

(PU) and attitude. The findings reveal that self-efficacy is related to perceived ease 

of use (PEOU), and knowledge is related to both PEOU and PU. (Cebeci, Ince, and 

Turkcan 2019). 

 
Furthermore, Faith and Agwu (2018) looked into how pricing strategies affected 

consumer goods purchases as well as how online presence affected consumers' 

ability to make well-informed decisions. The study sought to provide answers to a 

number of questions, including how much consumer perception of value-based 

pricing and online pricing influences consumer purchase decisions, as well as how 

much influence competitor pricing has on the purchase of goods. This study used a 

descriptive and historical methodology and only secondary sources of data. 

According to the research, consumers link product value to price, and competitor 
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pricing has an impact on how these products are bought. The study also showed 

how important an impact online pricing has on guiding and influencing consumer 

purchase decisions. 

 
2.3. Theoretical Framework 

One of the most commonly used frameworks proven to be reliable enough to get a 

good understanding of consumer intentions and behaviour, including online 

utilization intention, is from the Theory of Reasoned Action (TRA) concept by 

Ajzen and Fishbein. (Hagger 2019). TRA is widely recognized as a suitable model 

for social psychology and marketing (Thorbjørnsen, Pedersen, and Nysveen 2007). 

 
The theory of reasoned action aims to explain the relationship between attitudes and 

behaviours within human action. TRA states that a person‘s intention to perform a 

behaviour is the main predictor of whether or not they actually perform that 

behaviour. 

 
Ajzen and Fishbein stated that a person‘s intention to carry out a behaviour 

determines whether the behaviour will be carried out or not. The intention is 

influenced by two fundamental determinants; attitudes and social influences or 

what is known as subjective norms. Throughout the years, TRA‘s framework and 

variables have been applied to more research fields of study and have become more 

flexible in adapting over time to the different content in each analysis that uses its 

framework (Paul, Modi, and Patel 2016). 

 
 

Figure 1. Research Model 
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This research consists of three independent variables and one dependant variable, 

as listed below. 

 
Independant Variables [X]: 

X1. Technology Acceptance 

X2. eWOM 

X3. PriceSetting 

 
 

Dependant Variable [Y]: 

Y.       Online Utilization Intention 

 
 

2.4. Research Hypothesis 

The research hypothesis is an initial presumption of a temporary conclusion of the 

relationship between the independent variable and the dependent variable before 

research is carried out and must be proven through research where these allegations 

are strengthened through the underlying theory and the results of previous research. 

 
Based on the theoretical framework above, the research hypothesis proposed in this 

study is that technology acceptance, electronic word of mouth, and price setting 

partially affect online utilization intention, as listed below. 

 
H1: Technology acceptance affects online utilization intention positively 

H2: Electronic Word of Mouth affects online utilization intention positively 

H3: Price setting affects online utilization intention positively 
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III. RESEARCH METHOD 
 

 

 

3.1. Research Design 

 
 

This research is an empirical study conducted with a quantitative approach by using 

questionnaires as a form of data collecting. Quantitative research is a type of 

research that produces (gains) achievable knowledge by statistical methods or other 

quantification (measurement) means (Sujarweni 2014). Sugiyono Tarsito (2014) 

found that the quantitative method is a positivist philosophy-based research method, 

generally to survey a specific, randomly selected population or sample. Explains 

that it will be used. Use research tools to perform quantitative/statistical analysis to 

test the proposed hypothesis (Tarsito 2014). 

 
3.2. Scope and Object of Research 

The scope of this research is the field of marketing management. The scope of the 

discussion studied is the influence of eWOM on online subscription decisions, 

especially for students at the University of Lampung. 

 
The object of this research is the active students of the University of Lampung 

across all eight faculties who have ever subscribed to Netflix. 

3.3. Source of Data 

The source of data in research is the subject from which the data can be obtained 

(Arikunto 2013). In this study, the authors used primary data, which can be 

classified as follow: 

3.3.1. Primary Data 

Primary data sources are data directly collected by researchers from the first 

source (Suryabrata 2008). The primary data sources in this study are active 

students of the University of Lampung during 2022. 
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3.4. Data Collecting Method 

The probability sampling procedure will be applied to gather data from the 

respondents. Questionnaires in the form of Google forms will be handed out to each 

of the 107 respondents. The questionnaire is a data collection technique by means 

of researchers providing a list of written questions or statements to be answered by 

the respondent. (Tarsito 2014). To measure the response, we also use the Likert 

interval scale, which ranges from 1 to 5, as described by Sekaran and Bougie 

(Sekaran and Bougie 2017). 

 
According to (Sugiyono 2010), for the purposes of quantitative analysis, the 

answers to the statement or question are given a score, namely: 

Strongly agree/always/very positive score of 5 

Agree/often/positively score of 4 

Doubtful/sometimes/neutral score of 3 

Disagree/almost never/negative score of 2 

Strongly disagree/never/strongly negative score of 1 

 
3.5. Population and Sample 

3.5.1. Population 

According to (Prijana 2005), the population is the entire unit of observation 

whose characteristics will be predicted. Referring to this definition, the 

population that will be the target of this research is the university students of 

the University of Lampung. According to the Higher Education Database of 

the Ministry of Education andCulture of Indonesia(PDDikti) (2022), the total 

number of active university students at the University of Lampung is 33,040 

(Pddikti.kemendikbud 2022). The population is spread across eight faculties, 

namely: Faculty of Economics and Business, Faculty of Law, Faculty of 

Agriculture, Faculty of Teacher Training and Education, Faculty of 

Engineering, Faculty of Social and Political Sciences, Faculty of Mathematics 

and Natural Sciences, and Faculty of Medicine. 
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3.5.2. Sample 

Considering the limited time and cost, and not all students are actively 

subscribed to Netflix, not the entire population will be studied, and only the 

samples will be expected to represent the population. According to Sugiyono 

(2014), the sample is part or representative of the population being studied. 

Based on this definition, a total of 107 samples of active university students in 

Indonesia that are customers of Netflix will take part as the sample in this study 

(Tarsito 2014). 

 
The determination of the sample of 107 is based on the Slovin formula with an 

error rate of 8% and a confidence level of 90%. The base calculation formula 

is as follows (Malhotra, Nunan, and Birks 2017): 

 

N 

n = 

1 + N (e) 
2
 

 

In wich: n = sample 

N = population = 33,040 

e = margin of error = setted 8% 

 

equation 1. Slovin Sample Formula 

 

 
The following image is an online sample calculator based on the Slovin 

formula used to determine the sample. 

 

 
Image 1. Sample Calculation using surveymonkey.com Calculator 
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By using the SurveyMonkey sample calculator and Slovin Formula asthe base 

formula calculation, the result shows that a minimum of 107 samples is needed 

to have a confidence level of 90% that the real value is within 8% of the 

surveyed value. 

 
Considering that each faculty do not have the same number of students, nor are 

there specific data of Netflix users of each Faculty in the University of 

Lampung, the number of samples is then distributed using the simple random 

sampling technique. Simple random sampling involves randomly selecting 

individuals from the population without any bias or predetermined pattern. 

 
3.6. Research Variable -Conceptual Definitions 

3.6.1. Technology Acceptance 

Technology acceptance is an individual's rate of acceptance and insights 

towards future technologies (Marangunić and Granić 2015). Meanwhile, on the 

other hand. Resistance to accepting technology is when a person denies 

understanding the latest technology. According to the Oxford English 

Dictionary, resistance is defined as the act of resistance, meaning resisting an 

action or effect and trying to prevent it through action or reasoning. Earlier IS 

research defined technology resistance as an act or deliberate omission of 

resistance to the implementation of new technology (Laumer and Eckhardt 

2012). Lapointe and Rivard (2005) suggest that users can evaluate technology 

in terms of technology characteristics and existing conditions (as individuals 

and organizations) and, based on this evaluation, predict the consequences of 

the potential use of the technology. Doingthis leads to the intent to accept or 

resist technology based on the perceived values and threats associated with it 

(Lapointe and Rivard 2005). 

 
3.6.2. Electronic Word of Mouth 

Electronic word-of-mouth can be conceptually defined as ―any positive or 

negative statement made by potential, actual, or former customers about a 

product or company, which is made available to a multitude of people and 
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institutions via the Internet‖ (Hennig-Thurau et al. 2004). eWOM can be 

broadly defined as theexchange and sharing of consumer information about a 

product or company over the Internet, social media, and mobile 

communications (Chu 2021). 

 
3.6.3. Price Setting 

Price Setting is the set of prices adjusted by a company to be as fair as possible 

for both parties in a transaction (Bhattarai and Schoenle, 2014). Price fairness 

is defined as ―a consumer's assessment and associated emotions of whether the 

difference between. a seller's price and the price of a comparative other party 

is reasonable, acceptable, or justifiable‖ (Xia and Monroe 2004). 

 
3.6.4. Online Utilization Intention 

Online utilization intention or online purchase intent is defined as a consumer's 

willingness and intent to conduct online transactions (Pavlou 2003). 

Consumer‘s internet purchasing behaviour is defined as the process of 

purchasing services, products, and information over the Internet (Khalifa and 

Limayem 2003). These definitions are based on Azjen and Fishbein's (1976) 

earlier definition of customer behaviour and intention, that states intentionis 

presumed as an indicator of how willing people are to approach a particular 

action and how many times they have attempted to carry out a particular action 

(Fishbein and Ajzen 1976). 

 
3.7. Variable Operational Defenition 

The following variable operational definition was first developed from the 

definitions of the current literature. The definition was tested by first developing a 

model based on the current literature in online utilization intention literature. The 

model resulted in three hypotheses. Each of the following factors is projected to be 

positively related to the level of online utilization intention as defined from the 

literature: technology acceptance, price setting, and electronic word of mouth. 
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Table 2. Variable Operational Definition-Research Indicators 
 

Variable 
 

Indicator 
 

Scale 
 

Reference 

Online 

Utilization 

Intention 

 

(Y) 

1. I use Netflix based on a suggestion from a 
person I know(Y.1). 

2. The Information from people about Netflixis 
convincing (Y.I2). 

3. The process of subscribing to Netflix is simple 
and easy (Y.3). 

4. Utilizing Netflix is worth the price (Y.4) 

5. After utilizing Netflix, I recommend Netflix 

6. to other people (Y.5) 

Likert Dorothy R.et 

al. 

(2022) 

Technology 

Acceptance 

 

(X1) 

1. I use gadgets (phone, laptop, etc.) most of the 

time for daily use (studying,projects, work) 

(X1.1) 

2. I can understand how to browse and use the 
search engine and social media to gather 

information (X1.2) 
3. I am updated on the latest gadget news 

(X1.3) 

4. I use gadgets to entertain myself (X1.4) 

5. I have the technical skills that I need toutilize 
the technology to access Netflix(X1.5) 

6. I utilize the technology in utilizing Netflix(to 
register, pay, and access) without any problem 
(X1.6) 

7. I often use Netflix to fulfil my needs and 

8. wants (X1.7) 

Likert Andari Puji 

Astuti, et. al. 

(2020) 

 

eWOM 

(X2) 

1. I frequently read the review of Netflix on 
social media/the internet to ensure that my 

planto use it is correct (X2.1). 

2. Before utilizing Netflix, I frequently discussthe 
review with/from other people on social 
media/the internet (X2.2). 

3. Other people's information on Netflixaffects 
my perception (X2.3). 

4. I will always post my happenings once using 
Netflix on social media (X2.4). 

5. After using Netflix, I will communicate the 
Netflix with other people through social 
media/the internet (X2.5). 

6. After using Netflix, I attempt to distributemy 
occurrences through the internet 

7. (X2.6). 

Likert Dorothy R.et 

al. 

(2022) 

 

Price 

Setting 

 

(X3) 

1. I am willing to pay more for Netflix service 
compared to other similar services (X3.1) 

2. Netflix service is equivalent to the price Ipay 
(X3.2) 

3. Price packages are fair and worth it (X3.3) 

4. If the price of the Netflix service increase,I'll 
keep subscribing (X3.4) 

5. The price is acceptable for me as a university 

student (X3.5) 

Likert Fauzan 

Fadhli 

Akbar, et. 

al. (2022) 
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3.8. Data Analysis Method 

Data analysis was directed to determine whether there is an effect of price setting, 

technology acceptance, and Electronic Word of Mouth on the decision to subscribe 

to Netflix for students in Lampung University. The Statistical Package for the 

Social Sciences (SPSS) 26 software will be used to analyze the data of this research. 

The reason for using the IBM SPSS software is that it provides data analysis for 

descriptive and bivariate statistics, numeral outcome predictions and predictions for 

identifying groups (Contributor of TechTarget 2018). 

 
According to Alchemer.com, Most top research agencies use SPSS to analyze 

survey data and mine text data so that they can get the most out of their research 

and survey projects (alchemer.com 2021). The conditions of this research are 

suitable for analyzing the data of this research, such as trend analysis, assumptions, 

and predictive models. Moreover, SPSS has a simple and easy-to-use interface 

which is flexible and effective in time use while providing comprehensive data 

analysis. (IBM 2023) 

 
The data of this study will be analyzed in four types of tests; descriptive statistics, 

validity and reliability testing, classical assumption testing, and hypothesis testing. 

The followings are the explanations of the tests conducted in this research. 

 
3.8.1. Data Validity Testing 

The purpose of the validity test is to determine whether or not the questionnaire 

used as a research instrument is valid (Ghozali, 2016). A questionnaire is said 

to be valid if the questions on the questionnaire are able to reveal outcomes that 

will be measured by the questionnaire. The question items are considered valid 

and can be used for the next analysis stage if each item has R count > R table 

(or sig.  value <alpha). 
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3.8.2. Data Reliability Testing 

Next, to examine the reliability of the valid answer to the indicator, Cronbach 

Alpha analysis will be utilized by comparing this value with 0.6, as highlighted 

by Ghozali (2016). In the reliability test, the data is considered reliable if 

Cronbach's alpha value is greater than or equal to 0.60. Furthermore, Ghozali 

(2016) explains that if the Cronbach Alpha is above 0.6, the appropriate 

respondent answer to items will be reliable. Then, the structural model with 

accurate and consistent indicators needs to be evaluated by three 

measurements: the f-squared for effect size, the R-squared, and Stone-Geisser 

Qsquared (Ghozali, 2008). 

 
3.8.3. Data Normality Testing 

The normality test was carried out to determine whether the sample data in this 

study were normally distributed. A good model is one that has normal or near- 

normal data distribution (Ghozali, 2016). The results of the data normality test 

using graphical analysis, namely the normal P-plot graph, show that the points 

spread around the diagonal line and the distribution follows the direction of the 

diagonal line. Thismeans that the data is normally distributed. 

 
3.8.4. Linearity Testing 

Regression linearity testing is done with the F Statistical test. The calculated F- 

count is then consulted with the F-table with a significance level of 5%. If the 

calculated F-count is smaller or equal to the F-table, the relationship between 

the independent variable (X) and the dependent variable (Y) is declared linear. 

 
3.8.5. Autocorrelation Testing 

The autocorrelation test aims to test whether, in a linear regression model, there 

is a correlation between confounding errors. In period t with errors in t-1 

(previous). If there is a correlation, it is called an autocorrelation problem. A 

good regression model is free from autocorrelation. The autocorrelation in this 

research uses the Durbin-Watson value as the indicator to conclude whether 

there is variable autocorrelation in the regression model. The conclusion is 
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obtained by comparing the DW table and DW count values. According to 

Ghozali (2009),t the sig value is less than 0.05, it can be concluded that there 

is autocorrelation between the residual values. 

 
3.8.6. Multicollinearity Testing 

Multicollinearity is a condition where there is a strong correlation or 

relationship between two or more independent variables in multiple regression 

analysis models. With the criteria, if the tolerance value> 0.1 and the VIF value 

< 10, then there are no symptoms of multicollinearity, but if the tolerance value 

< 0.1 and the VIF value> 10, then there are symptoms of multicollinearity. 

 
 

3.8.7. Heteroscedasticity Test 

This test aims to detect whether the confounding error of the observedmodel 

does not have a constant variance from one observation to another. Determine 

the presence or absence of symptoms of heteroscedasticity; it can be done by 

using a heteroscedasticity graph to predict the value of the dependent variable 

with the independent variable. The scatter plot graphis used by observing the 

scatter pattern formed between the SRESID (studentized residual) and ZPRED 

(standardised predicted value) variables. The conclusion could also be obtained 

from the Geljser test. In the Geljser heteroscedasticity test, the data is good if 

the residual value (Sig.) is> 0.05. 

 
3.8.8. Multiple Linear Regression Testing 

Multiple linear regression analysis includes techniques that can be used to 

inspect the relationship between one continuous dependent variableand a set of 

independent variables (Baarda and van Dijkum 2019). 

 
3.8.9. Coefficient Determination 

The coefficient of determination (R
2
) measures the model's ability to explain 

the variation in the independent variables. The larger R
2
 (closer to 1), the better 

the regression model results, and the closer it is to 0, the fewer independent 

variables overall explain the dependent variable. 
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3.8.10. F-Test 

The F-test evaluates the overall fit of the research regression model. This test 

is especially useful when combined with other tests, such as the t-test, to 

provide a complete evaluation of the research model. In a multiple linear 

regression analysis, the F-statistic value isa ratio of the explained variation in 

the dependent variable to the unexplained variation. The F-statistic value is 

compared to the critical value in an F-distribution table to determine whether 

the overall regression model is significant. A large F-statistic value indicates 

thatthe independent variables clarify a significant proportion of the variation in 

the dependent variable, whereas a small F-statistic value indicates that the 

independent variables have a weak relationship withthe dependent variable. 

 
3.8.11. T-Test 

This t-test model is used to analyze the research model before and after. 

According to Widiyanto (2013: 35), paired sample t-test is one of the testing 

methods used to assess the effectiveness of treatment, characterized by 

differences in the average before and average after treatment. The basic 

assumption of using this test is that the observation or research for each pair 

must be in the same condition. The average difference must be normally 

distributed. The variance of each variable can be the same or not. To conduct 

this test, interval or ratio scale data is required. 
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V. CONCLUSION AND SUGGESTIONS 

 

 

 
5.1. Conclusion 

Based on the information obtained from the questionnaire and the analysis done 

with IMB SPSS version 26, there are several conclusions that result regarding the 

research objectives. The research objective of this research is to determine 

whether there is an effect of price setting, technology acceptance, and Electronic 

Word of Mouth on the decision to subscribe to Netflix for students in Lampung 

University. Based on the results from the previous section, it can be concluded that 

each independent variables, namely technology acceptance, electronic word of 

mouth, and price setting, all have positive effects on online utilization intention. 

 
5.2. Suggestions 

Even though all influence is significant, this research still has some inadequacy in 

several aspects: 

1. The population and sample of the respondents; In this study, the population 

settled is the active students of the University of Lampung, one of many 

other public universities in Indonesia. This population can be expanded to a 

national scale in order to better represent young Indonesian consumers. This 

research could also be applied in other cities and countries with different 

ages, occupations, and backgrounds as well. This could be accomplished 

through cross-cultural and cross-platform comparative studies, which would 

provide a more thorough understanding of the factors that influence online 

utilization intention in various contexts. 
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2. Respondents' characteristics analysis; characteristics such as age and 

income can be further analyzed to see the correlation and difference between 

different occupations and ages toward online utilization intention. 

3. Add a stimulant hypothesis; further research could add another hypothesis 

test to see the stimulant effect of all describing variables together, namely 

technology acceptance, electronic word of mouth, and price setting towards 

online utilization intention. This could be done by customizing the research 

model and analyzing it with the hypothesis F-Test. This research has shown 

positive stimulant effects in the F-Test even though it is not included in this 

research model. This combination has never been analyzed in any previous 

research, and results could help improve a better understanding of the 

factors influencing online utilization intention. 

4. Variety and choice of variables; this study uses three describing variables, 

namely technology acceptance, electronic word of mouth, and price setting. 

Further scholars can expand on other describing variables using the model 

in this research, such as trend, e-service quality, content availability, user 

experience, website satisfaction, and more. This will allow for a complete 

understanding of the factors affecting online utilization intention on various 

aspects of the subject being studied. 

 
These aspects become the opportunity for the following scholars to improve. Future 

research should take a multidisciplinary and interdisciplinary approach, drawing on 

theories and perspectives from related fields like marketing and management. This 

would enable a more comprehensive understanding of the complex and dynamic 

relationships that exist between technology acceptance, electronic word of mouth, 

price setting, online utilization intention, and the wider societal and cultural 

circumstances in which these phenomena occur. 



 

 

 

 

 

 

 

 

 

 

 

 

 

REFERENCE 



 

 

 

 

 

 

 

REFERENCE 

 

 

 

Abdullah, Thamrin, and Francis Tantri. 2018. ―Manajemen Pemasaran, 

Cetakan Ke-Tujuh.‖ 

Abubakar, Rusydi. 2018. ―Manajemen Pemasaran.‖ 

Adhikari, Vijay K. et al. 2015. ―Measurement Study of Netflix, Hulu, and a 

Tale of Three CDNs.‖ IEEE/ACM Transactions on Networking 23(6): 

1984–97. 

Akbar, Fauzan Fadhli, Mahendra Fakhri, and Mahir Pradana. "The Effect of 

Trust and Expected Outcome on Willingness to Pay on Netflix 

Services that will Help Your Business." (2021). 

alchemer.com. 2021. ―What Is SPSS and How Does It Benefit Survey Data 

Analysis?‖ https://www.alchemer.com/resources/blog/what-is-spss/ 

(January 18, 2023). 

Amanah, Dita, Dedy Ansari Harahap, and Dini Lisnawati. "Exploring 

online purchase decision among university students in 

Indonesia." Journal of Humanities and Social Science 22.5 (2017): 72-

77. 

Angelia, Diva. 2022. ―Platform Video Streaming Paling Digemari 

Masyarakat Indonesia 2022.‖ goodstats.id. 

https://goodstats.id/article/platform-video- streaming-paling-digemari-

masyarakat-indonesia-2022-qzfPB (October 24, 

2022). 

Arikunto, Suharsimi. 2013. ―Prosedur Penelitian Suatu Pendekatan Praktik.‖ 

Astuti, Andari Puji, et al. "The use of augmented reality-based learning 

media to develop the technology literacy of chemistry teachers in the 

21st century." AIP Conference Proceedings. Vol. 2215. No. 1. AIP 

Publishing LLC, 2020. 

Au-Yong-Oliveira, Manuel, Miguel Marinheiro, and João A Costa Tavares. 

2020. ―The Power of Digitalization: The Netflix Story.‖ In World 

Conference on Information Systems and Technologies, Springer, 590–

99. 

http://www.alchemer.com/resources/blog/what-is-spss/
http://www.alchemer.com/resources/blog/what-is-spss/
http://www.alchemer.com/resources/blog/what-is-spss/


Azalia, D W, and R H Magnadi. 2020. ―Analisis Faktor-Faktor Yang 

Mempengaruhi Keputusan Pembelian Pada Layanan Video On 

Demand (Studi Pada Pengguna Netflix).‖ Diponegoro Journal of … 

9(2): 1–12. 

https://ejournal3.undip.ac.id/index.php/djom/article/view/30302. 

Baarda, Ben, and Cor van Dijkum. 2019. Introduction to Statistics with 

SPSS. Routledge. 

Beck, Jonathan. 2007. ―The Sales Effect of Word of Mouth: A Model for 

Creative Goods and Estimates for Novels.‖ Journal of Cultural 

Economics 31(1): 5– 23. 

———. 2012. ―Advance Contracting, Word-of-Mouth, and New-Product 

Success in Creative Industries: A Quantification for Books.‖ Journal of 

Media Economics 25(2): 75–97. 

Bhattarai, Saroj, and Raphael Schoenle. 2014. ―Multiproduct Firms and 

Price- Setting: Theory and Evidence from US Producer Prices.‖ 

Journal of Monetary Economics 66: 178–92. 

Borup, Jered, et al. "Academic communities of engagement: An expansive 

lens for examining support structures in blended and online 

learning." Educational Technology Research and Development 68 

(2020): 807-832. 

Brown, Stephen, Robert V. Kozinets, and John F. Sherry. 2003. ―Teaching 

Old Brands New Tricks: Retro Branding and the Revival of Brand 

Meaning.‖ Journal of Marketing 67(3): 19–33. 

Cameron, Sam. 1995. ―On the Role of Critics in the Culture Industry.‖ 

Journal of cultural economics 19(4): 321–31. 

Caruso, Judith Borreson, and Gail Salaway. 2007. ―The ECAR Study of 

Undergraduate Students and Information Technology, 2007.‖ 

Retrieved December 8: 2007. 

Cebeci, Ufuk, Oguzhan Ince, and Hulya Turkcan. "Understanding the 

intention to use Netflix: An extended technology acceptance model 

approach." International Review of Management and Marketing 9.6 

(2019): 152-157. 

Intention To Use Netflix: An Extended Technology Acceptance Model 

Approach.‖ International Review of Management and Marketing 9(6): 

152– 57. 

Chaichi, Kamelia, et al. "Proposing an inclusive model of travellers' visit 

intention and time perspective revisit intention." Journal of Positive 

Psychology and Wellbeing 5.3 (2021): 253-263. 



Chang, Tung-Zong, and Albert R Wildt. 1994. ―Price, Product Information, 

and Purchase Intention: An Empirical Study.‖ Journal of the Academy 

of Marketing Science 22(1): 16–27. 

https://doi.org/10.1177/0092070394221002. 

Chen, Yubo, and Jinhong Xie. "Online consumer review: Word-of-mouth as 

a new element of marketing communication mix." Management 

science 54.3 (2008): 477-491. 

Chu, Shu-Chuan. 2021. Electronic Word-of-Mouth (eWOM). Oxford 

University Press. 

Clapp, Sarah L C. 1931. ―The Beginnings of Subscription Publication in the 

Seventeenth Century.‖ Modern Philology 29(2): 199–224. 

Contributor of TechTarget. 2018. ―SPSS (Statistical Package for the Social 

Sciences).‖ https://www.techtarget.com/whatis/definition/SPSS-

Statistical- Package-for-the-Social-Sciences (January 18, 2023). 

Costley, Kevin C. 2014. ―The Positive Effects of Technology on Teaching 

and Student Learning.‖ Online submission. 

Coyle, James R et al. 2011. ―‗Click Here to Share with a Friend‘: A Uses 

and Gratifications Approach to Word-of-Mouth Marketing 

Effectiveness.‖ International Journal of Electronic Marketing and 

Retailing 4(4): 225–47. 

Daidj, Nabyla, and Charles Egert. 2018. ―Towards New Coopetition-Based 

Business Models? The Case of Netflix on the French Market.‖ Journal 

of Research in Marketing and Entrepreneurship. 

Davis, F. (1989). Perceived usefulness, perceived ease of use, and user 

acceptance of information technology. MIS Quarterly, 13, 319–340 

Day, George S. 1971. ―Attitude Change, Media and Word of Mouth.‖ 

Journal of advertising research. 

Denaputri, Annisa, and Osly Usman. "Customers' Trust and Technology 

Acceptance Model on Online Purchase Intention." Available at SSRN 

3647193 (2020). 

Dwyer, Tim, et al. "Comparing digital media industries in South Korea and 

Australia: The case of Netflix take-up." International Journal of 

Communication 12 (2018): 20. 

Erkan, Ismail, and Chris Evans. 2016. ―The Influence of eWOM in Social 

Media on Consumers‘ Purchase Intentions: An Extended Approach to 

Information Adoption.‖ Computers in Human Behavior 61: 47–55. 

http://dx.doi.org/10.1016/j.chb.2016.03.003. 

http://www.techtarget.com/whatis/definition/SPSS-Statistical-
http://www.techtarget.com/whatis/definition/SPSS-Statistical-
http://www.techtarget.com/whatis/definition/SPSS-Statistical-
http://dx.doi.org/10.1016/j.chb.2016.03.003


Escalas, Jennifer Edson, and James R. Bettman. "Self-construal, reference 

groups, and brand meaning." Journal of consumer research 32.3 

(2005): 378-389. 

Faith, Dudu Oritsematosan. "A review of the effect of pricing strategies on 

the purchase of consumer goods." International Journal of Research in 

Management, Science & Technology (E-ISSN: 2321-3264) Vol 2 

(2018). 

Farzin, Milad, and Majid Fattahi. 2018. ―eWOM through Social Networking 

Sites and Impact on Purchase Intention and Brand Image in Iran.‖ 

Journal of Advances in Management Research 15(2): 161–83. 

Federal Communications Commission. 2015. Annual Assessment of the 

Status of Competition in the Market for the Delivery of Video 

Programming. 

https://www.federalregister.gov/documents/2015/07/24/2015-

18215/annual- assessment-of-the-status-of-competition-in-the-market-

for-the-delivery-of- video-programming. 

Fernando, Sandro Parulian, Bangsawan Satria, and Dorothy Rouly H. 

Pandjaitan. "E-WOM Participation in Indonesia Online 

Marketplace." E-WOM Participation in Indonesia Online 

Marketplace 22.10 (2020): 261-271. 

Fishbein, Martin, and Icek Ajzen. 1976. ―Misconceptions about the Fishbein 

Model: Reflections on a Study by Songer-Nocks.‖ Journal of 

Experimental Social Psychology 12(6): 579–84. 

Fox, Susannah, and Mary Madden. 2006. ―Generations Online.‖ 

Ghosh, A. 1990. ―Retail Management Dryden Press.‖ Fort Worth: Chicago, 

IL, USA. 

Giovanis, Apostolos N., Petros Tomaras, and Dimitris Zondiros. "Suppliers 

logistics service quality performance and its effect on retailers‘ 

behavioral intentions." Procedia-Social and Behavioral Sciences 73 

(2013): 302-309.Ghozali, Imam. Desain penelitian eksperimental: 

teori, konsep dan analisis data dengan SPSS 16. Badan Penerbit 

Universitas Diponegoro, 2008. 

Ghozali, Imam. "Ekonometrika: teori, konsep dan aplikasi dengan SPSS 

17." Semarang: Badan Penerbit Universitas Diponegoro 50 (2009). 

Ghozali, Imam. "Aplikasi analisis multivariete dengan program IBM SPSS 

23." (2016). 

Gogoi, Bidyut Jyoti. 2013. ―Study of Antecedents of Purchase Intention and 

Its Effect on Brand Loyalty of Private Label Brand of Apparel.‖ 

International Journal of Sales and Marketing Management Research 

http://www.federalregister.gov/documents/2015/07/24/2015-18215/annual-
http://www.federalregister.gov/documents/2015/07/24/2015-18215/annual-
http://www.federalregister.gov/documents/2015/07/24/2015-18215/annual-


and Development 3(2): 73–86. 

http://www.tjprc.org/download.php?fname=2-33-1367497537- ABS 

Study of antecedents.pdf. 

Grant, Ian C. 2004. ―Communicating with Young People through the Eyes 

of Marketing Practitioners.‖ Journal of Marketing Management 20(5–

6): 591– 606. 

Gultom, Monica Desyderya, Hafiza Adlina, and Onan Marakali Siregar. 

"The Influence Of Electronic Word Of Mouth And Brand Image On 

The Purchase Decision Of Video On Demand Netflix 

Subscription:(Study on Netflix Users in Medan City)." Journal Of 

Humanities, Social Sciences and Business (JHSSB) 2.1 (2022): 122-

127. 

Hagger, Martin S. 2019. ―The Reasoned Action Approach and the Theories 

of Reasoned Action and Planned Behavior.‖ 

Hamidah, Luk Lukul, Melvina Oktaviani, and Lestari Nurhajati. "The Effect 

of Instagram‘s E-WOM on Netflix‘s Brand Image and Subscription 

Decision." Jurnal Audience: Jurnal Ilmu Komunikasi 4.02 (2021): 167-

179. 

Han, Jinyoung, et al. "Bundling practice in bittorrent: What, how, and 

why." ACM SIGMETRICS performance evaluation review 40.1 (2012): 

77-88. 

Hargittai, Eszter, and Amanda Hinnant. 2008. ―Digital Inequality: 

Differences in Young Adults‘ Use of the Internet.‖ Communication 

research 35(5): 602–21. 

Hennig-Thurau, Thorsten, Kevin P Gwinner, Gianfranco Walsh, and 

Dwayne D Gremler. 2004. ―Electronic Word-of-Mouth via Consumer-

Opinion Platforms: What Motivates Consumers to Articulate 

Themselves on the Internet?‖ Journal of interactive marketing 18(1): 

38–52. 

Hong, SeJoon, James Y L Thong, and Kar Yan Tam. 2006. ―Understanding 

Continued Information Technology Usage Behavior: A Comparison of 

Three Models in the Context of Mobile Internet.‖ Decision support 

systems 42(3): 1819–34. 

IBM. 2023. ―SPSS Statistics Benefits.‖ https://www.ibm.com/uk- 

en/products/spss-statistics (January 18, 2023). 

JAKPAT. 2019. ―What Indonesian Viewers Say About National TV and 

Digital Content? – JAKPAT Survey Report.‖ JAKPAT Blog. 

https://blog.jakpat.net/what-indonesian-viewers-say-about-national-tv-

and- digital-content-jakpat-survey-report/ (October 26, 2022). 

http://www.tjprc.org/download.php?fname=2-33-1367497537-
http://www.ibm.com/uk-
http://www.ibm.com/uk-


Jayani, Dwi Hadya, and H Widowati. 2019. ―Berapa Pengguna Internet Di 

Indonesia.‖ Diakses pada 19. 

Kahn, Richard, and Douglas Kellner. 2005. ―Reconstructing Technoliteracy: 

A Multiple Literacies Approach.‖ E-Learning and Digital Media 2(3): 

238–51. 

Khalifa, Mohamed, and Moez Limayem. 2003. ―Drivers of Internet 

Shopping.‖Communications of the ACM 46(12): 233–39. 

Kotler, Philip. 2009. Marketing Management: A South Asian Perspective. 

Pearson Education India. 

Kotler, Philip, and Gary Armstrong. 2010. Principles of Marketing. Pearson 

education. 

Kunja, Sambashiva Rao, and GVRK Acharyulu. 2018. ―Examining the 

Effect of eWOM on the Customer Purchase Intention through Value 

Co-Creation (VCC) in Social Networking Sites (SNSs): A Study of 

Select Facebook Fan Pages of Smartphone Brands in India.‖ 

Management Research Review. 

Kusno, Ferdy. 2020. ―Krisis Politik Ekonomi Global Dampak Pandemi 

Covid-19.‖ Anterior Jurnal 19(2): 94–102. 

Kwon, Wi‐Suk, and Mijeong Noh. 2010. ―The Influence of Prior 

Experience and Age on Mature Consumers‘ Perceptions and Intentions 

of Internet Apparel Shopping.‖ Journal of Fashion Marketing and 

Management: An International Journal. 

Lapointe, Liette, and Suzanne Rivard. 2005. ―A Multilevel Model of 

Resistance to Information Technology Implementation.‖ MIS 

quarterly: 461–91. 

Laumer, Sven, and Andreas Eckhardt. 2012. ―Why Do People Reject 

Technologies: A Review of User Resistance Theories.‖ Information 

systems theory: 63–86. 

Lee, Choong-Ki, Yoo-Shik Yoon, and Seung-Kon Lee. "Investigating the 

relationships among perceived value, satisfaction, and 

recommendations: The case of the Korean DMZ." Tourism 

management 28.1 (2007): 204-214. 

Levy, Michael, Barton A Weitz, Dhruv Grewal, and Michael Madore. 2012. 

6 

Retailing Management. McGraw-Hill/Irwin New York. 

Lian, Jiunn-Woei, and David C Yen. 2014. ―Online Shopping Drivers and 

Barriers for Older Adults: Age and Gender Differences.‖ Computers in 

human behavior 37: 133–43. 



Li, Xinxin, and Lorin M. Hitt. "Self-selection and information role of online 

product reviews." Information Systems Research 19.4 (2008): 456-474. 

Logistics Service Quality Performance and Its Effect on Retailers‘ 

Behavioral Intentions.‖ Procedia-Social and Behavioral Sciences 73: 

302–9. 

Mahmud, Md Shahed, Md Nazmul Islam, Md Rostam Ali, and Nadia 

Mehjabin. 2020. ―Impact of Electronic Word of Mouth on Customers‘ 

Buying Intention Considering Trust as a Mediator: A SEM Approach.‖ 

Global Business Review: 972150920976345. 

Malhotra, Naresh, Dan Nunan, and David Birks. 2017. Marketing Research: 

An Applied Approach. Pearson. 

Manes, Eran, and Anat Tchetchik. 2018. ―The Role of Electronic Word of 

Mouth in Reducing Information Asymmetry: An Empirical 

Investigation of Online Hotel Booking.‖ Journal of Business Research 

85: 185–96. 

Marangunić, Nikola, and Andrina Granić. 2015. ―Technology Acceptance 

Model: A Literature Review from 1986 to 2013.‖ Universal access in 

the information society 14: 81–95. 

Matrix, Sidneyeve. "The Netflix effect: Teens, binge watching, and on-

demand digital media trends." Jeunesse: young people, texts, 

cultures 6.1 (2014): 119-138. 

Mazuri, Abd Ghani, Rahi Samar, and Muhamad Fatin Jamilah. "Inspecting 

the role of intention to trust and online purchase in developing 

countries." Journal of Socialomics 6.1 (2017): 1-7. 

Mirabi, Vahidreza, Hamid Akbariyeh, and Hamid Tahmasebifard. 2015. ―A 

Study of Factors Affecting on Customers Purchase Intention Case 

Study : The Agencies of Bono Brand Tile in Tehran.‖ Journal of 

Multidisciplinary Engineering Science and Technology (JMEST) 2(1): 

267–73. 

Mishra, Anubhav, and S M Satish. 2016. ―eWOM: Extant Research Review 

and Future Research Avenues.‖ Vikalpa 41(3): 222–33. 

Momani, Alaa M, and Mamoun Jamous. 2017. ―The Evolution of 

Technology Acceptance Theories.‖ International Journal of 

Contemporary Computer Research (IJCCR) 1(1): 51–58. 

Morwitz, Vicki Gail. 1991. The Link between Purchase Intentions and 

Purchase Behavior: Predicting across Individuals and over Time. 

University of Pennsylvania. 

Moyler, Andrew, and Mark Hooper. 2009. ―Over The Top TV ( OTT TV ) 

Platform Technologies.‖ Technology 44(November). 



Nainggolan, Frydom, and Anas Hidayet. 2020. ―The Effect Of Country Of 

Origin, Brand Image, Price Fairness, And Service Quality On Loyalty 

Toward IPhone Mobile Users, Mediated By Consumer Satisfaction.‖ 

European Journal of Business and Management Research 5(1): 1–5. 

Nazir, Moh. 1988. ―MetodePenelitian.‖ Jakarta: Ghalia Indonesia. Netflix. 

2022. ―Netflix Terms of Use.‖ help.netflix.com. 

https://help.netflix.com/legal/termsofuse (October 26, 2022). 

Nuseir, Mohammed T. 2019. ―The Impact of Electronic Word of Mouth (E- 

WOM) on the Online Purchase Intention of Consumers in the Islamic 

Countries – a Case of (UAE).‖ Journal of Islamic Marketing 10(3): 

759–67. 

Ollis, David, and Greg Pearson. "What is technological literacy and why 

does it matter?." 2006 Annual Conference & Exposition. 2006. 

Pandjaitan, Dorothy R.H., Artaditya Kosasi, Dwi Asri Siti Ambarwati, and 

Bram Hadianto. 2022. ―Electronic Word of Mouth, Brand Image, Trust 

and Online Utilization Intention.‖ Academic Journal of 

Interdisciplinary Studies 11(2): 355–64. 

Paul, Justin, Ashwin Modi, and Jayesh Patel. 2016. ―Predicting Green 

Product Consumption Using Theory of Planned Behavior and 

Reasoned Action.‖ Journal of retailing and consumer services 29: 

123–34. 

Pavlou, Paul A. 2003. ―Consumer Acceptance of Electronic Commerce: 

Integrating Trust and Risk with the Technology Acceptance Model.‖ 

International journal of electronic commerce 7(3): 101–34. 

Pddikti.kemendikbud. 2022. ―Jumlah Mahasiswa Aktif Universitas 

Lampung.‖ pddikti.kemdikbud.go.id. 

https://pddikti.kemdikbud.go.id/data_pt/RTJCNzA1QTctMTczRS00Nj

RBLT lGQUMtNTA5MTI4NzA5NTE1 (October 26, 2022). 

Pertiwi, Wahyunanda Kusuma. 2019. ―Pengguna Android Bisa Pamer Film 

Netflix Ke Instagram Story, Caranya?‖ tekno.kompas.com. 

https://tekno.kompas.com/read/2019/05/16/09390067/pengguna-

android- bisa-pamer-film-netflix-ke-instagram-story-caranya- (October 

26, 2022). 

Populix. 2022. ―Populix: Mayoritas Masyarakat Indonesia Membuka 

Layanan Streaming Video Setiap Hari.‖ goodstats.id. 

https://goodstats.id/article/populix-mayoritas-masyarakat-indonesia- 

membuka-layanan-streaming-video-setiap-hari-iBoxu (October 26, 

2022). 



Prasetyo, Olvie Okta, Apriatni Endang Prihatini, and Andi Wijayanto. 

"Pengaruh Kualitas Produk, Harga, Dan Promosi Terhadap Keputusan 

Pembelian Motor Yamaha Mio (Studi Kasus Pada Pt. Harpindo Jaya 

Majapahit Semarang 2010)." Jurnal Ilmu Administrasi Bisnis 1.2 

(2012): 202-211. 

Pratama, Deska Yoga, Ilham Mohamad Iqbal, and Nadiem Attar Tarigan. 

2019. ―Makna Televisi Bagi Generasi Z.‖ Inter Komunika : Jurnal 

Komunikasi 4(1): 88. 

Prijana. 2005. Metode Sampling Terapan Untuk Penelitian Sosial. 

Bandung : Humaniora., 2005. 

Putri, Virgina Maulita. 2019. ―Instagram Jadi Medsos Favorit Gen Z, Kamu 

Bagaimana?‖ inet.detik.com. https://inet.detik.com/cyberlife/d- 

4472571/instagram-jadi-medsos-favorit-gen-z-kamu-bagaimana 

(October 26, 

2022). 

Rahman, Md Adnan et al. 2020. ―Brand Image, eWOM, Trust and Online 

Purchase Intention of Digital Products among Malaysian Consumers.‖ 

Journal of Xi’an University of Architecture & Technology 12: 4935–

46. 

Ratnaningsih, N., K. Ni‘Mah, and E. Hidayat. "COVID-19 the earliest for 

digital learning in mathematics: An overview from technology 

literacy." Journal of Physics: Conference Series. Vol. 1819. No. 1. 

IOP Publishing, 2021. 

Reyes-Menendez, Ana, Jose Ramon Saura, and Juan Gabriel Martinez-

Navalon. 2019. ―The Impact of E-WOM on Hotels Management 

Reputation: Exploring Tripadvisor Review Credibility with the ELM 

Model.‖ IEEE Access 7: 68868–77. 

S. R. Nair dan G. Menon, ―Environmental Marketing System: A Proposed 

Model Based on Indian Experience,‖ Business Strategy and 

Environment, vol. 17, 2018. 

Salsabila, Jihan. 2021. ―tinjauan Hukum Internasional Terhadap Pengaturan 

Video-on-demand Di Indonesia Berdasarkan Konvensi International 

Telecommunication Union (Itu) 

Satria, B. and Pandjaitan, D.R.H., 2020. E-WOM Participation in Indonesia 

Online Marketplace. Journal of University of Shanghai for Science and 

Technology. 

Shin, Jungwoo, Yuri Park, and Daeho Lee. 2016. ―Strategic Management of 

over- the-Top Services: Focusing on Korean Consumer Adoption 

Behavior.‖ Technological Forecasting and Social Change 112: 329–



37. http://dx.doi.org/10.1016/j.techfore.2016.08.004. 

Simonson, Itamar (2016), ―Imperfect Progress: An Objective Quality 

Assessment of the Role of User Reviews in Consumer Decision 

Making, A Commentary on de Langhe, Fernbach, and Lichtenstein,‖ 

Journal of Consumer Research, 42(6), 840–845. 

Strobl, Eric A, and Clive Tucker. 2000. ―The Dynamics of Chart Success in 

the UK Pre-Recorded Popular Music Industry.‖ Journal of Cultural 

Economics 24(2): 113–34. 

Sujarweni, V Wiratna. 2014. ―Metodologi Penelitian Keperawatan.‖  

Summerlin, Rowena, and Wendy Powell. "Effect of Interactivity Level and 

Price on Online Purchase Intention." Journal of Theoretical and 

Applied Electronic Commerce Research 17.2 (2022): 652-668. 

Suryabrata, Sumadi. 2008. ―Metodologi Penelitian.‖ 

Susarla, Anjana, Jeong-Ha Oh, and Yong Tan. 2012. ―Social Networks and 

the Diffusion of User-Generated Content: Evidence from YouTube.‖ 

Information systems research 23(1): 23–41. 

Tarsito, Sugiyono. 2014. ―Metode Penelitian Kuantitatif, Kualitatif Dan 

R&D.‖Alfabeta. Bandung. 

Thapa, Anju. 2012. ―Consumer Switching Behaviour: A Study of Shampoo 

Brands.‖ Abhinav 1(9): 98–106. 

http://www.abhinavjournal.com/images/Commerce_&_Management/S

ep12/ 10.pdf. 

Thorbjørnsen, Helge, Per E Pedersen, and Herbjørn Nysveen. 2007. ―‗This 

Is Who I Am‘: Identity Expressiveness and the Theory of Planned 

Behavior.‖ Psychology & Marketing 24(9): 763–85. 

Turner, Graeme. "Approaching the cultures of use: Netflix, disruption and 

the audience." Critical Studies in Television 14.2 (2019): 222-232. 

UNESCO. 2020. ―SADC and UNESCO Sign Agreement to Ensure 

Learning Never Stops.‖ unesco.org. 

https://www.unesco.org/en/articles/sadc-and- unesco-sign-agreement-

ensure-learning-never-stops (October 26, 2020). 

Venkatesh, Viswanath, and Fred D. Davis. "A theoretical extension of the 

technology acceptance model: Four longitudinal field 

studies." Management science 46.2 (2000): 186-204. 

Voigt, Kai-Ingo, Oana Buliga, and Kathrin Michl. 2017. ―Entertainment on 

Demand: The Case of Netflix.‖ : 127–41. 

http://dx.doi.org/10.1016/j.techfore.2016.08.004
http://www.abhinavjournal.com/images/Commerce_%26_Management/Sep12/
http://www.abhinavjournal.com/images/Commerce_%26_Management/Sep12/
http://www.unesco.org/en/articles/sadc-and-
http://www.unesco.org/en/articles/sadc-and-


Waldfogel, Joel. 2017. ―How Digitization Has Created a Golden Age of 

Music, Movies, Books, and Television.‖ Journal of Economic 

Perspectives 31(3): 195–214. 

Wayne, Michael L. 2018. ―Netflix, Amazon, and Branded Television 

Content in Subscription Video on-Demand Portals.‖ Media, Culture 

and Society 40(5): 725–41. 

Wickliffe, Vanessa P, and Dawn T Pysarchik. 2001. ―A Look at Product 

Attributes as Enhancers of Group Integration among US and Korean 

Consumers.‖ International Journal of Retail & Distribution 

Management. 

Williams, P John. 2009. ―Technological Literacy: A Multliteracies 

Approach for Democracy.‖ International Journal of Technology and 

Design Education 19(3): 237–54. 

Williamson, Kirsty, et al. "Young adults and everyday-life information: The 

role of news media." Library & Information Science Research 34.4 

(2012): 258-264. 

Winer, Russell S. and Peter S. Fader (2016), ―Objective vs. Online Ratings: 

Are Low Correlations Unexpected and Does It Matter? A Commentary 

on de Langhe, Fernbach, and Lichtenstein,‖ Journal of Consumer 

Research, 42(6), 846–849. 

Winosa, Y. (2019). ―Percaya Enggak? Ternyata Masyarakat Indonesia 

Lebih Suka Nonton Konten Berbayar Ketimbang Gratisan.‖ 

Wartaekonomi.co.id. 

https://www.wartaekonomi.co.id/read217570/percaya-enggak-

ternyatamasyarakat-indonesia-lebih-suka-nonton-konten-berbayar-

ketimbang-gratisan (October 28, 2022) 

Wolin, Sheldon S. 2016. ―Politics and Vision.‖ In Politics and Vision, 

Princeton University Press. 

Xia, Lan, and Kent B Monroe. 2004. ―Price Partitioning on the Internet.‖ 

Journal of Interactive marketing 18(4): 63–73. 

Zhang, Yi, and Camilla Vásquez. 2014. ―Hotels׳ Responses to Online 

Reviews: Managing Consumer Dissatisfaction.‖ Discourse, Context & 

Media 6: 54–64. 

Zhou, Yunhong, et al. "Large-scale parallel collaborative filtering for the 

netflix prize." Algorithmic Aspects in Information and Management: 

4th International Conference, AAIM 2008, Shanghai, China, June 23-

25, 2008. Proceedings 4. Springer Berlin Heidelberg, 2008. 

 


