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PERAN TWITTER SEBAGAI ELECTRONIC WORD OF MOUTH
(E-WOM) TERHADAP KEPUTUSAN PEMBELIAN TIKET

FILM KOREA EXHUMA DI INDONESIA

Syarifah Najwa Aisha Nahli

ABSTRAK

Exhuma menjadi film asal Korea Selatan yang mampu meraih jumlah penonton
terbanyak di Indonesia melampaui film terkenal dunia, Parasite. Penelitian ini
bertujuan untuk mengetahui apakah terdapat peran dari electronic word of mouth
(e-WOM) melalui media sosial Twitter, pada jumlah penonton film Exhuma di
Indonesia. Metode penelitian yang digunakan adalah Kualitatif dengan pendekatan
Studi Kasus. Teknik analisis data menggunakan model Miles dan Huberman dan teori
proses pembelian Belch & Belch, Hierarchy of Effect. Pengumpulan data dilakukan
dengan teknik kuesioner, wawancara, observasi, dan studi pustaka penelitian
terdahulu. Sebanyak 10 responden dipilih melalui metode purposive sampling dari 61
responden kuesioner. Objek observasi, autobase @kdrama_menfess (Twitter).

Hasil penelitian menunjukkan bahwa, seluruh elemen pada e-WOM memang benar
terjadi di balik proses pembelian film Exhuma. Konsumen mencari dan mendapatkan
informasi mengenai film Exhuma di Twitter (search), mengetahui alur cerita yang
unik (benefit), review positif di Twitter (support), adanya efek review negatif dalam
pembelian (influence), kredibilitas sumber dianggap cukup penting (trust),
karakteristik menyukai pernyataan fakta dan pakar film (characteristic), Twitter
menjadi media sosial yang digunakan untuk mencari informasi (technology), dan
adanya pengaruh foto dan video dalam konten (images). Setelah proses e-WOM, para
konsumen akan berada pada tahap minat beli (hierarchy of effects) dengan mulai
mengetahui film Exhuma jauh dari film tersebut dirilis (awareness), mencari
informasi lebih dari tiga kali (knowledge), menyukai alur cerita dan para pemain
(liking), membandingkan dengan film lain (preference), keputusan pembelian
diperkuat oleh alur cerita yang unik dan review yang baik (conviction), hingga
pembelian yang dilakukan (purchase). Dengan demikian, electronic word of mouth
(e-WOM) dalam Twitter dinyatakan berperan positif pada jumlah penonton film
Korea Exhuma di Indonesia.

Kata Kunci: Electronic Word of Mouth, e-WOM, Twitter, Exhuma, Hierarchy of
Effects
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THE ROLE OF TWITTER AS AN ELECTRONIC WORD OF
MOUTH (E-WOM) ON TICKET PURCHASE DECISION OF THE

KOREAN FILM EXHUMA IN INDONESIA

Syarifah Najwa Aisha Nahli

ABSTRACT

Exhuma is a South Korea’s film that was able to reach the largest number of viewers
in Indonesia surpassing the world famous film, Parasite. This research aims to find
out whether there is a role of electronic word of mouth (e-WOM) through social
media Twitter, on the number of viewers of the film Exhuma in Indonesia. The
research method used is qualitative with a case study research type. Data analyst
technique used was Miles and Huberman’s model and Belch & Belch’s purchasing
process theory, hierarchy of effects. A data collection technique used were,
questionnaire, interview, observation, and previous research. A total of 10
respondents were selected using a purposive sampling method from 61
questionnaire’s respondents. Observation’s object is Twitter autobase account
@kdrama_menfess.

The result of this research shows that all elements of e-WOM do indeed occur behind
the purchasing process. Consumers searched and obtained information about
Exhuma on Twitter (search), found the storyline is unique (benefit), positive reviews
on Twitter (support), the effects of negative reviews on purchasing decision
(influence), the credibility of the sources are quite important (trust), the
characteristics of liking factual and film experts’ statements (characteristic), Twitter
becomes a social media used to search for informations (technology), and the
influence of photos and videos in the content (images). After the e-WOM process,
consumers will be at the stage of purchasing decision (hierarchy of effects) by
starting to know Exhuma long before it was released (awareness), searching for
informations more than three times (knowledge), liking the storyline and the actors
(liking), compared it with other films (preference), the purchasing decision
strengthened by the unique storyline and good reviews (conviction), until the
purchase stage. Thus, e-WOM on Twitter is stated to play a positive role in the
number of viewers of the Exhuma film in Indonesia

Keywords: Electronic Word of Mouth, e-WOM, Twitter, Exhuma, Hierarchy of Effects
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