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PERAN MEDIA SOSIAL TIK TOK DALAM PEMBENTUKAN 

PREFERENSI MENONTON SERIAL DRAMA KOREA MELALUI 

ELECTRONIC WORD OF MOUTH  

DAFFA ANANDA

 

ABSTRAK 

Latar belakang penelitian di berdasarkan dengan meningkatnya popularitas serial 

drama Korea di kalangan masyarakat Indonesia, salah satunya didorongnya oleh 

media sosial TikTok. Penelitian ini bertujuan untuk mengetahui bagaimana Electric 

Word of Mouth di TikTok berperan dalam membentuk preferensi tontonan serial 

drama Korea. Penelitian ini menggunakan pendekatan kualitatif dengan metode 

Studi Kasus. Pengumpulan data melalui wawancara terhadap informan yang 

menonton serial drama Korea, serta seorang konten kreator yang kontennya 

membahas serial drama Korea, dan triangulasi dalam penulisan ini merupakan ahli 

dalam digital branding yang paham dengan media sosial TikTok dan EWOM. 

Analisis dilakukan dengan dimensi EWOM yaitu intensitas, valensi opini, konten. 

Hasil Penelitian ini bahwa plot dalam serial drama Korea yang diminati. Plot serial 

drama korea dengan mengandung rasa emosional, konflik cerita, alur cerita yang 

tak terduga, serta ending yang menggantung dapat mempertahankan menonton 

serial drama Korea. Selain itu Electronic Word of Mouth di TikTok memiliki peran 

penting dalam preferensi menonton. Faktor intensitas terlihat dari banyaknya 

paparan dan interaksi pengguna terhadap konten drama Korea yang muncul di For 

You Page (FYP). Semakin sering pengguna menonton, mencari, menyukai, 

mengomentari, menyimpan, dan membagikan video, semakin besar rasa penasaran 

mereka untuk menonton serial drama Korea tersebut. Faktor valensi opini 

menunjukkan bahwa ulasan positif mampu mendorong minat dan rasa penasaran 

audiens, sedangkan ulasan negatif dapat menurunkan minat menonton menonton, 

bahkan sampai membatalkan menonton. Secara teoritis peneitian ini juga 

memperkaya dan memperluas dalam pengetahuan EWOM, TikTok dan serial 

drama Korea. 

Kata Kunci : EWOM, Prefrensi Menonton, Serial Drama Korea, Media Sosial, 

TikTok,  Gelombang Korea 
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THE ROLE OF TIK TOK SOCIAL MEDIA IN FORMING PREFERENCES 
FOR WATCHING KOREAN DRAMA SERIES THROUGH ELECTRONIC 

WORD OF MOUTH 
DAFFA ANANDA

 

ABSTRACT 

The background of this research is based on the increasing popularity of Korean 

drama series among Indonesians, one of which is driven by the social media TikTok. 

This study aims to determine how Electric Word of Mouth on TikTok participates 

in shaping the viewing preferences of Korean drama series. This study uses a 

qualitative approach with a Case Study method. Data collection through interviews 

with informants who watch Korean drama series, as well as a content creator whose 

content discusses Korean drama series, and triangulation in this writing is an 

expert in digital branding who understands TikTok social media and EWOM. The 

analysis was carried out using EWOM dimensions, namely intensity, opinion 

valence, content. The results of this study indicate that the plot in Korean drama 

series is of interest. Korean drama series plots that contain emotional feelings, 

conflict stories, unexpected storylines, and cliffhanger endings can maintain 

watching Korean drama series. In addition, Electronic Word of Mouth on TikTok 

has an important role in viewing preferences. The intensity factor is seen from the 

number of user exposure and interaction with Korean drama content that appears 

on the For You Page (FYP). The more often users watch, search, like, comment, 

save, and share videos, the greater their curiosity to watch the Korean drama series. 

The opinion valence factor indicates that positive reviews can arouse audience 

interest and curiosity, while negative reviews can decrease viewing interest, even 

leading to cancellation. Theoretically, this research also enriches and expands 

knowledge of eWOM, TikTok, and Korean drama series. 

Keywords: EWOM, Viewing Preferences, Korean Drama Series, Social Media, 
TikTok, Korean Wave 
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