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ABSTRAK

Perkembangan teknologi digital dan meningkatnya penetrasi internet membuka
peluang besar bagi pertumbuhan layanan digital berlangganan, termasuk YouTube Premium.
Meskipun jumlah pengguna YouTube di Indonesia tinggi tingkat keberlanjutan langganan
YouTube Premium masih relatif rendah dengan kesenjangan sekitar 80.000 pelanggan
premium dibandingkan 80 juta pengguna gratis. Penelitian ini bertujuan untuk menganalisis
pengaruh Electronic Word of Mouth (e-WOM) dan Perceived Quality terhadap Repurchase
Intention melalui Customer Satisfaction pada pengguna YouTube Premium usia produktif di
wilayah Jabodetabek. Penelitian ini menggunakan metode kuantitatif dari 105 responden usia
produktif (15-64 tahun) di wilayah Jabodetabek yang di analisis menggunakan SEM-PLS.
Hasil penelitian menunjukkan bahwa e-WOM dan Perceived Quality berpengaruh positif dan
signifikan terhadap Customer Satisfaction. Perceived Quality dan Customer Satisfaction
berpengaruh positif dan signifikan terhadap Repurchase Intention sedangkan e-WOM tidak
berpengaruh signifikan terhadap Repurchase Intention. Selain itu, Customer Satisfaction
berperan sebagai full mediation pada hubungan antara e-WOM terhadap Repurchase Intention
dan partial mediation pada hubungan Perceived Quality terhadap Repurchase Intention.

Kata kunci : Electronic Word of Mouth (e-WOM), Perceived Quality, Repurchase Intention,
Customer Satisfaction, YouTube Premium
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THE INFLUENCE OF E-WOM, PERCEIVED QUALITY, AND
CUSTOMER SATISFACTION ON REPURCHASE INTENTION OF
YOUTUBE PREMIUM AMONG PRODUCTIVE AGE USERS IN
JABODETABEK

Diah Saraswati
ABSTRACT

The rapid development of digital technology and the increasing penetration of the internet have
created significant opportunities for the growth of subscription-based digital services,
including YouTube Premium. Despite the large number of YouTube users in Indonesia, the
subscription retention rate of YouTube Premium remains relatively low, with a gap of
approximately 80,000 premium subscribers compared to 80 million free users. This study aims
to analyze the influence of Electronic Word of Mouth (e-WOM) and Perceived Quality on
Repurchase Intention through Customer Satisfaction among productive-age YouTube
Premium users in the Greater Jakarta area (Jabodetabek).This research employed a quantitative
approach involving 105 productive-age respondents (15-64 years old) residing in Jabodetabek.
The data were analyzed using the Structural Equation Modeling—Partial Least Squares (SEM-
PLS) method.The results indicate that e-WOM and Perceived Quality have a positive and
significant effect on Customer Satisfaction. Furthermore, Perceived Quality and Customer
Satisfaction have a positive and significant effect on Repurchase Intention, while e-WOM does
not have a significant direct effect on Repurchase Intention. In addition, Customer Satisfaction
serves as a full mediator in the relationship between e-WOM and Repurchase Intention and as
a partial mediator in the relationship between Perceived Quality and Repurchase Intention.

Kata kunci : Electronic Word of Mouth (e-WOM), Perceived Quality, Repurchase Intention,
Customer Satisfaction, YouTube Premium
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