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ABSTRAK

Perkembangan teknologi di bidang informasi dan komunikasi yang semakin pesat
secara tidak langsung meningkatkan jumlah pengguna internet dan memudahkan
pengguna untuk bertukar dan menyebarkan informasi melalu internet. Perkembangan
teknologi yang semakin pesat itu telah dimanfaatkan oleh para pelaku bisnis dalam
menyediakan berbagai macam layanan hiburan film atau serial TV melalui internet
seperti banyaknya layanan Video Streaming On Demand. Konsep layanan Video on
Demand sebetulnya telah banyak disediakan oleh perusahaan luar negeri dan saat ini,
tren penggunaan layanan Video on Demand pun semakin berkembang di Indonesia.
Dengan akses yang mudah dan konsumsi yang cukup tinggi, layanan Video on Demand
di Indonesia ini semakin digemari oleh para masyarakat, meskipun layanan ini
tergolong baru di Indonesia. Oleh karena itu, penelitian ini akan membahas faktor-
faktor apa saja yang mempengaruhi Willingness to Subscribe layanan Video on
Demand yaitu Netflix, yang mencakup Interactivity, Content Richness, Perceived

Usefulness, Perceived ease of use, Free Alternatives, dan Perceived Price.

Model teoritis dalam penelitian ini disampaikan dengan 6 hipotesis yang akan diuji
menggunakan Structural Equation Model. Data dalam penelitian ini berjumlah 140
responden, dimana responden mengetahui tentang Netflix dan pernah mencoba free

trials dari Netflix.

Hasil penelitian ini_menunjukan bahwa terdapat hubungan positif antara Content
Richness, Perceived Usefulness, Perceived ease of use dengan Willingness to
Subscribe. Terdapat juga hubungan negatif antara Free Alternatives dan Perceived
Price dengan Willingness to Subscribe. Namun, tidak ditemukan hubungan yang

signifikan dari Interactivity terhadap Willingness to Subscribe.

Kata Kunci: IPTV, Interactivity, Content Richness, Perceived Usefulness, Perceived
ease of use, Perceived Price, Willingness to Subscribe, Netflix.
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ABSTRACT

Rapid developments in the field of information and communication will indirectly
increase the number of internet users and allow internet users to exchange and spread
infromation through the internet. This vast growing of technology has been used for
taking advantages by entrepreneur to provide a wide range of entertainment services or
TV series over the internet such as Video Streaming on Demand. The concept of Video
on Demand services has been provided by many overseas company and at this moment,
the trend of Video on Demand usage in Indonesia is significantly increase. With easy
access and huge consumption, VVideo on Demand services in Indonesia are now become
more popular, although the services is considerably new.

Therefore, this study will investigate factors that influence Willingness to Subscribe
of Video on Demand services, which in this study is Netflix. Factors that will be
investigated are Interactivity, Content Richness, Perceived Usefulness, Perceived ease
of use, Free Alternatives, and Perceived Price.

Theoretical model in this study are presented with 6 hypotheses to be tested with
Structural Equation Model. Data in this research were 140 respondents who are aware

of Netlifx and already tried free trial offer from Netflix.

This study shows significant positive effect between Content Richness, Perceived
Usefulness, Perceived ease of use with Willingness to Subscribe. Whereas Free
Alternatives and Perceived price gives negative effect on Willingness to Subscribe. On
the other hand, result shows no significant effect between Interactivity and Willingness

to Subscribe.

Keywords: IPTV, Interactivity, Content Richness, Perceived Usefulness, Perceived

ease of use, Perceived Price, Willingness to Subscribe, Netflix.
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