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ABSTRAK 

 

 Penelitian ini menguji perbedaan interest to watch (minat menonton) 

berdasarkan valence of online review, reviewer expertise dan volume of online 
review dari review film Indonesia yaitu 27 Steps of May menggunakan uji ANOVA. 

Penelitian ini kemudian menguji interest to watch terhadap purchase intention 

dengan menggunakan uji regresi linear sederhana. Penelitian ini menggunakan 

desain faktorial 2 valence of online review (positif x negatif) x 2 reviewer expertise 

(expert x nonexpert) x 2 volume of online review (tinggi x rendah) pada 240 

partisipan yang merupakan pelanggan streaming service Netflix dan belum pernah 

mendengar tentang film 27 Steps of May. Variabel terukur interest to watch (4 

indikator) dan purchase intention (3 indikator) masing – masing diukur 

menggunakan skara Likert 5 poin. Dalam penelitian ini, pada main effect ANOVA 

ditemukan bahwa terdapat perbedaan interest to watch antara review yang memiliki 

valence positif dan review yang memiliki valence negatif namun tidak terdapat 

perbedaan interest to watch antara review yang diulas oleh expert dan review yang 

diulas oleh nonexpert dan tidak terdapat perbedaan interest to watch antara review 

yang memiliki volume tinggi dan review yang memiliki volume rendah. Pada 

interaction effect ditemukan bahwa kombinasi valence of online review, reviewer 
expertise dan volume of online review di review film Indonesia menghasilkan 

pengaruh interaksi yang signifikan pada interest to watch. Selain itu, dalam 

penelitian ini terbukti bahwa interest to watch berpengaruh positif terhadap 

purchase intention. 

Kata kunci : valence of online review, reviewer expertise, volume of online review, 

interest to watch, purchase intention, netflix, online review, ANOVA 
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ABSTRACT 

 

This study examines the differences in interest to watch based on the valence 
of online review, reviewer expertise and volume of online review of Indonesian film 
reviews, namely 27 Steps of May using the ANOVA test. This study then tested the 
interest to watch on purchase intention by using a simple linear regression test. 
This study uses a factorial design of 2 valence of online review (positive x negative) 
x 2 reviewer expertise (expert x nonexpert) x 2 volume of online review (high x low) 
on 240 participants who are subscribers of the Netflix streaming service and have 
never heard of 27 Steps of May movie. The measured variables interest to watch (4 
indicators) and purchase intention (3 indicators) were each measured using a 5-
point Likert scale. In this study, on the main effect of ANOVA it was found that there 
is a difference in interest to watch between reviews that have a positive valence and 
reviews that have a negative valence but there is no difference in interest to watch 
between reviews reviewed by experts and reviews reviewed by non-experts and 
there is no difference in interest to watch between high volume reviews and low 
volume reviews. In the interaction effect, it was found that the combination of 
valence of online review, reviewer expertise and volume of online review in 
Indonesian film reviews resulted in a significant interaction effect on interest to 
watch. In addition, in this study it is proven that interest to watch has a positive 
effect on purchase intention. 

Keywords : valence of online review, reviewer expertise, volume of online review, 

interest to watch, purchase intention, netflix, online review, ANOVA 
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