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ABSTRAK 

REISHA DIANDRA ALIFIA, 22042010171, PENGARUH KUALITAS LAYANAN, 

HARGA, DAN ELECTRONIC WORD OF MOUTH TERHADAP KEPUTUSAN 

PEMBELIAN PELANGGAN YOUTUBE CHANNEL MEMBERSHIP  

(STUDI PADA PENONTON CHANNEL GAMING GOGOGOY) 

 

Penelitian ini dilakukan untuk mengetahui serta menganalisis pengaruh 

kualitas layanan, harga, dan electronic word of mouth terhadap keputusan 

pembelian pelanggan Youtube Channel Membership. Penelitian ini 

dilatarbelakangi oleh perkembangan platform digital yang mendorong kreator 

memanfaatkan fitur membership sebagai monetisasi, namun partisipasi penonton 

sebagai membership masih rendah dibandingkan jumlah penonton yang ada. 

Penelitian ini dilakukan pada penonton channel Gaming Gogogoy yang 

pernah membeli membership. Metode yang digunakan adalah kuantitatif dengan 

pendekatan asosiatif. Data diperoleh melalui kuesioner kepada 156 responden serta 

data sekunder dari sumber publik seperti jumlah subscriber channel. Analisis 

menggunakan regresi linear berganda dengan SPSS versi 31. Hasil penelitian 

menunjukkan bahwa secara parsial kualitas layanan kualitas layanan berpengaruh 

terhadap keputusan pembelian dengan nilai t hitung 2,514 dan signifikansi 0,013 < 

0,05. Harga juga berpengaruh dengan nilai t hitung 4,116 dan signifikansi 0,000 < 

0,05. Electronic word of mouth merupakan variabel paling dominan dengan nilai t 

hitung 7,609 dan signifikansi 0,000 < 0,05. Secara simultan  kualitas layanan, harga, 

dan electronic word of mouth berpengaruh signifikan terhadap keputusan 

pembelian dengan nilai F hitung 78,592 dan signifikansi 0,000 < 0,05.  

Berdasarkan hasil penelitian, dapat disimpulkan bahwa penelitian ini 

memberikan wawasan bahwa keputusan pembelian pelanggan pada layanan 

YouTube Channel Membership dipengaruhi oleh kualitas layanan yang baik, harga 

yang sesuai, serta penyebaran informasi dan rekomendasi positif di antara penonton 

Channel Gaming Gogogoy 

Kata Kunci : Kualitas Layanan, Harga, Electronic Word of Mouth, Keputusan 

Pembelian, Youtube Channel Membership 
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ABSTRACT 

REISHA DIANDRA ALIFIA, 22042010171, THE INFLUENCE OF SERVICE 

QUALITY, PRICE, AND ELECTRONIC WORD OF MOUTH ON CUSTOMER 

PURCHASE DECISIONS OF YOUTUBE CHANNEL MEMBERSHIP  

(STUDY ON VIEWERS OF GAMING GOGOGOY CHANNEL) 

 

The development of digital platforms has encouraged content creators to 

utilize membership features as a means of monetization while also building closer 

relationships with their audiences. However, the level of viewer participation in 

membership services is still relatively low compared to the total number of viewers. 

This study was conducted to determine and analyze the influence of service quality, 

price, and electronic word of mouth on customers’ purchasing decisions for 

YouTube Channel Membership. 

This research focuses on viewers of the Gogogoy Gaming channel who have 

previously purchased membership on the channel. This study uses a quantitative 

method with an associative approach. The data used consist of primary data 

obtained through the distribution of questionnaires to viewers of the Gogogoy 

gaming channel who are familiar with the YouTube Channel Membership service, 

as well as secondary data obtained from public sources such as the total number of 

channel subscribers. The research data were analyzed using multiple linear 

regression analysis with the assistance of the SPSS Version 31 statistical program. 

The results show that simultaneously service quality, price, and electronic 

word of mouth have a significant effect on customers’ purchasing decisions for the 

YouTube Channel Membership service. Partially, each variable also has an 

influence on purchasing decisions. This research is expected to contribute to 

content creators and digital platform managers in improving membership service 

quality, pricing strategies, and customers’ subscription interest. 

 

Kata Kunci : Service Quality, Price, Electronic Word of Mouth, Purchase 

Decision, YouTube Channel Membership. 
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