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ABSTRAK 

Daffa Fauzie Yudanto, 2024, Peranan Social Media Marketing dan Perceived 

Price dalam Menciptakan Customer Trust, serta Dampaknya terhadap 

Repurchase Intention pada Aplikasi Video-On-Demand, Skripsi, Program 

Studi Sarjana Manajemen, Fakultas Ekonomi, Universitas Negeri Jakarta 

Penelitian ini bertujuan untuk menentukan hubungan antara social media marketing, 

perceived price, dan repurchase intention serta peran customer trust sebagai 

variabel mediasi pada Video-on-Demand Disney+ Hotstar. Metode yang digunakan 

untuk penelitian ini adalah metode survei dengan instrumen kuesioner sebagai 

teknik pengumpulan data. Objek penelitian ini adalah 280 pengguna Disney+ 

Hotstar yang berdomisili di Jabodetabek, mengikuti salah satu media sosial 

Disney+ Hotstar, dan berlangganan Disney+ Hotstar dalam satu tahun terakhir. 

Teknik sampling dalam penelitian ini menggunakan purposive/judgmental 

sampling. Terdapat tujuh hipotesis dalam penelitian ini. Untuk menguji hipotesis-

hipotesis tersebut, teknik yang digunakan adalah metode Structural Equation 

Model (SEM) dengan menggunakan perangkat lunak SPSS 25 dan LISREL 8.8. 

Pengujian hipotesis menunjukkan adanya pengaruh positif pada hipotesis: 1) social 

media marketing terhadap customer trust, 2) social media marketing terhadap 

repurchase intention, 3) perceived price terhadap customer trust, 4) perceived price 

terhadap repurchase intention, 5) customer trust terhadap repurchase intention, 6) 

social media marketing terhadap repurchase intention melalui customer trust, 7) 

perceived price terhadap repurchase intention melalui customer trust 

Kata Kunci: social media marketing; perceived price; customer trust; repurchase 

intention 
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ABSTRACT 

Daffa Fauzie Yudanto, 2024, The Role of Social Media Marketing and Perceived 

Price on Consumer Trust and Their Impact to Repurchase Intention on Video-

on-Demand Apps, Thesis, Bachelor of Management, Faculty of Economics, 

Universitas Negeri Jakarta 

This research aims to determine the relationship between social media marketing, 

perceived price, and repurchase intention, as well as the role of customer trust as 

a mediating variable in the context of the Disney+ Hotstar Video-on-Demand 

service. The methodology employed for this research is a survey method, utilizing 

a questionnaire as the data collection instrument. The research sample comprises 

280 Disney+ Hotstar users residing in the Greater Jakarta area (Jabodetabek), 

who follow at least one of Disney+ Hotstar's social media platforms and have 

subscribed to Disney+ Hotstar within the past year. The sampling technique used 

in this study is purposive or judgmental sampling. Seven hypotheses were 

formulated for this research. To test these hypotheses, the Structural Equation 

Modeling (SEM) method was applied, using SPSS 25 and LISREL 8.8 software. 

Hypothesis testing indicated positive effects for the following hypotheses: 1) social 

media marketing on customer trust, 2) social media marketing on repurchase 

intention, 3) perceived price on customer trust, 4) perceived price on repurchase 

intention, 5) customer trust on repurchase intention, 6) social media marketing on 

repurchase intention through customer trust, and 7) perceived price on repurchase 

intention through customer trust. 

Keywords: social media marketing; perceived price; customer trust; repurchase 

intention 
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Video-on-Demand”. 
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