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ABSTRACT 

    Video streaming services or better known as Video On Demand, are 

innovations from service providers related to the increasing number of internet 

users, so this research aims to find out the factors that influence consumer 

purchasing decisions on Video On Demand services (Study on Netflix users) . 

The variables used in this research are Perceived Ease of Use, Perceived 

Usefulness, Perceived Price and Social Influence as Independent variables and 

Purchase Decisions as the dependent variable. 

   The population used in this research is Netflix customers who live in Semarang 

or Jabodetabek. The number of samples used in this research were 100 

respondents. The sampling method in this research uses a non-probability 

sampling method with purposive sampling technique. Data collection is done by 

interview, while the questionnaire used as the tools in data collection. This 

research uses multiple linear regression analysis techniques that are processed 

using SPSS. 

     The results of this research found that Perceived Ease of Use, Perceived 

Usefulness, Perceived Price and Social Influence have a positive and significant 

influence on Purchase Decisions. 
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