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Pengaruh Perceived Value dan Brand Image
terhadap Niat Beli Ulang pada Layanan
Streaming Netflix

Salsabila Rahadhatul Aisy

ABSTRAK

Niat beli ulang pada layanan streaming Netflix di kalangan konsumen Indonesia
dipengaruhi oleh berbagai faktor, di antaranya adalah persepsi nilai (Perceived Value)
dan citra merek (Brand Image). Penelitian ini bertujuan untuk menganalisis
pengaruh Perceived Value dan Brand Image dalam meningkatkan niat beli ulang pada
layanan streaming Netflix. Metode penelitian yang digunakan adalah kuantitatif dengan
pendekatan survei melalui kuesioner kepada 100 responden yang merupakan pengguna
Netflix. Variabel independen dalam penelitian ini adalah Perceived Value yang diukur
melalui dimensi Emotional Value, Social Value, Functional Value, dan Monetary Value,
serta Brand Image yang diukur melalui dimensi Strength of Brand Association,
Uniqueness of Brand Association, dan Favorable of Brand Association. Hasil analisis
regresi linear berganda menunjukkan bahwa Perceived Value dan Brand Image masing-
masing memiliki pengaruh positif dan signifikan terhadap niat beli ulang. Secara
simultan, kedua variabel tersebut juga berpengaruh signifikan. Temuan ini menegaskan
bahwa Brand Image menjadi faktor dengan pengaruh relatif lebih dominan dalam
mendorong niat beli ulang pelanggan.

Kata Kunci: Perceived Value, Brand Image, Niat Beli Ulang, Layanan Streaming,
Netflix.
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Pengaruh Perceived Value dan Brand Image
terhadap Niat Beli Ulang pada Layanan
Streaming Netflix

Salsabila Rahadhatul Aisy

ABSTRACT

Repurchase intention for the Netflix streaming service among Indonesian
consumers is influenced by various factors, including Perceived Value and Brand Image.
This study aims to analyze the influence of Perceived Value and Brand Image in
enhancing Repurchase Intention for the Netflix streaming service. The research method
used is quantitative with a survey approach through a questionnaire administered to 100
respondents who are Netflix users. The independent variables in this study are Perceived
Value, measured through the dimensions of Emotional Value, Social Value, Functional
Value, and Monetary Value, and Brand Image, measured through the dimensions
of Strength of Brand Association, Uniqueness of Brand Association, and Favorable of
Brand Association. The multiple linear regression analysis results indicate that
Perceived Value and Brand Image each have a positive and significant influence on
Repurchase Intention. Simultaneously, both variables also have a significant effect. This
finding confirms that Brand Image is the factor with a relatively more dominant influence
in driving customer Repurchase Intention.

Keywords: Perceived Value, Brand Image, Repurchase Intention, Streaming Service,

Netflix.
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