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PENGARUH BRAND IMAGE TERHADAP KEPUASAN PENONTON FILM
“PROJECT HAIL MARY” DI IMAX INDONESIA

Nur Rahma Dini

ABSTRAK

Kehadiran bioskop premium seperti IMA X menjadi strategi penting untuk memperkuat
pengalaman menonton dan kepuasan penonton di tengah ketatnya persaingan industri
perfilman. Momentum ini semakin relevan dengan kesuksesan film "Project Hail
Mary" adaptasi novel karya Andy Weir yang mencatatkan pembukaan box office
terbesar tahun 2026 dan diproduksi khusus dengan sertifikasi filmed for IMAX.
Penelitian ini bertujuan menganalisis pengaruh Brand Image terhadap Kepuasan
Penonton film tersebut di IMAX Indonesia, menggunakan Expectancy
Disconfirmation Theory (Oliver, 1980) sebagai grand theory, dimensi Brand Image
(Keller, 1993), dan dimensi Kepuasan Penonton (Oliver, 1997). Penelitian
menggunakan pendekatan kuantitatif dengan populasi infinite, yaitu seluruh penonton
film tersebut di IMAX Indonesia. Data dikumpulkan melalui kuesioner semantic
differential kepada 551 responden (response rate 75,68%), dengan417 responden valid
dianalisis menggunakan regresi linear sederhana setelah melalui uji validitas,
reliabilitas, normalitas, dan linearitas. Hasil menunjukkan Brand Image berpengaruh
positif dan signifikan terhadap Kepuasan Penonton (t = 19,400; Sig. = 0,000),
berkontribusi sebesar 47,6%, sementara sisanya dipengaruhi faktorlain seperti kualitas
layanan dan harga tiket. Kekuatan pengenalan merek menjadi indikator terkuat,
sementara keunikan menjadi indikator terlemah. Penelitian ini menyimpulkan bahwa
penguatan Brand Image, diiringi perhatian pada faktor lain, menjadi strategi penting
bagi IMAX Indonesia dalam meningkatkan Kepuasan Penonton.

Kata kunci: Brand Image, Kepuasan Penonton, IMAX Indonesia, Project Hail Mary.
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PENGARUH BRAND IMAGE TERHADAP KEPUASAN PENONTON FILM
“PROJECT HAIL MARY” DI IMAX INDONESIA

Nur Rahma Dini

ABSTRACT

The presence of premium movie theaters like IMAX is a key strategy for enhancing
the viewing experience and audience satisfaction amid intense competition in the film
industry. This trend is further underscored by the success of the film “Project Hail
Mary” an adaptation of Andy Weir’s novel which recorded the biggest box office
opening of 2026 and was produced specifically with “Filmed for IMA X certification.
This study aims to analyze the influence of brand image on audience satisfaction with
the film at IMAX Indonesia, using Expectancy Disconfirmation Theory (Oliver, 1980)
as the grand theory, the Brand Image dimension (Keller, 1993), and the Audience
Satisfaction dimension (Oliver, 1997). The study employed a quantitative approach
with an infinite population, namely all viewers of the film at IMAX Indonesia. Data
were collected via a semantic differential questionnaire administered to 551
respondents (response rate: 75.68%), with 417 valid responses analyzed using simple
linear regression after undergoing validity testing, reliability, normality, and linearity.
The results show that Brand Image has a positive and significant effect on Audience
Satisfaction (t = 19.400; Sig. = 0.000), contributing 47.6%, while the remainder is
influenced by other factors such as service quality and ticket prices. Brand recognition
emerged as the strongest indicator, while uniqueness was the weakest. This study
concludes that strengthening Brand Image, coupled with attention to other factors, is a
key strategy for IMAX Indonesia in improving audience satisfaction.

Keywords: Brand Image, Audience Satisfaction, IMAX Indonesia, Project Hail Mary.
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