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ABSTRACT 

This study aims to analyze the factors that influence repurchase intention in Netflix video-on-demand 

subscribers.  The data used in this study is primary data taken from the results of filling out questionnaires of 

research respondents distributed by researchers online through online survey media platforms. The research 

sample was selected using the purposive sampling method so that a sample of 270 respondents was 

obtained. The data processing technique used in this study is using  SEM which is assisted by using lisrel as 

software from the structural equation model.  The results showed that eWOM affects the brand image, 

brand trust, and brand engagement. Furthermore, the results of this study also show that brand image, brand 

trust, and brand engagement can affect repurchase intention. This research is expected to be an input in 

increasing a good brand for video-on-demand users. In addition, it is also expected to continue to provide 

what consumers need so that what consumers expect can be fulfilled which in turn can increase consumer 

trust in Netflix.  Video on demand  managers are also expected to continue to engage  through  various ways, 

including through online media owned by the company so that this will also cause good  eWOM for 

consumers so that new and old consumers will submit good comments on Netflix. This study has several 

limitations so it is expected that future researchers will conduct research on other video-on-demand users so 

that they have a larger number of respondents and are more accurate in their research results. In addition, 

further research is expected to examine other variables that can affect repurchase intention in video on 

demand users. 
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INTRODUCTION 

The development of internet technology that occurs today also affects consumer behavior 

and attitudes in choosing something and the big role that participates in consumer selection in 

digital marketing includes word-of-mouth communication carried out electronically or called 

eWOM and this must also be considered by the company as a step so that the company gets 

new customers as well as to retain old customers to become customers who faithful (Cox et al., 

2013). Previous research on the role of eWOM in digital marketing was previously conducted 

by Heryana (2020), who found that eWOM can have a direct and indirect effect on repurchase 

intention with brand attitude as an intervening variable. Another study conducted by several 

researchers that eWOM not only affects brand attitude. Other studies have also shown that 

eWOM can affect brand image (Abubakar et al., 2016), brand trust (Haikal et al., 2018), and 

engagement(Seifert & Kwon, 2020). Consumers are not only influenced by eWOM because 

there are several studies that show that there are other variables that affect repurchase intention 

including brand image (Saleem et al., 2017), brand trust (Han et al., 2019), and brand 

engagement (Cheung et al., 2020). 
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eWOM 

eWOM is a statement from potential consumers and consumers who are still using 

products or services where the consumer statement can be in the form of positive or negative 

delivered through internet media so that in this way the search for information carried out by 

consumers is also faster and more convenient (Ngarmwongnoi et al., 2020). 

 

Brand Image 

Brand image is a perception that arises in the minds of consumers in considering products 

from a brand (Erdil, 2015). Brand image is also defined as the image of a manufacturer with 

other manufacturers and this brand image distinguishes products from companies with 

competing companies. Creating a good brand image is the main key to instilling a better 

understanding of the brand image in consumers and can be a basis for strengthening marketing 

development (Rosmayani & Mardhatillah, 2020).   

 

Brand Trust  

Trust is one important part of shaping consumer behavior, including habits in shopping 

for online products.  The trust that exists in consumers in quality service will lead to loyalty 

to consumers, including shopping time (Tasin, 2017). 

 

Brand Engagement 

Engagement is a distinction between individuals who show a tendency for consumers to 

include important brands as part of how they see themselves (Goldsmith et al., 2014). 

"Engagement" is currently getting the attention of several academic studies, including social 

psychology and organizational behavior, and is now being commonly included in marketing 

concepts.   Engagement is a promising concept in providing better predictions and the main 

explanatory power of behavioral outcomes from consumers, including brand loyalty (Alalwan 

et al., 2020). 

 

Repurchase Intention 

A circumstance when a customer is expected to re-engage in a future transaction is known 

as online repurchase intention. According to Chiu et al. in Lin (2022), defines repurchase 

intention as the willingness of consumers to buy back an online product controlled by a 

platform. In the study conducted by Lin (2022), repurchase intention is also used as a variable 

to be measured in his research. 

 

METHOD 

The study uses a testing hypothesis and data analysis unit This research is individuals as 

Netflix video-on-demand subscribers and this research will be conducted cross-sectionally with 

data collected for 1 (one) month. While the answer to the formulation of the problem in the 

research is formulated on the basis of a conceptual framework, then the hypothesis will be 

tested. This research is quantitative research conducted to test a hypothesis about the influence 

between variables that have something to do with other factors and as a study that aims to 

examine the extent of the role of eWOM, brand image, brand trust, and brand engagement on 

repurchase intention. 
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RESULTS AND DISCUSSION 

Test the hypothesis 

Hypothesis β t statistic Decision 

H1: There is an influence of 

eWOM on brand image 

0,88 14,18 H1 : Supported 

H2: There is an influence of 

eWOM on brand trust 

0,91 15,50 H2 : Supported  

H3: There is an influence of 

eWOM on brand engagement 

0,96 14,71 H3 : Supported 

H4: There is an influence of 

brand image on repurchase 

intention  

0,26 3,63 H4 : Supported 

H5: There is an effect of brand 

trust on repurchase intention 

0,30 3,63 H5 : Supported 

H6: There is an influence of 

brand engagement on repurchase 

intention 

0,66 6,56 H6 : Supported  

Source: Lisrel Data Processing Results (Attached) 

 

The results of the hypothesis test show that eWOM can affect brand image, brand trust, and 

brand engagement. Furthermore, brand image, brand trust, and brand engagement affect 

repurchase intention. 

 

CONCLUSION 

Based on the results of research and hypothesis testing that has been explained in the 

previous chapter, it can be concluded that all hypotheses consisting of 6 hypotheses show that 

the hypothesis is accepted, namely H1 explains that eWOM affects brand image, H2 explains 

that eWOM affects brand trust, H3 explains that eWOM affects brand engagement, H4 explains 

that brand image affects repurchase intention,  H5 explains that brand trust affects repurchase 

intention, and H6 explains that brand engagement affects repurchase intention. 
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