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ABSTRAK 

Layanan subscription video on demand (SVOD) semakin berkembang di Indonesia, 

didorong oleh meningkatnya penetrasi internet dan perubahan perilaku konsumsi 

media. Secara global, Prime Video merupakan salah satu pemimpin industri ini. 

Namun, Prime Video di Indonesia justru menghadapi tantangan dalam menarik dan 

mempertahankan pelanggan. Fenomena ini mendorong perlunya pemahaman 

mengenai faktor-faktor yang memengaruhi loyalitas konsumen terhadap Prime 

Video di pasar Indonesia. Penelitian ini bertujuan untuk menganalisis pengaruh 

user-brand involvement, brand trust, brand engagement, dan positive word-of-

mouth terhadap brand loyalty pada pengguna Prime Video di wilayah Jabodetabek. 

Penelitian ini menggunakan pendekatan kuantitatif dengan desain penelitian 

conclusive dan teknik pengumpulan data secara cross-sectional. Data dikumpulkan 

melalui kuesioner daring kepada 150 responden yang dipilih menggunakan teknik 

non-probability sampling dengan metode judgemental sampling. Analisis data 

dilakukan menggunakan pendekatan Partial Least Squares–Structural Equation 

Modeling (PLS-SEM) melalui software SmartPLS. Hasil penelitian menunjukkan 

bahwa seluruh variabel independen, yaitu user-brand involvement, brand trust, 

brand engagement, dan positive word-of-mouth, berpengaruh positif dan signifikan 

terhadap brand loyalty. Temuan ini menekankan pentingnya personalisasi, 

keterlibatan pengguna, serta komunikasi positif antar konsumen dalam membangun 

loyalitas terhadap layanan SVOD seperti Prime Video. 

Kata kunci: user-brand involvement, brand trust, brand engagement, positive 

word-of-mouth, brand loyalty, Prime Video 
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THE INFLUENCE OF USER-BRAND INVOLVEMENT, BRAND TRUST, 

BRAND ENGAGEMENT, AND POSITIVE WORD-OF-MOUTH ON BRAND 

LOYALTY (A STUDY ON PRIME VIDEO USERS IN INDONESIA 

 Denis Voldy Egeten 

ABSTRACT (English) 

The subscription video on demand (SVOD) industry in Indonesia continues to grow, 

driven by increasing internet penetration and shifting media consumption behavior. 

Globally, Prime Video is recognized as one of the leading platforms in the SVOD 

market. However, Prime Video in Indonesia faces challenges in attracting and 

retaining customers. This phenomenon highlights the need to understand the factors 

influencing consumer brand loyalty toward Prime Video in the Indonesian market. 

This study aims to analyze the effect of user-brand involvement, brand trust, brand 

engagement, and positive word-of-mouth on brand loyalty among Prime Video 

users in the Greater Jakarta area (Jabodetabek). A quantitative research approach 

was employed using a conclusive research design and a cross-sectional data 

collection method. Data were gathered through an online questionnaire distributed 

to 150 respondents, selected using a non-probability sampling technique with a 

judgmental sampling method. The data were analyzed using Partial Least Squares–

Structural Equation Modeling (PLS-SEM) with SmartPLS software. The results 

revealed that all independent variables—user-brand involvement, brand trust, 

brand engagement, and positive word-of-mouth—positively and significantly 

influence brand loyalty. These findings emphasize the importance of 

personalization, user engagement, and positive consumer communication in 

building brand loyalty toward SVOD platforms such as Prime Video. 

Keywords: user-brand involvement, brand trust, brand engagement, positive word-

of-mouth, brand loyalty, Prime Video 
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