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Abstract

The objective of the research were 1) to study factors related to brand
experience and 2) to examine brand image factors that affect brand loyalty,
specifically focusing on Netflix usage among Generation Z consumers. This research
was a quantitative study. The sample consisted of 400 Generation Z individuals who
use the Netflix service. A questionnaire was used as the instrument. The data were
analyzed using descriptive statistics such as percentage, mean, and standard
deviation, along with inferential statistics, including simple regression analysis. The
results showed that brand experience and brand image factors significantly affect

brand loyalty among Netflix users, with a significance level of 0.05.

Keywords : Brand Experience, Brand Image, Brand Loyalty, Netflix
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