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ABSTRAK 

RAHMA MAULIDYA. Analisis Pengaruh Konten Netflix terhadap Customer 
Satisfaction dan Customer Loyalty Pengguna Gen Z di Jabodetabek. Dibimbing 
oleh ASADUDDIN ABDULLAH dan FUAD WAHDAN MUHIBUDDIN. 
 
Tingginya penggunaan layanan Subscription Video on Demand (SVoD) di 
Indonesia mendorong Netflix untuk mempertahankan loyalitas pengguna, 
khususnya Generasi Z yang kritis terhadap kualitas konten. Penelitian ini bertujuan 
untuk menganalisis pengaruh perceived value dan perceived quality terhadap 
customer loyalty yang dimediasi oleh customer satisfaction, serta merumuskan 
strategi manajerial berbasis hasil penelitian. Penelitian ini menggunakan 
pendekatan kuantitatif dengan metode Structural Equation Modeling–Partial Least 
Squares (SEM-PLS). Data diperoleh melalui penyebaran kuesioner daring kepada 
pengguna Netflix di wilayah Jabodetabek. Hasil penelitian menunjukkan bahwa 
seluruh jalur hubungan signifikan, dengan pengaruh terbesar berasal dari perceived 
value terhadap customer satisfaction. Responden didominasi oleh mahasiswa Gen 
Z dengan frekuensi menonton tinggi. Berdasarkan temuan tersebut, dirumuskan 
empat strategi manajerial menggunakan pendekatan PDCA cycle, yaitu 
peningkatan kontrol kualitas konten, diversifikasi paket langganan, penyesuaian 
genre dengan budaya lokal, dan optimalisasi sistem rekomendasi.  
 
Kata kunci: customer loyalty, customer satisfaction, Netflix, perceived quality, 

perceived value. 
ABSTRACT 

RAHMA MAULIDYA. An Analysis of the Influence of Netflix Content on 
Customer Satisfaction and Customer Loyalty Among Gen Z Users in Jabodetabek. 
Supervised by ASADUDDIN ABDULLAH and FUAD WAHDAN 
MUHIBUDDIN.  
 
The high usage of Subscription Video on Demand (SVoD) services in Indonesia 
has encouraged Netflix to maintain user loyalty, particularly among Generation Z, 
who are highly critical of content quality. This study aims to analyze the influence 
of perceived value and perceived quality on customer loyalty, mediated by 
customer satisfaction, and to formulate managerial strategies based on research 
findings. A quantitative approach was employed using the Structural Equation 
Modeling–Partial Least Squares (SEM-PLS) method. Data were collected through 
an online questionnaire targeting Netflix users in the Greater Jakarta area. The 
results show that all variable relationships are significant, with the strongest 
influence found between perceived value and customer satisfaction. Respondents 
were predominantly Generation Z students with high viewing frequency. Based on 
these findings, four managerial strategies were developed using the PDCA cycle 
approach: enhancing content quality control, diversifying subscription packages, 
aligning genres with local culture, and optimizing the recommendation system. 
 
Keywords: customer loyalty, customer satisfaction, Netflix, perceived quality, 

perceived value. 
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