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The Effectiveness of Netflix’s Online Brand Community Engagement,
Consumer-Brand Relationship towards Brand Loyalty

Abstract

The purpose of this study was to explore the phenomenon of online brand
community in the context of consumer brand relationship. The specific research
objectives were: (a) to investigate whether motivation of joining online Facebook group
predict engagement in online Facebook group; (b) to examine if motivation of joining
online Facebook group predict the relationship quality of the community; (c) to examine
if engagement in online Facebook group predict the relationship quality
of the community; (d) to examine whether engagement in online Facebook strengthens
and predict predicts customer loyalty toward the brand and (e) to investigate whether

the relationship quality of the community predicts customer loyalty toward the brand.

This research employed an approach of a survey quantitative research using
the structured online questionnaire answered by 260 online Netflix community members.
Data were analyzed using frequency tables and hypothesis were tested by Path

Analysis.

The findings suggest that the brand relationship quality of online Netflix
community was discovered to be positively influenced by the motivation and
engagement of the online Netflix community with impacts on Netflix Loyalty. In addition,
while engagementis an important driver of the brand relationship quality of online Netflix

community, it is not a factor predicting Netflix Loyalty.

Keywords: Online Brand Community, Brand Relationship Quality, Customer

Engagement, Customer-Brand Relationship, Brand Loyalty
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a o o
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PO y o o v 4 o .
aauladfinanainduduntsnauls uanilasuw uasaneAedaiuuasiu
(Reciprocity) (Fournier, 1994) Wdnluaa N @anlaanigansual (emotional bonding)
(Heath, 2007; Marci, 2006 ; Rappaport, 2007: Wang, 2006) kazANTutaLLazianala

(pleasure and satisfaction) (Fiore et al., 2005) 1M1 A5L50972ALIANNLTLIITRIATLAN

al q
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ANNANRUSMIAATUALENTUILLIUA (Brand Relationship Quality) A8 e &) 383
AU szud e lnafuuusuiaas Fournier (1998) Taaiiialfdniuinidsan
wasfjiislnanielfianwuanfenaesguauiususeauladiflulilfoamazin Ui inadie
D o P v o eaal =
pNgAN TN Te LA sLUsus Huarnataupuduius i AN wluign (Lou

& Koh, 2017)
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Lﬁfaﬁ’gﬁ‘lﬁmﬁmu’]mmzﬁmwvu sanUgNTuLUsusaaulatuariuLUIusLEY Ay
nauauasansesluanlaesizlnauazdenaliiiannuasindnalunaisenn Tng
AN ANTLET LT auseTifUT Inafle uLsuFT anE waldeuansieaauasindna
(Fournier & Yao, 1997; De Wulf et al., 2001; Hennig-Thurau & Klee, 1997; Moorman et
al., 1993; Algesheimer et al., 2005) Tufifvesn1sindulatasnuusus (Dommer,
Swaminathan, & Girhan-Canli, 2015; Swaminathan, Stilley, & Ahuluwalia, 2009) N9
wuzUwazuanma (Word-of-Mouth) (Park and Kim, 2014) mmﬁ”ﬂ@ﬁ%@hmﬁ ARG
(willing to pay price premium) (Park & Kim 2014)
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AulesT (User-Generated Content Website) wnniivldnaeanslnanssinae
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