
22 
 

people's willingness to recommend Netflix Indonesia or Disney+ Hotstar to other people.

 

Figure 18 Pivot Table 2 

5. Conclusions and Recommendations 
Both research objectives were achieved to some degree. The study focused on Netflix Indonesia and 
Disney+ Hotstar because those two companies are the biggest streaming platform in Indonesia and 
because of that, those companies have high recognition among online customers. Both Netflix and 
Disney+ Hotstar offer a variety of content and have their own unique features and user interfaces. The 
study illustrated a number of major factors that cause social media marketing having an impact on 
brand loyalty. Not only that, the researcher also has been able to narrow down whether social media 
marketing affects brand loyalty. The main focus of research findings is the consistency of social media 
content affecting people's decision to recommend Netflix Indonesia or Disney+ Hotstar to other peo-
ple. Most people also agree that after watching an advertisement on social media about a new film or 
series on Netflix Indonesia or Disney+ Hotstar that they want to watch that series or film. As a long-
time user of both Netflix Indonesia and Disney+ Hotstar and also a follower of their social media for a 
long time, the researcher applauds the effort of both Netflix Indonesia and also Disney+ Hotstar to 
connect and try to do their best to promote their services in the social media. However, Netflix Indo-
nesia and Disney+ Hotstar still need to come up with new and innovative ideas to make their content 
more varied. Finally, Netflix Indonesia and Disney+ Hotstar need to continue to promote their film or 
series whether it is new or old to boost brand loyalty. The researcher expects to bring this knowledge 
with them into the sector as they grow their career after university and believes they have learned 
valuable industry-specific knowledge and made some deep understandings about the industry that 
they may not have otherwise made. Nevertheless, there are certain limitations inherent to the study. 
For example, the sample size for this study needs to be bigger to justify a change in strategy for Netflix 
Indonesia or Disney+ Hotstar. Thus, further research would be essential to get a better understanding.  

 

 

 

 

 

 

 

COUNT of Question 11 Question 10

Question 11 1 2 3 4 5
Grand 
Total

1 2 1 3
2 1 4 1 1 1 8
3 3 8 11 3 25
4 1 2 6 41 6 56
5 1 4 7 17 29

Grand Total 7 7 20 60 27 121
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