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ABSTRAK 

Rizka Ananda Rumiris Panjaitan, 20042010074, Pengaruh Brand Experience 

dan Perceived Usefulness terhadap Brand Loyalty pada Layanan Spotify 

Premium di Kota Surabaya 

 

Tujuan dari penelitian ini adalah untuk mengidentifikasi dan menganalisis 

pengaruh brand experience dan perceived usefulness terhadap brand loyalty pada 

pengguna Spotify Premium di Kota Surabaya. Populasi penelitian terdiri dari 

pengguna aktif Spotify Premium berusia 18-45 tahun yang berdomisili di Kota 

Surabaya, dengan sampel sebanyak 100 responden yang dipilih menggunakan 

teknik nonprobability sampling dengan pendekatan purposive sampling. Data yang 

terkumpul diuji menggunakan metode uji statistik deskriptif, uji validitas, uji 

reliabilitas, uji asumsi klasik (uji normalitas, uji multikoliniearitas, uji autokorelasi, 

dan uji heterokedastisitas), uji regresi linier berganda, dan uji hipotesis dengan 

bantuan perangkat lunak SPSS 26. Berdasarkan hasil uji ditemukan bahwa hasil 

analisis uji F (simultan) menunjukkan bahwa brand experience (X1) dan perceived 

usefulness (X2) secara simultan atau bersama-sama berpengaruh signifikan 

terhadap brand loyalty (Y). Selanjutnya, hasil uji t (parsial) menunjukkan bahwa 

brand experience (X1) memiliki pengaruh signifikan terhadap brand loyalty (Y) 

begitu juga perceived usefulness (X2) memberikan pengaruh signifikan terhadap 

brand loyalty (Y) pada layanan Spotify Premium. Hal ini menunjukkan bahwa 

semakin baik brand experience dan perceived usefulness maka akan meningkatkan 

brand loyalty pengguna Spotify Premium di Kota Surabaya. 

 

Kata kunci: brand experience, perceived usefulness, brand loyalty, music 

streaming services, branding 
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ABSTRACT 

Rizka Ananda Rumiris Panjaitan, 20042010074, The Influence of Brand 

Experience and Perceived Usefulness on Brand Loyalty in Spotify Premium 

Services in Surabaya 

 

The aim of this study is to identify and analyze the influence of brand 

experience and perceived usefulness on brand loyalty among Spotify Premium users 

in Surabaya. The research population consists of active Spotify Premium users aged 

18-45 residing in Surabaya, with a sample of 100 respondents selected using 

nonprobability sampling technique with purposive sampling approach. The 

collected data were tested using descriptive statistical analysis, validity test, 

reliability test, classic assumption test (normality test, multicollinearity test, 

autocorrelation test, and heteroscedasticity test), multiple linear regression test, 

and hypothesis testing using SPSS 26 software. Based on the test results, it was 

found that the F-test analysis (simultaneous) showed that brand experience (X1) 

and perceived usefulness (X2) simultaneously or together significantly influence 

brand loyalty (Y). Furthermore, the t-test results (partial) indicated that brand 

experience (X1) has a significant influence on brand loyalty (Y), as well as 

perceived usefulness (X2) provides a significant influence on brand loyalty (Y) for 

Spotify Premium service. This indicates that the better the brand experience and 

perceived usefulness, the higher the brand loyalty of Spotify Premium users in 

Surabaya. 

 

Keywords: brand experience, perceived usefulness, brand loyalty, music 

streaming services, branding 
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