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ABSTRAK

Pengaruh Perceived Enjoyment, Price Perception, dan Perceived Feature
Quality Terhadap Repurchase Intention Spotify Premium Pada Konsumen
Generasi Z Kota Surabaya

Naufal Arsyad, R.Yuniardi Rusdianto

Penelitian ini memiliki tujuan untuk mengetahui serta menganalisis
pengaruh Perceived Enjoyment, Price Perception, dan Perceived Feature Quality
terhadap Repurchase Intention Spotify Premium pada kelompok generasi Z di Kota
Surabaya. Landasan awal penelitian ini ialah adanya urgensi perkembangan industri
digital streaming platform khususnya di bidang musik yang perlu disesuaikan
dengan persepsi dan preferensi perilaku pengguna. Teknik pengambilan sampel
yang dimanfaatkan adalah nonprobability sampling dan jenis sampel yaitu
purposive sampling dengan total 160 responden. Metode penelitian yang
dimanfaatkan adalah pendekatan kuantitatif dengan teknik analisis regresi linear
berganda dengan pengolahan data menggunakan soffware SPSS 25. Hasil dari
penelitian ini menunjukkan bahwa terdapat pengaruh positif dan signifikan secara
simultan oleh variabel independen Perceived Enjoyment, Price Perception, dan
Perceived Feature Quality terhadap variabel dependen Repurchase Intention.
Secara parsial, ketiga variabel independen tersebut juga berpengaruh terhadap
variabel dependen. Nilai koefisien determinasi (R?) menunjukkan nilai 0,576 yang
berarti 57,6% variasi Repurchase Intention dipengaruhi oleh ketiga variabel
independen dalam penelitian ini, sedangkan 42,4% lainnya dijelaskan oleh variabel
lain di luar penelitian ini.

Kata Kunci : Perceived Enjoyment, Price Perception, Perceived Feature Quality,
Repurchase Intention, Spotify Premium
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ABSTRAK

The Influence of Perceived Enjoyment, Price Perception, and Perceived
Feature Quality On The Repurchase Intention of Spotify Premium Among
Generation Z Consumers In Surabaya.

Naufal Arsyad, R.Yuniardi Rusdianto

This study aims to determine and analyze the influence of Perceived
Enjoyment, Price Perception, and Perceived Feature Quality on the Repurchase
Intention of Spotify Premium among Generation Z in Surabaya. The initial
foundation of this research is the urgency of developments in the digital streaming
platform industry, particularly in the music sector, which needs to be adapted to
user perceptions and behavioral preferences. The sampling technique utilized is
non-probability sampling, and the specific type used is purposive sampling with a
total of 160 respondents. The research method employed is a quantitative approach
with multiple linear regression analysis techniques, with data processing managed
through SPSS 25 software. The results of this study indicate that there is a
simultaneous positive and significant influence of the independent variables
Perceived Enjoyment, Price Perception, and Perceived Feature Quality on the
dependent variable Repurchase Intention. Partially, all three independent variables
also exert a significant effect on the dependent variable. The coefficient of
determination (R?) shows a value of 0.576, which implies that 57.6% of the
variation in Repurchase Intention is influenced by the three independent variables
in this study, while the remaining 42.4% is explained by other variables outside of
this study.

Keywords : Perceived Enjoyment, Price Perception, Perceived Feature Quality,
Repurchase Intention, Spotify Premium
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