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ABSTRAK 

Penelitian ini dilakukan bertujuan untuk menguji adanya pengaruh variabel 
Perceived Ease Of Use, Perceived Enjoyment, dan Online Customer Review 
terhadap Keputusan Pembelian Aplikasi Streaming Musik Spotify. Hal ini 
didasarkan dengan adanya inkonsistensi dari penelitian-penelitian terdahulu 
mengenai persepsi nilai konsumen terhadap Keputusan Pembelian pada aplikasi 
berbayar. Objek dari penelitian ini adalah aplikasi streaming musik Spotify, 
tujuannya adalah untuk mengetahui faktor-faktor yang mempengaruhi Keputusan 
Pembelian layanan premium pada aplikasi Spotify. Populasi dalam penelitian ini 
adalah Masyarakat Jakarta Barat. Teknik pengambilan sampel yang digunakan 
dalam penelitian ini adalah non probability sampling dengan responden sebanyak 
190 responden (yang pernah berlangganan layanan premium dari aplikasi Spotify). 
Metode analisis data yang digunakan adalah analisis deskriptif. Hasil penelitian 
menunjukan bahwa variabel nilai Perceived Ease Of Use, Perceived Enjoyment, 
dan Online Customer Review berpengaruh positif dan signifikan terhadap 
Keputusan Pembelian layanan premium pada aplikasi berbayar. 
Kata Kunci: Perceived Ease Of Use, Perceived Enjoyment, Online Customer  

    Review, Keputusan Pembelian. 
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ABSTRACT 

This research was conducted with the aim of testing the influence of the 
variables Perceived Ease Of Use, Perceived Enjoyment, and Online Customer 
Reviews on Purchase Decisions for the Spotify Music Streaming Application. This 
is based on inconsistencies in previous research regarding consumer value 
perceptions of purchasing decisions on paid applications. The object of this 
research is the Spotify music streaming application, the aim is to find out the factors 
that influence purchasing decisions for premium services on the Spotify application. 
The population in this research is the West Jakarta community. The sampling 
technique used in this research was non-probability sampling with 190 respondents 
(who had subscribed to premium services from the Spotify application). The data 
analysis method used is descriptive analysis. The research results show that the 
value variables Perceived Ease Of Use, Perceived Enjoyment, and Online Customer 
Review have a positive and significant effect on purchasing decisions for premium 
services in paid applications. 
Keywords: Perceived Ease Of Use, Perceived Enjoyment, Online Customer 

  Review, Purchase Decision.
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