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ABSTRAK

Fajar Ramadhan (1907134), "Model Continuance purchase Digital Music
Streaming Services Di Indonesia”. Disertasi Doktor Manajemen Fakultas
Pendidikan Ekonomi dan Bisnis Universitas Pendidikan Indonesia, dibawah
bimbingan Prof. Dr. H. Agus Rahayu, M.P., Dr. Chairul Furqon, S.Sos.,M.M.,
dan Dr. H Mokh Adib Sultan S.T.,M.M .

Penelitian ini dilakukan berdasarkan fenomena peningkatan penggunaan
digital music streaming services, namun sebaran pengguna digital music streaming
services masih belum seimbang dan optimal, dimana pengguna terbesar ada pada
kelompok generasi millennial. Model penelitian dibentuk dari sintesa literatur-
literatur penelitian terdahulu dengan menggunakan bibliomterik analisis dan
systematic literature review. Tujuan yang ingin dicapai adalah bagaimana
hubungan saling keterkaitan antara performance expectancy, perceived ease of use,
price value, social influence, personalization, service experience, continuance
intention terhadap continuance intention digital music streaming services di
Indonesia. Penelitian ini menggunakan digital music streaming services sebagai
unit analisis dengan teknik systematic random sampling dari 235 responden
pelanggan premium.

Penelitian ini merupakan penelitian verifikatif dengan eksplanasi survei dan
teknik analisis deskriptif dan inferensial. Analisa data menggunakan Structural
Equation Model (SEM) melalui Sofware SmartPLS 3. Penelitian ini menemukan
bahwa integrasi model TAM, DOI dan UTAUT sangat baik dan kuat dan
menjelaskan continuance purchase sebesar 63,9 %. Hasil analisis deskriptif
menunjukkan bahwa variabel service experience, perceived ease of use, price value,
social influence, personalization, service experience, continuance intention dan
continuance purchase terukur dalam kategori sangat tinggi.

Hasil penelitian ini menunjukkan bahwa tidak semua variabel berpengaruh
positif dan signifikan terhadap continuance purchase digital music streaming
services. Novelty dari penelitian ini menghasilkan model baru adopsi teknologi
digital music streaming services dengan melihat faktor pendorong dan faktor
penghambat dengan service experience dan continuance intention sebagai variabel
mediasi. Berdasarkan output uji pengaruh tidak langsung model ini memiliki part
mediation, dengan kata lain, variabel bebas secara langsung dapat mempengaruhi
variabel terikat tanpa adanya intervensi dari variabel mediator.

Keywords: Service experience, Perceived ease of use, Price value, Social
influence, Personalization, Service experience, Continuance intention,
Continuance purchase, Digital Music Streaming Services



ABSTRACT

Fajar Ramadhan (1907134), “Continuance purchase Model for Digital Music
Streaming Services in Indonesia”. Doctoral dissertation in Management, Faculty
of Economics and Business Education, Universitas Pendidikan Indonesia, under the
guidance of Prof. Dr. H. Agus Rahayu, M.P., Dr. Chairul Furqon, S. Sos., M.M.,
and Dr. H Mokh Adib Sultan S.T.M.M .

This research was conducted based on the phenomenon of increasing use of
digital music streaming services, but the distribution of users of digital music
streaming services is still not balanced and optimal, where the largest users are in
the millennial generation group. The research model was formed from a synthesis
of previous research literature using bibliometric analysis and systematic literature
review. The goal to be achieved is how the interrelationships between performance
expectancy, perceived ease of use, price value, social influence, personalization,
service experience, continuance intention on the continuance intention of digital
music streaming services in Indonesia. This study uses digital music streaming
services as the unit of analysis with a systematic random sampling technique from
235 premium customer respondents.

This research is verification research with survey explanation and
descriptive and inferential analysis techniques. Data analysis used the Structural
Equation Model (SEM) through SmartPLS 3 Software. This study found that the
integration of the TAM, DOI and UTAUT models was very good and strong and
explained a continuance purchase of 63.9%. The results of the descriptive analysis
show that the variables service experience, perceived ease of use, price value,
social influence, personalization, service experience, continuance intention and
continuance purchase are measurable in the very high category.

The results of this study indicate that not all variables have a positive and
significant effect on the continuation of purchasing digital music streaming
services. The novelty of this study resulted in a new model of adoption of digital
music streaming service technology by looking at the driving factors and inhibiting
factors with service experience and intention to continue as mediating variables.
Based on the output effect test, this model does not directly have a mediation part,
in other words, the independent variables can directly affect the variable
attachment without the intervention of the mediator variable.

Keywords: Service experience, Perceived ease of use, Price value, Social influence,
Personalization,  Service  experience, Continuance intention,
Continuance purchase, Digital Music Streaming Services.



DAFTAR ISI

HALAMAN JUDUL....cuiiiiiieieeee ettt i
HALAMAN PENGESAHAN ..ottt ettt st il
PERNYATAAN KEASLIAN DISERTASI DAN BEBAS PLAGIARISME ...... iii
KATA PENGANTAR ..ottt et v
UCAPAN TERIMA KASIH ..ottt \
ABSTRAK ..ottt ettt ettt et et e e saeeenbeennaeebeens ix
ABSTRACT ..ottt ettt ettt et et esaeenteenee e X
DAFTAR ISttt ettt ettt et e st e et eesbeessaesnseens xi
DAFTAR TABEL....ootiiieeeee ettt sttt XVi
DAFTAR GAMBAR ..ottt Xviil
BAB I PENDAHULUAN .....ootiiiittee ettt ettt et et 1
1.1 Latar Belakang Penelitian............ccoccveiieriiieniieeiieiecieeeeee e 1
1.2 Rumusan Masalah Penelitian ...........c.ccocovveeiiiiiiiieciie e 25
1.3 Tujuan Penelitian.........ccceevuieiiieiiienieeiieee et s 26
1.3.1 Tujuan UmUIM ....cceveeeieeeieeeceeeeee e sveeesireeeseveeeeaeeesaeeesnaeeennnees 26
1.3.2 Tujuan KRUSUS .......oooiiiieiiieeiieeeeceeee e 26

1.4 Manfaat Penelitian............ccceeeiiiiiieiiieniieeie et 26
1.4.1 Manfaat TEOTIEIS ... .ccccvieerieeerieeecie e et et e etee e e e sve e e reeeeaeeeneeesneees 27
1.4.2 Manfaat Praktis ........ccooiieiiiiieiiieiiceiceie et 27

1.5 Struktur Organisasi DiSeTtasi.........ccccueeruieriiieniieniieiienie ettt 28

BAB II KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN

HIPOTESIS ...ttt ettt st 29
2.1 Kajian Pustaka.........ooouiiiiiiiiei e 29
2.1.1 Manajemen Pemasaran ............cccceeevieruieniieeniienieeieeseeeiee e e e e 29
2.1.2 Pemasaran DigifAl .............cccoccuevueecuienieeieeieeie ettt 30
2.1.3 Perilaku KONSUMEN .....c.coiiiiiiiiiiiiiieieceeee et 33
2.1.4 Perilaku Konsumen Digital............c.cccoueevuieeiieeesiieeiieeeee e 34
2.1.5 Model Perilaku KONSUMEN. ........ccocuerieienieniiienieneeieceerieee e 36
2.1.6 Model Perilaku Konsumen Digital ..............cccccoevienviiiiieniiesienneeannn. 39
2.1.7 Technology Acceptance Model (TAM).......cccouveevvieecieeeiieeeieeeiee e 41
2.1.8 Unified Theory of Acceptance and Use of Technology (UTAUT) ........ 43
2.1.9 Streaming MUSIK ..........cccoovviiiiiiiiieeiieeie ettt 44
2.1.10 Continuance PUFCHASE...............cc.ceceeeeeeceeeiieeiieeieeieesieeeeeesiee e 46

2.1.11 Performance exXpectarCy ............ccouuuecueeeeiueeecreeeirreesiseeesseeesseesssseessns 48



2.1.12 Perceived aSe Of USE .........cccueecueeeeeeiiesiieeieeiee et siee e s 49

2113 PFICE VAIUE ..ot 50
2.1.14 S0CIQL INfTUCTICE ..ot e 51
2.1.15 PerSONALIZALION ........cc.eoueeeiieiiiiiiiesieeeeesee et 52
2.1.16 Service eXPErICHCe. ........ccc.ueevueiesiiieiiieeiee ettt 53
2.1.17 Continuance inteNtiON ..............ccccueeevueeaiieeaiieeeieeeeeeeeee e 54
2.2 Penelitian TerdahulU.........c.ccooiiiiiiiiiiiieeee e 55
2.3 Kerangka PemiKiran .........ccccoeoieiiiiiiiniieiieeie e 63

2.3.1 Performance expectancy, Perceived ease of use dan Price value

terhadap Service eXperience ...........ccoouoeveeeioienieiiieeieesiese e 64
2.3.2 Performance expectancy, Perceived ease of use dan Price value

terhadap Continuance intention ..............cccoeeecueeeecueeecieeeeiieeenceeeneeenns 65
2.3.3 Social influence dan Personalization Terhadap Service experience .....65
2.3.4 Social influence dan Personalization Terhadap Continuance

TREERLION ..ottt e e e e e e et a e e e eneeas 66
2.3.5 Performance expectancy, Perceived ease of use dan Price value

Terhadap Continuance purchase ................ccccoeeveeeevenveeesieenceeeeeennenns 67
2.3.6 Service experience terhadap Continuance intention ............................ 68
2.3.7 Service experience dan Continuance intention terhadap

CONLINUANCE PUFCRASE .....ooeeeeieeeeeesiee et eeeeeee e saee e s 68
2.3.8 Service experience & Continuance intention Memoderasi

Performance expectancy, Perceived ease of use, Price value,

Social influence dan Personalization terhadap Continuance

PUFCRASE ... 69

2.4 HIPOLESIS ..veeuvieeieeiieeireeteeeteerteeeaeesteeesbeesseeesseeseeesseenssesnseenseeasseesssesnsaesssaans 72
BAB III METODE PENELITIAN.....ccititiitiieteieeteeeesteeee e 74
3.1 Desain Penelitian ........ccc.eoiiiiiiiiiiiiieiiceeee e 74
3.2 Lokasi dan Unit ODSEIVAST .......cceeruerierienieeieniienieniesiteie ettt 75
3.3 Variabel Penelitian .........coccuooiiiiiiiiiiiiiiieicceee e 75
3.3.1 Definisi Variabel dan Pengukurannya ...........cccccoceevinieniniinicncnnennns 75
3.3.2 Operasionalisasi Variabel ..........ccccoovieiiiiiiniieeciie e 76

3.4 Jenis dan SUMDET Data .......eeeeeeeeeeeee e e e e e e e e e e eeeeeeeeaaeaaaaaaans 82



3.5 Populasi, Sampel dan Teknik Sampling..........c.coccoveiviniininiiniiinnicneens 82

3.5.1 POPUIASI....oeuiiieiiieiie ettt 82
3.5.2 SAMPECL e e 83
3.5.3 Teknik Sampling........cocoeviiiiiiiiiiiieeeee e 84
3.6 Instrumen Penelitian............oooiiiiiiiiiiiiiiieee e 85
3.7 Uji Instrumen Penelitian...........ccccoooieiiiiiiiiinieiiieiece e 86
3.7.1 Pengujian Validitas .........ccceeecuiiiriiiiiiiiieeiiie et e 86
3.7.2 Pengujian Reliabilitas ..........cccoeviiiiiiiniiiiiieieciieieceee e 90
3.8 Prosedur Penelitian........c..cocevieiiiiiieniinieieciecieeeee e 93
3.9 Teknik Analisis Data.........cccoeoieiiiiiiiienieieeeeeeee e 97
3.10 Rancangan Analisis Data...........coooeeiiiiiiiiiiiiiieeceee e 99
3.10.1 Analisis DesKIiptif........ccceevuiiiiieiiieiiieiiecieeieece e 99
3.10.2 Analisis Verifikatif..........cocooiiiiiiiiiiiceeecee 100
3.10.3 ASumST SEM ...ooiiiiiiiiiiiee e 101
3.10.4 UJi MOAETAST ..eeeuvvieeeiieeiiieeieeeeieeeeieeesivee e e eeteeeaeeeseseeesnseeennseeenenes 106
3.10.5 Ui SODCI ..ot 106
311 Uji HIPOTESIS .ttt ettt ettt ettt ettt ettt e e siaeenbe e e ens 108
BAB IV HASIL PENELITIAN DAN PEMBAHASAN .....cccoooieiieeieeeeiene 112
4.1 Profil RESPONAEN .....coouviiiiiiiieiiecieeeece ettt 112
4.2 Karakteristik ReSponden ............coccvieiiiieiiiiciieceeece e 112
4.2.1 Karakteristik Responden Berdasarkan Jenis Aplikasi Musik
Streaming Yang Digunakan..........cccccoceeviriiiniininiiinieniiicncccecene 113
4.2.2 Karakteristik Responden Berdasarkan Asal Kota ...........ccccceevveeennennne 114
4.2.3 Karakteristik Responden Berdasarkan Usia ..........cccoceevieeriienieenennne. 115
4.2.4 Karakteristik Responden Berdasarkan Pendidikan Terakhir .............. 117
4.2.5 Karakteristik Responden Berdasarkan Jenis Kelamin ........................ 118
4.2.6 Karakteristik Responden Berdasarkan Jenis Pekerjaan ...................... 119
4.2.7 Karakteristik Responden Berdasarkan Penghasilan Per Bulan ........... 120

4.2.8 Karakteristik Responden Berdasarkan Lama Menggunakan
Aplikasi Streaming MUSIK ........c.ccocevviiniiiiiniiniiiiiceccececene 121
4.2.9 Karakteristik Responden Berdasarkan Frekuensi Menggunakan
Rata-Rata Dalam Sehari .........ccccoceeieriiniinienicieceeeeeeee 122



4.2.10 Biaya Yang Dikeluarkan Per Bulan Untuk Berlangganan ................ 123
4.3 Analisis DesKIIPtif.......c.coeoiiiiiiiiiiieeieece e 124
4.3.1 Jawaban Responden Terhadap Variabel Performance expectancy .....125

4.3.2 Jawaban Responden Terhadap Variabel Perceived ease of use .......... 129
4.3.3 Jawaban Responden Terhadap Variabel Price value .......................... 132
4.3.4 Jawaban Responden Terhadap Variabel Social influence ................... 135
4.3.5 Jawaban Responden Terhadap Variabel Personalization ................... 138
4.3.6 Jawaban Responden Terhadap Variabel Service experience .............. 142
4.3.7 Jawaban Responden Terhadap Variabel Continuance intention ......... 147
4.3.8 Jawaban Responden Terhadap Variabel Continuance purchase ........ 150
4.4 Analisis Verifikatif.........cooooeiiiiiiiiiiiieee e 152
4.5 Analisis Inferensial...........cooouoiiiiiiiiiiin e 155
4.5.1 Analisis SEM dengan program SmartPLS ..........cccccoocvevveeiienenaneene. 155
4.5.2 Analisis Mediast .......ccevuieriiiiiiiiiiiiiee e 172
4.6 Pembahasan .........coccoiiiiiiiiiiii e 177
4.6.1 Performance expectancy berpengaruh terhadap Service experience
Aplikasi Streaming MUSIK .......c.cccccveeviiieeiiieeieeeee e 179
4.6.2 Perceived Ease of Use berpengaruh terhadap Service experience ...... 180
4.6.3 Price value berpengaruh terhadap Service experience ....................... 181
4.6.4 Social influence berpengaruh terhadap Service experience ................ 182
4.6.5 Personalization berpengaruh terhadap Service experience ................. 183

4.6.6 Performance expectancy berpengaruh terhadap Continuance
TREENIION ..o 184

4.6.7 Perceived Ease of Use berpengaruh terhadap Continuance intention 185

4.6.8 Price value berpengaruh terhadap Continuance intention .................. 186
4.6.9 Social influence berpengaruh terhadap Continuance intention ........... 187
4.6.10 Personalization berpengaruh terhadap Continuance intention ......... 188

4.6.11 Performance expectancy berpengaruh terhadap Continuance
PUFCRASE ... 189
4.6.12 Perceived Ease of Use berpengaruh terhadap
CONLINUANCE PUFCHASE ...t 190

4.6.13 Price value berpengaruh terhadap Continuance purchase ............... 191



4.6.14 Social influence berpengaruh terhadap Continuance purchase ........ 192
4.6.15 Personalization berpengaruh terhadap Continuance purchase ........ 193
4.6.16 Service experience berpengaruh terhadap Continuance intention ....194
4.6.17 Service experience berpengaruh terhadap Continuance purchase ....195

4.6.18 Continuance intention berpengaruh terhadap Continuance

PUFCRASE ..ottt 196

4.7 Temuan dan NOVEILY ......coccuiiiiiieiiiieciecceece e 197
4.7.1 Temuan Penelitian ...........ccceeeiiieiiieeiiie e 197
4.7.2 Novelty Penelitian ..........cccceeeeiieiiiieeiiieeiieeee e 200

4.8 Keterbatasan Penelitian .............cccevoievieiiiiiiniienieiienieeecee e 203
BAB V SIMPULAN, IMPLIKASI DAN REKOMENDASI ......ccccoveveiieienns 205
5.1 SIMPUIAN....eiiiieee e e 205
5.2 TMPIKAST ..ottt ettt enb e ens 208
5.3 REKOMENAAST ....eoneiiiiiiiieiieeteeete e s 209
DAFTAR PUSTAKA ..ottt 211
LAMPIRAN ...ttt ettt ettt et steeseenaesseeseesaesseenseennenseans 233
Kuesioner Penelitian..........co.oeveiieiiiniinienieecieieeeeeee e 233

OUIPUE STATIPLS ..ottt e et e e et e e e e aae e e e enaeeeeennes 275



Tabel 1.1

Tabel 2.1
Tabel 2.2
Tabel 2.3
Tabel 3.1
Tabel 3.2
Tabel 3.3
Tabel 3.4
Tabel 3.5
Tabel 3.6
Tabel 3.7
Tabel 3.8
Tabel 3.9
Tabel 4.1

Tabel 4.2
Tabel 4.3
Tabel 4.4
Tabel 4.5
Tabel 4.6
Tabel 4.7
Tabel 4.8

Tabel 4.9

DAFTAR TABEL
Perbandingan Layanan Aplikasi Streaming Musik Freemium dan
Premimi........cccccuveiieiiiiiiiiiiee et 11

Perbandingan Tradisional Marketing dengan Digital Marketing ......... 32

Penelitian Terdahulu ........c.cooiiiiiiiiiiiiiecs 56
Kerangka konseptual Penelitian...........ccccceevvieeiiieniiiencieeeie e, 63
Definisi Variabel dan Operasional Penelitian.............ccccceevevveenneennneen. 77
Pengguna Premium Aplikasi Streaming Musik di Indonesia ............... 82
Ukuran sampel minimal dan jumlah variabel Joreskog dan Sorbom ....83

Proporsi Pengguna Premium Aplikasi Streaming Musik di Indonesia.84

Skor Pilihan Jawaban ..........c.cccooiiiiiiiiiiiiiceee e, 86
Hasil Uji Validitas........cooieeiiiiiieiiieiecieeieceeeee e 92
Hasil Uji Reliabilitas.........ccoeeiieiiiiiiiiieeiecteeeeee e 94
Skor Alternatif Jawaban.........cccccoiiiiiiiiiiiiiiie e 98
Kriteria Evaluasi Model Dengan Goodness of Fit Measures.............. 105
Karakteristik Responden Berdasarkan Jenis Aplikasi Musik

Streaming Yang Digunakan...........cccccoevieniiiiiiniiienieiieeieeeeee e 113
Karakteristik Responden Berdasarkan Asal Kota..........c.cccccveeennennnee. 114
Karakteristik Responden Berdasarkan Usia...........ccccceevvieiiieeennenne. 116
Karakteristik Responden Berdasarkan Pendidikan Terakhir .............. 117
Karakteristik Responden Berdasarkan Jenis Kelamin ........................ 118
Karakteristik Responden Berdasarkan Jenis Pekerjaan ...................... 119
Karakteristik Responden Berdasarkan Penghasilan Per Bulan........... 120

Karakteristik Responden Berdasarkan Lama Menggunakan
Aplikasi Streaming MUSIK ..........cccoooveviiieiiiniiiieeeee e 121
Karakteristik Responden Berdasarkan Frekuensi Menggunakan

Rata-Rata Dalam Sehari .......ooovvveemeeeeeeeeeeeeeeee e 122

Tabel 4.10 Karakteristik Responden Berdasarkan Biaya Yang Dikeluarkan

per bulan untuk berlangganan .............cccoccoevieiiiniiiiiiiii, 123

Tabel 4.11 Kriteria Pengukuran Jawaban Responden............ccoeceeviieiiinninnnne 124

Tabel 4.12 Jumlah dan Persentase Jawaban Responden Terhadap Variabel

Performance EXPECtaNCY...........ccoueecueeereercieeiiieeieeiieenieeieesee e 125



Tabel 4.13

Tabel 4.14

Tabel 4.15

Tabel 4.16

Tabel 4.17

Tabel 4.18

Tabel 4.19

Tabel 4.20
Tabel 4.21
Tabel 4.22
Tabel 4.23
Tabel 4.24
Tabel 4.25
Tabel 4.26
Tabel 4.27
Tabel 4.28
Tabel 4.29
Tabel 4.30

Tabel 4.31

Tabel 4.32

Jumlah dan Persentase Jawaban Responden Terhadap Variabel
Perceived Ease Of USe.......cuuuuueuveeciieeiieeeiiieecieeeie e
Jumlah dan Persentase Jawaban Responden Terhadap Variabel
Price VaAlUe............cocooouiiiiiiiiiiiiiiiciiceee e
Jumlah dan Persentase Jawaban Responden Terhadap Variabel
SOCIAL INFIUCHICE ...t
Jumlah dan Persentase Jawaban Responden Terhadap Variabel
Personalization...............ccccccovevoeinieiiiiiniiiiieeeee e
Jumlah dan Persentase Jawaban Responden Terhadap Variabel
SEIVICE EXPOVICICE ..ot
Jumlah dan Persentase Jawaban Responden Terhadap Variabel
Continuance INTENTION ..........c.c.eoeueeeueeneeeiieieieeeeseeeeee e
Jumlah dan Persentase Jawaban Responden Terhadap Variabel
Continuance PUFCRASE .............ccccueveeieieiiaiiieieiieeeese e
Hasil Uji Validitas ltem (Convergent Validity).........cccceeuveevveeennenn.
Hasil Uji Reliabilitas

Hasil Uji Nilai Average Variance Extracted (AVE)

Hasil Nilai Cross LoAding...............cccouveeeuveeciieeiieeecieeeee e
Hasil Nilai Akar AVE dan Korelasi Antar Konstruk.........c...c.........
Hasil Nilai R Square
Hasil Nilai £ Square...........cccovoveiiiiiiiiiiieceeee e
Hasil Nilai Q2 pada Program SmartPLS............ccccoeeeveeeceeeerieennnn.
Hasil Uji Model Fit
Uji Hipotesis berdasarkan Path Coefficient

Efek Mediasi serial Performance Expectancy, Perceived ease of
Use, Price Value, Social Influence dan Personalization terhadap
Continuance INEENIION ..............cccueeeeeeesieeesieeesieeeceeeeaeeeeveeenaee e
Efek Mediasi serial Performance Expectancy, Perceived ease of
Use, Price Value, Social Influence dan Personalization terhadap
Continuance Purchase

Rekap Hasil Pengujian Hipotesis Penelitian



DAFTAR GAMBAR

Gambar 1.1 Global Recorded Music Industry Revenue................cccceecueeevveencunanns 2
Gambar 1.2 Pengguna Internet DUNia.............cccveeeiieeniieeiieeeiee e esiee e 2
Gambar 1.3 Penetrasi Pengguna Internet di Indonesia ..........ccceceveeneeicnienennene 3
Gambar 1.4 Jumlah Pengguna Streaming Musik Berbayar Global ........................ 4
Gambar 1.5 Data Perilaku Musik Streaming di Indonesia.............cccoevcuvverieeennennns 5
Gambar 1.6 Data Durasi dan Waktu Mendengarkan Musik Streaming.................. 5
Gambar 1.7 Data Aplikasi Musik Streaming Yang Dipakai..........cccccoeeveniiennnnen. 6
Gambar 1.8 Aktivitas Pengguna Internet di Indonesia ..........cccceceeveevericniinennene 7
Gambar 1.9 Peta perkembangan bidang topik music streaming ................c..c........ 9
Gambar 1.10 Model Awal Penelitian.........cccccoooueiiiiniiiiiiniiiienicceeceeee 13
Gambar 2.1 Augmentasi Digital dan Transformasi Produk..........c..ccoceveriennnne. 31
Gambar 2.2 Model Perilaku Konsumen Schiffman dan Kanuk............c..cc.c...... 37
Gambar 2.3 Model Perilaku Konsumen Peter dan Olsen...........c.ccccceeniiiiiennnne 38
Gambar 2.4 The 5 Digital Consumer Megashifts..........cccccooueeeveenceeencveencrneennnen. 39
Gambar 2.5 Conceptual Model for Technology Acceptance.....................cueu..... 42
Gambar 2.6 Technology Acceptance Model...................cccooeveevcinviniiinennennanne. 43
Gambar 2.7 Unified Theory of Acceptance and Use of Technology ..................... 44
Gambar 2.8 Kerangka Pemikiran..........ccccocoiveiiiiiniieiiiieciecceceeeeee e 71
Gambar 2.9 Paradigma Penelitian...........ccoeoieriiiiiieniieniienieciiece e 72
Gambar 3.1 Tahapan-Tahapan Penelitian ........c..ccccooeviiniiiiniinininiicieeee, 96
Gambar 3.2 Hubungan Tidak Langsung X Mempengaruhi Y Lewat

MEIAtING .....eeiiiieeiieeeiee e e e 107
Gambar 4.1 Karakteristik Responden Berdasarkan Jenis Aplikasi Musik

Streaming yang Digunakan..............cccoevviiiiiiniiinienieeeeeee, 113
Gambar 4.2 Karakteristik Responden Berdasarkan Asal Kota............c..cc.......... 115
Gambar 4.3 Karakteristik Responden Berdasarkan Usia............ccccceeervirennnennee. 116
Gambar 4.4 Karakteristik Responden Berdasarkan Pendidikan Terakhir........... 117
Gambar 4.5 Karakteristik Responden Berdasarkan Jenis Kelamin..................... 118
Gambar 4.6 Karakteristik Responden Berdasarkan Jenis Pekerjaan................... 119
Gambar 4.7 Karakteristik Responden Berdasarkan Penghasilan Per Bulan........ 120

Gambar 4.8

Karakteristik Responden Berdasarkan Lama Menggunakan



Aplikasi Streaming MUSIK ..........cccceevuiiiiiiiiiiniieeee e 121
Gambar 4.9 Karakteristik Responden Berdasarkan Frekuensi Menggunakan

Rata-Rata Dalam Sehari.........cocooiiiiiiiiiiiiiceee 122
Gambar 4.10 Karakteristik Responden Berdasarkan Biaya Yang Dikeluarkan

Per Bulan Untuk Berlangganan...........c.ccooeeeviiieniiniiinnieniieeene 123
Gambar 4.11 Model TEOTILIS ....ccveeiiiiiieiiieiieeie et 156
Gambar 4.12 Model Hubungan Kausal Antar Variabel............c.ccocceeeiivenninnn. 157
Gambar 4.13 Mediasi Serial.......cccoooveriiriinieniiierieeee e 173
Gambar 4.14 Model temuan L..........ccoceeviiiiiniiniiinieeeeeeeeeeeee e 199
Gambar 4.15 Model Konsep Variabel Continuance Purchase........................... 201
Gambar 4.16 Model Pengaruh Langsung...........ccccecveeeviieeniiieeniieeriee e 202
Gambar 4.17 Model Variabel Mediasi.........coceeverierienienieniiienieniceieseneee 202

Gambar 4.18 Model of Music Streaming Continuance Purchase....................... 203



DAFTAR PUSTAKA

Aarts’, H., & Knippenberg, V. (1998). Predicting Behavior From Actions in the Past:
Repeated Decision Making or a Matter of Habit? In Journal of Applied Social
Psychology (Vol. 28).

Abu Bakar, A., & Zaidi Bin Abdul Razak, F. (2014). The role of facilitating condition
and social influence towards continuance intention to use e-learning. International
Journal of Technical Research and Applications, 1(2), 12—-14. www.ijtra.com

Aguiar, L. (2017). Let the music play? Free streaming and its effects on digital music
consumption. Information Economics and  Policy, 41, 1-14.
https://doi.org/10.1016/j.infoecopol.2017.06.002

Aguiar, L., & Martens, B. (2016). Digital music consumption on the internet: Evidence
from clickstream data. Information Economics and Policy, 34, 27-43.

Aguiar, L., & Waldfogel, J. (2018). As streaming reaches flood stage, does it stimulate
or depress music sales? International Journal of Industrial Organization, 57, 278—
307.

Agustine, Y. (2013). Metodologi penelitian bisnis dan akuntansi.

Ajzen, 1. (1985). From intentions to actions: A theory of planned behavior. In Action
control (pp. 11-39). Springer.

Ajzen, L. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50(2), 179-211.

Alazzam, M. B., BASARI, A. B. D., SIBGHATULLAH, A. S., RAMLI, M. R., JABER,
M. M., & NAIM, M. H. (2016). PILOT STUDY OF EHRS ACCEPTANCE IN
JORDANHOSPITALS BY UTAUT2. Journal of Theoretical & Applied
Information Technology, 85(3).

Ali, F., Amin, M., & Cobanoglu, C. (2016). An integrated model of service experience,
emotions, satisfaction, and price acceptance: an empirical analysis in the Chinese
hospitality industry. Journal of Hospitality Marketing & Management, 25(4), 449—
475.

Algatan, A., Chbib, 1., & Hussainey, K. (2019). How does board structure impact on firm
performance in the UK? Corporate Board Role Duties and Composition, 15(2), 18—
27. https://doi.org/10.22495/cbv15i2art2

Alshurideh, M., Nicholson, M., & Hong, X. (2012). The Effect of Previous Experience
on Mobile Subscribers’ Repeat Purchase Behaviour. European Journal of Social
Sciences, 30(3), 366-376. https://www.researchgate.net/publication/235952386

Amalina, N. P. (2019). PROPOSED MARKETING STRATEGY BASED ON
BEHAVIORAL INTENTION IN USING SPOTIFY; DIFFERENCES BETWEEN



FREE AND PREMIUM USERS. International Journal of Education and
Research, 7(5). www.ijern.com74

Amberg, M., & Schroder, M. (2007). E-business models and consumer expectations for
digital audio distribution. Journal of Enterprise Information Management, 20(3),
291-303. https://doi.org/10.1108/17410390710740745

Anderson, C. 2013. Free: How Today's Smartest Businesses Profit by Giving
Something for Nothing, Random House.

Anderson, C. 2009. Free: The Future of a Radical Price, Random House

Andry, J. F., & Tjee, C. (2019). ANALISIS MINAT MAHASISWA
MENDENGARKAN APLIKASI MUSIK BERBAYAR DAN UNDUHAN
MUSIK GRATIS. JBASE - Journal of Business and Audit Information Systems,
2(2). https://doi.org/10.30813/jbase.v2i2.1727

Apriyanti Walean, D., & Indira Rachmawati. (2018). Analyzing Music Streaming
Application Adoption in Indonesia Using a Unified Theory of Acceptance and Use
of Technology 2: A Case Study of Premium JOOX and Spotify in Indonesia.

Ardeley Mae, S. (2019). Factors influencing Japanese consumers’ purchase intention of
subscription streaming services. Ritsumeikan Asia Pacific University.

Arnould, E. J., & Price, L. L. (1993). River magic: Extraordinary experience and the
extended service encounter. Journal of Consumer Research, 20(1), 24-45.

Atchariyachanvanich, K., Okada, H., & Sonehara, N. (2007). What keeps online
customers repurchasing through the internet? ACM SIGecom Exchanges, 6(2), 47—
57.

Atchariyachanvanich, K., Okada, H., & Sonehara, N. (2008). Exploring Factors
Effecting the Continuance of Purchasing Behavior in Internet Shopping: Extrinsic
Benefits and Intrinsic Benefits (Vol. 4).

Avery, S. L., McWhorter, R. R., Lirely, R., & Doty, H. H. (2014). Seeking Empirical
Validity in an Assurance of Learning System. Journal of Education for Business,
89(3), 156—164. https://doi.org/10.1080/08832323.2013.800467

Awuor, F. M. (2020). Towards Creating Transparency in Loyalty Payments in Music
Streaming Platforms. 2020 IST-Africa Conference (IST-Africa), 1-8.

Azjen, 1. (1980). Understanding attitudes and predicting social behavior. Englewood
Cliffs.

Azwar, S. (2012). Reliabilitas dan validitas edisi 4. Yogyakarta: Pustaka Pelajar.

Bagaskara, B., Yohana, C., & Fidhyallah, N. F. (2021). THE EFFECT OF ACCEPTED

EASE OF USE AND SATISFACTION ON THE INTENTION OF THE
CONTINUITY OF THE LEARNING MANAGEMENT SYSTEM. Jurnal



Pendidikan Ekonomi, Perkantoran Dan Akuntansi.
https://doi.org/10.21009/JPEPA.007.x

Bakos, Y., & Brynjolfsson, E. (2000). Bundling and Competition on the Internet.
Marketing Science, 19(1), 63—82.

Barata, M. L., & Coelho, P. S. (2021). Music streaming services: understanding the
drivers of customer purchase and intention to recommend. Heliyon, 7(8).
https://doi.org/10.1016/j.heliyon.2021.e07783

Bauer, C., & Schedl, M. (2019). Global and country-specific mainstreaminess measures:
Definitions, analysis, and usage for improving personalized music recommendation
systems. PloS One, 14(6), €0217389.

Bauldry, S. (2015). Structural equation modeling.

Bendada, W., Salha, G., & Bontempelli, T. (2020). Carousel personalization in music
streaming apps with contextual bandits. Fourteenth ACM Conference on
Recommender Systems, 420—425.

BENTLER, P. M., & CHOU, C.-P. (1987). Practical Issues in Structural Modeling.
Sociological Methods & Research, 16(1), 78-117.
https://doi.org/10.1177/0049124187016001004

Bernard, H. R., & Bernard, H. R. (2013). Social research methods: Qualitative and
quantitative approaches. Sage.

Bhattacharjee, S., Gopal, R. D., Lertwachara, K., & Marsden, J. R. (2006). Consumer
search and retailer strategies in the presence of online music sharing. Journal of
Management Information Systems, 23(1), 129-159.
https://doi.org/10.2753/M1S0742-1222230104

Bhattacharjee, S., Gopal, R. D., & Sanders, G. L. (2003). Digital music and online
sharing: Software piracy 2.0? In Communications of the ACM (Vol. 46, Issue 7, pp.
107—111). https://doi.org/10.1145/792704.792707

Bhattacherjee, A. (2000). Acceptance of e-commerce services: the case of electronic
brokerages. IEEE Transactions on Systems, Man, and Cybernetics-Part A: Systems
and Humans, 30(4), 411-420.

Bhattacherjee, A. (2001). An empirical analysis of the antecedents of electronic
commerce service continuance. Decision Support Systems, 32(2), 201-214.

Boksberger, P. E., & Melsen, L. (2011). Perceived value: a critical examination of

definitions, concepts and measures for the service industry. Journal of Services
Marketing, 25(3), 229-240.

Bolduc, H., & Kinnally, W. (2018). Examining the Impact of Social Identification with
Music on Music Streaming Behavior. Journal of Radio and Audio Media, 25(1),
42-61. https://doi.org/10.1080/19376529.2017.1362893



Bollen, K. A., & Long, J. S. (1993). Testing structural equation models. In K. A. Bollen
& J. S. Long (Eds.), Testing structural equation models. Sage Publications, Inc.

Borja, K., & Dieringer, S. (2016). Streaming or stealing? The complementary features
between music streaming and music piracy. Journal of Retailing and Consumer
Services, 32, 86-95.

Borja, K., Dieringer, S., & Daw, J. (2015). The effect of music streaming services on
music piracy among college students. Computers in Human Behavior, 45, 69—76.
https://doi.org/10.1016/j.chb.2014.11.088

Brost, B., Mehrotra, R., & Jehan, T. (2019). The music streaming sessions dataset. The
Web Conference 2019 - Proceedings of the World Wide Web Conference, WWW
2019, 2594-2600. https://doi.org/10.1145/3308558.3313641

Brousseau, E. (2008). The Economics of Music Production. The Narrow Paths for
Record Companies to Enter the Digital Era The Manufacturing of Markets View
project. COMMUNICATIONS & STRATEGIES, 72(4th quarter 2008), 131-153.
https://www.researchgate.net/publication/46532697

Brown, S. A., & Venkatesh, V. (2005). A model of adoption of technology in the
household: A baseline model test and extension incorporating household life cycle.
Management Information Systems Quarterly, 29(3), 11.

Bughin, J. (2014). Brand success in an era of Digital Darwinism. 15-19.

Camilleri, M. A., & Falzon, L. (2020). Understanding motivations to use online
streaming services: integrating the technology acceptance model (TAM) and the
uses and gratifications theory (UGT). Spanish Journal of Marketing-ESIC.

Chan, G., Cheung, C., Kwong, T., Limayem, M., & Zhu, L. (2003). Online consumer
behavior: a review and agenda for future research. BLED 2003 Proceedings, 43.

Chandra, Y. U., Kristin, D. M., Suhartono, J., Sutarto, F. S., & Sung, M. (2018). Analysis
of Determinant Factors of User Acceptance of Mobile Payment System in Indonesia
(A Case Study of Go-Pay Mobile Payment). 2018 International Conference on
Information ~ Management  and  Technology  (ICIMTech),  454-459.
https://doi.org/10.1109/ICIMTech.2018.8528182

Chang, I. C., Liu, C. C., & Chen, K. (2014). The effects of hedonic/utilitarian
expectations and social influence on continuance intention to play online games.
Internet Research, 24(1), 21-45. https://doi.org/10.1108/IntR-02-2012-0025

Chavan, S., Warke, P., Ghuge, S., & Deolekar, R. v. (2019). Music streaming application
using blockchain. 2019 6th International Conference on Computing for Sustainable
Global Development (INDIACom), 1035-1040.

Chellappa, R. K., & Sin, R. G. (2005). Personalization versus Privacy: An Empirical
Examination of the Online Consumer’s Dilemma. In Information Technology and
Management (Vol. 6).



Chen, C. C., Leon, S., & Nakayama, M. (2018a). Are you hooked on paid music
streaming?: an investigation into the millennial generation. International Journal
of E-Business Research (IJEBR), 14(1), 1-20.

Chen, C. C., Leon, S., & Nakayama, M. (2018b). Converting music streaming free users
to paid subscribers: Social influence or hedonic performance. International Journal
of Electronic Business, 14(2), 128—145. https://doi.org/10.1504/IJEB.2018.094870

Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived value, satisfaction and
behavioral intentions for heritage tourists. Tourism Management, 31(1), 29-35.
https://doi.org/10.1016/j.tourman.2009.02.008

Chen, C.-C., Chen, P.-K., & Huang, C.-E. (2012). Brands and consumer behavior. Social
Behavior and Personality: An International Journal, 40(1), 105-114.

Chen, W.-H., & Lai, J.-Y. (2015). An Investigation of Hedonic and Utilitarian Value on
User Satisfaction and Loyalty for Mobile Music Streaming Application.

Chen, Y. T., & Chou, T. Y. (2012). Exploring the continuance intentions of consumers
for B2C online shopping: Perspectives of fairness and trust. Online Information
Review, 36(1), 104-125. https://doi.org/10.1108/14684521211209572

Chen, Y. Y. (2012). Why Do Consumers Go Internet Shopping Again? Understanding
the Antecedents of Repurchase Intention. Journal of Organizational Computing
and Electronic Commerce, 22(1), 38-63.
https://doi.org/10.1080/10919392.2012.642234

Chin, W. W., & Todd, P. A. (1995). On the use, usefulness, and ease of use of structural
equation modeling in MIS research: A note of caution. MIS Quarterly, 237-246.

Chiu, C.-M., & Wang, E. T. G. (2008). Understanding Web-based learning continuance
intention: The role of subjective task value. Information & Management, 45(3),
194-201.

Chu, C.-W., & Lu, H.-P. (2007). Factors influencing online music purchase intention in
Taiwan: An empirical study based on the value-intention framework. Internet
Research, 17(2), 139-155.

Chung, [.-K., & Lee, M.-M. (2003). A study of influencing factors for repurchase
intention in internet shopping malls. Proceedings International Parallel and
Distributed Processing Symposium, T—pp.

Cooper, R. B., & Zmud, R. W. (1990). Information technology implementation research:
a technological diffusion approach. Management Science, 36(2), 123—139.

Creswell, J. W. (2009). Research designs: Qualitative, quantitative, and mixed methods
approaches. Callifornia: Sage.

Daeun, L. (2017). Determinants of Continuance Intention in Music Streaming Services:
A Dual-Model Perspective <75 U 8}/ tj] 8}/,



Danurdoro, K., & Wulandari, D. (2016). The Impact of Perceived Usefulness, Perceived
Ease of Use, Subjective Norm, and Experience Toward Student’s Intention to Use
Internet Banking. JESP, 8(1).

Davis, F. D. (1986). A technology acceptance model for empirically testing new end-
user information systems. Cambridge, MA, 17.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly: Management Information Systems, 13(3),
319-339. https://doi.org/10.2307/249008

Deniz Delikan, M., & Wikstrom, P. (2010). Changing Consumption Behavior of Net
Generation and the Adoption of Streaming Music Services Extending the
Technology Acceptance Model to Account for Streaming Music Services.

Derkach, A., Moore, S. C., Boca, S. M., & Sampson, J. N. (2020). Group testing in
mediation  analysis.  Statistics in  Medicine,  39(18),  2423-2436.
https://doi.org/10.1002/sim.8546

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store
information on buyers’ product evaluations. Journal of Marketing Research, 28(3),
307-319.

Doerr, J., Benlian, A., Vetter, J., & Hess, T. (2010). Pricing of content services—an
empirical investigation of music as a service. SIGeBIZ Track of the Americas
Conference on Information Systems, 13-24.

Domanska, K. (2009). Kim jest prosument [What is a prosumer], Marketing w Praktyce
[Marketing in Practice],.

Doolin, B., Dillon, S., Thompson, F., & Corner, J. L. (2005). Perceived risk, the Internet
shopping experience and online purchasing behavior: A New Zealand perspective.
Journal of Global Information Management (JGIM), 13(2), 66—88.

Dorr, J., Wagner, T., Benlian, A., & Hess, T. (2013). Music as a Service as an Alternative
to Music Piracy? Business & Information Systems Engineering, 5(6), 383-396.

Elberse, A. (2010). Bye-Bye Bundles: The Unbundling of Music in Digital Channels.
Journal of Marketing, 74(3), 107—123. https://doi.org/10.1509/jmkg.74.3.107

Elok Irianing, T., & Satia Darma, E. (2017). Pengaruh Perceived Usefulness, Perceived
Ease of Use, Perceived Enjoyment dan Actual Usage Terhadap Penerimaan
Teknologi Informasi: Studi Empiris Pada Karyawan Bagian Akuntansi dan
Keuangan Baitul Maal Wa Tamwil Wilayah Daerah Istimewa Yogyakarta dan
Sekitarnya. Reviu Akuntansi Dan Bisnis Indonesia, 1(1), 25-35.

Engel, J. F., & Kollat, D. T. (2002). Consumer Behavior. Holt, Rinehart, and Winston,
New York.



Fang, Y. H. (2017). Exploring task-service fit and usefulness on branded applications
continuance.  Journal  of  Services  Marketing,  31(6), 574-588.
https://doi.org/10.1108/JSM-07-2016-0256

Ferdinand, A. (2000). Metode Penelitian Manajemen. Edisi 2. BP Universitas
Diponegoro. Semarang.

Fernandes, T., & Guerra, J. (2019). Drivers and deterrents of music streaming services
purchase intention. In Journal of Business and Industrial Marketing: Vol. X (Issue
Y).

Fox, M. (2004). E-commerce business models for the music industry. Popular Music
and Society, 27(2), 201-220.

Gao, L., Waechter, K. A., & Bai, X. (2015). Understanding consumers’ continuance
intention towards mobile purchase: A theoretical framework and empirical study -
A case of China. Computers in Human Behavior, 53, 249-262.
https://doi.org/10.1016/j.chb.2015.07.014

Gerlach, J. M., & Lutz, J. K. T. (2019). Evidence on usage behavior and future adoption
intention of FinTechs and digital finance solutions. The International Journal of
Business and Finance Research, 13(2), 83—105.

Ghozali, 1. (2006). Aplikasi analisis multivariate dengan program SPSS.
Ghozali, I. (2011). Analisis multivariate dengan SPSS. Semarang: BP Undip.

Ghozali, 1., & Latan, H. (2015). Partial least squares konsep, teknik dan aplikasi
menggunakan program smartpls 3.0 untuk penelitian empiris. Semarang: Badan
Penerbit UNDIP.

Goldmann, M., & Kreitz, G. (2011). Measurements on the spotify peer-assisted music-
on-demand streaming system. 2011 IEEE International Conference on Peer-to-
Peer Computing, 206-211.

Goto, M., & Goto, T. (2005). Musicream: New Music Playback Interface for Streaming,
Sticking, Sorting, and Recalling Musical Pieces. ISMIR, 404—411.

Guerra, J., & Fernandes, T. (2015). Purchase Intention on Online Content Services: An
Application to the Music Streaming Services Master in Management Supervisor.

Hagen, A. N. (2015). The Playlist Experience: Personal Playlists in Music Streaming
Services. In Popular Music and Society (Vol. 38, Issue 5, pp. 625-645). Routledge.
https://doi.org/10.1080/03007766.2015.1021174

Hagen, A. N. (2016). The metaphors we stream by: Making sense of music streaming.
First Monday, 21(3).

Hagen, A. N., & Liiders, M. (2017). Social streaming? Navigating music as personal and
social. Convergence, 23(6), 643—659.



Hair, J. F. , A, R.E., B. B. J. , &, & Black, W. C. (2010). Multivariate Data Analysis
(7th Edition) ( PDFDrive ).

Hampton-Sosa, W. (2017a). The impact of creativity and community facilitation on

music streaming adoption and digital piracy. Computers in Human Behavior, 69,
444-453.

Hampton-Sosa, W. (2017b). An exploration of essential factors that influence music
streaming adoption and the intention to engage in digital piracy. International
Journal of Electronic Commerce Studies, 8(1). https://doi.org/10.7903/ijecs.1458

Hampton-Sosa, W. (2019). The Access Model for Music and the Effect of Modification,
Trial, and Sharing Usage Rights on Streaming Adoption and Piracy. Journal of
Theoretical and Applied Electronic Commerce Research, 14(3), 126-155.
https://doi.org/10.4067/s0718-18762019000300108

Hansen, C., Mehrotra, R., Hansen, C., Brost, B., Maystre, L., & Lalmas, M. (2021).
Shifting consumption towards diverse content on music streaming platforms.
Proceedings of the 14th ACM International Conference on Web Search and Data
Mining, 238-246.

Harris, L. C., Kotler, P., & Armstrong, G. (2020). PRINCIPLES OF MARKETING
EIGHTH EUROPEAN EDITION. Pearson.

Haryono, S. (2017). Metode SEM untuk penelitian manajemen dengan AMOS LISREL
PLS. Luxima Metro Media, 450.

Hasan, Y. (2021). Mengkaji Relevansi Etika Pemasaran Syariah Di Era Marketing
Digital. Magrizi: Journal of Economics and Islamic Economics, 1(1), 48—61.

He, Y., Chen, Q., & Alden, D. L. (2012). Consumption in the public eye: The influence
of social presence on service experience. Journal of Business Research, 65(3), 302—
310. https://doi.org/10.1016/j.jbusres.2011.03.014

Helkkula, A. (2011). Characterising the concept of service experience. In Journal of
Service Management (Vol. 22, Issue 3, pp- 367-389).
https://doi.org/10.1108/09564231111136872

Helkkula, A. (2016). Consumers’ Intentions to Subscribe to Music Streaming Services
Marketing Master’s thesis. www.aalto.fi

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal of the
Academy of Marketing Science, 43(1), 115—135. https://doi.org/10.1007/s11747-
014-0403-8

Hermawan, A. (2009). Penelitian bisnis. Grasindo.

Hermawan, R. T., & Hasibuan, S. (2016). Analisis pengaruh tingkat pengalaman dan
coaching style terhadap kualitas kepemimpinan manajer proyek dalam upaya
peningkatan produktivitas di pt. Jci. Jurnal Pasti, 11(1), 84-97.



Hesmondhalgh, D. (2021). Is music streaming bad for musicians? Problems of evidence
and argument. New Media & Society, 23(12), 3593-3615.

Hesmondhalgh, D. (2022). Streaming’s effects on music culture: Old anxieties and New
simplifications. Cultural Sociology, 16(1), 3-24.

Hiller, R. S. (2016). Sales displacement and streaming music: Evidence from YouTube.
Information Economics and Policy, 34, 16-26.

Hiller, R. S., & Walter, J. M. (2017). The rise of streaming music and implications for
music production. Review of Network Economics, 16(4), 351-385.

Hong, S.-J., Thong, J. Y. L., Moon, J.-Y., & Tam, K.-Y. (2008). Understanding the
behavior of mobile data services consumers. Information Systems Frontiers, 10(4),
431-445.

Hsu, C. L., & Lin, J. C. C. (2015). What drives purchase intention for paid mobile apps?-
An expectation confirmation model with perceived value. Electronic Commerce
Research and Applications, 14(1), 46-57.
https://doi.org/10.1016/j.elerap.2014.11.003

Hung, M.-C., Yang, S.-T., & Hsieh, T.-C. (2012). An examination of the determinants
of mobile shopping continuance. International Journal of Electronic Business
Management, 10(1), 29-37.

Hunt, S. D. (2015). The theoretical foundations of strategic marketing and marketing
strategy: foundational premises, RA theory, three fundamental strategies, and
societal welfare. AMS Review, 5(3), 61-77.

Hurriyati, R. (2005). Bauran pemasaran dan loyalitas konsumen.

Hussein, A. S. (2015). Penelitian bisnis dan manajemen menggunakan Partial Least
Squares (PLS) dengan SmartPLS 3.0. Universitas Brawijaya.

Im, H., & Jung, J. (2016). Impacts of personal characteristics on the choice of music
consumption mode: purchasing CD, downloading, streaming, and piracy. Journal
of Media Business Studies, 13(4), 222-240.

Im, H., Song, H., & Jung, J. (2020). The effect of streaming services on the concentration
of digital music consumption. Information Technology and People, 33(1), 160—179.
https://doi.org/10.1108/ITP-12-2017-0420

Im, I., Hong, S., & Kang, M. S. (2011). An international comparison of technology
adoption: Testing the UTAUT model. Information & Management, 48(1), 1-8.

https://inventure.id/the-5-digital-consumer-megashifts/

Ispriandina, A., & Sutisna, M. (2019). FAKTOR-FAKTOR PENERIMAAN
TEKNOLOGI YANG MEMENGARUHI INTENSI KONTINUITAS PENGGUNAAN
MOBILE WALLET DI KOTA BANDUNG.


https://inventure.id/the-5-digital-consumer-megashifts/

Jakpat. (2021, February 22). Mobile Habit 2020 — JAKPAT Survey Report. Jakpat.Net.
https://blog.jakpat.net/mobile-habit-2020-jakpat-survey-report/

Jenkins, E., & Yang, Y. (2016). Creating a music recommendation and streaming
application for android. International Conference on Database and Expert Systems
Applications, 201-215.

Jones, M. A., Mothersbaugh, D. L., & Beatty, S. E. (2002). Why customers stay:
measuring the underlying dimensions of services switching costs and managing
their differential strategic outcomes. Journal of Business Research, 55(6), 441-450.

Kalaganis, F., Adamos, D. A., & Laskaris, N. (2016). A Consumer BCI for Automated
Music Evaluation Within a Popular On-Demand Music Streaming Service “Taking
Listener’s Brainwaves to Extremes.” [FIP International Conference on Artificial
Intelligence Applications and Innovations, 429-440.

Kalaganis, F. P., Adamos, D. A., & Laskaris, N. A. (2018). Musical NeuroPicks: a
consumer-grade BCI for on-demand music streaming services. Neurocomputing,
280, 65-75.

Kamehkhosh, I., Bonnin, G., & Jannach, D. (2020). Effects of recommendations on the
playlist creation behavior of users. User Modeling and User-Adapted Interaction,
30(2), 285-322. https://doi.org/10.1007/s11257-019-09237-4

Kang, J. W., & Namkung, Y. (2019). The role of personalization on continuance
intention in food service mobile apps: A privacy calculus perspective. International
Journal of Contemporary Hospitality Management, 31(2), 734-752.
https://doi.org/10.1108/IJCHM-12-2017-0783

Kannan, P. K., & Li, H. “Alice.” (2017). Digital marketing: A framework, review and
research agenda. International Journal of Research in Marketing, 34(1), 22—45.
https://doi.org/10.1016/j.ijresmar.2016.11.006

Kasim, H. A. (2015). Antecedents of knowledge sharing behaviour—analysing the
influence of performance expectancy and user’s attitude. International Journal of

Recent Advances in Organizational Behaviour and Decision Sciences, 1(3), 452—
478.

Katsma, C. (2010). 4ssociation for Information Systems The adoption of personalized
music services-Combining qualitative and quantitative research-Recommended
Citation The adoption of personalized music services The adoption of personalized
music services-Combining qualitative and quantitative research (Issue 1).
http://aisel.aisnet.org/amcis2010/556

Kelava, A., Werner, C. S., Schermelleh-Engel, K., Moosbrugger, H., Zapf, D., Ma, Y.,
Cham, H., Aiken, L. S., & West, S. G. (2011). Advanced Nonlinear Latent Variable
Modeling: Distribution Analytic LMS and QML Estimators of Interaction and
Quadratic Effects. Structural Equation Modeling: A Multidisciplinary Journal,
18(3), 465—491. https://doi.org/10.1080/10705511.2011.582408


https://blog.jakpat.net/mobile-habit-2020-jakpat-survey-report/

Kelman, H. C. (1958). Compliance, identification, and internalization three processes of
attitude change. Journal of Conflict Resolution, 2(1), 51-60.

Kelman, H. C. (1974). Social influence and linkages between the individual and the
social system: Further thoughts on the processes of compliance, identification, and
internalization. In J. Tedeschi (Ed.), Perspectives on Social Power.

Kemp, Simon. (2022). https://datareportal.com/reports/digital-2022-global-overview-
report

Keppels, J. (2016). The Online Streaming Music Market and the Chance of Adoption of
a New Online Streaming Music Service.

Khalifa, M., & Liu, V. (2007). Online consumer retention: contingent effects of online
shopping habit and online shopping experience. European Journal of Information
Systems, 16(6), 780—792.

Kijsanayotin, B., Pannarunothai, S., & Speedie, S. M. (2009). Factors influencing health
information technology adoption in Thailand’s community health centers:
Applying the UTAUT model. International Journal of Medical Informatics, 78(6),
404-416.

Kim, D., & Ammeter, A. P. (2018). Shifts in online consumer behavior: a preliminary
investigation of the net generation. Journal of Theoretical and Applied Electronic
Commerce Research, 13(1), 1-25.

Kim, S. S., & Son, J.-Y. (2009). Out of dedication or constraint? A dual model of post-
adoption phenomena and its empirical test in the context of online services. MIS
Quarterly, 49-70.

Kinnally, W., & Bolduc, H. (2020). Integrating the theory of planned behavior and uses
and gratifications to understand music streaming intentions and behavior. A¢lantic
Journal of Communication, 28(3), 165-179.
https://doi.org/10.1080/15456870.2020.1718676

Kit, A. K. L., Ni, A. H,, Badri, E., & Yee, T. K. (2014). UTAUT?2 influencing the
behavioural intention to adopt mobile applications. Bachelor Thesis. Universiti
Tunku Abdul Rahman.

Koivumaiki, T., Ristola, A., & Kesti, M. (2008). The effects of information quality of
mobile information services on user satisfaction and service acceptance—empirical
evidence from Finland. Behaviour & Information Technology, 27(5), 375-385.

Kotler, P., & Amstrong, G. (2018). Principles of Marketing. Edisi 15 Global Edition.
Pearson.

Kreitz, G., & Niemela, F. (2010). Spotify—large scale, low latency, P2P music-on-
demand streaming. 2010 IEEE Tenth International Conference on Peer-to-Peer
Computing (P2P), 1-10.


https://datareportal.com/reports/digital-2022-global-overview-report
https://datareportal.com/reports/digital-2022-global-overview-report

Kristi Viantani, D. (2018). PENGARUH KUALITAS PRODUK DAN HARGA
TERHADAP MINAT BELI KONSUMEN YANG BERDAMPAK PADA
KEPUTUSAN PEMBELIAN STUDI PADA APLIKASI STREAMING MUSIK
JOOX.

Kuo, Y.-F., Wu, C.-M., & Deng, W.-J. (2009). The relationships among service quality,
perceived value, customer satisfaction, and post-purchase intention in mobile value-
added services. Computers in Human Behavior, 25(4), 887-896.

Kurniawan, J. (2018). PENGARUH KEPERCAYAAN, PERSEPSI KEMUDAHAN
PENGGUNAAN DAN BRAND IMAGE TERHADAP KEPUTUSAN PEMBELIAN
ULANG MELALUI MARKETPLACE OLX.

Kusnendi, M. S. (2008). Model-model Persamaan Struktural Satu dan Multigroup
Sample dengan LISREL. Alfabeta, Bandung.

Kusumah, R., Ariyanti, M., & Sumrahadi, D. (2017). ANALIS PERBANDINGAN
POSITIONING APLIKASI MUSIK DIGITAL BERDASARKAN PENDENKATAN
PENGALAMAN PENGGUNA (STUDI PENGGUNA I-TUNES, JOOX, MELON
DAN SPOTIFY).

Kwon, T. H., & Zmud, R. W. (1987). Unifying the fragmented models of information
systems implementation. In Critical issues in information systems research (pp.
227-251).

Kwong, S. W., & Park, J. (2008). Digital music services: Consumer intention and
adoption. Service Industries Journal, 28(10), 1463—1481.
https://doi.org/10.1080/02642060802250278

Lee, D., Park, J. Y., Kim, J., Kim, J., & Moon, J. (2011). Understanding music sharing
behaviour on social network services. Online Information Review, 35(5), 716—723.
https://doi.org/10.1108/14684521111176462

Lee, H., Kim, D., Ryu, J., & Lee, S. (2011). Acceptance and rejection of mobile TV
among young adults: A case of college students in South Korea. Telematics and
Informatics, 28(4), 239-250.

Lee, J., Kim, J., & Moon, J. Y. (2000). What makes Internet users visit cyber stores
again? Key design factors for customer loyalty. Proceedings of the SIGCHI
Conference on Human Factors in Computing Systems, 305-312.

Lee, J., & Lehto, X. (2010). E-personalization and online privacy features: the case with
travel websites. Journal of Management and Marketing Research, 4, 1.

Lee, K. C., & Chung, N. (2009). Understanding factors affecting trust in and satisfaction
with mobile banking in Korea: A modified DeLone and McLean’s model
perspective. Interacting with Computers, 21(5-6), 385-392.



Lee, K. C., Kang, I., & McKnight, D. H. (2007). Transfer from offline trust to key online
perceptions: an empirical study. IEEE Transactions on Engineering Management,
54(4), 729-741.

Lee, Y., & Kwon, O. (2011). Intimacy, familiarity and continuance intention: An
extended expectation-confirmation model in web-based services. Electronic
Commerce Research and Applications, 10(3), 342-357.
https://doi.org/10.1016/j.elerap.2010.11.005

Levesque, N., & Boeck, H. (2017). Proximity Marketing as an Enabler of Mass
Customization and Personalization in a Customer Service Experience. Springer
Proceedings in Business and Economics, 405—420. https://doi.org/10.1007/978-3-
319-29058-4 32

Liang, T.-P., & Yeh, Y.-H. (2011). Effect of use contexts on the continuous use of mobile

services: the case of mobile games. Personal and Ubiquitous Computing, 15(2),
187-196.

Limayem, M., Hirt, S. G., & Cheung, C. M. K. (2007). How habit limits the predictive
power of intention: The case of information systems continuance. MIS Quarterly,
705-737.

Lin, C.-Y., Lynch, G., & Gall, C. M. (2005). AMPA receptor stimulation increases a5f1
integrin surface expression, adhesive function and signaling. Journal of
Neurochemistry, 94(2), 531-546.

Lin, L.-Y., & Chen, Y.-W. (2009). A study on the influence of purchase intentions on
repurchase decisions: the moderating effects of reference groups and perceived
risks. Tourism Review, 64(3), 28—48.

Loureiro, S. M. C., Cavallero, L., & Miranda, F. J. (2018). Fashion brands on retail
websites: Customer performance expectancy and e-word-of-mouth. Journal of
Retailing and Consumer Services, 41, 131-141.

Liiders, M. (2021). Ubiquitous tunes, virtuous archiving and catering for algorithms: the
tethered affairs of people and music streaming services. [Information
Communication and Society, 24(15), 2342-2358.
https://doi.org/10.1080/1369118X.2020.1758742

Maasg, A. (2018). Music Streaming, Festivals, and the Eventization of Music. Popular
Music and Society, 41(2), 154-175.
https://doi.org/10.1080/03007766.2016.1231001

Maasg, A., & Hagen, A. N. (2020). Metrics and decision-making in music streaming.
Popular Communication, 18(1), 18-31.
https://doi.org/10.1080/15405702.2019.1701675

Maaso, A., & Spilker, H. S. (2022). The streaming paradox: Untangling the hybrid
gatekeeping mechanisms of music streaming. Popular Music and Society, 45(3),
300-316.



Mabharani, Y. (2021). Minat Generasi Z Menggunakan Kembali Transaksi Mobile
Payment: Pendekatan Model UTAUT 2. JURNAL AKUNTANSI DAN BISNIS :
Jurnal Program Studi Akuntansi, 7(2), 140-154.
https://doi.org/10.31289/jab.v712.5641

Maharidho, T. W., Haryono, A. T., & Wahyono, E. H. (2018). PENGARUH
TECHNOLOGY ACCEPTANCE MODEL (TAM) TERHADAP CORPORATE
CREDIBILTY DAN BEHAVIORAL INTENTION PADA APLIKASI
STREAMING MUSIK SPOTIFY (Studi kasus pada pengguna Spotify di
Semarang). Journal of Management.

Makkonen, M., Halttunen, V., & Frank, L. (2011). Exploring the acquisition and
consumption behaviour of modern recorded music consumers: Findings from a

Finnish interview study. International Journal of Computer Information Systems
and Industrial Management Applications, 3(2011), 894-904.

Maksim, B. (2018). The Study of Barriers Preventing Customers from Subscription to
Mobile Music Streaming Services in Russia.

Malau, H. (2018). Manajemen Pemasaran Teori dan Aplikasi Pemasaran Era
Tradisional Sampai Era Modernisasi Global.

Malecki, P., Czopek, D., & Sochaczewska, K. (2018). Music Streaming Platforms—
Quality and Technical Comparison. Audio Engineering Society Convention 145.

Malhotra, N. K. (2015). Essentials of marketing research : a hands-on orientation.

Martins, C. L. (2013). Exploring digital music online: user acceptance and adoption of
online music services. Diss. Universidade de Lisboa (Portugal).

Mathieson, K. (1991). Predicting user intentions: comparing the technology acceptance
model with the theory of planned behavior. Information Systems Research, 2(3),
173-191.

May, Y., Banjarnahor, E., Setyorini, R., Telkom, U., Telekomunikasi, J., Buah Batu, T.,
Bandung, K., & Barat Indonesia, J. (2022). ANALISIS FAKTOR-FAKTOR
YANG MEMPENGARUHI CONTINUANCE INTENTION (STUDI KASUS
PADA PENGGUNA GO-FOOD DI KOTA BANDUNG). JURISMA: Jurnal Riset
Bisnis Dan Manajemen, 12(1).

McCorkle, D., Reardon, J., Dalenberg, D., Pryor, A., & Wicks, J. (2012). Purchase or
pirate: a model of consumer intellectual property theft. Journal of Marketing
Theory and Practice, 20(1), 73—-86.

Meggetto, F., Revie, C., Levine, J., & Moshfeghi, Y. (2021). On skipping behaviour
types in music streaming sessions. Proceedings of the 30th ACM International
Conference on Information & Knowledge Management, 3333-3337.



Mishra, A., Maheswarappa, S. S., Maity, M., & Samu, S. (2018). Adolescent’s eWOM
intentions: An investigation into the roles of peers, the Internet and gender. Journal
of Business Research, 86, 394-405.

Mo, C. Y., Hsieh, T. H., Lin, C. L., Jin, Y. Q., & Su, Y. S. (2021). Exploring the critical
factors, the online learning continuance usage during covid-19 pandemic.
Sustainability (Switzerland), 13(10). https://doi.org/10.3390/su13105471

Molteni, L., & Ordanini, A. (2003). Consumption patterns, digital technology and music
downloading. Long Range Planning, 36(4), 389—406.

Montecchio, N., Roy, P., & Pachet, F. (2020). The skipping behavior of users of music
streaming services and its relation to musical structure. PLoS ONE, 15(9
September). https://doi.org/10.1371/journal.pone.0239418

Moore, Frances (2022). https://www.ifpi.org/resources/

Morris, J. W. (2020). Music platforms and the optimization of culture. Social Media+
Society, 6(3), 2056305120940690.

Morris, J. W., & Powers, D. (2015). Control, curation and musical experience in
streaming music services. Creative Industries Journal, 8(2), 106—122.

Moschetta, P. H., & Vieira, J. (2018). Music in the streaming era: Music curatorship and
discovery in Spotify. Sociologias, 20, 258-292.

Mothersbaugh, D. L., Hawkins, D. 1., Kleiser, S. B., Mothersbaugh, L. L., & Watson, C.
F. (2020). Consumer behavior: Building marketing strategy. McGraw-Hill
Education New York, NY, USA.

Muljono, W., Pertiwi, S. P., & Kusuma, D. P. S. (2021). Online shopping: Factors
affecting consumer’s continuance intention to purchase. St. Petersburg State
Polytechnical University Journal. Economics, 14(1), 7-20.
https://doi.org/10.18721/JE.14101

Munoz-Leiva, F., Climent-Climent, S., & Liébana-Cabanillas, F. (2017). Determinants
of intention to use the mobile banking apps: An extension of the classic TAM
model. Spanish Journal of Marketing-ESIC, 21(1), 25-38.

Mutia, Annisa. (2021). https://katadata.co.id

Neufeld, D. J., Dong, L., & Higgins, C. (2007). Charismatic leadership and user
acceptance of information technology. European Journal of Information Systems,
16(4), 494-510.

Nordgard, D. (2021). Views from the boundaries: Music streaming revisited.

O’Dair, M., & Fry, A. (2020). Beyond the black box in music streaming: the impact of
recommendation systems upon artists. Popular Communication, 18(1), 65-77.

Osgood, C. E., Suci, G. J., & Tannenbaum, P. H. (1957). The measurement of meaning
(Issue 47). University of Illinois press.


https://www.ifpi.org/resources/
https://katadata.co.id/

Oulasvirta, A., Hukkinen, J. P., & Schwartz, B. (2009). When more is less: the paradox
of choice in search engine use. Proceedings of the 32nd International ACM SIGIR
Conference on Research and Development in Information Retrieval, 516-523.

Pal, D., & Triyason, T. (2018). User Intention towards a Music Streaming Service: A
Thailand Case Study. KnE Social Sciences, 3(1), 1.
https://doi.org/10.18502/kss.v311.1393

Park, D.-H., Lee, J., & Han, 1. (2007). The effect of on-line consumer reviews on
consumer purchasing intention: The moderating role of involvement. International
Journal of Electronic Commerce, 11(4), 125—148.

Park, J. H. (2014). The effects of personalization on user continuance in social
networking sites. Information Processing and Management, 50(3), 462—475.
https://doi.org/10.1016/}.ipm.2014.02.002

Park, M. (2020). Factors Affecting Consumers’ Intention to Use Online Music Service
and Customer Satisfaction in South Korea.

Paya, A., & Marinescu, D. C. (2012). A cloud service for adaptive digital music
streaming. 2012 Eighth International Conference on Signal Image Technology and
Internet Based Systems, 910-917.

Pentina, 1., Koh, A. C., & Le, T. T. (2012). Adoption of social networks marketing by
SMEs: exploring the role of social influences and experience in technology

acceptance. International Journal of Internet Marketing and Advertising, 7(1), 65—
82.

Persaud, A., & Azhar, 1. (2012). Innovative mobile marketing via smartphones: Are
consumers ready? Marketing Intelligence & Planning.

Peter, J. P., & Olson, J. C. (2014). Perilaku konsumen & strategi pemasaran. Jakarta:
Salemba Empat.

Piccoli, G., Lui, T. W., & Griin, B. (2017). The impact of IT-enabled customer service
systems on service personalization, customer service perceptions, and hotel
performance. Tourism Management, 59, 349-362.
https://doi.org/10.1016/j.tourman.2016.08.015

Pichl, M., Zangerle, E., & Specht, G. (2016). Understanding playlist creation on music
streaming platforms. 2016 [EEE International Symposium on Multimedia (ISM),
475-480.

Pine, B. J., & Gilmore, J. H. (2011). The experience economy: work is theatre & every
business a stage. Harvard Business Press.

Pinochet, L. H. C., Nunes, G. N., & Herrero, E. (2019). Applicability of the unified
theory of acceptance and use of technology in music streaming services for young
users. Revista Brasileira de Marketing, 18(1), 147-162.
https://doi.org/10.5585/remark.v18i1.4031



Ploder, A., & Eder, A. (2015). Semantic Differential. International Encyclopedia of the
Social & Behavioral Sciences. Elsevier, Oxford.

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creation experiences: The next practice
in value creation. Journal of Interactive Marketing, 18(3), 5—14.

Prasetia, 1. A., & Suwitho. (2022). Pengaruh Persepsi Kemudahan dan Manfaat
Terhadap Kepuasan Pelanggan dan Minat Pembelian Ulang Pada Aplikasi
Shopee.

Qin, M., & Xu, S. (2007). An extended expectation confirmation model for information
systems continuance. 2007 International Conference on Wireless Communications,
Networking and Mobile Computing, 3879—3882.

Raharjo, S., & Japarianto, E. (2017). Pengaruh User Experience Terhadap Behavior
Intention to Use Digital Music Streaming Services dengan Attitude Toward
Behavior Sebagai Media Intervening. Jurnal Manajemen Pemasaran.

Rahmatsyah, D. (2011). Analysis of Factors Affecting Interest in Using New Products.
University of Indonesia.

Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). Technology acceptance model
(TAM) and social media usage: an empirical study on Facebook. Journal of
Enterprise Information Management.

Ren, J., & Kauffman, R. (2018). Understanding Streaming Music Diffusion in a Semi-
Closed Social Environment.

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer
satisfaction on customer behavior in online shopping. Heliyon, 5(10), €02690.

Robert Cudeck, K. G. Joreskog, Dag Sorbom, & Stephen Du Toit. (2001). Structural
equation modeling: Present and future: A Festschrift in honor of Karl Joreskog.
Scientific Software International.

Roca, J. C., Chiu, C.-M., & Martinez, F. J. (2006). Understanding e-learning continuance
intention: An extension of the Technology Acceptance Model. International
Journal of Human-Computer Studies, 64(8), 683—696.

Rogers, E. M., Singhal, A., & Quinlan, M. M. (2014). Diffusion of innovations. In An
integrated approach to communication theory and research (pp. 432—448).
Routledge.

Saboori-Deilami, V., & Yeo, C. S. (2019). Paid Music Streaming: What Drives
Customers’ Choice? In Journal of Supply Chain and Operations Management (Vol.
17, Issue 1).

Sandstrom, S., Edvardsson, B., Kristensson, P., & Magnusson, P. (2008). Value in use
through service experience. Managing Service Quality: An International Journal,
18(2), 112—126. https://doi.org/10.1108/09604520810859184



Sanitnarathorn, P., & Prajaknate, P. (2018). An Analysis of Factors Affecting Thai
Consumers’ Intention to Use Music Streaming Services. Asian International
Journal of Social Sciences, 18(1), 1-19. https://doi.org/10.29139/aijss.20180101

Sanusi, A. (2011). Metodologi penelitian bisnis. Jakarta: Salemba Empat.

Scherer, R., Siddiq, F., & Tondeur, J. (2019). The technology acceptance model (TAM):
A meta-analytic structural equation modeling approach to explaining teachers’
adoption of digital technology in education. Computers & Education, 128, 13-35.

Schiffman, L. G., Kanuk, L., & Hansen, H. (2012). Consumer behaviour: a European
outlook. Harlow. Pearson Education.

Schiffman, L., & Kanuk, L. L. (2008). Perilaku Konsumen, dan Diterjemahkan dari
“Concumre Behavior” Oleh Zoelkifli Kasip Indonesia: PT. Macanan Jaya
Cemerlang.

Sedera, D., Lokuge, S., Atapattu, M., & Gretzel, U. (2017). Likes—The key to my
happiness: The moderating effect of social influence on travel experience.
Information and Management, 54(6), 825-836.
https://doi.org/10.1016/5.im.2017.04.003

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building
approach. john wiley & sons.

Shin, Y. M., Lee, S. C., Shin, B., & Lee, H. G. (2010). Examining influencing factors of
post-adoption usage of mobile internet: Focus on the user perception of supplier-
side attributes. Information Systems Frontiers, 12(5), 595-606.

Soltani, 1., & Gharbi, J.-E. (1970). Determinants and consequences of the website
perceived value. The Journal of Internet Banking and Commerce, 13(1), 1-13.

SRA Conlusting. (2022). https://apjii.or.id/survei/surveiprofillnternetindonesia2(022-
21072047

Stanton, W. J. (2000). Prinsip-prinsip Pemasaran, jilid 1 Edisi ke 3. A/lih Bahasa Oleh
Yohanes Lamarto, Jakarta: Erlangga.

Sugiyono, P. D. (2019). Metode Penelitian Pendidikan (Kuantitatif, Kualitatif,
Kombinasi, R&d dan Penelitian Pendidikan). Metode Penelitian Pendidikan.

Tam, C., Santos, D., & Oliveira, T. (2020). Exploring the influential factors of
continuance intention to use mobile Apps: Extending the expectation confirmation
model. Information Systems Frontiers, 22(1), 243-257.
https://doi.org/10.1007/s10796-018-9864-5

Tamilmani, K., Rana, N. P., Wamba, S. F., & Dwivedi, R. (2021). The extended Unified
Theory of Acceptance and Use of Technology (UTAUT?2): A systematic literature
review and theory evaluation. International Journal of Information Management,
57. https://doi.org/10.1016/j.1jinfomgt.2020.102269


https://apjii.or.id/survei/surveiprofilInternetindonesia2022-21072047
https://apjii.or.id/survei/surveiprofilInternetindonesia2022-21072047

Tan, F. B., & Chou, J. P. C. (2008). The relationship between mobile service quality,
perceived technology compatibility, and users’ perceived playfulness in the context
of mobile information and entertainment services. International Journal of Human-
Computer Interaction, 24(7), 649-671.
https://doi.org/10.1080/10447310802335581

Tapscott, D. (2008). Grown up digital. McGraw-Hill Education Boston.

Tarczydto, B. (2016). Konsument digitalny i jego zachowania. Przeglad badan.
Nierownosci Spoteczne a Wzrost Gospodarczy, 45, 15-22.

Tauseef, S. (2020). Sentiment and Stock Returns: A Case for Conventional and Islamic
equities in Pakistan. Business & Economic Review, 12(3), 1-22.
https://doi.org/10.22547/ber/12.3.1

Teece, D. J. 2010, "Business Models, Business Strategy and Innovation," Long Range
Planning (43:2-3), pp. 172-194.

Thomes, T. P. (2013). An economic analysis of online streaming music services.
Information Economics and Policy, 25(2), 81-91.

Thong, J. Y. L., Hong, S.-J., & Tam, K. Y. (2006). The effects of post-adoption beliefs
on the expectation-confirmation model for information technology continuance.
International Journal of Human-Computer Studies, 64(9), 799-810.

Tiwana, A., & Bush, A. A. (2005). Continuance in expertise-sharing networks: A social
perspective. IEEE Transactions on Engineering Management, 52(1), 85-101.

Umar, H. (2008). Metode penelitian_untuk skripsi_dan_tesi.

Usman, O. (2018). PENGUKURAN PENERIMAAN TEKNOLOGI E-BANKING OLEH
NASABAH PADA BANK PEMERINTAH DENGAN MENGGUNAKAN MODEL
UTAUT (UNIFIED THEORY OF ACCEPTANCE AND USE OF TECHNOLOGY)
DENGAN MODERATING VARIABEL PENGALAMAN PEMAKAI. Universitas
Padjadjaran.

Utama Chandra, Y., Christian, L., Juwitasary, H., Nugroho Perwiro Atmojo, R., &
Febrianto, W. (2018). Analysis Factors of Intention to Use Music as a Service
Application: A Case Study of Spotify Application. 2018 International Conference
on Computer, Control, Informatics and Its Application.

Varnali, K., & Toker, A. (2010). Mobile marketing research: The-state-of-the-art.
International Journal of Information Management, 30(2), 144—151.

Vatanasombut, B., Igbaria, M., Stylianou, A. C., & Rodgers, W. (2008). Information
systems continuance intention of web-based applications customers: The case of
online banking. Information & Management, 45(7), 419-428.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of
information technology: Toward a unified view. MIS Quarterly, 425-478.



Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer acceptance and use of
information technology: extending the unified theory of acceptance and use of
technology. MIS Quarterly, 157-178.

Wadley, G., Krause, A., Liang, J., Wang, Z., & Leong, T. W. (2019). Use of music
streaming platforms for emotion regulation by international students. Proceedings
of the 31st Australian Conference on Human-Computer-Interaction, 337-341.

Wakefield, L. T., & Wakefield, K. L. (2018). An Examination of Construal Effects on
Price Perceptions in the Advance Selling of Experience Services. Journal of Service
Research, 21(2), 235-248. https://doi.org/10.1177/1094670517738367

Wallace, L. G., & Sheetz, S. D. (2014). The adoption of software measures: A
technology acceptance model (TAM) perspective. Information & Management,
51(2), 249-259.

Walsh, G., Mitchell, V.-W., Frenzel, T., & Wiedmann, K.-P. (2003). Internet-induced
changes in consumer music procurement behavior: a German perspective.
Marketing Intelligence & Planning.

Wang, K., & Huang, S. T. (2014). How flow experience affects intention to use music
streaming service: Model development. [2th International Conference on
Advances in Mobile Computing and Multimedia, MoMM 2014, 451-457.
https://doi.org/10.1145/2684103.2684172

Wang, K., Huang, S. T., & Li, Y. H. (2016). The effects of platform feature, content
feature, and service experience on music streaming service continuance. ACM

International Conference Proceeding Series.
https://doi.org/10.1145/2955129.2955184

Wang, K., Huang, S.-T., & Tai, C.-F. (2017). Role of Service Experience and Value Co-
Creation in  Determining  Music  Streaming  Service  Continuance.
http://aisel.aisnet.org/pacis2017/250

Wang, M., Cho, S., & Denton, T. (2017). The impact of personalization and
compatibility with past experience on e-banking usage. International Journal of
Bank Marketing, 35(1), 45-55. https://doi.org/10.1108/1JBM-04-2015-0046

Wikstrom, P. (2020). The music industry: Music in the cloud. John Wiley & Sons.

Wolny, R. (2013). Prosumpcja i prosument na rynku e-ustug. Konsumpcja i Rozwdyj, 1,
1520163.

Wulandari, D., Suhud, U., & Purwohedi, U. (2019). The Influence Factors of
Continuance Intention to Use a Music Streaming Application. International
Journal on Advanced Science, Education, and Religion, 2(2), 17-25.
https://doi.org/10.33648/ijoaser.v2i2.32

Xiao, X., & Wang, T. (2016). The implications of social influence theory on continuance
intention for social networking among Chinese University Students. Journal of



Organizational and End User Computing, 28(4), 55-72.
https://doi.org/10.4018/JOEUC.2016100104

Xu, H., & Gupta, S. (2009). The effects of privacy concerns and personal innovativeness
on potential and experienced customers’ adoption of location-based services.
Electronic Markets, 19(2), 137-149.

Yamin, S., & Kurniawan, H. (2011). Generasi baru mengolah data penelitian dengan
partial least square path modeling. Jakarta: Salemba Infotek.

Yasmin, A., Tasneem, S., & Fatema, K. (2015). Effectiveness of Digital Marketing in
the Challenging Age: An Empirical Study. International Journal of Management
Science And Business Administration, 1(5), 69-80.
http://researchleap.com/category/international-journal-of-management-science-
and-business-administration

Yuan, S., Liu, Y., Yao, R., & Liu, J. (2016). An investigation of users’ continuance
intention towards mobile banking in China. Information Development, 32(1), 20—
34.

Yuliani, I., & Amin, M. (2022). Integrasi Perceived Security dan Promosi dalam
Mendeteksi Perilaku Konsumsi Milenial Sorong di Era Digital: Sebuah Analisis
Model UTAUT2. BISNIS : Jurnal Bisnis Dan Manajemen Islam, 10(1), 195.
https://doi.org/10.21043/bisnis.v10i1.13856

Zhao, L., Lu, Y., Zhang, L., & Chau, P. Y. K. (2012). Assessing the effects of service
quality and justice on customer satisfaction and the continuance intention of mobile
value-added services: An empirical test of a multidimensional model. Decision
Support Systems, 52(3), 645-656.

Zhou, T. (2011). Understanding mobile internet continuance usage from the perspectives
of UTAUT and flow. Information Development, 27(3), 207-218.
https://doi.org/10.1177/0266666911414596

Zhou, T. (2013). Understanding continuance usage of mobile sites. Industrial
Management and Data Systems, 113(9), 1286—-1299.
https://doi.org/10.1108/IMDS-01-2013-0001

Zhou, T. (2014). Understanding the determinants of mobile payment continuance usage.
Industrial Management & Data Systems.

Zhou, T., Lu, Y., & Wang, B. (2010). Integrating TTF and UTAUT to explain mobile
banking user adoption. Computers in Human Behavior, 26(4), 760—767.

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2009). Business Research
Methods 8th (Eight) Edition. New Castle: South-Western College Pub.

Zuhdi, D. P.-S., Suharjo, B., & Sumarno, H. (2016). Perbandingan pendugaan parameter
koefisien struktural model melalui SEM dan PLS-SEM. JMA, 15(2).



	MODEL CONTINUANCE PURCHASE
	DIGITAL MUSIC STREAMING SERVICES
	DI INDONESIA
	PROGRAM STUDI DOKTOR MANAJEMEN
	FAKULTAS PENDIDIKAN EKONOMI DAN BISNIS UNIVERSITAS PENDIDIKAN INDONESIA
	HALAMAN PENGESAHAN
	MODEL CONTINUANCE PURCHASE
	DIGITAL MUSIC STREAMING SERVICES
	DI INDONESIA
	ABSTRAK
	ABSTRACT
	DAFTAR TABEL
	DAFTAR GAMBAR
	DAFTAR PUSTAKA


