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PERSEPSI TERHADAP BRAND IMAGE SPOTIFY SEBAGAI 

APLIKASI STREAMING MUSIK ANAK MUDA 

Audrey Anindita Utami 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisa dimensi-dimensi dari proses 

terbentuknya persepsi yang terdiri dari paparan (exposure), perhatian (attention), 

dan interpretasi (interpretation) terhadap brand image Spotify sebagai aplikasi 

streaming musik anak muda. Penelitian kualitatif deskriptif ini dilakukan dengan 

metode Focus Group Discussion (FGD) pada 6 peserta FGD yang merupakan 

mahasiswa Universitas Bakrie yang telah menggunakan Spotify selama minimal 6 

bulan. Untuk pengujian keabsahan data, penelitian ini menggunakan triangulator 

sumber sebanyak 2 orang yaitu dari pihak agensi dan dari pihak musisi. Hasil 

penelitian menunjukan bahwa pengalaman yang dirasakan dari penggunaan 

Spotify memberikan persepsi yang variatif terhadap brand image Spotify, baik 

dari pihak pengguna maupun musisi. Tentunya Spotify banyak memberikan 

manfaat baik untuk pengguna dan musisi, namun banyak juga kekurangan bagi 

pihak musisi dengan kemudahan yang tersedia pada fitur-fitur Spotify. Di antara 

manfaat dan kekurangan tersebut, Spotify tetap dianggap memiliki brand image 

yang baik di mata masyarakat, terutama anak muda. Karena selain dapat 

memenuhi kebutuhan anak muda, Spotify juga dapat memberikan hiburan yang 

diinginkan oleh anak muda.  

 

Kata kunci: persepsi, brand image, streaming 
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PERCEPTION TOWARDS SPOTIFY’S BRAND IMAGE AS 

MUSIC STREAMING APPLICATION FOR YOUNG ADULT 

Audrey Anindita Utami 

 

ABSTRAK 

 

This study aims to analyze process of forming perception consist of exposure, 

attention, and interpretation towards Spotify’s brand image as music streaming 

application for young adult. This qualitative descriptive research was carried out 

using Focus Group Discussion (FGD) to 6 parcitipants whoa re students of 

Universitas Bakrie who have used spotify for at least 6 months long. As for data 

vailidity technique used is triangulation technique that uses experts from different 

parties, namely from agency and musicians. The results of the study stated that 

the perceived experiences of using Spotify provides a varied perception of 

Spotify’s brand image. Surely Spotify provides a lot of benefits for both of users 

and musicians but there are also many shortcomings felt by musicians due to 

available fitures in Spotify. Above benefits and shortcomings, Spotify is 

considered to have a good brand image in the eyes of society, especially young 

adults. Because in addition of meeting the needs of listening music, it could also 

provide entertainment 

that young adult wanted.  

 

Keywords: perception, brand image, streaming 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

ix 
 

DAFTAR ISI 

 

HALAMAN JUDUL .............................................................................................. i 

HALAMAN PERNYATAAN ORISINALITAS ................................................ ii 

HALAMAN PENGESAHAN .............................................................................. iii 

KATA PENGANTAR .......................................................................................... iv 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI......................... vi 

ABSTRAK ........................................................................................................... vii 

ABSTRACT ........................................................................................................ viii 

DAFTAR ISI ......................................................................................................... ix 

DAFTAR TABEL ................................................................................................ xi 

DAFTAR GAMBAR ........................................................................................... xii 

DAFTAR LAMPIRAN ...................................................................................... xiii 

BAB I PENDAHULUAN 

1.1.Latar Belakang Masalah ..................................................................................... 1 

1.2.Rumusan Masalah .............................................................................................. 8 

1.3.Tujuan Penulisan ................................................................................................ 8 

1.4.Manfaat Penulisan .............................................................................................. 8 

1.4.1 Manfaat Teoritis ........................................................................................ 8 

1.4.2 Manfaat Praktis ......................................................................................... 8 

BAB II TINJAUAN PUSTAKA 

2.1.Tinjauan Pustaka Terkait dengan Penulisan Sebelumnya .................................. 9 

2.1.1.Pengaruh Persepsi Resiko, Kualitas, Harga, dan Nilai Konsumen 

Wanita Muslim Terhadap Citra Merek Kosmetik Berlabel Halal (Survei 

pada Konsumen Kosmetik Wardah di Kota Malang) .............................. 9 

2.1.2.Analisis Brand Image Yogyakarta Sebagai Kota Pelajar ........................ 9 

2.1.3.Pengaruh Kualitas Produk dan Brand Image terhadap Keputusan 

Pembelian (Studi pada Mahasiswa Penggua Produk Sepatu Merek 

Converse di Fisip Universitas Merdeka Malang) .................................. 10 

2.1.4.Pengaruh Citra Merek (Brand Image) dan Harga terhadap Keputusan 

Pembelian Konsumen (Survei pada Mahasiswa Program Studi 



Universitas Bakrie 

x 
 

Administrasi Bisnis Fakultas Ilmu Brawijaya Malang Tahun Angkatan 

2013/2014 dan 2014/2015 Pengguna Kartu PraBayar Simpati) ............ 10 

2.1.5.Pengaruh Persepsi Kualitas Produk, Citra Merek, dan Promosi terhadap 

Minat Beli Konsumen Ban Achilles di Jakarta Selatan ......................... 11 

2.2.Tinjauan Pustaka Terkait dengan Kerangka Pemikiran ................................... 19 

2.2.1. Komunikasi Pemasaran ......................................................................... 19 

2.2.2. Perilaku Konsumen dan Gaya Hidup .................................................... 19 

2.2.3. Persepsi .................................................................................................. 23 

2.2.4. Brand Image .......................................................................................... 27 

2.2.4.1. Komponen Brand Image .............................................................. 27 

2.2.4.2. Strategi Brand Image ................................................................... 27 

2.2.5. Aplikasi Spotify ..................................................................................... 28 

2.3.Kerangka Pemikiran ......................................................................................... 28 

BAB III METODOLOGI PENELITIAN 

3.1. Metode Penulisan ............................................................................................ 29 

3.2. Objek Penulisan .............................................................................................. 29 

3.3. Sumber Data dan Teknik Pengumpulan Data ................................................. 30 

3.3.1. Sumber Data ......................................................................................... 30 

3.3.1.1. Data Primer ..................................................................................... 30 

3.3.1.2. Data Sekunder................................................................................. 30 

3.3.2. Teknik Pengumpulan Data ................................................................... 30 

3.3.2.1. Focus Group Discussion ................................................................ 30 

3.3.2.2. Studi Pustaka .................................................................................. 33 

3.3.2.3. Dokumentasi ................................................................................... 33 

3.4. Definisi Konseptual dan Operasionalisasi Variabel ........................................ 33 

3.4.1. Definisi Konseptual .............................................................................. 33 

3.4.2. Definisi Operasionalisasi Konsep ......................................................... 36 

3.5. Teknik Analisis Data ....................................................................................... 36 

3.6. Teknik Pengujian Keabsahan Data ................................................................. 37 

3.7. Keterbatasan Penulisan ................................................................................... 37 

BAB IV TEMUAN DAN HASIL PEMBAHASAN 

4.1. Gambaran Umum Objek Penelitian ................................................................ 39 



Universitas Bakrie 

xi 
 

4.1.1. Sejarah Aplikasi Streaming Musik ....................................................... 39 

4.1.2. Gambaran Subjek Penelitian ................................................................ 41 

4.2. Hasil Penelitian ............................................................................................... 43 

4.2.1. Persepsi ................................................................................................. 43 

4.2.1.1. Proses Terbentuknya Persepsi ..................................................... 43 

4.2.2. Brand Image Spotify ............................................................................ 51 

4.3. Pembahasan ..................................................................................................... 58 

4.3.1. Persepsi ................................................................................................. 59 

4.3.1.1. Proses Terbentuknya Persepsi ..................................................... 59 

4.3.2. Brand Image Spotify ............................................................................ 61 

BAB V KESIMPULAN 

5.1. Kesimpulan ..................................................................................................... 62 

5.2. Saran ................................................................................................................ 63 

DAFTAR PUSTAKA 

Buku ....................................................................................................................... 64 

Jurnal ...................................................................................................................... 64 

Situs ........................................................................................................................ 65 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

xii 
 

DAFTAR TABEL 

 

Tabel 1.1.Teori Perbedaan Generasi ........................................................................ 7 

Tabel 2.1.Tinjauan Pustaka terkait dengan Penelitian Sebelumnya ...................... 12 

Tabel 3.1. Operasionalisasi Konsep ....................................................................... 34 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

xiii 
 

DAFTAR GAMBAR 

 

Gambar 1.1. Survei mengenai Pendapatan Rekaman Musik Global ....................... 2 

Gambar 1.2. Aplikasi Streaming Musik JOOX dan Spotify di Play Store .............. 3 

Gambar 1.3. Survei Alasan Responden Beralih ke Streaming ................................ 4 

Gambar 1.4. Logo Spotify ........................................................................................ 5 

Gambar 2.1. Stages of Perception .......................................................................... 24 

Gambar 2.2. Kerangka Pemikiran .......................................................................... 28 

Gambar 4.1. Logo Spotify ...................................................................................... 39 

Gambar 4.2. Tampilan Spotify di Layar Ponsel ..................................................... 40 

Gambar 4.3. Tampilan Spotify di Website ............................................................. 40 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

xiv 
 

DAFTAR LAMPIRAN 

 

Lampiran 1 Transkrip Hasil FGD .......................................................................... 67 

Lampiran 2 Transkrip Wawancara dengan Triangulator Sumber .......................... 94



 

 


