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ABSTRAK 

 

Penelitian ini bertujuan untuk membuktikan pengaruh faktor internal dan faktor 

eksternal terhadap brand choice aplikasi streaming musik Spotify yang dikaji 

melalui empat variabel yaitu Faktor Budaya, Faktor Sosial, Faktor Pribadi dan 

Faktor Psikologi. Metode penelitian ini menggunakan metode deskriptif dengan 

pendekatan kuantitatif melalui kuesioner dengan jumlah responden 140 dan teknik 

penarikan sampel menggunakan purposive sampling. Hasil penelitian ini 

membuktikan bahwa 1) Secara parsial variabel Faktor Psikologi berpengaruh 

positif dan signifikan terhadap brand choice aplikasi streaming musik Spotify. 2) 

Sedangkan variabel Faktor Budaya, Sosial dan Pribadi tidak berpengaruh positif 

dan signifikan terhadap brand choice aplikasi streaming musik Spotify. Dapat 

disimpulkan bahwa faktor psikologi dapat mempengaruhi brand choice aplikasi 

streaming musik Spotify. 

 

Kata kunci: Pemasaran, Perilaku Konsumen, Faktor Budaya, Faktor Sosial, Faktor 

Pribadi, Faktor Psikologi, Brand Choice.
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ABSTRACT 

 

This study aims to prove the influence of internal and external factors on the brand 

choice of the Spotify music streaming application, which is assessed through four 

variables, namely cultural factors, social factors, personal factors and psychological 

factors. This research method uses descriptive method with a quantitative approach 

through a questionnaire with a number of respondents 140 and the sampling 

technique using purposive sampling. The results of this study prove that 1) Partially 

the Psychological Factor variable has a positive and significant effect on the brand 

choice of the Spotify music streaming application. 2) Meanwhile, the variables of 

Cultural, Social and Personal Factors do not have a positive and significant effect 

on the brand choice of the Spotify music streaming application. It can be concluded 

that psychological factors can affect the brand choice of the Spotify music 

streaming application. 

 

Keywords: Marketing, Consumer Behavior, Cultural Factors, Social Factors, 

Personal Factors, Psychological Factors, Brand Choice.
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