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PENGARUH WORD OF MOUTH, PERCEIVED QUALITY TERHADAP
REPURCHASE INTENTION PADA SUBSCRIPTION SPOTIFY
PREMIUM : STUDI PEMBELIAN APLIKASI SPOTIFY PREMIUM
PADA MAHASISWA PROGRAM STUDI MANAJEMEN
UNIVERSITAS BAKRIE

HAIQAL MAULANA!

ABSTRAK

Repurchase Intention adalah salah satu aspek penting dalam pembelian ulang, yang
dipengaruhi oleh berbagai faktor yang mendorong konsumen untuk membeli
kembali. Penelitian ini bertujuan untuk menganalisis pengaruh Word of Mouth dan
Perceived Quality terhadap Repurchase Intention pada layanan Spotify Premium.
Populasi penelitian ini adalah pengguna Spotify Premium di kalangan mahasiswa/i
aktif Program Studi Manajemen Universitas Bakrie, dengan jumlah sampel
sebanyak 92 responden. Teknik pengambilan sampel yang digunakan adalah Non-
Probability Sampling dengan Metode Purposive Sampling, dibantu oleh Software
SPSS. Teknik analisis data dalam penelitian ini mencakup Uji Kelayakan Model
yang terdiri dari Uji Validitas dan Reliabilitas, Uji Asumsi Klasik yang meliputi Uji
Normalitas, Uji Multikolinearitas, dan Uji Heteroskedastisitas, serta Uji Hipotesis
yang terdiri dari Uji Parsial (T) dan Uji Simultan (F) dan uji (R?). Hasil penelitian
menunjukkan bahwa variabel Word of Mouth memiliki pengaruh signifikan secara
parsial terhadap Repurchase Intention, diikuti oleh variabel Perceived Quality yang

juga berpengaruh signifikan secara parsial terhadap Repurchase Intention.

Kata kunci: Word of Mouth, Perceived Quality, Repurchase Intention, Spotify
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THE INFLUENCE OF WORD OF MOUTH, PERCEIVED QUALITY ON
REPURCHASE INTENTION ON SPOTIFY PREMIUM SUBSCRIPTION:
A STUDY OF PURCHASE OF THE SPOTIFY PREMIUM APPLICATION
ON STUDENTS OF THE MANAGEMENT STUDY PROGRAM OF
BAKRIE UNIVERSITY

HAIQAL MAULANA!

ABSTRACT

Repurchase Intention is one of the important aspects in repeat purchases, which is
influenced by various factors that encourage consumers to repurchase. This study aims
to analyze the effect of Word of Mouth and Perceived Quality on Repurchase Intention
on Spotify Premium services. The population of this study was Spotify Premium users
among active students of the Management Study Program, Bakrie University, with a
sample size of 92 respondents. The sampling technique used was Non-Probability
Sampling with the Purposive Sampling Method, assisted by SPSS Software. Data
analysis techniques in this study include Model Feasibility Tests consisting of Validity
and Reliability Tests, Classical Assumption Tests including Normality Tests,
Multicollinearity Tests, and Heteroscedasticity Tests, as well as Hypothesis Tests
consisting of Partial Tests (T) and Simultaneous Tests (F) and test (R2). The results
showed that the Word of Mouth variable had a significant partial effect on Repurchase
Intention, followed by the Perceived Quality variable which also had a significant

partial effect on Repurchase Intention.

Keyword: Word of Mouth, Perceived Quality, Repurchase Intention, Spotify
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