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PENGARUH PERCEIVED EASE OF USE, SERVICE QUALITY DAN 

PRICE FAIRNESS TERHADAP SUBSCRIBE INTENTION YANG DI 

MEDIASI OLEH PERCEIVED VALUE PADA APLIKASI SPOTIFY DI 

KALANGAN GEN Z 
 

Andi Muhammad Ahwanul Bisri 

 

ABSTRAK 

Pertumbuhan layanan musik streaming digital telah mendorong peningkatan penggunaan 

Spotify di kalangan Generasi Z. Namun, sebagian besar pengguna masih menggunakan 

layanan versi gratis dibandingkan berlangganan Spotify Premium. Kondisi tersebut 

menunjukkan pentingnya memahami faktor-faktor yang memengaruhi subscribe intention 

pengguna. Penelitian ini bertujuan untuk menganalisis pengaruh perceived ease of use, service 

quality, dan price fairness terhadap subscribe intention dengan perceived value sebagai 

variabel mediasi pada pengguna Spotify Generasi Z di Jabodetabek. Penelitian ini 

menggunakan pendekatan kuantitatif dengan jenis penelitian eksplanatori. Data dikumpulkan 

melalui penyebaran kuesioner kepada minimal 155 responden yang merupakan pengguna aktif 

Spotify Generasi Z di wilayah Jabodetabek menggunakan teknik purposive sampling. Analisis 

data dilakukan menggunakan metode Partial Least Squares–Structural Equation Modeling 

(PLS-SEM) dengan bantuan perangkat lunak SmartPLS. Penelitian ini diharapkan dapat 

membuktikan bahwa perceived ease of use, service quality, dan price fairness berpengaruh 

positif terhadap perceived value, serta perceived value berpengaruh positif terhadap subscribe 

intention. Selain itu, perceived value diharapkan mampu memediasi hubungan antara 

perceived ease of use, service quality, dan price fairness terhadap subscribe intention. Hasil 

penelitian diharapkan memberikan kontribusi bagi pengembangan literatur perilaku konsumen 

digital serta menjadi masukan strategis bagi Spotify dalam meningkatkan jumlah pelanggan 

Premium di kalangan Generasi Z. 

 

Kata Kunci : Perceived Ease of Use; Service Quality; Price Fairness; Perceived Value; Subscribe   

Intention 
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THE EFFECT OF PERCEIVED EASE OF USE, SERVICE QUALITY AND 

PRICE FAIRNESS ON SUBSCRIPTION INTENTION MEDIATED BY 

PERCEIVED VALUE AMONG GEN Z SPOTIFY USERS 
 

Andi Muhammad Ahwanul Bisri 

 

ABSTRAK 

The growth of digital music streaming services has driven increased Spotify usage among 

Generation Z. However, most users still use the free version of the service rather than 

subscribing to Spotify Premium. This condition highlights the importance of understanding the 

factors that influence users’ subscribe intention. This study aims to analyze the effects of 

perceived ease of use, service quality, and price fairness on subscribe intention, with perceived 

value as a mediating variable among Generation Z Spotify users in the Greater Jakarta area 

(Jabodetabek). This study employs a quantitative approach with an explanatory research design. 

Data were collected through questionnaires distributed to at least 155 respondents who are active 

Generation Z Spotify users in the Jabodetabek area using a purposive sampling technique. Data 

analysis was conducted using the Partial Least Squares–Structural Equation Modeling (PLS-

SEM) method with the assistance of SmartPLS software. This study is expected to demonstrate 

that perceived ease of use, service quality, and price fairness have positive effects on perceived 

value, and that perceived value has a positive effect on subscribe intention. In addition, 

perceived value is expected to mediate the relationships between perceived ease of use, service 

quality, and price fairness and subscribe intention. The findings are expected to contribute to 

the development of the digital consumer behavior literature and provide strategic insights for 

Spotify in increasing the number of Premium subscribers among Generation Z. 

 

Kata Kunci : Perceived Ease of Use; Service Quality; Price Fairness; Perceived Value; Subscribe             

Intention 
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