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ANALISIS BRAND ENGAGEMENT SPOTIFY WRAPPED 2023  

DALAM MENCIPTAKAN ELECTRONIC WORD OF MOUTH 

(Studi Kasus pada Instagram @spotifyid) 

 

Nadya Khairia 

 

ABSTRAK 

 

Spotify Wrapped adalah kampanye tahunan yang merangkum aktivitas musik 

pengguna sepanjang tahun, menawarkan pengalaman yang sangat personal dan 

menarik bagi penggunanya. Penelitian ini bertujuan untuk menganalisis bagaimana 

Brand Engagement Spotify Indonesia melalui kampanye Spotify Wrapped 2023 

dapat menciptakan Electronic Word of Mouth (eWOM) dan menggunakan metode 

kualitatif dengan pendekatan studi kasus serta observasi. Data dikumpulkan melalui 

wawancara mendalam dengan empat informan yang aktif menggunakan Spotify 

Wrapped sekaligus menjadi pengikut media sosial Instagram Spotify Indonesia, 

serta menganalisis konten Instagram Spotify Indonesia. Hasil penelitian 

menunjukkan bahwa Spotify Wrapped 2023 berhasil membangun brand 

engagement melalui tiga dimensi yakni pada dimensi cognitive, emotional dan 

behavioral. Lalu dalam konteks eWOM, peneliti menemukan bahwa intensity, 

content, dan valance of opinion memainkan peran penting dalam menciptakan 

eWOM. Kesimpulannya, Spotify Wrapped berhasil menciptakan brand 

engagement yang kuat, yang pada akhirnya menghasilkan eWOM yang efektif. Hal 

ini menunjukkan bahwa kampanye yang dipersonalisasi dan emosional dapat 

menjadi alat yang ampuh dalam membangun brand engagement serta dengan 

eWOM dapat meningkatkan visibilitas brand. 

Kata Kunci: Spotify Wrapped, Instagram, Brand Engagement, Electronic Word of 

Mouth (eWOM). 
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ANALYSIS OF BRAND ENGAGEMENT SPOTIFY WRAPPED 2023 IN 

CREATING ELECTRONIC WORD OF MOUTH  

(Case Study on Instagram @spotifyid) 

 

Nadya Khairia 

 

ABSTRACT 

 

Spotify Wrapped is an annual feature that summarizes a user's music activity 

throughout the year, offering a highly personalized and engaging experience for its 

users. This research aims to analyze how Spotify Indonesia Brand Engagement 

through the Spotify Wrapped 2023 can create Electronic Word of Mouth (eWOM) 

and uses qualitative methods with a case study and observation approach. Data 

was collected through in-depth interviews with four informants who actively use 

Spotify Wrapped and are followers of Spotify Indonesia's Instagram social media, 

as well as analyzing Spotify Indonesia's Instagram content. The research results 

show that Spotify Wrapped 2023 has succeeded in building brand engagement 

through three dimensions, namely the cognitive, emotional and behavioral 

dimensions. Then in the context of eWOM, researchers found that intensity, content, 

and valance of opinion play an important role in creating eWOM. In conclusion, 

Spotify Wrapped succeeded in creating strong brand engagement, which ultimately 

resulted in effective eWOM. This shows that personalized and emotional can be a 

powerful tool in building brand engagement and eWOM can increase brand 

visibility. 

Keywords: Spotify Wrapped, Instagram, Brand Engagement, Electronic Word of 

Mouth (eWOM).



Universitas Bakrie 
 

viii 
 

DAFTAR ISI 

 

HALAMAN PERNYATAAN ORISINALITAS ............................................................. i 

HALAMAN PENGESAHAN ........................................................................................... ii 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ..................................... iii 

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

ABSTRAK ........................................................................................................................ vi 

ABSTRACT ..................................................................................................................... vii 

DAFTAR ISI................................................................................................................... viii 

DAFTAR GAMBAR ........................................................................................................ xi 

DAFTAR TABEL ........................................................................................................... xii 

BAB I .................................................................................................................................. 1 

PENDAHULUAN ............................................................................................................. 1 

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

1.2 Rumusan Masalah ................................................................................................... 14 

1.3 Tujuan Penelitian .................................................................................................... 14 

1.4  Manfaat Penelitian ................................................................................................. 15 

1.4.1 Manfaat Teoritis ............................................................................................... 15 

1.4.2 Manfaat Praktis ................................................................................................ 15 

BAB II .............................................................................................................................. 16 

TINJAUAN PUSTAKA .................................................................................................. 16 

2.1 Teori dan Konsep yang Relevan ............................................................................. 16 

2.1.1 Komunikasi Pemasaran .................................................................................... 16 

2.1.2 Komunikasi Pemasaran Digital ........................................................................ 17 

2.1.3 Brand Engagement ........................................................................................... 19 

2.1.4 Electronic Word of Mouth ................................................................................ 19 

2.2 Penelitian Sebelumnya dan Pernyataan Kebaruan ...................................................... 21 

2.3 Model Kerangka Pemikiran ........................................................................................ 26 

BAB III ............................................................................................................................. 27 

METODE PENELITIAN ............................................................................................... 27 

3.1 Desain dan Pendekatan ........................................................................................... 27 

3.2 Obyek dan Subyek .................................................................................................. 27 

3.3 Pengumpulan Data .................................................................................................. 28 

3.3.1 Sumber Data ..................................................................................................... 28 

3.3.2 Teknik Pengumpulan Data ............................................................................... 28 



Universitas Bakrie 
 

ix 
 

3.4 Analisis Data ........................................................................................................... 30 

3.5 Triangulasi Data ...................................................................................................... 30 

3.6 Operasionalisasi Konsep/Isu ................................................................................... 31 

BAB IV ............................................................................................................................. 33 

HASIL DAN PEMBAHASAN ....................................................................................... 33 

4.1 Gambaran Konteks Penelitian ................................................................................. 33 

4.1.1 Gambaran Profil Spotify .................................................................................. 33 

4.1.2 Gambaran Spotify Wrapped ............................................................................. 34 

4.1.3 Gambaran Objek Penelitian ............................................................................. 37 

4.1.4 Gambaran Subyek Penelitian ........................................................................... 41 

4.1.5 Profil Triangulator............................................................................................ 43 

4.2 Penyajian Data ........................................................................................................ 44 

4.2.1 Brand Engagement ........................................................................................... 44 

4.2.2 Electronic Word of Mouth ................................................................................ 50 

4.3 Pembahasan dan Diskusi ......................................................................................... 59 

4.3.1 Ucapan dari Artis Dapat Membangun Kedekatan Terhadap Spotify ............... 59 

4.3.2 Fear Of Missing Out (FOMO) Mendorong Pengguna Melakukan Electronic 

Word of Mouth (eWOM)........................................................................................... 62 

4.3.3 Electronic Word of Mouth (eWOM) Dapat Menjadi Free Marketing ............. 64 

4.3.4 Konten Spotify Wrapped 2023 yang Dibagikan Oleh Pengguna di Instagram 66 

4.3.5 Personalisasi Konten dari Spotify Wrapped 2023 Mendukung Pengguna 

Melakukan Electronic Word of Mouth (eWOM) ...................................................... 67 

BAB V .............................................................................................................................. 69 

SIMPULAN DAN SARAN ............................................................................................. 69 

5.1 Simpulan ................................................................................................................. 69 

5.2 Kendala dan Keterbatasan ....................................................................................... 70 

5.3 Saran dan Implikasi ................................................................................................. 70 

5.3.1 Saran Teoritis ................................................................................................... 70 

5.3.2 Saran Praktis .................................................................................................... 71 

DAFTAR PUSTAKA ....................................................................................................... 72 

DAFTAR LAMPIRAN ..................................................................................................... 76 

Lampiran 1 .................................................................................................................... 76 

Lampiran 2 .................................................................................................................... 85 

Lampiran 3 .................................................................................................................... 94 

Lampiran 4 .................................................................................................................... 99 



Universitas Bakrie 
 

x 
 

Lampiran 5 .................................................................................................................. 109 

Lampiran 6 ................................................................................................................ 118 

 

  



Universitas Bakrie 
 

xi 
 

DAFTAR GAMBAR 

 

Gambar 1. 1 Data pertumbuhan pelanggan streaming musik ................................. 2 

Gambar 1. 2 Data pangsa pasar streaming musik global 2023 ............................... 3 

Gambar 1. 3 Akun Instagram Youtube Music dan Apple Music ............................ 4 

Gambar 1. 4 Akun Instagram Resso Indonesia ....................................................... 4 

Gambar 1. 5 Tampilan Instagram Joox ................................................................... 5 

Gambar 1. 6 Unggahan Terakhir Instagram Joox ................................................... 5 

Gambar 1. 7 Unggahan 2023 Wrapped Spotify ...................................................... 6 

Gambar 1. 8 Jumlah Pengguna Spotify ................................................................... 7 

Gambar 1. 9 Jumlah pelanggan Spotify .................................................................. 8 

Gambar 1. 10 Platform musik yang sering digunakan ............................................ 9 

Gambar 1. 11 Top Apps Ranking Music & Audio ................................................. 9 

Gambar 1. 12 Akun Instagram Spotify Indonesia ................................................. 11 

Gambar 1. 13 Unggahan Instagram Spotify Wrapped 2021-2023 ........................ 12 

Gambar 1. 14 Instagram Stories Add Yours Spotify Indonesia ............................ 12 

Gambar 1. 15 Spotify Wrapped Visual 2017 ........................................................ 13 

Gambar 2. 1 Promotion Mix.................................................................................. 17 

Gambar 2. 2 Kerangka Pemikiran ......................................................................... 26 

Gambar 4. 1 Logo Spotify ..................................................................................... 33 

Gambar 4. 2 Tampilan Spotify Wrapped 2019 ..................................................... 35 

Gambar 4. 3 Tampilan Spotify Wrapped 2020 ..................................................... 35 

Gambar 4. 4 Tampilan Spotify Wrapped 2021 ..................................................... 36 

Gambar 4. 5 Tampilan Spotify Wrapped 2022 ..................................................... 36 

Gambar 4. 6 Tampilan Spotify Wrapped 2023 ..................................................... 37 

Gambar 4. 7 Instagram Spotify Indonesia ............................................................ 38 

Gambar 4. 8 Feed Instagram @spotifyid .............................................................. 39 

Gambar 4. 9 Reels Instagram @spotifyid ............................................................. 40 

Gambar 4. 10 Highlights Stories @spotifyid ........................................................ 41 

Gambar 4. 11 Rafi Ahmad Muzaki ....................................................................... 42 

Gambar 4. 12 Cantika Salsabila ............................................................................ 42 

Gambar 4. 13 Erlangga Krisna Yogi ..................................................................... 43 

Gambar 4. 14 Crispiana Aldian ............................................................................. 43 

Gambar 4. 15 Hilman Maulana ............................................................................. 44 

Gambar 4. 16 Spotify Wrapped 2023 Rafi............................................................ 51 

Gambar 4. 17 Unggahan yang disukai oleh Erlangga ........................................... 52 

Gambar 4. 18 Konten Spotify Wrapped 2023 ....................................................... 54 

Gambar 4. 19 Konten Instagram Spotify Wrapped 2023 ...................................... 55 

Gambar 4. 20 Unggahan Spotify Wrapped 2023 .................................................. 56 

Gambar 4. 21 Unggahan Spotify Wrapped 2023 Chika ....................................... 57 

Gambar 4. 22 Unggahan Spotify Wrapped 2023 .................................................. 58 

Gambar 4. 23 Konten Ucapan Artis Favorit Rafi ................................................. 61 



Universitas Bakrie 
 

xii 
 

DAFTAR TABEL 

 

Tabel 2. 1 Penelitian Sebelumnya ......................................................................... 23 

Tabel 3. 1 Operasionalisasi Konsep ...................................................................... 31 


