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Abstract 
 

The development of a competitive music streaming application industry has an impact 
on the company's success with a focus on brand loyalty. This study aims to understand the 
effect of brand experience, viral marketing, and brand image on Spotify user loyalty in Indonesia. 
A quantitative approach was used by involving 100 Spotify user respondents aged 18-50 years, 
who use Instagram, through a purposive sampling technique. Primary data was collected 
through a questionnaire with a five-point Likert Scale. Data analysis used multiple linear 
regression with IBM SPSS version 26. The findings show that brand experience and viral 
marketing have no positive effect on brand loyalty. However, brand image has a positive 
influence. Therefore, it is advisable for companies to enhance features and apply conventional 
marketing strategies to improve brand experience and achieve better brand loyalty. 
   
Keywords: Brand Experience, Music Streaming Application Industry, Spotify, Quantitative 
Approach, Multiple Linear Regression, Viral Marketing. 
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1. Introduction 
The music industry has undergone significant paradigmatic changes in the last few 

decades. Radio was previously the main source of listeners, but with limitations in the selection 
of songs. Physical ownership such as cassettes, CDs, or vinyl is required for the freedom to 
choose songs. However, streaming technology has changed the way listeners enjoy their 
favorite music without restrictions. Streaming services allow access to vast music collections 
without physical ownership. The concept of owning a personal music collection morphed into a 
model of renting music for a monthly subscription fee, forcing the music industry to adapt to this 
change. Global music revenue in 2021 is dominated by services streaming, which accounts for 
about 65% of total revenue, while sales of physical music such as cassettes, CDs and vinyl 
records are in second place[1]. The use of model streaming has been the start of a new 
paradigm in the music industry. This paradigm is changing the way music listeners interact with 
music content[2].  

Spotify's subscriber share continues to grow along with the increase in the number of 
users. In an increasingly tight music streaming market with new competitors and technological 
developments, Spotify needs to create brand loyalty to strengthen its position. Previous 
research has shown that brand loyalty on Spotify formed via brand experience which is fun[3]. 
Other research concluded that brand experience does not make a significant contribution to 
building Spotify user loyalty[4]. Therefore, Spotify needs to develop other strategies to 
strengthen brand loyalty and maintain its position in the competitive music streaming industry. 

Previous research revealed that strategy viral marketing that Spotify implements, such 
as its year-end “Spotify Wrapped” program, is a contributing factor to brand loyalty user. "Spotify 
Wrapped" is an interesting annual music report and users are invited to share it on personal 
social media. The program enjoys high levels of participation and visibility on social media, and 
research supports that viral marketing in the form of "Spotify Wrapped" has a significant impact 
on brand loyalty[5]. This program is an example of success in viral marketing, where users can 
barely miss "Spotify Wrapped" in their social media feeds for a week at least. 

Research shows that brand image be a key factor in building brand loyalty Spotify users. 
An attractive design with attractive color combinations creates a fun, hip, and youthful image, in 
contrast to their biggest competitor, Apple Music, which uses a minimalist design with stark and 
cold white colors[6]. This fun, hip and youthful image has had a significant influence on 
influencing users and boosting brand loyalty. Previous research also supports that brand image 
contributes positively to brand loyalty because people tend to stay loyal to brand with the image 
that has been formed[7]. 

Music streaming service market in Indonesia is very competitive, with many big players 
such as Spotify, Apple Music, Joox, and others competing to attract users. In this context, 
understanding the factors that influence user loyalty is key to maintaining market share and 
business growth[8]. Brand experience, which includes user interactions with Spotify services, 
can shape user perceptions of the brand. Positive experiences, such as an easy-to-use user 
interface and presentation of relevant content, can increase user satisfaction and their loyalty to 
Spotify[9]. In the era of social media, viral marketing and recommendations from friends and 
family have a big influence[10]. If Spotify users are satisfied with the service, they will probably 
talk about it on social media or recommend it to others. This can be an important factor in 
attracting new users and retaining existing ones[11]. 

Spotify's brand image, such as a modern, innovative, or freedom-oriented brand image, 
can be a differentiation factor that makes it stand out among its competitors[12]. Users who feel 
connected to Spotify's values and image may be more inclined to stick with the service[10]. User 
loyalty contributes to sustainable revenue for music streaming services. Loyal users tend to pay 
a monthly subscription and stay with the service for a longer period of time. This helps create 
stable income for the company. Indonesia is a fast-growing market for music streaming 
services[13]. Winning and retaining users in this market has the potential for significant growth 
for Spotify. Therefore, understanding what drives user loyalty in Indonesia is strategic.      
 
2. Research Method 
 

2.1 Research Approach 
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 In the study entitled "The Influence of Brand Experience, Viral Marketing and Brand 
Image on Brand Loyalty to Spotify Streaming Service Users in Indonesia", a quantitative method 
was used. Quantitative research makes use of numbers in data collection, interpretation, and 
presentation[14]. The variables used include brand experience, viral marketing, brand image, 
and brand loyalty to Spotify users. Observations were made through surveys with population 
sampling and questionnaires as data collection tools. Data was collected through a 
questionnaire with a five-point Likert scale and will be tested statistically to obtain accurate 
research results. 

2.2 Population and Sample 
This study uses a quantitative method with sampling as a representation of the 

population of Spotify users in Indonesia. The sample was selected using a purposive sampling 
technique based on criteria such as active Spotify users, Instagram social media users, and 
aged 18-50 years because more than half of listeners come from ages 18 – 24 years (51%), 
then ages 25 – 19 years (20%) (Katadata, 2022) .However, the total population of Spotify users 
in Indonesia cannot be ascertained because Spotify has not released data on the number of 
subscribers. Therefore, a sample of 100 respondents from random purposive sampling was 
selected based on Cooper and Emory's recommendations to ensure accurate estimates in this 
study[15]. 
 

2.3  Data Collection 

 In this study, primary data was obtained through the use of a questionnaire using a five-
point Likert scale. The questionnaire was distributed online via the Google Form platform. This 
primary data was collected directly from research respondents to obtain information about their 
perceptions and responses to the variables studied, namely brand experience, viral marketing, 
brand image, and brand loyalty among Spotify users in Indonesia. In addition, secondary data 
is also used in this study. Secondary data is data obtained from other sources such as scientific 
journals, books, published data, interviews, and observations of Spotify users[16]. The use of 
secondary data in this study aims to obtain a comprehensive and in-depth picture of the 
influence of brand experience, viral marketing, and brand image on brand loyalty among Spotify 
streaming service users in Indonesia. 
 
2.4 Data Analysis Method 
 
a. Validity test 

Validity is a measure that shows the level of validity of an instrument. An instrument is said 
to be valid if it is able to measure what is desired in expressing data from the variables studied 
appropriately[17]. The test is carried out by correlating the score of each question with the total 
score of the variable or construct (correlation between items – total correlation) with the following 
criteria: If correlated items – total correlation > 0.3, then the instrument items are declared valid 
and if correlated items – total correlation <0.3, then the instrument item is declared invalid. 

 
b. Reliability Test 

Reliability reflects an instrument that can be relied upon to be used as a data collection tool 
because the instrument is good enough. A questionnaire is considered reliable if individual 
responses to statements are stable and consistent[18]. If a measuring device gives results that 
are not different or relatively consistent, then the measuring device is reliable. Reliability testing 
can be done after all questions are valid. To test reliability, the Cronbach's alpha method is used 
with a coefficient between 0 and 1. The test criterion is if the Cronbach's alpha value is more 
than 0.6 (α > 0.6), then it indicates that the measure used is reliable. 

 
2.5  Classic assumption test 

 
a. Multicollinearity Test 

The multicollinearity test is a test conducted to confirm whether there is a relationship 
between the independent or independent variables in a regression model[19]. The purpose of 



ADI Journal on Recent Innovation (AJRI)  p-ISSN : 2685-9106 
Vol. 5 No. 2 March 2024                                                                               e-ISSN : 2686-0384                                                                 

   

                  ■ 130 Influence Brand Experience, Viral Marketing and Brand Image to Brand Loyalty to Service 

Users Streaming Spotify in Indonesia 

this test is to check whether there is a relationship or not between the independent variables in 
the regression model. Stated that if there is perfect multicollinearity in the regression model, 
then even though the regression coefficient has a limited value, the standard deviation will be 
large. This indicates that the coefficients cannot be estimated accurately. The indicators used 
to test the presence of multicollinearity are VIF and Tolerance values[20]. These two indicators 
are very important for researchers to determine whether there is an intercorrelation between the 
independent variables. If the VIF value is less than 10 and the Tolerance value is more than 
0.01, it can be concluded with certainty that there is no multicollinearity problem. 

 
b. Heteroscedasticity Test 

The heteroscedasticity test was carried out by observing the scatter plot pattern resulting 
from data analysis using SPSS. If the scatter plot shows a certain pattern, then the regression 
model has heteroscedasticity. The existence of heteroscedasticity indicates that the estimator 
in the regression model is not efficient on large or small samples. However, if there is no clear 
pattern and the points are randomly scattered above and below zero on the Y axis, it can be 
concluded that there is no heteroscedasticit[20]. 

 
c. Normality test 

Normality testing is to check whether the regression model, dependent variable, and 
independent variable have a normal distribution or not. To determine whether the data 
distribution is normal or not, it is done by examining the normal probability plot which compares 
the cumulative distribution of the normal distribution[21]. The normal distribution will form a 
straight diagonal line, and the data will be compared with the diagonal line. Stated that if the 
data distribution is normal, then an accurate data representation will follow a diagonal line. The 
simple statistical test used to check normality in this study is the Kolmogorov-Smirnov test. The 
method for determining whether the data distribution is normal or not is done by examining the 
significance value, if the significance is greater than 0.05, then the regression data has a normal 
distribution. 

 
d. Multiple Linear Regression Test 

Hypothesis testing can be done using multiple regression tests. In conducting regression 
analysis, a regression equation is needed to find the value of the dependent variable based on 
the known value of the independent variable[22]. Regression analysis is generally used for 
forecasting purposes, where there is one dependent variable and one or more independent 
variables in the model. Multiple regression will be applied if there is one dependent variable and 
two or more influential independent variables. 

 
2.6  Hypothesis testing 

Partial Significance Test (t test) In this phase a test is carried out to determine whether 
each independent variable partially has a significant effect on the dependent variable. The 
results of the partial test (t test) are used as a basis for drawing conclusions whether the 
hypothesis in this study is accepted or no[23]t. A variable is considered to have a positive and 
significant influence if the significant value is less than 0.05 and if the t count is more than t table 
and is positive. The higher the t count indicates the greater the effect of the independent variable 
on the dependent variable. 
 
2.7  Determination Test 

Analysis of the coefficient of determination (R2) The coefficient of determination, 
represented by R2, measures the extent to which the independent variables in the regression 
model are able to explain the variation in the dependent variable[24]. The correlation coefficient 
test was carried out to evaluate the combined contribution of the independent variables to the 
dependent variable. If R2 reaches 0, the independent variable has no effect on the dependent 
variable (0%). Conversely, if R2 is 1, it indicates that the dependent variable is fully influenced 
(100%) by the independent variable being studied. The determination of R2 is based on the 
adjusted R2 which shows how well the independent variable explains the variation in the 
dependent variable. A low adjusted R2 value indicates a weak ability to explain the dependent 
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variable, while a value close to 1 indicates a strong predictive ability of the independent variable 
on the dependent variable[25]). 

 
 
3. Findings 
 

3.1  Multiple Linear Regression Test 

 

Figure 1. Multiple Linear Regression Model 
 

From the table above, the results of the following multiple linear regression models 
can be seen 
 

Y=3,205+0,125X1+0,030X2+0,537X3+e 
 

Based on this model, it can be explained that: 

1. The constant value is 3.205, which means that if the coefficient value brand experience 
(X1), viral marketing (X2), and brand image (X3) equals 0, the value brand loyalty (Y) will be 
3.205. 

2. The brand experience regression coefficient (X1) of 0.125 indicates that each change of 
one unit in the brand experience variable will cause a change of 0.125 in the brand loyalty 
variable (Y), assuming the coefficient values of the viral marketing (X2) and brand image 
(X3) variables remain constant. Positive values indicate a consistent relationship. If brand 
experience increases, brand loyalty will also increase, and conversely if brand experience 
decreases, brand loyalty will also decrease. 

3. The viral marketing regression coefficient (X2) of 0.030 indicates that each change of one 
unit in the viral marketing variable will cause a change of 0.030 in the brand loyalty variable 
(Y), assuming the coefficient values of the brand experience (X1) and brand image (X3) 
variables remain constant. Positive values indicate a consistent relationship. If viral 
marketing increases, brand loyalty will also increase. Conversely, if viral marketing 
decreases, brand loyalty will also decrease. 

4. The brand image regression coefficient (X3) of 0.537 indicates that a one-unit change in 
the brand image variable will result in a 0.537 change in the brand loyalty variable (Y), 
assuming the coefficient values of the brand experience (X1) and viral marketing (X2) 
variables remain constant. Positive values indicate a unidirectional relationship. If the brand 
image increases, brand loyalty will also increase. Conversely, if the brand image 
decreases, brand loyalty will also decrease.  

3.2  Coefficient of Multiple Determination (R2)  
      Analysis of the coefficient of determination (R2) in this study was carried out to 
determine the contribution brand experience (X1), viral marketing (X2), and brand image (X3) to 
brand loyalty (Y). The coefficient of multiple determination values obtained from data processing 
with the SPSS 26 program are as follows: 
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Table 2. Coefficient of Multiple Determination (R2) 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 711 505 490 2.89177 

a. Predictors: (Constant), Brand Image, Viral Marketing, Brand Experience 
b. Dependent Variable: Brand Loyalty 

 
Source: Appendix 10 

      Based on the table, the R Square value is 0.505 (50.5%) or in other words brand 
experience (X1), viral marketing (X2), and brand image (X3) affect brand loyalty (Y) of 50.5%. 

 
Table 3. Test Results t 

Variable t-count t-table Themselves 

Brand Experience 1.139 1.985 0.257 

Viral Marketing 0.476 1.985 0.635 

Brand Image 6.314 1.985 0.000 

 
Based on the results of calculating the t-count in Table 3. a comparison can be made 

as follows: 
a. Brand experience (X1) partially has no positive effect on brand loyalty (AND1) because the 

t-count is smaller than the t-table, namely 1.139 <1.985 so H1 is not accepted. 
b. Viral marketing (X2) partially has no positive effect on brand loyalty (AND1) because the t-

count is smaller than the t-table, namely 0.476 <1.985 so H2 is not accepted. 
c. Brand image (X3) partially has a significant positive effect on brand loyalty (AND1) because 

the t-count is greater than the t-table, namely 6.314 > 1.985 so H3 is accepted. 

3.3  Discussion 

Influence brand experience to brand loyalty 
Brand experience did not appear to have a positive effect on brand loyalty. The results 

of the t test show a significance value that is greater than 0.05, namely 0.257. The positive 
regression coefficient indicates a positive relationship between the two. This finding does not 
support the research hypothesis and is consistent with previous research by Dewi (2021) and 
Pranadata (2017), which also shows that brand experience not significant to brand loyalty. 
However, the results of this study are different from the research by Sahinet al. (2011) and 
Mohammad (2017), who found a significant effect between brand experience and brand loyalty. 
In this study, sensory indicators, particularly audio quality, were a weak factor. The audio quality 
from Spotify was not considered the best by respondents, who tended to choose a neutral 
response to statements about Spotify's Hifi audio quality. This factor reduces the significance 
brand experience in building brand loyalty users of the Spotify brand. 

 
Influence viral marketing to brand loyalty 

Viral marketing does not have a significant positive effect on brand loyalty. The results 
of the t test show a significance value that is greater than 0.05, namely 0.635. The positive 
regression coefficient indicates a positive relationship between the two. These findings do not 
support the research hypothesis which states that viral marketing positive effect on brand 
loyalty, who also found that viral marketing no direct impact on brand loyalty, which found a 
significant effect between viral marketing and brand loyalty. Spotify has used viral marketing via 
the "Spotify Wrapped" feature and sharing playlist users on social media. However, there are 
respondents who do not understand the concept of "Spotify Wrapped" and are not familiar with 
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this feature. Informal communication through social media, such as Instagram, is a weak 
indicator viral marketing, with some users not using the Spotify service based on information 
they find on social media Instagram. Although viral marketing Spotify managed to build brand 
image interestingly, this does not directly affect brand loyalty users against Spotify. 

Influence brand image to brand loyalty 
      Brand image has a significant positive effect on brand loyalty. The results of the t test 
show a significance value that is smaller than 0.05, namely 0.000. The positive regression 
coefficient indicates a positive relationship between the two. These findings support the 
research hypothesis which states that brand image positive effect on brand loyalty., which also 
found a significant positive effect between brand image and brand loyalty. Brand image which 
can positively influence consumer preferences and purchasing decisions, as well as increase 
user loyalty to the brand. Consumers tend to choose brands with positive images and in 
accordance with their values. The majority of respondents agreed that Spotify has a uniquely 
good brand as a service streaming legal music with a collection of music that up-to-date. Spotify 
is also considered to have good service quality by offering free services. Overall, Spotify has a 
very positive brand image and is a market leader in the service industry streaming music. 
 
Implications 

Based on the conclusions obtained from the results of this study, an understanding was 
obtained showing the influence of brand experience, viral marketing, and brand image to brand 
loyalty for Spotify users in Indonesia. First, brand experience no positive effect on brand loyalty. 
For Spotify, providing a positive brand experience alone is not enough to keep customers 
coming back. Instead, Spotify should focus on creating brand experience a holistic one that 
includes yang elements tangible nor in tangible. This could include things like providing audio 
quality music services, recommendation algorithms and tools music discovery the best, 
excellent customer service, offering a variety of features and facilities tailored to user needs 
such as ease of payment, ease of stopping or continuing a subscription, ease of finding these 
features in the Spotify application, providing loyalty points to customers who can provide 
incentives to users to continue to subscribe, and to continue to innovate to continue to create 
brand experience the strong one. Second, viral marketing no positive effect on brand loyalty. 
For Spotify, create a viral marketing alone is not enough to raise a brand loyalty. Spotify should 
take note of that viral marketing what they have done must be right on target and in accordance 
with their target market and provide additional benefits to customers. This can include providing 
discounts and holding competitions with prizes. This will help convert users who are successfully 
attracted by viral marketing to be a loyal customer. Third, brand image positive effect on brand 
loyalty. That is, the brand owns brand image the stronger are more likely to retain customers. A 
strong brand identity can help foster customer trust and loyalty. Therefore, Spotify needs to 
focus on developing brand image a strong and holistic brand experience that includes elements 
of tangible and intangible. Spotify must define its brand identity clearly. This includes the values, 
messages, and brand image they want to convey to users. A strong brand identity will help users 
identify and connect with the brand. In developing a brand image, consistency and authenticity 
are key. A strong brand image must be reflected in every interaction with users and in all aspects 
of Spotify's business. This will help increase brand loyalty and keep customers coming back for 
more.  

4. Conclusion 
Based on the research findings, the conclusions of this study can be summarized as 

follows: Firstly, brand experience was found to have no significant positive effect on brand loyalty 
for Spotify users. This implies that the user experience while using Spotify does not significantly 
influence their loyalty to the brand. Secondly, viral marketing was also found to have no positive 
effect on brand loyalty, suggesting that Spotify's viral marketing methods may not effectively 
foster user loyalty. Thirdly, a positive relationship was established between brand image and 
brand loyalty, indicating that a stronger brand image can lead to increased loyalty among Spotify 
users. In light of these conclusions, several recommendations can be offered to various 
stakeholders interested in the study's outcomes. Firstly, it is advisable for Spotify to enhance 
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the audio quality it offers, as improved audio quality can enhance the overall user experience. 
Additionally, Spotify should refine its application design to make features more accessible and 
integrate with other social media platforms for broader exposure. Effective socialization of 
concepts like "Spotify Wrapped" should also be prioritized to engage users in viral marketing 
campaigns. Future researchers are encouraged to explore additional independent variables that 
may influence brand loyalty and consider diverse research subjects for a more comprehensive 
analysis. Lastly, future research should aim for more diverse participant demographics and 
expand beyond a single location to increase the generalizability of results. 
 
References 
 
[1] D. Broom, “Global Music Sales hit a new record in 2021 thanks to the rapid growth of 

streaming. World Economic Forum.” 2022. [Online]. Available: 
https://www.weforum.org/agenda/2022/04/music-sales-record-streaming-surge 

[2] R. Prey, “Background by Design: Listening in the Age of Streaming,” Naxos Musicol. Int., 
vol. 1, no. 1, pp. 1–10, 2019. 

[3] B. M. A. Almohaimmeed, “The effects of social media marketing antecedents on social 
media marketing, brand loyalty and purchase intention: A customer perspective,” J. Bus. 
Retail Manag. Res., vol. 13, no. 4, 2019. 

[4] A. Tambunan and M. Mukhyidin, “The Analysis of the Use Social Media During the 
Pandemic Covid-19 Against AIKA’s Learning Achievements at SMK Muhammadiyah 1 
South Tangerang,” ADI J. Recent Innov., vol. 4, no. 1, pp. 77–85, 2022. 

[5] G. M. Bhartyadhikara, “Factors influencing brand loyalty towards Spotify subscription,” 
Int. J. Bus. Manag., vol. 8, no. 9, pp. 47–70, 2020. 

[6] B. Durham, “Regulating Dissemination: a comparative digital ethnography of licensed 
and unlicensed spheres of music circulation.” University of Oxford, 2018. 

[7] E. Bonfré and L. Adolfsson, “Competitiveness in Music Streaming. Investigating how the 
entry of big technology companies influence competitive advantages in music 
streaming,” 2020. 

[8] S. Rahi, M. M. Khan, and M. Alghizzawi, “Extension of technology continuance theory 
(TCT) with task technology fit (TTF) in the context of Internet banking user continuance 
intention,” Int. J. Qual. Reliab. Manag., vol. 38, no. 4, pp. 986–1004, 2021, doi: 
10.1108/IJQRM-03-2020-0074. 

[9] N. A. Santoso and E. A. Nabila, “Social media factors and teen gadget addiction factors 
in Indonesia,” ADI J. Recent Innov., vol. 3, no. 1, pp. 67–77, 2021. 

[10] M. U. Noor and W. Askariyyah, “Improving music streaming services through metadata: 
Case study from JOOX Indonesia,” Rec. Libr. J., vol. 7, no. 1, pp. 125–133, 2021. 

[11] C. E. Hsu, Y. S. Raj, and B. Sandy, “Music streaming characteristics and emotional 
consumption as determinants of consumer satisfactions and intention to purchase,” 
Contemp. Manag. Res., vol. 17, no. 3, pp. 157–188, 2021. 

[12] M. A. Santaella, Popular Music in East and Southeast Asia: Sonic (under) Currents and 
Currencies, vol. 3. Sunway University Press, 2022. 

[13] I. Ruddin and J. Jamalullail, “The Development of New Media in the Economic Growth 
of the Indonesian Music Industry,” Ilomata Int. J. Manag., vol. 3, no. 4, pp. 470–485, 
2022. 

[14] N. Agesti, M. S. Ridwan, and E. Budiarti, “The Effect of Viral Marketing, Online Customer 
Review, Price Perception, Trust on Purchase Decisions with Lifestyle as Intervening 
Variables in the Marketplace Shopee in Surabaya City,” Int. J. Multicult. Multireligious 
Underst., vol. 8, no. 3, pp. 496–507, 2021. 

[15] S. W. Jatmiko, “PENGARUH PENGGUNAAN INSTAGRAM, FASILITAS DAN 
KUALITAS PELAYANAN TERHADAP KEPUASAN PENGUNJUNG DI WISATA 
NGANTANG PARK DI ERA NEW NORMAL PANDEMI COVID-19,” J. Ekon. Manaj. dan 
Bisnis, vol. 2, no. 1, pp. 71–74, 2021. 

[16] H. Guven, “Industry 4.0 and marketing 4.0: in perspective of digitalization and E-
Commerce,” in Agile Business Leadership Methods for Industry 4.0, Emerald Publishing 
Limited, 2020, pp. 25–46. 



ADI Journal on Recent Innovation (AJRI)  p-ISSN : 2685-9106 
Vol. 5 No. 2 March 2024                                                                               e-ISSN : 2686-0384

 
 

                   ■ 135 Influence Brand Experience, Viral Marketing and Brand Image to Brand Loyalty to Service 

Users Streaming Spotify in Indonesia 

[17] R. D. Kusumawati, T. Oswari, T. Yusnitasari, S. Mittal, and V. Kumar, “Impact of 
marketing-mix, culture and experience as moderator to purchase intention and purchase 
decision for online music product in Indonesia,” Int. J. Bus. Innov. Res., vol. 25, no. 4, 
pp. 475–495, 2021. 

[18] D. Iriani, S. Parman, A. F. Hafizh, I. Rachmawati, and Y. A. Solihah, “Ambient Media 
Advertisement of Catur Insan Cendekia University to Improve Brand Awareness,” ADI J. 
Recent Innov., vol. 5, no. 1Sp, pp. 97–110, 2023. 

[19] S. Mukherjee, M. K. Das, and T. K. Chakraborty, “Viral Marketing in Increasing Brand 
Awareness and Predicting Purchase Intention: Exploring Mediating Role of Brand 
Loyalty in FMCG Sector,” Sch J Econ Bus Manag, vol. 4, pp. 61–77, 2023. 

[20] B. Natchakorn, “Effects Of The Marketing Mix On Customer Loyalty Towards The Korean 
Music Entertainment Industry,” J. Public Relations Advert., vol. 15, no. 1, pp. 130–153, 
2022. 

[21] S. Kataria and V. Saini, “The mediating impact of customer satisfaction in relation of 
brand equity and brand loyalty: An empirical synthesis and re-examination,” South Asian 
J. Bus. Stud., vol. 9, no. 1, pp. 62–87, 2020. 

[22] M. H. R. Chakim, M. Hatta, A. Himki, A. R. A. Zahra, and N. N. Azizah, “The Relationship 
Between Smart Cities and Smart Tourism: Using a Systematic Review,” ADI J. Recent 
Innov., vol. 5, no. 1Sp, pp. 33–44, 2023. 

[23] T. Raharjo, “A Model of Critical Success Factors for Agile Information Technology Project 
in Indonesia using Analytic Hierarchy Process (AHP),” ADI J. Recent Innov., vol. 5, no. 
1Sp, pp. 68–77, 2023. 

[24] S. Sawitri and A. Alhasin, “Online music business: The relationship between perceived 
benefit, perceived sacrifice, perceived value, and purchase intention,” Int. J. Res. Bus. 
Soc. Sci., vol. 11, no. 5, pp. 111–126, 2022. 

[25] M. Van der Merwe, “South African Generation Y students’ attitude towards on-demand 
streaming services.” North-West University (South Africa). Vanderbijlpark Campus, 
2019. 

 

Powered by TCPDF (www.tcpdf.org)Powered by TCPDF (www.tcpdf.org)

http://www.tcpdf.org

		https://abc.alphabetincubator.id
	2023-09-19T15:05:44+0700
	https://abc.alphabetincubator.id
	AJRI  Journal
	 • Document Hash | ABCOXC7FHPKYTP2MXQC0ZNXL8ABLMLQTEAOA5GGWCBITNHNKZ1ODQH2Z0VAHVFJA 




