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ABSTRACT

This study aims to analyze the effect of customer experience, customer satisfaction
and word of mouth on customer loyalty. This research uses quantitative methods, with
data collection techniques in the form of surveys by distributing questionnaires to
respondents online. Data analysis method using Statistical Product and Service Solutions
(SPSS). The research findings show that customer experience, word of mouth have a
significant effect on customer loyalty, while customer satisfaction does not show a
significant impact. And customer experience, customer satisfaction, word of mouth
together have an effect on customer loyalty. These study emphasizes the importance of
the influence of customer loyalty on spotify premium customers who are loyal to keep
using a product or service in the long term. The result of the managerial implications is
important factors need to be improved by customer loyalty from using spotify premium,
consistent user experience and ensuring that the spotify app offers a good and consistent
user experience across devices and platforms. Improve the recommendation algorithm to
offer more relevant and personalized suggestions for each user. Provide fast and effective
customer service to help users resolve technical issues

Keywords: Customer Experience, Customer Satisfaction, Word of Mouth, Customer
Loyalty

INTRODUCTION

In today's digital era, the provision of digital music streaming content is very popular
along with the growth of streaming media services. Users can access digital content easily
and anywhere. Aspects such as promotions, discounts, product quality, and customer
support are considered important in shaping a good customer experience (R. A. Pratama
et al., 2023; Rumaidlany et al., 2022; Utama et al., 2020). Based on the definition of
customer experience, the customer journey is often described as a continuous experience
throughout the service cycle (Asbjorn & Knut, 2018; Khasanah et al., 2021; Sinurat et al.,
2024). Customer interactions in the digital, physical, and social worlds create customer
experiences ranging from highly structured to unstructured (Chandra et al., 2019; Kalim
et al., 2024; Kumar, 2014; Rahmawati & Ramli, 2024). According to Chylinski et al
(2020) marketing refers to the process of creating, communicating, and distributing digital
capabilities in a physical environment with the aim of improving customer experience
and supporting decision making. That reliable services that provide exceptional customer
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experience are important for attracting new customers while retaining current customers
(Imran et al., 2020; Mariam & Ramli, 2022; Ochuba et al., 2024; Thamanda et al., 2024).
Companies can improve the overall customer experience and strengthen relationships
with their customers and handle problems in a timely and personalized manner (Amalia
et al., 2024; Uzougbo et al., 2023; Sukarno et al., 2020; Supiati et al., 2021). In the 5.0
era, customer experience has become a modern marketing strategy because it is a central
element in the concept of experiential marketing, especially in the context of marketing
that emphasizes customer loyalty (Khan et al., 2020; Nurdiansyah et al., 2020; Takaya et
al., 2020). Customer experience is developing into an important element of analysis in
the context of technology-based consumption, especially related to the development of
digital products (Diatmono et al., 2020; K. Kurniawati et al., 2024; Maharani & Ramli,
2024; Peruchini et al., 2024). By providing fast and personalized solutions to customer
problems, companies can improve the overall customer experience and strengthen
customer relationships (Mariam et al., 2022; Megawaty et al., 2024; Roy et al., 2022;
Takaya et al., 2019).

Customer satisfaction ensures that consumers continue to use the product, remain loyal,
and recommend the product to others (Ginting et al., 2023; Mariam et al., 2020;
Situmorang et al., 2023). In improving the company's reputation with customer
satisfaction, because when customers and happy, they will often convey these positive
experiences to potential customers (Ghazmahadi et al., 2020; Miaty et al., 2024; Steven
et al., 2023). According to Ferry Cahaya et al., (2023) that every product has quality
standards that must be met in order to fulfill consumer desires and product quality is an
important factor in measuring and increasing customer satisfaction. When customers
show a positive attitude towards the brand and a tendency to repurchase, this reflects
customer satisfaction and trust in the product or service offered (Aripin et al., 2023;
Mariam et al., 2023; Sutriani et al., 2024).

Furthermore, the word of mouth variable has a strong relationship with customer
satisfaction (Ardhana et al., 2024; Mulyadi et al., 2020; Rizky et al., 2023). In business
marketing, it is generally accepted that word of mouth has a significant influence on
consumer purchasing decisions (Nurcahyani et al., 2023; Saputra et al., 2024; Yunus et
al., 2023; Ishii & Kikumori (2022). Siebert et al., (2020) assert that organizations such as
advertising do not sponsor Word of Mouth, instead this communication occurs naturally
because consumers tend to talk about the positive or negative experiences they have with
products and services. Positive Word of Mouth can be an effective means of promotion
in increasing consumer loyalty and fostering customer loyalty (Arifah et al., 2024;
Febriani et al., 2023; Ketut Giantari et al., 2021; Pratama et al., 2023).

An important factor in successful business development and the creation of a competitive
advantage is called customer loyalty (Aini, 2020; Fachridian et al., 2024; Hadiyanti &
Ramli, 2024). Customer loyalty is assessed when they are satisfied with the products
offered by the company, build long-term relationships based on trust, make repeated
purchases, and recommend the business and products to customers (Arslan, 2020;
Bachtiar et al., 2023; Meidiyanty et al., 2023). Businesses can increase customer loyalty
by improving service quality through understanding customer expectations, maintaining
consistency in service, and communicating effectively and in a timely manner (Arbol &
Ramli, 2024; Mariam et al., 2021; Rane et al., 2023). Companies take various steps to
build and maintain customer loyalty, with the aim of improving performance and
ensuring company survival (Khairawati, 2019; Mulya & Ramli, 2023; Rinaldi & Ramli,
2023).

In research on customer experience variables, customer satisfaction, word of mouth
intention, and customer loyalty, one of which has been researched by Brun et a/ (2017)
customer experience has an important role in influencing customer loyalty which can



build relationships with customers, so as to increase customer loyalty and their customer
experience. Dam & Dam (2021) also added that customer satisfaction has a positive
relationship with customer loyalty. Research by Ferguson et a/ (2007) found that positive
word of mouth can be an effective way to increase and strengthen customer loyalty.
Previous research conducted by Manyanga et al (2022) shows that customer experience
has a positive influence on customer loyalty. This research continues from previous
research, but there are differences between previous research conducted by Manyanga et
al (2022) focuses on the banking sector conducted in Harare, Zimbabwe. So this research
focuses on the object of digital music streaming platforms in JABODETABEK.

The purpose of this study was to determine and analyze the effect of customer experience,
customer satisfaction and word of mouth on customer loyalty. Through this research, it
is also expected to add important insights and contribute to the development of marketing
strategies and become a reference for further research.

LITERATURE REVIEW

Customer Experience

Ginting et al (2023) state that fast and satisfactory resolution not only increases customer
satisfaction but also plays an important role in shaping positive attitudes. Researchers
have stated that customer experience impacts their perception and helps in gaining
customer loyalty (Brun et al., 2017; E. Kurniawati & Ramli, 2024; Mariam & Ramli,
2023). One of the key terms in marketing today is customer experience, which will
undoubtedly be a major focus in future research Lemon & Verhoef (2016). According to
Jain et al (2017), it explains that feelings, perceptions, attitudes and customer experience
are formed during the decision-making process. Customer experience has various
definitions, referring to the overall impression that customers feel during the buying
process (Izogo et al., 2018; Ramli, 2020; Sinurat et al., 2024). This involvement makes
customer experience a dynamic concept, not only influenced by offerings but also
depending on environmental developments, consumer behavior and mutual interactions
between consumers and brands (Barbu et al., 2021; Eki & Ramli, 2024).

Customer Satisfaction

It is very important to understand the role of quality and cost in assessing customers and
their relationship with satisfaction and post-purchase behavior, this aims to increase
satisfaction and customer loyalty, designing effective strategies Hidayat & Idrus (2023).
Customer satisfaction is considered as the level of state felt by consumers when they
compare their expectations with the performance of the product and the results felt after
they buy it (Bayuardie et al., 2023). From a consumer perspective, the concept of customer
satisfaction is useful for providing clearer information about the level of satisfaction or
dissatisfaction of other consumers with available products or services (Demirel, 2022).
With more quality information, customers are expected to make wiser purchasing
decisions and avoid bad experiences experienced by other customers Hidayat & Idrus
(2023). Positive responses to customer satisfaction are an important aspect for companies
in establishing long-term relationships with customers, because few companies can
achieve success without building stable relationships with their customers (Dewi &
Ramli, 2023; Mariam & Ramli, 2022; Olivia Park et al., 2020). According to Ginting et
al (2023) customer satisfaction refers to the assessment and reaction of consumers to their
level of satisfaction.

Word of Mouth

According to a study found by Ruswanti ez a/ (2020) in the field of marketing, Word of
Mouth is defined as an effective and accurate exchange of information through a personal
conversation between two people. As a marketing channel controlled by consumers,
Word of Mouth promotions are seen by consumers as one of the most influential sources
of information in making consumption decisions (Huete-Alcocer, 2017). Ing et a/ (2020)
define Word of Mouth as a type of recommendation that comes from consumers
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sincerely, in contrast to the efforts of companies that promote their products through
marketing activities. Gusti Ayu Ketut Giantari et a/ (2021) state that Word of Mouth
occurs when a customer receives a product or service, then gives a verbal
recommendation to other customers, the recommendation is then given to other
customers. This can be in the form of support or complaints so that Word of Mouth can
significantly influence a person's decision to accept or avoid an offer. Superior product or
service quality is an important factor that encourages positive Word of Mouth (Ramli &
Mariam, 2020; Winalda & Sudarwanto, 2021).

Customer Loyalty

According to Cui et al (2023)customer loyalty is a voluntary decision from customers to
continue using a particular brand over a long period of time. In addition, customer loyalty
is also defined as customer commitment to a particular product or service (Harahap &
Ramli, 2023; Iglesias et al., 2020; Indriani & Ramli, 2024). Building customer loyalty can
provide a significant competitive advantage, making businesses stand out amidst fierce
competition. By prioritizing superior service and establishing close relationships with
customers, businesses can create a loyal customer base that is more resistant to the
influence of competitors (Rane et al., 2023; Salma & Ramli, 2023; Sylvia & Ramli, 2023).
Haryono & Elistia (2020) say that customer loyalty is the tendency of consumers to buy
and reuse a product or service. Customer loyalty is also considered a long-term
commitment to continue making purchases which includes a cognitive attitude towards
the company (Novianti & Ramli, 2023; Sari & Ramli, 2023). Loyal customers will buy
products or services exclusively and are not willing to change their choice to other
products or services (Iglesias et al., 2020; Ramli & Novariani, 2020).

RELATIONSHIP BETWEEN VARIABLES

Relationship between Customer Experience and Customer Loyalty

Chang & Chen (2008) customer experience can be used to understand and predict strong
customer loyalty to a product they buy when shopping online. Customer experience has
an important role in influencing customer loyalty which can establish relationships with
customers, so as to increase customer loyalty and their customer experience (Brun ez al.,
2017). The level of customer loyalty is influenced by customer experience. This
experience can then influence consumer preferences, choices and tendencies to make
repeat purchases in the future, and increase customer loyalty Spence & Carvalho (2020).
Naggar & Bendary (2017) explain that negative experiences can hinder consumer
decisions to make purchases. So based on this description, the following hypothesis is
proposed:

H1: Customer experience has a positive effect on Customer Loyalty

Relationship between Customer Satisfaction and Customer Loyalty

Makanyeza & Mumiriki (2016) the success of an organization depends on its ability to
provide quality services, which can add value to the business and increase customer
loyalty. The ease of accessing information and services that suit consumer needs plays an
important role in increasing customer loyalty and a positive contribution to customer
satisfaction (Albarq, 2021; Gunawan & Ramli, 2023; Ramli, 2019). Ighomereho et al
(2022) state that customer satisfaction can create customer loyalty. Related between
customer satisfaction and customer loyalty is that if a brand can increase customer
satisfaction, it will also increase customer loyalty (Mariam & Ramli, 2022; Samuel &
Ramli, 2024; Trilitami & Nurhasanah, 2023). Dam & Dam, (2021) also added that
customer loyalty has a positive relationship with customer loyalty. So, the following
hypothesis is proposed:

H2: Customer Satisfaction has a positive effect on Customer Loyalty

Relationship between Word of Mouth and Customer Loyalty

Zhong & Moon (2020) suggest that customers who feel satisfied with the product or
service provided will often make repurchases and suggest it to other customers. A strong
relationship between seller and customer can encourage word of mouth promotion



(Ngoma & Ntale, 2019). According to Ferguson et al (2007) promotion of positive word
of mouth can be an effective way to increase and strengthen customer loyalty. Business
success is highly dependent on customer loyalty, which is the tendency of customers to
continue to choose a particular brand or company from its competitors (Rane ez al., 2023).
Consistent support from loyal customers is essential to ensure a stable and reliable source
of income, as they tend to make repeat purchases and spend more money than new
customers (Evanschitzky et al., 2022; Mariam & Ramli, 2021). So based on this
description, the following hypothesis is proposed:

H3: Word of Mouth has a positive effect on customer loyalty.

Relationship between Customer Experience, Customer Satisfaction, and Word of
Mouth on Customer Loyalty

Alfi Layli Rohmatin (2021) states that customer experience, customer satisfaction and
word of mouth affect customer loyalty, this is due to the tendency of customers to like
online strategies and discounts offered by companies that make it easier for consumers to
make transactions. Customer satisfaction can be measured through several indicators,
such as conformity to expectations, the ability to create word of mouth, brand image
formation, and interest in returning to visit (Tanjung & Sanawir, 2017). To retain
customers or build customer loyalty to a company, a strategy that is not only centered on
quality, but also on customer experience is needed so that it can increase customer
satisfaction (Tussifah & Annisa’, 2024). Customer satisfaction can generate benefits such
as customer loyalty, word of mouth, and sustainable profitability (Ertemel ez al., 2021).
So, a hypothesis is proposed:

H4: Customer experience, customer satisfaction and word of mouth have a joint influence
in increasing customer loyalty.

Customer
Experience

H2

Customer Customer
Satisfaction Loyalty
H3
Word of
Mouth H4

Figure 1Research Model

METHODS

Research Design

This research uses a causality approach, which proves the relationship between one
variable and another. The research used a survey using the help of Google Forms which
was distributed online. Data analysis in this study is quantitative which aims to test the
hypothesis that has been set.

Variabel Measurement

Measurement of variables in the questionnaire using the Likert scale method with a scale
of 1-5. Score one indicates strongly disagree (STS), score two disagree (TS), score three
between agree and disagree (IN), score four Agree (S), and score five indicates strongly
agree (SS). The measurement for the customer experience variable adopted from
Manyanga et al (2022) consists of 6 questions. Measurement of customer satisfaction
variables also adopted from Manyanga et al (2022) as many as 5 questions. Furthermore,
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the measurement of the Word of Mouth variable consists of 4 questions and customer
loyalty consists of 5 questions adopted from Manyanga et al (2022). So that the total
number of questions is 20 questions as found in appendix 2.

Population and Sample

The population of this study are Spotify application users with premium services. In this
study, the sample size was determined using the (Hair ez al., 2019) measure, namely the
number of samples used in factor analysis 5 times the number of indicators. The number
of this study was 5 x 20 number of questions = 100 respondents. The sampling technique
is a non-probability sampling method with purposive sampling technique. The sample
used is based on predetermined criteria, namely respondents aged 15 to 50 years, using
spotify premium services on the spotify application, and domiciled in JABODETABEK
Method Data analysis

The data analysis technique in this study uses multiple linear regression analysis with the
help of SPPS software version 26 so as to produce data instrument tests, classical
assumption tests, model fit tests and hypothesis testing. The data instrument test uses a
validity test where the value of sig <0.05, so the data is valid (Ghozali, 2021) and a
reliability test where the Cronbach alpha value is> 0.6, so the data is reliable (Ghozali,
2021).

The classic assumption test in this study consists of testing methods, namely the normality
test, where the 2-tailed sig value must be> 0.05, then the data is normally distributed
(Ghozali 2021). Multicollinearity test, where the tolerance value must be> (.10 and the
VIF value is < 10 then it avoids the problem (Ghozali 2021). Heteroscedasticity test,
where the significant value must be> 0.05, then the data in the study avoid
heteroscedasticity problems (Gozali 2021).

Hypothesis testing in this study uses the t test with the condition that the sig value <0.05,
partially the independent variable has an effect on the dependent variable and vice versa
if the sig value 0.05, partially the independent variable has no effect on the dependent
variable (Ghozali, 2021).

There are two types of model suitability tests in this study, namely the f test and the
coefficient of determination test. The f test is used by researchers to see whether
throughout the research the independent variables used by the author can affect the
dependent variable or not, provided that if the sig value <0.05, the independent variable
simultaneously affects the dependent variable and vice versa if the sig value> 0.05, the
independent variable simultaneously has no effect on the dependent variable (Ghozali,
2021). The coefficient of determination test used by the author aims to see the magnitude
of the influence of the independent variable on the dependent variable, where the value
will be better if it is close to number 1 (Ghozali, 2021).

RESULTS AND DISCUSSION

Respondent Demographics

The results of a survey that has been conducted by distributing questionnaires via Google
Form online to spotify premium service users obtained data from 100 (100%) respondents
who are in the JABODETABEK area. Based on gender, the most respondents were
female as many as 68 people (68%) and male as many as 32 people (32%). In the age
category, the most respondents obtained were those aged 15-25 years with a total of 92
people (92%), 26-33 years old as many as 6 people (6%) and 34-41 years old as many as
2 people (2%). Then based on user time, 1 - 2 years as many as 40 people (40%), the largest
number of users with a period of 3 - 5 years as many as 46 people (46%) and 5 - 8 years
as many as 14 (14%). (data results can be seen in appendix 4 and 5).

Validity and Reliability Test

To test the validity and reliability, a pretest was previously conducted to the participants.
30 respondents with 20 questions in the research questionnaire. Based on the validity test
results, with 20 questions representing customer experience, customer satisfaction, word
of mouth and customer loyalty variables said to be valid for all questions. All questions



are declared valid because the results obtained r count is greater than r table 0.361 and sig
count is smaller than the significance value of 0.05. Furthermore, from the reliability test
results, the Cronbach's Alpha value for the customer experience variable (0.787),
customer satisfaction (0.862), word of mouth (0.741) and customer loyalty (0.853) these
results indicate that each variable has a Cronbach's Alpha value of > 0.70 which can be
said to be very reliable. (test result data can be seen in appendix 7 and 8)

Classical Assumption Test

The classic assumption test consists of normality test, multicollinearity test and
heteroscedasticity test. Based on the results of the normality test using Kolmogorov
Smirnov, the results obtained Asymp. Sig. (2-tailed) of 0.128 which shows the value is
greater than the significance value of 0.05 (0.128> 0.05), thus it can be interpreted that
the data is normally distributed. Furthermore, from the multicollinearity test results, each
variable obtained a tolerance value greater than> 0.10 (customer experience 0.480,
customer satisfaction 0.461 and word of mouth 0.461) and the VIF (Variance Inflation
Factor) value of each variable is smaller than < 10.00 (customer experience 2.083,
customer satisfaction 2.168 and word of mouth 2.171), it can be concluded that there is
no multicollinearity for all variables. Then in the heteroscedasticity test using the
scatterplot, the results show that the points are unevenly distributed and spread above and
below the number 0 on the Y axis, this proves that there is no heteroscedasticity in the
regression model. (test result data can be seen in attachment 11)

Coefficient of Determination and Significiance Analysis

The coefficient of determination (R2) is used to measure how far the model's ability to
explain the dependent variable. In this study, using the R square value to evaluate the
regression model. In the coefficient of determination test results, the R 2 value is 0.619,
these results are used to determine the magnitude of the influence of customer experience,
customer satisfaction and word of mouth on customer loyalty. The customer loyalty
variable is influenced by the customer experience, customer satisfaction and word of
mouth variables by 61.9% and the rest is influenced by other variables not examined in
this study. (test result data can be seen in attachment 12)

Hypothesis Testing Analysis

Hypothesis testing analysis can be seen from the results of multiple linear regression
testing to test the independent variables partially and simultaneously on the dependent
variable. The test results through multiple linear regression were obtained:

Y=a 1.804+ 0.325 X1+ 0.088X2+0.553 X3

Based on the results of regression processing, it is known that the coefficient (constanta)
value is obtained at 1.8, the coefficient value for the customer experience variable (X1),
on customer loyalty (Y) is 0.33, customer satisfaction (X2) in customer loyalty (Y) is 0.08.
while word of mouth (X3) on customer loyalty (Y) is 0.55.

t test which is carried out to test the independent variable partially on the dependent
variable. The criteria for testing the hypothesis can be accepted with the t test is if the
significance value< 0.05 and t-count> t-table. Based on the results of the t test, the t-table
value is obtained of 1.984 with a significance of 0.000. Because the t-count value is greater
than the F table (2.70) and the significance value is smaller than 0.05, HO is rejected and
Ha is accepted. Thus it can be concluded that customer experience, customer satisfaction
and word of mouth have a joint or simultaneous effect on customer loyalty. (test result
data can be seen in attachment 12)

Furthermore, the hypothesis test table below introduces the hypothesis in this study
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Table 1. Partial Research Hypothesis Testing Results

Hypothesis Hypothesis t-stat Significan t P- Description
Statement Value < 0,05

Hl Customer 3.698 0,000 The data supports and
Experience affects the hypothesis is
Customer Loyalty accepted

H2 Customer 1.103 0,273 Data does not support
Satisfaction affects and hypothesis is
Customer rejected
Loyalty

H3 Word of Mouth | 4.743 0,000 The data supports and
effect on Customer the hypothesis is
Loyalty accepted

Source: Primary data processed by researchers, 2024

Based on the table above, the customer experience variable (X1) has a significant value
0f 0.000<0.05, thus HO is rejected and Ha is accepted, meaning that customer experience
has a positive and significant effect on customer loyalty. The customer satisfaction
variable (X2) has a significant value of 0.273> 0.05, thus HO is accepted and Ha is
rejected, meaning that customer satisfaction has no effect on customer loyalty. The word
of mouth variable (X3) has a significant value of 0.000< 0.05, thus HO is rejected and Ha
is accepted, meaning that word of mouth has a positive and significant effect on customer
loyalty. (test result data can be seen in attachment 12)

Table 2. Simultaneous Research Hypothesis Testing Results
Hypothesis | Hypothesis Statement| f-stat S\llﬁf:c:%foﬂ- Description
H4 Customer Experience, 52.011 {0,000 The data supports and
Customer Satisfaction the hypothesis is
and Word of Mouth accepted
influence on Customer
Loyalty

Source: Primary data processed by researchers, 2024

F test is conducted to test the independent variables simultaneously on the dependent
variable. The criteria for testing the hypothesis can be accepted with the F test is if the
significance value <0.05 and F count> F table. Based on the results of the F test, the
calculated F value is 52,011 with a significance of 0.000. Because the calculated F value
is greater than the F table (2.70) and the significance value is less than 0.05, HO is rejected
and Ha is accepted. Thus it can be concluded that customer experience, customer
satisfaction and word of mouth have a joint or simultaneous effect on customer loyalty.

The results of this study indicate that customer experience affects customer loyalty. In a
sense, customer experience affects customer loyalty for customer satisfaction in using
spotify premium. The use of the service not only offers unlimited access to millions of
songs from various genres, but also provides a more personalized music listening
experience with better audio quality and free from ad interruptions making it the top
choice for those who value convenience and quality in enjoying music. Spotify premium
responds very well to issues with responsive customer support team and a constantly
improving update system to address technical issues. Users can quickly find solutions
through comprehensive help guides or through direct interaction with the support team,
ensuring customers' music listening remains optimal without other distractions. These
results are in line with research conducted (Brun et al., 2017; Chang & Chen, 2008;
Spence & Carvalho, 2020) which draws the conclusion that customer experience affects
customer loyalty.



Furthermore, the second hypothesis shows that customer satisfaction has no effect on
customer loyalty. There are several things that make customer satisfaction using spotify
premium in JABODETABEK have no effect on customer loyalty. For example, the
spotify premium subscription fee is quite expensive per month compared to the additional
features obtained, especially if the customer does not use the service . Another reason is
the connection problem which is very Spotify premium relies on a stable internet
connection, if the internet connection is weak then song streaming may be interrupted or
users may not be able to access content that has not been downloaded. Spotify premium
users often experience bugs or interruptions in the application, such as sudden crashes,
late loading or search feature problems that do not work properly. Satisfaction affects
loyalty, with higher customer satisfaction, it is likely that the customer will be loyal to
subscribe to spotify premium. Customers will feel satisfied if they get good service, thus
making them recommend to others. Spotify customers may continue to move around in
search of better offers or more attractive features to get services that are satisfying and
accepted by customers. As well as the price factor is often the main determinant of
customer loyalty, if competitors offer lower prices or more attractive promotions,
customers will be tempted to move to other streaming music applications. This research
is supported by previous researchers who suggest that customer satisfaction has no effect
on customer loyalty (Aprileny et al., 2022; Jimanto et al., 2014).

The results of the third hypothesis research show that word of mouth has a positive effect
on customer loyalty. Customers share positive experiences, if customers have a satisfying
experience with spotify, sharing positive reviews can help others know the benefits and
advantages of the spotify app. Positive reviews can provide supportive feedback to the
spotify development team who may improve and enhance the features of the spotify app
based on good usage. With word of mouth helping others make decisions, positive
reviews can influence other people's decisions in choosing music streaming. If customers
get a good recommendation from someone they trust, they may be more likely to try using
spotify. Customers usually like to recommend spotify to others, so it can help friends or
family to find features they might like such as personalized playlists or interesting
podcasts. This result shows its consistency with studies conducted by (Ferguson et al.,
2007; Ngoma & Ntale, 2019; Zhong & Moon, 2020) that word of mouth has a positive
effect on customer loyalty.

The results of the fourth hypothesis research show that customer experience, customer
satisfaction, word of mouth affect customer loyalty. Customer satisfaction for a positive
usage experience for spotify such as audio quality, having many genres of music, and
relevant features (such as personalized playlists and music recommendations). If users
feel that the spotify app meets or exceeds customer expectations then they will continue
to use spotify on an ongoing basis. A satisfying customer experience helps build loyalty
as customers feel valued and have their needs met. Customer satisfaction is directly
related to loyalty, if users are satisfied with the service they receive from spotify customers
will continue to use spotify and recommend it to others so that high satisfaction reduces
the likelithood of users moving to other applications. Recommendations from friends,
family or neighbors have a big influence on customer loyalty, if spotify users are satisfied
they will suggest this app to others. This can strengthen customer loyalty as well as
influence potential new users of spotify, positive reviews and recommendations can
increase credibility and attract more users who may then become loyal customers. In
other words, good user experience and high satisfaction tend to drive loyalty, while
positive recommendations from fast users strengthen loyalty and can attract new
customers to spotify. The results of this study strengthen previously conducted research
related to customer experience, customer satisfaction, word of mouth affect customer
loyalty (Alfi Layli Rohmatin, 2021; Ertemel et al., 2021; Tussifah & Annisa’, 2024).

CONCLUSION
Based on the results of research that has been conducted using a google form survey, there
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are 100 respondents who have met the criteria in the study. Based on gender, the highest
number of respondents is female with a total of 68 people (68%). In the age category, the
most respondents were aged 15-25 years as many as 92 people (92%). Then based on user
time, the largest number is users with a period of 3 - 5 years as many as 46 people (46%).
Obtained from the results of testing the research hypothesis partially, the following
conclusions can be drawn: (1) customer experience affects and can be accepted on
customer loyalty, this proves that the customer experience in the Spotify application is an
important aspect as an influence on customer loyalty. (2) customer satisfaction is rejected
and has no effect on customer loyalty. This means that customer satisfaction does not
meet customer satisfaction in using spotify premium in JABODETABEK and has no
influence on customer loyalty. (3) word of mouth is acceptable and has an effect on
customer loyalty, this indicates that recommendations given by word of mouth can attract
new customers. (4) customer experience, customer satisfaction, word of mouth have a
joint effect on customer loyalty. This proves that if users feel that the spotify application
meets or exceeds customer expectations then they will continue to use spotify on an
ongoing basis and will recommend it to other customers.

This research has some limitations that need to be considered for future studies. First, this
study uses Spotify premium objects so the results may not be fully generalized to all digital
music streaming. Competition in the digital music industry is fierce with more and more
streaming applications emerging. Therefore, the results of this study may be influenced
by the characteristics of Spotify premium and may not apply to other streaming
applications. Second, this research was conducted in the JABODETABEK area only. It
would be better if this research was conducted in a different region as a form of
comparison.

This research provides managerial implications that can be input for spotify. Important
factors need to be improved by customer loyalty from using spotify premium, consistent
user experience and ensuring that the spotify application offers a good and consistent user
experience across devices and platforms. Improve the recommendation algorithm to offer
more relevant and personalized suggestions for each user. In order to improve the
customer experience on spotify, managers should focus on various aspects that affect the
user's interaction with the platform. Provide fast and effective customer service to help
users resolve technical issues or ensure user concerns are properly addressed and can
improve the overall experience. By paying attention to and improving these aspects,
spotify can provide a better user experience, which will ultimately increase customer
satisfaction and maintain a loyal user base.

REFERENCE

[1]  Aini, T. N. (2020). Pengaruh kepuasan dan kepercayaan terhadap loyalitas pelanggan
dengan komitmen sebagai variable intervening. Entrepreneurship Bisnis Manajemen Akuntansi
(E-BISMA), 1(2), 88-98. https://doi.org/10.37631/e-bisma.v1i2.194

[2]  Albarg, A. N. (2021). The Effect of Brand Perceptions on Repurchase When Using the E-
commerce Website for Shopping. Jindal Journal of Business Research, 10(1), 77-89.
https://doi.org/10.1177/22786821211000226

[3] Alfi Layli Rohmatin. (2021). Pengaruh Customer Experience, Customer satisfaction, dan
Promosi Tearhadap Loyalitas Konsumen Shopee Indonesia di Kabupaten Madiun.
Etheses. lainponorogo. Ac.Id, 21-32.

[4] Amalia, D., Ramli, A. H., & Larasati, A. (2024). Hedonic Motive , Utilitarian Motive ,
Shopping Intention Dan Impulsive Buying Pada E-Commerce Shopee. Jurnal Bisnisman:
Riset Bisnis Dan Manajemen, 06(01), 132-147.
https://doi.org/https://doi.org/10.52005/bisnisman.v6i1.200

[5]  Aprileny, I., Rochim, A., & Emarawati, J. A. (2022). Pengaruh Kualitas Pelayanan, Harga
Dan Kepercayaan Terhadap Loyalitas Pelanggan Melalui Kepuasan Pelanggan. Jurnal
STEI Ekonomi, 31(02), 60-77. https://doi.org/10.36406/jemi.v31i02.545

[6] Arbol, D. M., & Ramli, A. H. (2024). Trust , Perceived Behavioral Control , Perceived
Value and Efect Moderation of Optimism-Pessimism Level on Behavioral Intention. Jurnal
Ilmiah Manajemen Kesatuan, 12(3), 701-718. https://doi.org/10.37641/jimkes.v12i3.2567



Ardhana, N. A., Mariam, S., & Ramli, A. H. (2024). The Role of Corporate Image , Quality
Service and Customer Satisfaction On Intention Behavior and Customer Loyalty. Jurnal
Ilmiah Manajemen Kesatuan, 12(5), 1715-1730. https://doi.org/10.37641/jimkes.v12i5.2825
Arifah, M. S., Mariam, S., & Ramli, A. H. (2024). The Influence of the Usefulness of
Electronic Word of Mouth Information on Tourists * Visiting Intentions. Jurnal Ilmiah
Manajemen Kesatuan, 12(5), 1731-1746. https://doi.org/10.37641/jimkes.v1215.2826
Aripin, Z., Susanto, B., & Sikki, N. (2023). Analysis of the Impact of Customer Experience
on Repurchase Attitudes and Intent in Online Grocery Retail: Moderating Factors of
Shared Value Creation. Journal of Economics, Accounting, Business, Management, Engineering
and Society, 1(1), 37--49.

Arslan, I. K. (2020). the Importance of Creating Customer Loyalty in Achieving Sustainable
Competitive Advantage. FEurasian Journal of Business and Management, 8(1), 11-20.
https://doi.org/10.15604/ejbm.2020.08.01.002

Asbjer, F., & Knut, K. (2018). Customer Journeys: A Systematic Literature Review.
Journal of Service Theory and Practice.

Bachtiar, 1. H., Supiati, Gazali, Safrin, A., Ramli, A. H., & Mariam, S. (2023). Pelatihan
Pencatatan Keuangan Usaha Dalam Rangka Pemberdayaan Pelaku Ekonomi Kreatif Di
Desa Pabben-Tengang. Jurnal Pengabdian Masyarakat AbdiMas, 9(3), 442-446.
https://doi.org/10.47007/abd.v9i05.6729

Barbu, C. M., Florea, D. L., Dabjja, D. C., & Barbu, M. C. R. (2021). Customer experience
in fintech. Journal of Theoretical and Applied Electronic Commerce Research, 16(5), 1415-1433.
https://doi.org/10.3390/jtaer16050080

Bayuardie, D., Nisa, P. C., Unggul, U. E., & Jeruk, K. (2023). Hubungan Antara Emotional
Intelligence , Kualitas Layanan , Kepuasan Pelanggan Dan Loyalitas Pelanggan Pada.
Journal of Advances in Digital Business ..., 02, 1-17.

Brun, I., Rajaobelina, L., Ricard, L., & Berthiaume, B. (2017). Impact of customer
experience on loyalty: a multichannel examination. Service Industries Journal, 37(5-6), 317—
340. https://doi.org/10.1080/02642069.2017.1322959

Chandra, K., Takaya, R., & Ramli, A. H. (2019). The Effect Of Green Brand Positioning,
And Green Brand Knowledgeon Brand Image, And Green Purchase Intentionin Green
Products Consumers. International Journal of Business and Management Invention (IJBMI)
ISSN, 8(07), 47-52. www.ijbmi.org

Chang, H. H., & Chen, S. W. (2008). The impact of customer interface quality, satisfaction
and switching costs on e-loyalty: Internet experience as a moderator. Computers in Human
Behavior, 24(6), 2927-2944. https://doi.org/10.1016/j.chb.2008.04.014

Chylinski, M., Heller, J., Hilken, T., Keeling, D. 1., Mahr, D., & de Ruyter, K. (2020).
Augmented reality marketing: A technology-enabled approach to situated customer
experience. Australasian Marketing Journal, 28(4), 374-384.
https://doi.org/10.1016/j.ausm;j.2020.04.004

Cui, L., He, S., Deng, H., & Wang, X. (2023). Sustaining customer loyalty of fresh food e-
tailers: an empirical study in China. A4sia Pacific Journal of Marketing and Logistics, 35(3), 669—
686. https://doi.org/10.1108/ APJML-01-2022-0013

Dam, S. M., & Dam, T. C. (2021). Relationships between Service Quality, Brand Image,
Customer Satisfaction, and Customer Loyalty. Journal of Asian Finance, Economics and
Business, 8(3), 585-593. https://doi.org/10.13106/jafeb.2021.vol8.n03.0585

Demirel, D. (2022). the Effect of Service Quality on Customer Satisfaction in Digital Age:
Customer Satisfaction Based Examination of Digital Crm. Journal of Business Economics and
Management, 23(3), 507-531. https://doi.org/10.3846/jbem.2022.15328

Dewi, N. P. K., & Ramli, A. H. (2023). E-Service Quality, E-Trust dan E-Customer
Satisfaction Pada E-Customer Loyalty dari Penggunaan E-Wallet OVO. Jurnal Ilmiah
Manajemen Kesatuan, 11(2), 321-338. https://doi.org/10.37641/jimkes.v11i2.2000
Diatmono, P., Mariam, S., & Ramli, A. H. (2020). Analysis of Human Capital in Talent
Management Program, Training and Development to Improve Employee Competence
Case Study in BSG Group. Business and Entrepreneurial Review, 20(1), 45-66.
https://doi.org/10.25105/ber.v20i1.6812

Eki, E., & Ramli, A. H. (2024). The effect of implementing remote work policies post-
Covid-19 on private bank back office employees. Jurnal Manajemen Strategi Dan Aplikasi
Bisnis, 7/(2), 315-331. https://doi.org/DOI: https://doi.org/10.36407/jmsab.v7i2.1331

Determinant of
Entretainment
Customers Loyalty

695




Determinant of
Entertainment
Customers Loyalty

696

[36]

Ertemel, A. V., Civelek, M. E., Eroglu Pektas, G. O., & Cemberci, M. (2021). The role of
customer experience in the effect of online flow state on customer loyalty. PLoS ONE, 16(7
July 2021). https://doi.org/10.1371/journal.pone.0254685

Evanschitzky, H., Stan, V., & Nagengast, L. (2022). Strengthening the satisfaction loyalty
link: the role of relational switching costs. Marketing Letters, 33(2), 293-310.
https://doi.org/10.1007/511002-021-09590-8

Fachridian, A., Ramli, A. H., & de Araujo, L. M. (2024). IMPLEMENTATION OF
ORGANIZATIONAL AGILITY STRATEGIES TO MEET THE CHALLENGES OF
DIGITAL TRANSFORMATION IN GOVERNMENT ORGANIZATIONS. Media
Ekonomi Dan Manajemen, 39(2), 215-233.
https://doi.org/http://dx.doi.org/10.56444/mem.v39i2.4575

Febriani, F. A., Ramli, A. H., & Reza, H. K. (2023). Pengaruh Budaya Organisasi Terhadap
Kinerja Karyawan Melalui Keterikatan Karyawan. Jurnal Ilmiah Manajemen Kesatuan, 11(2),
309-320. https://doi.org/10.37641/jimkes.v11i2.1999

Ferguson, R. J., Paulin, M., & Leiriao, E. (2007). Loyalty and positive word-of-mouth:
Patients and hospital personnel as advocates of a customer-centric health care organization.
Health Marketing Quarterly, 23(3), 59-77. https://doi.org/10.1080/07359680802086174
Ferry Cahaya, Y., Siswanti, I., Mihadi Putra, Y., & Pattiwael, A. C. (2023). Contributions
to Customer Satisfaction from Product Quality, Promotion and Price. Journal of Economics,
Finance and Management Studies, 06(06), 2434—-2440. https://doi.org/10.47191/jefms/v6-16-
02

Ghazmahadi, Basri, Y. Z., Kusnadi, & Ramli, A. H. (2020). The Influence Of Strategic
Management Information System, Strategic Partnership On Organizational Performance
Mediated By Organizational Culture In Occupational Safety and Health (OSH) Service
Centre In Indonesia. INTERNATIONAL JOURNAL OF CREATIVE RESEARCH AND
STUDIES, 4(1), 32-39.

Ghozali, A. (2021). Return On Asset, Intensitas Modal, Tax Avoidance: Corporate
Governance Sebagai Variabel Moderasi. Jurnal Literasi Akuntansi, 1(1), 1-13.
https://doi.org/10.55587/jla.v1i1.8

Ginting, Y. M., Chandra, T., Miran, 1., & Yusriadi, Y. (2023). Repurchase intention of e-
commerce customers in Indonesia: An overview of the effect of e-service quality, e-word of
mouth, customer trust, and customer satisfaction mediation. International Journal of Data and
Network Science, 7(1), 329-340. https://doi.org/10.5267/j.ijdns.2022.10.001

Gunawan, T., & Ramli, A. H. (2023). The Influence Of Firm Size , Leverage , Liquidity ,
Cash Turnover On Profitability. Jurnal Ilmiah Akuntansi Kesatuan, 11(3), 638-652.
https://doi.org/10.37641/jiakes.v11i3.2383

Gusti Ayu Ketut Giantari, I., Nyoman Kerti Yasa, N., Gusti Ayu Ketut GIANTARI, 1.,
Nyoman Kerti YASA, N., Gde Raka SUKAWATI, T., & Setini, M. (2021). Student
Satisfaction and Perceived Value on Word of Mouth (WOM) During the COVID-19
Pandemic: An Empirical Study in Indonesia. Journal of Asian Finance, 8(6), 1047-1056.
https://doi.org/10.13106/jafeb.2021.v0l8.n06.1047

Hadiyanti, R. D., & Ramli, A. H. (2024). Al-Kharaj : Jurnal Ekonomi , Keuangan & Bisnis
Syariah Al-Kharaj: Jurnal Ekonomi , Keuangan & Bisnis Syariah. Al-Kharaj: Jurnal
Ekonomi s Keuangan & Bisnis Syariah, 6(10), 4211-4225.
https://doi.org/10.47467/alkharaj.v6110.5056

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to
report the results of PLS-SEM. FEuropean Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Harahap, R. O., & Ramli, A. H. (2023). Pengaruh Work-Life Balance Terhadap Perceived
Work Productivity Pada Non-Government Organization. Jurnal Pengabdian Kepada
Masyarakat Nusantara (JPEMN), 4(3), 2915-2922.
https://doi.org/https://doi.org/10.55338/jpkmn.v4i2.1659

Haryono, A., & Elistia. (2020). Analisis Pengaruh Citra Merek (Brand Image) Terhadap
Loyalitas Konsumen Apple Iphone. JCA Ekonomi, 1(2), 383-389.

Hidayat, K., & Idrus, M. 1. (2023). The effect of relationship marketing towards switching
barrier, customer satisfaction, and customer trust on bank customers. Journal of Innovation
and Entrepreneurship, 12(1). https://doi.org/10.1186/s13731-023-00270-7

Huete-Alcocer, N. (2017). A literature review of word of mouth and electronic word of
mouth: Implications for consumer behavior. Frontiers in Physiology, 8(JUL), 1-4.
https://doi.org/10.3389/fpsyg.2017.01256



[52]

[53]

Ighomereho, S. O., Ojo, A. A., Omoyele, S. O., & Olabode, S. O. (2022). From Service Determinant of
Quality to E-Service Quality: Measurement, Dimensions and Model. 25(1), 1-15. Entretainment
Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020). Co-creation: A Key Link
Between Corporate Social Responsibility, Customer Trust, and Customer Loyalty. Journal
of Business Ethics, 163(1), 151-166. https://doi.org/10.1007/s10551-018-4015-y

Imran, B., Arvian, D., & Ramli, A. H. (2020). Work Life Balance Effect (Case Investigation
on PT PJB Power Plant Maintenance Unit). Proceedings of the International Conference on
Management,  Accounting, and Economy (ICMAE 2020), 15I(Icmae), 68-71.
https://doi.org/10.2991/aebmr.k.200915.017

Indriani, S., & Ramli, A. H. (2024). Earnings Management , Leverage , Good Corporate
Governance , And Tax Avoidance. Jurnal llmiah Akuntansi Kesatuan, 12(1), 93-106. 697
https://doi.org/10.37641/jiakes.v11i3.2064

Ing, P. G., Zheng Lin, N., Xu, M., & Thurasamy, R. (2020). Customer loyalty in Sabah full
service restaurant. Asia Pacific Journal of Marketing and Logistics, 32(7), 1407-1429.
https://doi.org/10.1108/ APJML-07-2019-0437

Ishii, R., & Kikumori, M. (2022). Word-of-mouth in business-to-business marketing: a
systematic review and future research directions. Journal of Business and Industrial Marketing,
38(13), 45-62. https://doi.org/10.1108/JBIM-02-2022-0099

Izogo, E. E., Jayawardhena, C., & Kalu, A. O. U. (2018). Examining customers’ experience
with the Nigerian Bank Verification Number (BVN) policy from the perspective of a dual-
lens theory. International Journal of Emerging Markets, 13(4), 709-730.
https://doi.org/10.1108/1JoEM-09-2016-0246

Jain, R., Aagja, J., & Bagdare, S. (2017). Customer experience — a review and research
agenda. Journal of  Service Theory and  Practice, 27(3), 642-662.
https://doi.org/10.1108/JSTP-03-2015-0064

Jimanto, R. B., Yohanes, D., Kunto, S., & Si, S. (2014). Pengaruh Service Quality Terhadap
Loyalitas Pelanggan Dengan Customer Satisfaction Sebagai Variabel Intervening Pada
Ritel Bioskop the Premiere Surabaya. Jurnal Manajemen Pemasaran Petra, 2(1), 1-7.

Kalim, M. N., Prasetyo, W. B., Ramli, A. H., & Mariam, S. (2024). Perceived Value , E-
Trust , E-Satisfaction , and E-Loyalty on Online Trip Clients in Jakarta. Majalah Ilmiah
Bijak, 21(1), 86—102. https://ojs.stiami.ac.id/index.php/bijak/article/view/3673
Khairawati, S. (2019). Effect of customer loyalty program on customer satisfaction and its
impact on customer loyalty. International Journal of Research in Business and Social Science
(2147- 4478), 9(1), 15-23. https://doi.org/10.20525/1jrbs.v911.603

Khan, I., Hollebeek, L. D., Fatma, M., Islam, J. U., & Riivits-Arkonsuo, 1. (2020).
Customer experience and commitment in retailing: Does customer age matter? Journal of
Retailing and Consumer Services, 57(July), 102219.
https://doi.org/10.1016/j.jretconser.2020.102219

Khasanah, S., Abduh, S., Tanti, E., & Ramli, A. H. (2021). The Effect of Organizational
Culture , Job Satisfaction and Compensation Mediated by Motivaton on Women Navi’s
Performance at The Indonesian Navy Headquarters. INTERNATIONAL JOURNAL OF
CREATIVE RESEARCH AND STUDIES, 5(5), 106-115.

Kumar, M. (2014). Digital Transformation: Harnessing Digital Technologies for the Next
Generation of Services Abstract: Purpose: Journal of Services Marketing, 10(2), 24-37.
Kurniawati, E., & Ramli, A. H. (2024). The Influence of Procedural Justice, Organizational
Trust, and Organizational Commitment on Work Engagement. Jurnal llmiah Manajemen
Kesatuan, 12(3), 755-772. https://doi.org/10.37641/jimkes.v12i13.2336

Kurniawati, K., Elistia, E., Mariam, S., & Ramli, A. H. (2024). THE INFLUENCE OF
TRANSFORMATIONAL LEADERSHIP ON ORGANIZATIONAL CULTURE,
CHANGE MANAGEMENT AND TURNOVER INTENTION. Dinamika Kreatif
Manajemen Strategis, 06(1), 177-207. https://journalpedia.com/1/index.php/dkms/index
Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout
the customer journey. Journal of Marketing, 80(6), 69-96.
https://doi.org/10.1509/jm.15.0420

Maharani, R., & Ramli, A. H. (2024). The Roles of Family-Supportive Supervisor
Behaviour, Work-Life Balance, Job Satisfaction, Motivation, and Job Performance Among
Married Private Employees. Journal of Human Resource Management, XXVII(1), 39-54.
https://doi.org/10.46287/PKYK4429

Customers Loyalty




Determinant of
Entertainment
Customers Loyalty

698

[73]

Makanyeza, C., & Mumiriki, D. (2016). Are all customers really the same? Comparing
service quality and satisfaction between residential and business telecommunications
customers. Acta Commercii, 16(1), 1-10. https://doi.org/10.4102/ac.v16i1.348

Manyanga, W., Makanyeza, C., & Muranda, Z. (2022). The effect of customer experience,
customer satisfaction and word of mouth intention on customer loyalty: The moderating
role of consumer demographics. Cogent Business and  Management, 9(1).
https://doi.org/10.1080/23311975.2022.2082015

Mariam, S., Aryani, F., Mustikasari, D. S., & Ramli, A. H. (2021). Determinant of Net
Interest Margin Banking In Indonesia, During The Period 2009 - 20018. llomata International
Journal of Management, 2(4), 300-308. https://doi.org/10.52728/1jjm.v214.385

Mariam, S., Febrian, E., Anwar, M., Sutisna, Imran, B., & Ramli, A. H. (2020). Unique
Capability for Poultry Distributor Companies. Proceedings of the International Conference on
Management,  Accounting, and Economy (ICMAE 2020), 15I(Icmae), 54-58.
https://doi.org/10.2991/aebmr.k.200915.014

Mariam, S., Panji Kresna, E., & Ramli, A. H. (2022). The Effect of Diferentiation, Price,
and Facility on Customers’ Satisfaction (Case Study on Goen Authentic In East Jakarta).
Majalah Ilmiah Bijak, 19(1), 96—106. https://doi.org/10.31334/bijak.v19i1.2193

Mariam, S., Putra, A. H. P. K., Ramli, A. H., & Aryani, F. (2023). Analysis of the Effect
of Debt Level , Market Orientation , and Financial Literacy on Microenterprise Financial
Performance : The Mediating Role of Consumer Behaviour. ATESTASI: JURNAL ILMIAH
AKUNTANSI, 6(2), 469—494. https://doi.org/doi.org/10.57178/atestasi.v6i2.706 : 2621-
1963 : 2621-1505

Mariam, S., & Ramli, A. H. (2021). Effect of Resources on Competitive Strategies Through
Unique Capability in Chicken Distributor Companies in Dki Jakarta Province. ICSTIAMI
2019, July 17-18, Jakarta, Indonesia. https://doi.org/10.4108/eai.17-7-2019.2302897
Mariam, S., & Ramli, A. H. (2022). Pengenalan Digital Marketing E-Katalog bagi UMKM
Binaan Jakpreneur. Jurnal Komunitas : Jurnal Pengabdian Kepada Masyarakat, 5(1), 74-83.
https://doi.org/10.31334/jks.v511.2429

Mariam, S., & Ramli, A. H. (2023). Pelatithan Dan Pendampingan Membangun Praktik
Digital Marketing Unggul Untuk Peningkatan Pemasaran UMKM Di Kota Jakarta Barat.
Indonesian  Collaboration ~ Journal — of  Community  Services,  3(4),  379-390.
https://doi.org/https://doi.org/10.53067/icjcs.v3i4.149

Megawaty, M., Hendriadi, H., Toaha, M., Kausar, A., Ramli, A. H., & Mariam, S. (2024).
Pendampingan Peningkatan Kapasitas Usaha Kerajinan Kue Tradisional di Kelurahan
Lembo. Jurnal Komunitas: Jurnal Pengabdian Kepada Masyarakat, 6(2), 290-298.
https://ojs.stiami.ac.id/index.php/jks/article/view/3791

Meidiyanty, E., Ramli, A. H., & Mariam, S. (2023). Peran Mediasi Dari Inovasi Karyawan
Pada Hubungan Antara Internet Banking dan Kinerja Karyawaan. Jurnal Bisnisman: Riset
Bisnis Dan Manajemen, 5(2), 106-117.
https://doi.org/https://doi.org/10.52005/bisnisman.v5i2.162

Miaty, 1. J., Muslim, M., & Ramli, A. H. (2024). The Influence of Hospitality Marketing
Performance On The Lack of Visitors In The Hospitality Business. Jurnal Ilmiah Manajemen
Kesatuan, 12(4), 1065-1080. https://doi.org/10.37641/jimkes.v12i4.2171

Mulya, M. R. Z., & Ramli, A. H. (2023). Pengaruh Agile Work Practice Terhadap Safety
Compliance dan Emotional Fatigue Melalui Job Demand pada Wartawan Indonesia.
Jurnal Aplikasi Manajemen Dan Bisnis, 93), 1020-1027.
https://doi.org/http://dx.doi.org/10.17358/jabm.9.3.1020

Mulyadi, H., Basri, Y. Z., Ramli, A. H., & Takaya, R. (2020). Influence of Competency ,
Organization Learning On Strategic Change Management and Its Implications on Military
Sealift Command. International Journal of Business and Management Invention, 9(10), 13-21.
https://doi.org/10.35629/8028-0910011321

Naggar, R. A. A. El, & Bendary, N. (2017). The Impact of Experience and Brand trust on
Brand loyalty, while considering the mediating effect of brand Equity dimensions, an
empirical study on mobile operator subscribers in Egypt. The Business and Management
Review, 9(2), 16-25.

Ngoma, M., & Ntale, P. D. (2019). Word of mouth communication: A mediator of
relationship marketing and customer loyalty. Cogent Business and Management, 6(1).
https://doi.org/10.1080/23311975.2019.1580123

Ngozi Samuel Uzougbo, Onyinyechi Vivian Akagha, Julie Olajumoke Coker, Seun
Solomon Bakare, & Amina Catherine Ijiga. (2023). Effective strategies for resolving labour



[80]

[81]

disputes in the corporate sector: Lessons from Nigeria and the United States. World Journal
of Advanced Research and Reviews, 3(2), 418-424.
https://doi.org/10.30574/wjarr.2023.20.3.2451

Nneka Adaobi Ochuba, Enyinaya Stefano Okafor, Olatunji Akinrinola, Olukunle
Oladipupo Amoo, & Favour Oluwadamilare Usman. (2024). Enhancing Customer Service
in Satellite Telecommunications: a Review of Data-Driven Insights and Methodologies for
Personalized Service Offerings. International Journal of Management & Entrepreneurship
Research, 6(3), 582-593. https://doi.org/10.51594/ijmer.v61i3.846

Novianti, I. E., & Ramli, A. H. (2023). The influence of intrinsic and extrinsic motivation
on employee engagement And Job Satisfaction In The Snack Food Industry. Jurnal llmiah
Manajemen Kesatuan, 11(3), 1389-1400. https://doi.org/10.37641/jimkes.v11i13.2306
Nurcahyani, W., Ramli, A. H., Larasati, A., & Reza, H. K. (2023). Influence Audit Fee ,
Tenure Audit And KAP Rotation On Audit Quality Empirical Study on BUMN Banking
in Indonesia. Jurnal Ilmiah Akuntansi Kesatuan, 11(3), 613-624.
https://doi.org/10.37641/jiakes.v11i3.1259

Nurdiansyah, R., Mariam, S., Ameido, M. A., & Ramli, A. H. (2020). Work Motivation,
Job Satisfaction and Employee Performance. Business and Entrepreneurial Review, 20(2), 153—
162. https://doi.org/10.25105/ber.v20i2.8006

Olivia Park, E., Kevin Chae, B., Kwon, J., & Kim, W. H. (2020). The effects of green
restaurant attributes on customer satisfaction using the structural topic model on online
customer TeViews. Sustainability (Switzerland), 1X(7), 1-20.
https://doi.org/10.3390/su12072843

Peruchini, M., da Silva, G. M., & Teixeira, J. M. (2024). Between artificial intelligence and
customer experience: a literature review on the intersection. Discover Artificial Intelligence,
4(1), 2—-11. https://doi.org/10.1007/s44163-024-00105-8

Pratama, M. P., Ramli, A. H., & Mariam, S. (2023). Customer Engagement , Customer
Satisfaction , Customer Commitment And Customer Loyalty. Jurnal Iimiah Manajemen
Kesatuan, 11(3), 1437-1452. https://doi.org/10.37641/jimkes.v11i3.2309

Pratama, R. A., Prasetyo, W. B., & Ramli, A. H. (2023). E-Loyalty In Online Shopping.
JIMKES Jurnal Illmiah Manajemen Kesatuan, 11(3), 1377-1388.
https://doi.org/10.37641/jimkes.v11i3.2313

Rahmawati, A., & Ramli, A. H. (2024). E-Trust , Perceived Ease Of Use , E-Satisfaction
And E-Loyalty For Users Of The Tiktok Shop Application. Jurnal Iimiah Manajemen
Kesatuan, 12(1), 279-294. https://doi.org/10.37641/jimkes.v12i1.2209

Ramli, A. H. (2019). Person-Organization Fit Dalam Rantai Distribusi Pemasaran. Jurnal
Manajemen Dan Pemasaran Jasa, 12(1), 77-92. https://doi.org/10.25105/jmpj.v12i1.3763
Ramli, A. H. (2020). The mediator role of leader-member exchange in empirical test. Jurnal
Manajemen Dan Pemasaran Jasa, 15(1), 127-136.
https://doi.org/10.25105/JMPJ.V1311.6152

Ramli, A. H., & Mariam, S. (2020). Organisational commitment and job performance in
banking industry. International Journal of Scientific & Technology Research, 9(3), 1708-1713.
Ramli, A. H., & Novariani, F. (2020). Emotional Intelligence, Organizational Commitment
and Job Performance in the Private Hospital. Proceedings of the International Conference on
Management, Accounting, and Economy (ICMAE 2020), 151(Icmae), 280-284.
https://doi.org/10.2991/aebmr.k.200915.063

Rane, N., Choudhary, S., & Rane, J. (2023). Metaverse for Enhancing Customer Loyalty:
Effective Strategies to Improve Customer Relationship, Service, Engagement, Satisfaction,
and Experience. SSRN Electronic Journal, 05, 427-452.
https://doi.org/10.2139/ssrn.4624197

Rinaldi, G., & Ramli, A. H. (2023). Pengaruh Tranformational Leadership Terhadap
Turnover Intention Pada Karyawan Perusahaan Swasta di Jakarta. Jurnal Pengabdian
Kepada Masyarakat Nusantara (JPEMN), 4(4), 3088-3094.
https://doi.org/http://doi.org/10.55338/jpkmn.v4i4. 1699

Rizky, A. O., Ramli, A. H., & Mariam, S. (2023). LEADER-MEMBER EXCHANGE ,
COMMUNICATION SATISFACTION , JOB SATISFACTION , EMPLOYEE
ENGAGEMENT DAN EMPLOYEE PERFORMANCE. JURNAL LENTERA BISNIS,
12(September), 667-682. https://doi.org/10.34127/jrlab.v12i3.891

Roy, S. K., Gruner, R. L., & Guo, J. (2022). Exploring customer experience, commitment,
and engagement behaviours. Journal of Strategic Marketing, 30(1), 45-68.
https://doi.org/10.1080/0965254X.2019.1642937

Determinant of
Entretainment
Customers Loyalty

699




Determinant of
Entertainment
Customers Loyalty

700

[100]

[101]

[102]

[103]

[104]

[105]

[106]

[107]

[108]

[109]

[110]

Rumaidlany, D., Mariam, S., & Ramli, A. H. (2022). Pengaruh Brand Image Dan Brand
Awareness Terhadap Keputusan Pembelian Pada Mc Donald’S Di Palmerah Jakarta Barat.
Jurnal Lentera Bisnis, 11(2), 102. https://doi.org/10.34127/jrlab.v11i2.567

Ruswanti, E., Eff, A. R. Y., & Kusumawati, M. D. (2020). Word of mouth, trust,
satisfaction and effect of repurchase intention to Batavia hospital in west Jakarta, Indonesia.
Management Science Letters, 10(2), 265-270. https://doi.org/10.5267/j.msl.2019.9.006
Salma, A. N., & Ramli, A. H. (2023). Pengaruh Ethical dan Transformational Leadership
Terhadap Employee Creativity , OCB dan Work Engagement Pada UMKM. Jurnal
Pengabdian Kepada Masyarakat Nusantara (JPEMN), 4(3), 2946-2953.
https://doi.org/https://doi.org/10.55338/jpkmn.v4i2.1675

Samuel, L., & Ramli, A. H. (2024). Pengaruh Kepemimpinan Digital dan Pemberdayaan
Karyawan Terhadap Kinerja Karyawan Dimediasi oleh Komitmen Organisasi Pada
Industri Manufaktur. Journal of Economics and Business UBS, 13(1), 282-295.
https://doi.org/https://doi.org/10.52644/joeb.v13i1.1501

Saputra, R. H., Mariam, S., & Ramli, A. H. (2024). The Effect Of Service Quality And
Customer Satisfaction On Customer Loyalty In Coffee Shop. Jurnal limiah Manajemen
Kesatuan, 12(5), 1697-1714. https://doi.org/10.37641/jimkes.v12i5.2824

Sari, P. I. P., & Ramli, A. H. (2023). The Effect Of Leverage , Company Size , Company
Risk On Tax Avoidance In 2020-2022 Case Study of a Manufacturing Company in the Raw
Materials Sector. Jurnal  Ilmiah  Akuntansi  Kesatuan, 11(3), 625-636.
https://doi.org/10.37641/jiakes.v11i3.2074

Siebert, A., Gopaldas, A., Lindridge, A., & Simdes, C. (2020). Customer Experience
Journeys: Loyalty Loops Versus Involvement Spirals. Journal of Marketing, 84(4), 45-66.
https://doi.org/10.1177/0022242920920262

Sinurat, A. E. T., Ramli, A. H., & Purnomo, S. H. (2024). Pengaruh E-Service Quality , E-
Trust , E-Customer Satisfaction Terhadap E-Customer Loyalty Pada Marketplace Shopee.
Jurnal Bisnisman: Riset Bisnis Dan Manajemen, 5(3), 80-102.
https://doi.org/https://doi.org/10.52005/bisnisman.v5i03

Situmorang, N., Ramli, A. H., & Reza, H. K. (2023). PENGARUH PENGEMBANGAN
KARIR TERHADAP TURNOVER INTENTION MELALUI KINERJA KARYAWAN
YANG DIMODERASI OLEH BUDAYA ORGANISASI. Jurnal Lentera Bisnis,
12(September), 633—646. https://doi.org/10.34127/jrlab.v12i3.890

Spence, C., & Carvalho, F. M. (2020). The coffee drinking experience: Product extrinsic
(atmospheric) influences on taste and choice. Food Quality and Preference, 80, 103802.
https://doi.org/10.1016/j.foodqual.2019.103802

Steven, J., Ramli, A. H., & Mariam, S. (2023). E-Service Quality , E-Wallet Dan
Kepercayaan Terhadap Minat Beli Pada Pengguna Pembayaran Non Tunai Aplikasi
Shopee. Jurnal Iimiah Manajemen Kesatuan, 11(2), 267-278.
https://doi.org/10.37641/jimkes.v11i2.1997

Sukarno, D. B., Umar, H., & Ramli, A. H. (2020). The Effect of Corporate
Enterpreneurship, Organizational Culture Through Innovation of Firm Performance in The
Strategic Industry of State Deffense. American Research Journal of Business and Management,
6(1), 1-5. https://doi.org/10.21694/2379-1047.20008

Supiati, S., Hafidah, A., & Ramli, A. H. (2021). Analysis of Market Retribution
Management Systems in Efforts of Increasing Regional Original Income in The Office of
Pd. Makassar Raya Market, Makassar City. Business and Entrepreneurial Review, 21(1), 23—
46. https://doi.org/10.25105/ber.v21i1.9224

Sutriani, S., Muslim, M., & Ramli, A. H. (2024). The Influence Of Experience, Satisfaction
And Service Quality On Word Of Mouth Intentions And Customer Loyalty. Jurnal Iimiah
Manajemen Kesatuan, 12(4), 1037-1052. https://doi.org/10.37641/jimkes.v12i4.2605
Sylvia, S., & Ramli, A. H. (2023). The Influence Of E-WOM On Purchase Intention With
Brand Image As A Mediator Variable. Jurnal Iimiah Manajemen Kesatuan, 11(3), 1535-1544.
https://doi.org/10.37641/jimkes.v1113.2307

Takaya, R., Arsil, & Ramli, A. H. (2020). Perceived Organizational Support and Turnover
Intention. Proceedings of the International Conference on Management, Accounting, and Economy
(ICMAE 2020), 151(Icmae), 59-63. https://doi.org/10.2991/aebmr.k.200915.015

Takaya, R., Ramli, A. H., & Lukito, N. (2019). The effect of advertisement value and
context awareness value on purchase intention through attitude brands and advertising
attitude in smartphone advertising. International Journal of Creative Research and Studies, 3(3),
106-118. http://www.ijcrs.org/issue-details/191



[111]

[112]

[113]

[114]

[115]

[116]

[117]

Tanjung, A., & Sanawir, B. (2017). Pengaruh Customer Satisfaction terhadap Customer
Retention (survei pelanggan j.co Donut & Caffe Malang). Jurnal Administrasi Bisnis (JAB,
53(1), 1-7.

Thamanda, D. R., Mariam, S., & Ramli, A. H. (2024). The Influence of Promotion and
Perceived Trust on Purchase Intention in Beauty Product E-Commerce. Jurnal Ilmiah
Manajemen Kesatuan, 12(4), 1295-1316. https://doi.org/10.37641/jimkes.v1214.2641
Tussifah, H., & Annisa’, Z. (2024). Pengaruh voucher price discount, customer experience,
dan customer satisfaction terhadap customer loyalty pada sistem pengiriman paket Roya
Mantingan. Insight Management Journal, 4(2), 80-89.

Utama, R., Basri, Y. Z., & Ramli, A. H. (2020). The Influence of Service Quality And
Product Quality on Customer Loyalty with Customer Satisfaction as Mediating on The
Purchase Of Indonesian Navy Ships. International Journal of Creative Research and Studies,
4(6), 56-67.

Vika Trilitami, & Nina Nurhasanah. (2023). Pengaruh Harga dan Kualitas Layanan
Terhadap Loyalitas Pelanggan Melalui Kepuasan Pelanggan Sebagai Mediasi. KENDALI:
Economics and Social Humanities, 2(2), 129-141. https://doi.org/10.58738/kendali.v2i2.496
Winalda, I. T., & Sudarwanto, T. (2021). Pengaruh Word of Mouth Dan Kualitas Produk
Terhadap Keputusan Pembelian Di Rumah Makan Bebek Sinjay Bangkalan. Jurnal
Pendidikan Tata Niaga (JPTN), 10(1), 1573-1582.
https://doi.org/10.26740/jptn.v10n1.p1573-1582

Yunus, R. R. S., Septyanto, D., & Ramli, A. H. (2023). Analysis of Factors Affecting
Customer Satisfaction and Customer Loyalty in the Shopee Marketplace. Majalah Ilmiah
Bijak, 20(2), 293-310. https://doi.org/https://doi.org/10.31334/bijak.v20i2.3427

[118] Zhong, Y., & Moon, H. C. (2020). What drives customer satisfaction, loyalty, and

happiness in fast-food restaurants in china? Perceived price, service quality, food quality,
physical environment quality, and the moderating role of gender. Foods, 9(4).
https://doi.org/10.3390/foods9040460

Determinant of
Entretainment
Customers Loyalty

701




Determinant o
/ VARIABLE OPERATION APPENDIX

Entertainment CUSTOMER EXPERIENCE
Customers Loyalty 1. Spotify premium purchase process on Spotify app is very fast
2. Spotify app is easy to use
3. The Spotify app has features that | need for streaming music
4. The Spotify app provides features for report an error that occurred during Spotify premium Purchase
5. I was satisfied with my experience using the spotify app
6. Spotify app responds to my problems well
CUSTOMER SATISFACTION
7 Features offered in the app Spotify keeps me satisfied
8. The service provided by the Spotify app exceeded my expectations
9. Promotions offered in the app Spotify makes me happy
702 10. | feel satisfied as a user Spotify premium service
11. I am more satisfied using the spotify app than other apps
WORD OF MOUTH
12. I would recommend the Spotify app to people close to me such as friend, family and neighbors
13. I will leave a positive review about the Spotify app to others
14. |l would recommend the Spotify app to someone asking for advice on digital music streaming
15. I will share a promotional message that available on the Spotify app
CUSTOMER LOYALTY
16. |l am committed to sticking with Spotify app
17. I chose the Spotify app for listen to music compared other similar apps
18. | decided on the Spotify apps as my first choice for digital music streaming
19. |lintend to continue using the Spotify app in the future
20 I will still purchase a premium subscription through the Spotify app, even though the another platform
' launched many promotions




