DAFTAR PUSTAKA

Ajeng Wulandari Nurfakih, S., et al. (2024). Peran service quality memediasi
pengaruh customer value dan brand experience terhadap repurchase intention di
kantor pusat PTNJM Bali (Vol. 1, Issue 2).
https://ojs.ympn2.or.id/index.php/KPSBSL

Alrushiedat, N., Al-Jarrah, O., & Al-Majali, M. (2010). The impact of perceived
enjoyment on the adoption of e-learning systems. International Journal of

Business and Social Science, 1(3), 113—-120.

Ashfaq, M., et al. (2019). Customers’ expectation, satisfaction, and repurchase
intention of used products online: Empirical evidence from China. SAGE Open,

9(2). https://doi.org/10.1177/2158244019846212

Ashfaq, M., et al. (2021). Expectation, satisfaction, and repurchase intention of used
products online: Empirical evidence from China. International Journal of

Consumer Studies, 45(3), 345-360.

Bhattacherjee, A. (2001). Understanding information systems continuance: An

expectation-confirmation model. MIS Quarterly, 25(3), 351-370.

Damanik, M. A. A., et al. (2022). Pengaruh perceived usefulness, perceived enjoyment
dan kepercayaan terhadap continuance intention melalui kepuasan pada generasi
milenial pengguna e-wallet di Kota Medan. Ekonomi, Keuangan, Investasi dan

Syariah (EKUITAS), 3(4), 827-834. https://doi.org/10.47065/ekuitas.v3i4.1475

Dewi Wijiastuti, R., et al. (2024). Pengaruh ease of use dan perceived enjoyment
terhadap repurchase intention tiket bioskop di aplikasi TIX ID. Journal of
Management and Innovation Entrepreneurship (JMIE), 1(4).

Fiona, A. (2020). Repurchase intention: The role of customer satisfaction and

perceived value. Jurnal Manajemen, 12(3), 123—135.

154


https://ojs.ympn2.or.id/index.php/KPSBSL
https://doi.org/10.1177/2158244019846212
https://doi.org/10.47065/ekuitas.v3i4.1475

Firwanda Rudikal. (2022). Pengaruh customer value, electronic word of mouth, dan

brand image terhadap repurchase intention. Jurnal Pemasaran, 9(1), 56—71.

Ghozali, 1. (2016). Aplikasi analisis multivariate dengan program IBM SPSS 23.

Badan Penerbit Universitas Diponegoro.

Ghozali, I. (2017). Model persamaan struktural: Metode alternatif dengan partial least

square (PLS). Badan Penerbit Universitas Diponegoro.

Ghozali, 1. (2018). Aplikasi analisis multivariate dengan program IBM SPSS 25.

Badan Penerbit Universitas Diponegoro.

Ghozali, 1. (2021). Model persamaan struktural: Konsep dan aplikasi dengan program
AMOS 24. Badan Penerbit Universitas Diponegoro.

Gobry, P. (2011). The business model behind Spotify. Forbes.
https://www.forbes.com/sites/patrickgobry/2011/07/07/the-business-model-

behind-spotify

GoodStats. (2024). Data  pengguna  Spotify di  Indonesia  2024.
https://goodstats.com/data-pengguna-spotify-indonesia-2024

Hidayah, N., et al. (2020). Definisi customer satisfaction sebagai seluruh siklus
pengalaman pelanggan dari pengambilan informasi hingga pembelian,
pembayaran, penerimaan, dan layanan. Jurnal Manajemen dan Bisnis, 12(1), 45—

58.

Hong, S.-J., Thong, J. Y. L., & Tam, K. Y. (2005). Understanding continued IT usage:
An extension to the expectation-confirmation model in IT domain. PACIS 2005

Proceedings, 105. https://aisel.aisnet.org/pacis2005/105/

Indrasari, M. (2019). Faktor-faktor yang mempengaruhi kepuasan pelanggan: Kualitas
produk, kualitas pelayanan, emosional, harga, dan biaya. Jurnal Pemasaran dan

Kepuasan Pelanggan, 87-88.

155


https://www.forbes.com/sites/patrickgobry/2011/07/07/the-business-model-behind-spotify
https://www.forbes.com/sites/patrickgobry/2011/07/07/the-business-model-behind-spotify
https://goodstats.com/data-pengguna-spotify-indonesia-2024
https://aisel.aisnet.org/pacis2005/105/

Iskandar, R. I., et al. (2024). The influence of customer expectation, perceived
enjoyment, perceived ease of use, and customer satisfaction on repurchase
intention of Vidio.com streaming service providers. Journal of Law and

SustainableDevelopment,12(1), €2137. https://doi.org/10.55908/sdgs.v12i1.2137

Juniwati. (2015). Dimensi pengukuran kepuasan pelanggan: Kualitas produk, harga,

fitur produk, proses pembelian, dan pelayanan. Jurnal Manajemen Bisnis, 142.

Kinanthi, G. E., & Sisilia, K. (2021). Pengaruh customer expectation dan perceived
value terhadap customer satisfaction. Jurnal Ilmiah Manajemen Bisnis dan

Inovasi, 10(3), 853—870.

Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th ed.). Pearson

Education.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson

Education.

Kriyantono, R. (2012). Teknik praktis riset komunikasi kuantitatif dan kualitatif.

Kencana Prenada Media Group.

Mayasari Ginting, Y., et al. (2023). Pengaruh e-service quality dan persepsi harga
terhadap kepuasan dan minat beli ulang terhadap Spotify Premium di Indonesia.

JAMBURA, 6(2). http://ejurnal.ung.ac.id/index.php/JIMB

MIDIA  Research. (2024). Music  streaming  market report  2024.

https://midiaresearch.com/reports/music-streaming-market-report-2024

Ni, P. P., et al. (2021). The role of customer satisfaction in mediating the effect of
perceived ease of use and perceived enjoyment on repurchase intention on
Shopee customers in Denpasar City. Eurasia: Economics & Business, 11(53).

https://doi.org/10.18551/econeurasia.2021-11

156


https://doi.org/10.55908/sdgs.v12i1.2137
http://ejurnal.ung.ac.id/index.php/JIMB
https://midiaresearch.com/reports/music-streaming-market-report-2024
https://doi.org/10.18551/econeurasia.2021-11

Ningsih, A., & Sari, R. N. (2024). Customer value dan customer experience terhadap
customer satisfaction. JEMSI, 10(3), 2171-2178.
https://doi.org/10.35870/jemsi.v10i3.2610

Nining, A. N., & Delfi, D. H. (2024). Pengaruh customer experience dan kualitas
pelayanan terhadap minat beli ulang memediasi kepuasan pelanggan. JEMSI,

9(6), 2971-2979. https://doi.org/10.35870/jemsi.v916.2016

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of

satisfaction decisions. Journal of Marketing Research, 17(4), 460—470.

Paananen, A., & Seppinen, M. (2024). Customer value and profit: Modelling in an
economic approach. https://doi.org/10.1177/23949643241302939

Pambudi, I. A. S., et al. (2023). Pengaruh perceived ease of use, perceived usefulness,
dan perceived enjoyment terhadap minat untuk terus menggunakan aplikasi
investasi di Indonesia. Journal of Management and Business Review, 20(3),

482-501. https://doi.org/10.34149/imbr.v2013.577

Praveena, S., & Thomas, S. (2014). The role of enjoyment in technology acceptance:
A study on intrinsic motivation. International Journal of Computer Applications,

95(6), 20-25.

Puspasari, S. 1., & Rojuaniah, R. (2023). Pengaruh enjoyment dan persepsi kegunaan
terhadap continuance intention pada layanan over the top lokal. Implementasi
Manajemen & Kewirausahaan, 3(2), 1-15.

https://doi.org/10.38156/imka.v3i2.216

Putra, E. D., et al. (2023). Pengaruh perceived ease of use, perceived enjoyment,
perceived usefulness, dan satisfaction terhadap continued IT usage intention:
Expected-confirmation model (ECM). Jurnal Maksipreneur, 13(1), 1.
https://doi.org/10.30588/jmp.v13i1.1051

Sarwono, J. (2007). Metode penelitian kuantitatif dan kualitatif. Graha Ilmu.

157


https://doi.org/10.35870/jemsi.v10i3.2610
https://doi.org/10.35870/jemsi.v9i6.2016
https://doi.org/10.1177/23949643241302939
https://doi.org/10.34149/jmbr.v20i3.577
https://doi.org/10.38156/imka.v3i2.216
https://doi.org/10.30588/jmp.v13i1.1051

Shidiqy, D., & Triyono, B. (2023). Efektivitas customer satisfaction sebagai pemediasi
dalam membangun repurchase intention layanan transportasi Maxim. Jurnal

Manajemen Transportasi, 7(1), 34—49.
Sugiyono. (2016). Metode penelitian kuantitatif, kualitatif dan R&D. Alfabeta.
Sugiyono. (2021). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabeta.

Surya, E., et al. (2024). Pengaruh customer perceived value terhadap repurchase
intention dalam game Genshin Impact. Jurnal Lentera Bisnis, 13(2), 866.

https://doi.org/10.34127/jrlab.v13i2.1091

Venessya, J., & Sugiyanto, S. (2023). Pengaruh customer experience dan customer
value terhadap repurchase intention melalui customer satisfaction pada Spotify
Premium. Jurnal [lmiah Manajemen Kesatuan, 11(2).

https://doi.org/10.37641/jimkes.v11i2.1998

Venkatesh, V. (2000). Determinants of perceived ease of use: Integrating control,
intrinsic motivation, and emotion into the technology acceptance model.

Information Systems Research, 11(4), 342-365.

We Are Social. (2023). Digital 2023:  Global overview report.

https://wearesocial.com/global-digital-overview

Widjaja, H. (2019). Manajemen pemasaran. Jakarta: Mitra Wacana Media.

Wu, J., & Gao, L. (2011). Factors influencing perceived enjoyment in online
shopping: An empirical study. Journal of Electronic Commerce Research, 12(3),

231-244.

Yi, Y., & La, S. (2004). What influences the relationship between customer
satisfaction and repurchase intention? Investigating the effects of adjusted
expectations and customer loyalty. Psychology and Marketing, 21(5), 351-373.
https://doi.org/10.1002/mar.20009

158


https://doi.org/10.34127/jrlab.v13i2.1091
https://doi.org/10.37641/jimkes.v11i2.1998
https://wearesocial.com/global-digital-overview
https://doi.org/10.1002/mar.20009

