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ABSTRACT 

 

Technological advances that are growing rapidly can affect people's lifestyle 

activities that change significantly. Currently, from all aspects, it is heading towards 

the digital era, one of which is listening to music that can be listened to via streaming 

platforms. 

   This study aims to determine the effect of Electronic Word of Mouth and Social 

Media Marketing on the purchase decision of Spotify Premium. The purpose of this 

study was to examine and determine how much influence the Electronic Word of Mouth 

and Social Media Marketing have simultaneously and partially on the purchase 

decision of Spotify Premium. This study uses a quantitative method with a descriptive 

type of research and uses a Likert scale as the measurement. With the sampling is done 

by non-probability method aside with the number of respondents as many as 100 

people who have a Spotify Premium account.      

  The analytical technique used in this research is descriptive and multiple 

linear regression analysis which is processed using SPSS 25 For Windows. Based on 

the results of the descriptive analysis in this study, it can be concluded that the 

respondents' responses obtained through questionnaires on electronic word of mouth 

and social media marketing variables have a percentage that falls into the very good 

category.          

 Based on the results of this study, it resulted simultaneously that the variable 

electronic word of mouth and social media marketing had a significant effect on 

purchasing decisions. The results showed that electronic word of mouth and social 

media marketing variables influenced purchasing decisions for Spotify Premium by 

43.2% while the remaining 56.8% was influenced by other factors outside of this study. 
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