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ABSTRACT 

Muhammad Fadillah (2026). The Influence of Perceived Value, Social 

Media Engagement, and Korean Culture on Customer Loyalty with Customer 

Satisfaction as a Mediating Variable in Spotify Premium (A Study of Millennials 

and Generation Z in Banjarmasin). Advisor: Siti Aliyati Al Bushairi. 

This study aims to analyze the influence of Perceived Value, Social Media 

Engagement, and Korean Culture on customer loyalty, while also testing the 

mediating role of Customer Satisfaction among Spotify Premium users from the 

Millennial and Generation Z cohorts in Banjarmasin. The study was conducted in 

response to the increasing competition in digital music Streaming services, which 

necessitates an understanding of the factors capable of fostering sustainable 

customer loyalty.  

This study employs a quantitative approach using a survey method, 

distributing questionnaires to 171 respondents. The sample was selected using 

purposive sampling, while data analysis utilized Partial Least Squares-based 

Structural Equation Modeling (SEM-PLS) via SmartPLS 4 software to test both 

direct and indirect relationships among the study variables. 

The results indicate that Perceived Value, Social Media Engagement, and 

Korean Culture do not have a significant effect on customer loyalty. On the other 

hand, Perceived Value and Social Media Engagement have a positive and 

significant effect on Customer Satisfaction, unlike Korean Culture, which does not 

have a significant effect. Customer Satisfaction was also found to positively and 

significantly influence customer loyalty. Furthermore, Customer Satisfaction 

successfully mediated the relationship between Perceived Value and Social Media 

Engagement with customer loyalty, but failed to mediate the influence of Korean 

Culture on customer loyalty. This study implies practical recommendations for 

Spotify Premium to intensify efforts to enhance Perceived Value and engagement 

on social media platforms, in order to foster sustainable satisfaction as the primary 

foundation for long-term customer loyalty. 

Keywords: Perceived Value, Social Media Engagement, Korean Culture, Customer 

Satisfaction, customer loyalty. 
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ABSTRAKSI 

Muhammad Fadillah (2026). Pengaruh Perceived Value, Social Media 

Engagement, dan Korean Culture terhadap Loyalitas Pelanggan dengan Kepuasan 

Pelanggan sebagai Variabel Mediasi pada Spotify Premium (Studi pada Generasi 

Milenial dan Generasi Z di Banjarmasin). Pembimbing: Siti Aliyati Al Bushairi. 

Penelitian ini bertujuan untuk menganalisis pengaruh Perceived Value, 

Social Media Engagement, dan Korean Culture terhadap loyalitas pelanggan, 

sekaligus menguji peran mediasi kepuasan pelanggan di kalangan pengguna 

Spotify Premium dari generasi milenial dan Z di Kota Banjarmasin. Penelitian 

dilakukan karena semakin meningkatnya persaingan layanan Streaming musik 

digital sehingga diperlukan pemahaman mengenai faktor-faktor yang mampu 

menciptakan loyalitas pelanggan secara berkelanjutan. 

Penelitian ini menggunakan pendekatan kuantitatif melalui metode survei 

dengan menyebarkan kuesioner kepada 171 responden. Pemilihan sampel 

dilakukan dengan teknik purposive sampling, sementara analisis data menggunakan 

Structural Equation Modeling berbasis Partial Least Squares (SEM-PLS) melalui 

perangkat lunak SmartPLS 4 untuk menguji hubungan langsung maupun tidak 

langsung antarvariabel penelitian. 

Hasil penelitian menunjukkan bahwa Perceived Value, Social Media 

Engagement, dan Korean Culture tidak menunjukkan pengaruh signifikan terhadap 

loyalitas pelanggan. Di sisi lain, Perceived Value dan Social Media Engagement 

berpengaruh positif dan signifikan terhadap kepuasan pelanggan, berbeda dengan 

Korean Culture yang tidak berpengaruh signifikan. Kepuasan pelanggan juga 

terbukti memengaruhi loyalitas pelanggan secara positif dan signifikan. Lebih 

lanjut, kepuasan pelanggan berhasil memediasi hubungan antara Perceived Value 

dan Social Media Engagement dengan loyalitas pelanggan, tetapi gagal memediasi 

pengaruh Korean Culture terhadap loyalitas pelanggan. Penelitian ini menyiratkan 

rekomendasi praktis bagi Spotify Premium agar lebih mengintensifkan peningkatan 

nilai yang dirasakan pelanggan serta keterlibatan di platform media sosial, guna 

membentuk kepuasan yang berkelanjutan sebagai fondasi utama loyalitas 

pelanggan dalam jangka panjang. 

Kata kunci: Perceived Value, Social Media Engagement, Korean Culture, kepuasan 

pelanggan, loyalitas pelanggan. 
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