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ABSTRAK 
 
 
Nelvina Ivana: “Efektivitas Personalized Campaign dalam Mendorong 
Customer Satisfaction dan Brand Loyalty pada Pengguna Aplikasi Streaming 
Musik dari Gen-Z di Jakarta”. Skripsi, Jakarta: Program Studi Bisnis 
Digital, Fakultas Ekonomi dan Bisnis, Universitas Negeri Jakarta. Tim 
Pembimbing: Prof. Dr. Usep Suhud, M. Si., Ph.D dan Meta Bara Berutu, 
S.E., M.M. 
 
Penelitian ini bertujuan untuk menganalisis pengaruh personalization, social 
influence, dan information quality terhadap customer satisfaction dan brand 
loyalty, serta pengaruh customer satisfaction terhadap brand loyalty pada 
pengguna Spotify Generasi Z di Jakarta, khususnya dalam konteks personalized 
campaign Spotify Wrapped. Penelitian ini menggunakan pendekatan kuantitatif 
dengan pengumpulan data melalui kuesioner daring yang disebarkan kepada 249 
responden yang memenuhi kriteria penelitian menggunakan teknik purposive 
sampling. Populasi penelitian mencakup pengguna aplikasi Spotify dari kalangan 
Generasi Z yang berdomisili di Jakarta. Analisis data dilakukan dengan bantuan 
SPSS versi 25 untuk analisis deskriptif dan AMOS versi 24 untuk pengujian 
model Structural Equation Modeling (SEM) serta pengujian hipotesis. Hasil 
penelitian menunjukkan bahwa personalization berpengaruh positif terhadap 
customer satisfaction, tetapi tidak berpengaruh positif terhadap brand loyalty. 
Social influence dan information quality terbukti berpengaruh positif terhadap 
customer satisfaction dan brand loyalty. Selain itu, customer satisfaction tidak 
menunjukkan pengaruh positif terhadap brand loyalty. Temuan ini memperkaya 
literatur pemasaran digital terkait efektivitas kampanye berbasis personalisasi 
serta memberikan implikasi praktis bagi pengelola platform streaming dalam 
merancang strategi pemasaran yang lebih relevan bagi Generasi Z guna 
meningkatkan kepuasan dan loyalitas pengguna. 
 
Kata Kunci: Personalization, Social Influence, Information Quality, Customer 
Satisfaction, dan Brand Loyalty 
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ABSTRACT 
 
 
Nelvina Ivana: “The Effectiveness of Personalized Campaigns in Driving 
Customer Satisfaction and Brand Loyalty among Gen-Z Music Streaming App 
Users in Jakarta”. Thesis, Jakarta: Bachelor’s Degree Program in Digital 
Business, Faculty of Economics and Business, Universitas Negeri Jakarta. 
Advisory Team: Prof. Dr. Usep Suhud, M. Si., Ph.D dan Meta Bara Berutu, 
S.E., M.M. 
 
This study aims to analyze the influence of personalization, social influence, and 
information quality on customer satisfaction and brand loyalty, as well as the 
effect of customer satisfaction on brand loyalty in the context of Generation Z 
Spotify users in Jakarta, particularly through the personalized campaign of 
Spotify Wrapped. A quantitative research method was employed by distributing 
online questionnaires to 249 respondents who met the research criteria using a 
purposive sampling technique. The population of this study consisted of 
Generation Z Spotify users residing in Jakarta. Data analysis was conducted 
using SPSS version 25 for descriptive analysis and AMOS version 24 for 
Structural Equation Modeling (SEM) and hypothesis testing. The results indicate 
that personalization has a positive effect on customer satisfaction but does not 
have a positive effect on brand loyalty. Meanwhile, social influence and 
information quality were found to have a positive effect on both customer 
satisfaction and brand loyalty. Furthermore, the findings reveal that customer 
satisfaction does not have a positive effect on brand loyalty. Accordingly, this 
study contributes to the digital marketing literature regarding the effectiveness of 
personalized campaigns in shaping user satisfaction and loyalty on music 
streaming platforms, as well as providing practical implications for platform 
managers in designing more targeted personalization-based marketing strategies 
for Generation Z users to enhance user satisfaction and loyalty. 
 
Kata Kunci: Personalization, Social Influence, Information Quality, Customer 
Satisfaction, dan Brand Loyalty. 
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