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Analisis Faktor-Faktor yang Mempengaruhi Purchase Intention 

Terhadap Continuance Intention dan Satisfaction Pengguna 

YouTube Music 

 Grescia Kusuma 

ABSTRAK 

 

Penelitian ini menganalisis faktor penurunan minat pengguna YouTube Music di 

Indonesia menggunakan pendekatan Technology Acceptance Model. Metode survei 

kuantitatif dengan SEM-PLS menunjukkan bahwa Perceived Usefulness, Perceived 

Ease of Use, dan Perceived Enjoyment berpengaruh positif terhadap Perceived 

Value, yang selanjutnya memengaruhi Satisfaction dan Continuance Intention. 

Namun, kepuasan tidak secara otomatis meningkatkan Purchase Intention, 

sehingga muncul fenomena “satisfied but no payment” pada layanan freemium. 

Rendahnya persepsi nilai, pengalaman pengguna, serta efektivitas fitur 

personalisasi dibandingkan kompetitor menjadi faktor utama menurunnya minat 

terhadap YouTube Music. 

 

Kata kunci: YouTube Music, Technology Acceptance Model, Perceived Value, 

Satisfaction, Purchase Intention.  
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Analysis of Factors Influencing Purchase Intention on Continuance 

Intention and Satisfaction Among YouTube Music Users 

 Grescia Kusuma 

 

ABSTRACT 

 

This study examines the factors contributing to the decline of user interest in 

YouTube Music in Indonesia using the Technology Acceptance Model (TAM). A 

quantitative survey analyzed with Structural Equation Modeling–Partial Least 

Squares (SEM-PLS) reveals that Perceived Usefulness, Perceived Ease of Use, and 

Perceived Enjoyment positively affect Perceived Value, which subsequently 

influences Satisfaction and Continuance Intention. However, satisfaction does not 

significantly increase Purchase Intention, indicating the “satisfied but no 

payment” phenomenon in freemium services. Lower perceived value, weaker user 

experience, and less effective personalization features compared to competitors are 

identified as key drivers of declining user interest in YouTube Music. 

 

Keywords: YouTube Music, Technology Acceptance Model, Perceived Value, 

Satisfaction, Purchase Intention 
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