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ABSTRACT 

 

Consumer behavior in enjoying music has changed along with the development of technologies, not only music product in the form of a 

Compact Disk (CD), but also online. Online music products enable consumers to obtain music products, where consumer can obtain it 
without having to go to a conventional music store. Technological developments have changed consumer behavior in consuming the 

products, therefore the music industry needs to consider a variety of factors that can sprout consumer purchase intention towards music 

products. This study aims to identify the presence or absence of differences in the behavior of consumers towards CD music product and 

online music product through marketing mix variables (product, price, promotion, place, people, physical evidence, process), and 

determine the difference consumer purchase intention on CD music product and online music product. Populations in this study are music 

lovers, with a total of sample are 368 respondents. Data obtained through questionnaires, and then analyzed using mean different test. The 
results obtain in this study indicate that there are differences in consumers’ assessment of CD music product and online music product for 

variables of product, place, physical evidence, process, and purchase intention. Consumers judge there are no differences between CD 

music product and online music product for price, promotion, and people.  
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INTRODUCTION 

 

 In Indonesia, sales of CD music products has 

decreased drastically, the availability of online music 

products that make it easier for consumers should not 

abolish the CD music format, but online music 

products should be able to complete consumer needs 

for music in other forms [1]. Sales of music product 

continues to decline and its very detrimental for the 

music industry in Indonesia, especially for musicians 

who have poured their creativity to be presented at 

the maximum level but still happens duplication of 

CD music product illegally. Protection against 

duplication products both CD and online music 

product are still very controversial in many countries, 

because each person can perform from anywhere the 

duplication of the music products [2]. The 

development of technology enables consumers to use 

the Internet to obtain music products both legally and 

illegally. 

 Internet users, especially in Indonesia continues 

increasing every year, this was due to the ease of 

accessing the internet through the gadget or the use 

of facilities free wifi in public places. Increasing the 

number of internet users are then seen as an 

opportunity by the music industry in Indonesia to sell 

online music product legally. Various promotions 

have been done to introduce online music product to 

consumers. Ease of customers to obtain online music 

products is expected to provide an alternative choice 

for consumers in choosing music products other than 

CD music products.  

 Understanding of the music industry to 

consumer tastes and consumer assessments on music 

products is very important, so that the music industry 

can make the right marketing strategy on the CD 
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music product and online music products. In addition 

to internal factors that are considered by consumers 

to music products, external factors also can provide a 

powerful influence for consumer in determining a 

person's choice of music as a form of self-expression 

[3,4]. Determination of proper marketing strategy is 

expected to increase sales volume of music products, 

CD music products and online music product. 

 

2. Literature Review: 

 Music can help people to express themselves, 

whether someone is sad or when being happy. In life, 

someone must have been listening to music, even if 

they do not buy music products. This is the challenge 

for the music industry, so when someone likes a song 

will have interest to buy music products. The 

importance of quality which is owned by the singer 

and the band in order to attract consumers to the 

music product [5], so that consumers will be willing 

to pay some money to buy a product if the music and 

the song have a good quality [6,7]. The offering of 

online music product is the consequence of 

technological developments that can provide positive 

and negative effects for the development of the 

music industry. 

 Technological developments lead to changes in 

consumer behavior, and this should be utilized by the 

company to be able to utilize the technology in 

selling their products. Good promotion is needed by 

the music industry so everyone knows that there is a 

new song that is being launched by the singer or 

band. Promotion can be done through a variety of 

media, both print and electronic media. Extensive use 

for the power of Internet will be able to help sustain 

the music industry [8,9], the use of social networking 

in the promotion by the artist, band, or the music 

labels can provide a major influence in increasing the 

sales of music products [5]. There is not only the 

power of the internet can help the music industry in 

promoting music product, but also in selling online 

music products [7,10]. 

 Technology development if not followed by 

good service provided for consumers will not be able 

to assist in selling music products. Services provided 

by conventional music stores could be by consumer 

convenience to find the CD track they want 

consumed, while the service for online music 

products can be by consumer convenience in 

obtaining a song they like on music sites which is 

offering online music product. Good service 

provided by the site of music through easy to find 

information and to obtain the music products will be 

able to attract consumers to buy music products [10]. 

In the digital era, not only music stores and websites 

that can be used to attract consumers, but singer, 

band, and the label music must also be able to utilize 

the technology to be able to provide good service to 

attract consumers who would be loyal to be their fans 

[7].  

 The activities of marketing for music product in 

the digital era stated that the physical evidence that is 

realized through conventional music store or music 

sites that are on the internet need to obtain in order to 

attract the attention of consumers towards music 

products which is offering [7]. Appearance attractive 

site and make it easier for consumers to find 

information about the music products can affect 

consumers in determining to purchase music product 

[10]. Conventional music stores and music sites have 

an important role, because consumers use it as a way 

to assess the quality of the product. The atmosphere 

of music store or music sites and music brands or 

sites which is already known can influence the 

consumer's decision to purchase music products, 

consumers will buy music product on a store or site 

that has been known provide a good quality of  music 

products [11,12]. 

 A good store music and site music will provide 

an easy process for customers to obtain the music 

products, both the search for the track and process 

payments that are not difficult for consumers. 

Processes that occur to get music products give effect 

to the consumer behavior to determine a place for 

consumers to consume music products offered. Ease 

obtained consumers to get music products can affect 

consumer behavior, therefore the company should be 

able to provide facilities in the process of getting the 

product, both the process of getting the music 

product and the process of payment to get product 

[7,10]. 

 The music industry can take advantage of the 

seven elements of the marketing mix (product, price, 

promotion, distribution, service, physical evidence, 

process) to make the right marketing strategy for 

music product. The proper use of the seven elements 

of the marketing mix will be able to attract consumer 

intention in consuming music products according to 

consumer tastes [13]. Increased consumers intention 

to consume music products legally will be able to 

increase sales of music products, this can be realized 

with the efforts of the perpetrators of music to 

promote quality music products they produce as well 

as the awareness of consumers to consume legal 

music products as a form of consumer appreciation 

of the work of the musician. 

 It is important for the music industry to be able 

to attract customers to buy music products, CD music 

products and online music product. In this digital era, 

the pirated music products more attractive by young 

consumers, they no longer pay attention to the 

quality of the products provided as long as they can 

listen to the music [14], but there are still many 

consumers who consider the contents of the songs in 

influencing consumer purchase intentions compared 

price and brand although there is the option of 

bundling with other products [15]. 

 Based on the explanation above, the purpose of 

this study is to identify the presence or absence of 

differences in the behavior of consumers towards CD 

music product and online music product through 
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marketing mix consist of product, price, promotion, 

distribution, services, physical evidence, process, and 

to identify the presence or absence of difference in 

the consumer's purchase intention on the CD music 

product and online music products.  

 

3. Research Methods: 

3.1. Population and Sample: 

 The populations in this study are music product 

buyers in the Greater Jakarta area. The sample of 

population has the same chance of being selected 

into the sample. Judging from time horizon, this 

study is a cross section, which is empirically 

information collected from the population, in order to 

know the opinion of the object being studied. The 

sample are 368 respondents, the sampling method 

used is simple random sampling method. The 

procedure is quite accurate for random sampling, 

regardless of the subject sample unilaterally. 

 

3.2. Research Instruments and Measurement Scale: 

 The data used is the primary data. Measurements 

in this study using 5-point Likert scale. The research 

instrument used was a questionnaire which refers to 

the previous studied [3,7,10,13,16,17]. 

 

3.3. Grant Theory: 

 The grant theory of this research is the theory 

proposed by Ajzen [18], known as the Theory of 

Planned Behavioral which is postulated three free 

concepts that determines the intention, that are 

attitudes, norms, and perceived behavioral control. 

Consumer behavior model proposed by Kotler [19] 

also used in this research which is stated that the 

behavior of consumers in the purchase of goods or 

services affected by marketing stimuli, other stimuli, 

and consumer characteristics. 

 

3.4. Analysis Method: 

 The method of analysis used in this study is 

mean difference test. Mean difference test analysis is 

testing two paired samples which is used to identify 

the presence or absence of difference between the 

two groups of samples. Paired samples are using the 

same subject but have different treatments. The 

analysis does by finding the difference between the 

values of two variables for each case, and then test 

whether there are differences. The method of the 

analysis will be using statistical software SPSS 

(Statistics  for Products and Services Solution). 

 

4. Results and Discussion 

 

 This study aims to This study aims to identify 

the presence or absence of differences in the 

behavior of consumers towards CD music product 

and online music product through marketing mix 

variables consist of product, price, promotion, place, 

people, physical evidence, process, and determine the 

difference consumers purchase intention on CD 

music product and online music product. 

 Statistics obtained should be able to meet the test 

criteria that if t count > t table and p value < 0.05 

means that there is a difference between the two 

groups of samples. Conversely, if t count < t table 

and p value > 0.05 means that there is no difference 

between the two groups of samples. In accordance 

with the statements, from Table 1, it can be said that 

there are differences in consumers' assessment of CD 

music product and online music products for 

products, place, physical evidence, process, and 

purchase intention, while for the price, promotion, 

and people, consumer judge there is no difference 

between CD music product and online music 

product. 

Table 1:.Results of Mean Different Test for CD Music Products and Online Music Products. 

No Variable Type of Music 

Product 
Mean Sig. Explanation 

1. Product CD 45.38 .000 Difference 
Online 47.14 

2. Price CD 43.98 .220 No Difference 
Online 44.18 

3. Promotion CD 43.40 .524 No Difference 
Online 43.21 

4. Place CD 43.98 .000 Difference 
Online 49.20 

5. People CD 44.11 .893 No Difference 
Online 44.17 

6. Physical Evidence CD 46.38 .046 Difference 
Online 47.10 

7. Process CD 46.36 .034 Difference 
Online 45.64 

8. Purchase Intention CD 42.55 .000 Difference 
Online 47.15 

 

 Value for the product showed that the average 

consumer prefers online music products than CD 

music products, this happens because a lot of 

consumers who consider that online music products 

more easily to obtain, and consumers can choose to 

get the songs that only preferred and can be obtained 

in a variety of situations. Considering from the 

quality and packing the song on music products, 

consumers assume that the online music product 

more practical, and the size is not too large when 
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compared with the song stored on CD. In terms of 

the singer, the consumers get easier to choose the 

singers or songs from online music products.              

Technological developments led to more consumers 

consider the practical product compared to the 

quality of products, so for today's online music 

products more attractive to consumers than CD 

music product. In contrast to previous study which 

stated that the quality of singers and bands is very 

important to attract consumers to consume music 

products [5], but it does not mean that today's 

consumers no longer pay attention to the quality of a 

song, but in addition to the quality of a song that is 

noticed by consumers, the ease of obtaining music 

products also are considered by consumers to 

consume music products. 

 The results showed that consumers consider the 

price offered by CD music product and online music 

product is the same. During this time many of 

consumers think that the price given for CD music 

products more expensive than the price of online 

music products, but the real price of the CD music 

product consists of several songs contained in it, 

while the online music products provide prices for 

one song. The affordability of price is relative to the 

needs of music products, but a variety of discounts 

and promotion offers more commonly found on the 

web online. In addition, the latest service information 

on the development of music and singers can be 

provided by the site manager directly via email or 

text message to consumers as a service to provide 

satisfaction to customers. 

 These results are consistent with previous 

research which stated that consumers will be willing 

to pay some money to buy a music product if the 

price is appropriate to the value [6,7]. Consumers 

judge that the price given for CD music products is 

the same with prices offered by online music 

products, so the decision to buy music product more 

influenced by other factors. 

 Consumers' assessment of the promotion carried 

out for CD music products and online music product 

is no difference, because the promotion has been 

carried out by the parties involved in the music 

industry to be able to reach consumers. Promotion is 

done through various media and on music event is 

intended to allow consumers to know the songs of 

the musician as well as a way to obtain it. 

Advertising to acquire online music products tend to 

be more numerous and varied, but consumers also 

expressed after knowing advertisements, many 

consumers are tempted to acquire a song through 

pirated. Sales promotion efforts online or 

electronically tend to differ from conventional sales 

promotion, because online sales promotion endlessly 

products closer to consumers through a variety of 

online or   electronic media. 

 The results of similar studies conducted 

previously in which widely use the power of the 

Internet will be able to help the sustainability of 

music industry [8,9], and can provide a major 

influence in increasing the sales of music products 

[5]. Good promotion can help the music industry in 

introducing songs of the musician's and how to 

obtain a good song in a CD or get it online, so that 

can help to increase sales volume of music product. 

 The results showed that consumers prefer online 

music products than CD music product, this happens 

because the online music product easier to be 

obtained through the internet with many music sites 

that offer complete songs from the musicians. Online 

music products can be obtained by consumers from 

anywhere and anytime as long as there is an internet 

network, so consumers do not have to get out of the 

room to get it, and consumers can quickly update the 

latest song, if they interested can easily obtain and 

make payments online. Distribution by the web seller 

of online music is now using package system 

(bundling) with a mobile phone card providers and 

consumers email. 

 Results of previous studies stated that the power 

of the internet can not only help in promoting the 

music industry music, but also in marketing online 

music products which is now much in demand by 

consumers [7,10]. Differences in distributing music 

product causes the online music product more 

preferred by consumers because it is considered 

easier to obtain. 

 Consumer give the asses that they acquire the 

same thing for the services and information needed, 

both at the music store in obtaining CD music 

products or on online music sites in obtaining online 

music products. This greatly contributed to the 

consumer to be able to know more about music in 

general, and the song that is desired by consumers. 

Increased extensive knowledge in understanding a 

variety of songs and musical groups is a requirement 

waiter or waitress web store in providing services to 

consumers. Good skills and attitudes that serve to 

consumer is the key to success of services that should 

be   provided to consumer. 

 The results is same with previous research which 

stated that music stores and websites can be used to 

attract consumers, beside that the singers, bands, 

labels must also be able to utilize the technology to 

be able to provide good service to attract consumers 

who would be loyal fans [7]. Other research 

conducted only on online music products which 

stated that a good service provided by the site of 

music through easy to find information and to obtain 

the music products will be able to attract consumers 

to buy music products [10].  

 The results showed that consumers prefer the 

appearance of sites offering online music products 

compared with conventional music stores that offer 

CD music products. This can be happen because 

consumers prefer online music sites with an 

attractive appearance, and convenience provided by 

online music sites for consumers to search the song. 

Consumers feel more comfortable with the 
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atmosphere of the online services, the search engine 

to find the song, the user friendly site for consumers, 

easily buying process and the site also provides the 

opportunity to subscribe for consumer. 

 These results have been done by previous 

researchers which stated that the appearance of the 

interest site can affect consumers in determining to 

purchase music product [10]. Previous studies also 

stated that physical evidence has an important role, 

because consumers use it as a way to assess the 

quality of product. The atmosphere of music store or 

music sites can affect consumer decision in buying 

music products, the consumer will buy the music 

product on music store or music sites that have been 

known to give good quality of music products 

[11,12].  

 Consumers prefer a process that must be passed 

to obtain CD music products compared the process to 

be passed by the consumer to acquire online music 

product. Process payments to acquire online music 

products require consumers to enter the card number 

by himself which make consumers feel more 

difficult, although there is the convenience offered 

by a smart phone if you want to acquire a song by 

diminished the balance, but many consumers are 

considered easier process to obtain CD music 

products where consumers can only pay in cash or 

simply submit a debit or credit card and then sign the 

proof of the transaction. 

 The same result has been done by previous 

researchers which stated that the obtained ease 

consumers to get music products can affect consumer 

behavior, because of that to provides convenience in 

the process of getting the music product is very 

important, both the process of getting the music 

product and the process of payment [7,10]. Process 

should be done by the consumer to obtain music 

products give effect to the consumer's decision to 

determine the place for consumers to consume music 

products. 

 The results show that the higher of consumer's 

purchase intention is in online music products 

compared with CD music products. The offering of 

online music products is different with CD music 

products, where on the online music product 

consumers can choose to obtain only the preferred 

song while on the CD music product consumers can 

obtain a set of songs from the artist. Offering of 

online music products enable consumers to obtain 

preferred song only then refer it to other people about 

the song, while the CD music products consumers 

are required to pay for some of the songs contained 

in the CD even though there is only one song 

preferred by consumers. 

 The new findings of researchers which is 

different from previous study which stated that 

pirated music products more attractive to young 

consumers, they no longer pay attention to the 

quality of the products provided as long as they can 

listen to the music [14], and another study stated that 

the content of the song will more affect consumer 

purchase intentions compared to the price and brand 

although there is the option of bundling for music 

product with other products [15]. 

 Developments in technology have an impact on 

the music industry, both positive and negative 

influences. Technology can help in the development 

of products form CD music product, there are now 

other options where consumers can also choose 

online music product. However, the development of 

technology also allows each person to make illegal 

music product, and that can make consumers more 

interested in taking it because the price of illegal 

music product is cheap or could be free. Government 

intervention is needed to be able to stop the presence 

of pirated music products, and the need for 

appropriate marketing strategies of the music 

industry which can make consumers interested in 

consuming legally music products.  

 

5. Conclusions: 

 The results showed that there are differences in 

consumers' assessment of the CD music product and 

online music products for products, place, physical 

evidence, process, and purchase intention. For music 

products, consumers prefer online music products in 

accordance with technological developments. For 

distribution activities and physical evidence, 

consumers prefer to consume online music products, 

and purchase intentions of consumers tend to prefer 

the online music product. The process to obtain 

music product preferred on CD music product, 

because the process that must be passed to obtain CD 

music product is more easily by consumers, but for 

some factors such as price, promotion, and services 

consumers assess that there is no difference between 

CD music product and online music product.  

 The results of this study are expected in the 

future can help the music industry to establish 

appropriate marketing strategies through 

understanding of consumer assessment on CD music 

product and online music products, so it can  help 

revive the music industry and increase the sales 

volume of CD music product and online music 

product. For music lovers, the results of this study 

are expected to help music lovers to appreciate the 

work of musicians by consuming products issued 

legally by the music industry. 
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