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ABSTRAK 

LIDWINA SHERA AFINA DIO. Analisis Efektivitas Personalized Advertising 

Berbasis Artificial Intelligence (AI) pada Tiktok Shop Generasi Z di Jabodetabek: 

Program Studi Pemasaran Digital, Fakultas Ekonomi dan Bisnis, Universitas 

Negeri Jakarta, 2026.  

Penelitian ini bertujuan untuk menganalisis efektivitas personalized advertising 

berbasis Artificial Intelligence (AI) terhadap kinerja pemasaran digital pada 

platform social commerce TikTok Shop. Variabel kinerja yang diteliti meliputi 

engagement, click-through rate (CTR), dan purchase intention. Metode penelitian 

yang digunakan adalah pendekatan kuantitatif dengan teknik survei terhadap 

pengguna aktif social commerce. Data dianalisis menggunakan analisis deskriptif 

dan inferensial melalui perangkat lunak statistik. Hasil penelitian menunjukkan 

bahwa personalized advertising berbasis AI efektif dalam meningkatkan 

engagement, CTR, dan purchase intention. Temuan ini memberikan kontribusi 

teoretis pada pengembangan kajian pemasaran digital serta implikasi praktis bagi 

pelaku bisnis dalam mengoptimalkan strategi iklan berbasis data. 

Kata Kunci: Personalized Advertising, Artificial Intelligence, Social commerce, 

Engagement, Purchase Intention 
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ABSTRACT 

LIDWINA SHERA AFINA DIO. Analysis of The Effectiveness of Artificial 

Intelligence (Ai)-Based Personalized Advertising on Tiktok Shop Among 

Generation Z In Jabodetabek: Digital Marketing Study Program, Faculty of 

Economics and Business, State University of Jakarta, 2026.  

This study aims to analyze the effectiveness of Artificial Intelligence (AI)-based 

personalized advertising on digital marketing performance on the social 

commerceplatform TikTok Shop. The performance variables examined include 

engagement, click-through rate (CTR), and purchase intention. This research 

employs a quantitative approach using a survey method conducted among active 

social commerceusers. The data were analyzed using descriptive and inferential 

statistical analysis through statistical software. The results indicate that AI-based 

personalized advertising has a positive and significant effect on engagement, click-

through rate (CTR), and purchase intention. These findings contribute theoretically 

to the development of digital marketing studies and provide practical implications 

for businesses in optimizing data-driven advertising strategies. 

Keywords: Personalized Advertising, Artificial Intelligence, Social commerce, 

Engagement, Purchase Intention  
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