DAFTAR PUSTAKA

Abdel Monem, H. (2021). The Effectiveness of Advertising Personalization.
Journal of Design Sciences and Applied Arts, 2(1), 335-344.
https://doi.org/10.21608/jdsaa.2021.31121.1061

An, G. K., & Ngo, T. T. A. (2025). Al-powered personalized advertising and
purchase intention in Vietnam’s digital landscape: The role of trust, relevance,

and usefulness. Journal of Open Innovation: Technology, Market, and
Complexity, 11(3). https://doi.org/10.1016/].joitmc.2025.100580

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media
in marketing. Journal of the Academy of Marketing Science, 48(1), 79-95.
https://doi.org/10.1007/s11747-019-00695-1

Arikunto, S. (2019). Prosedur penelitian: Suatu Pendekatan praktik. PT. Rineka
Cipta.

Bardauskaite, K. (2022). The Impact of Personalized advertising on Intention to
Purchase Goods in Online Stores.

Bleier, A., & Eisenbeiss, M. (2015). The importance of trust for personalized online
advertising. Journal of Retailing, 91(3), 390-409.
https://doi.org/10.1016/].jretai.2015.04.001

Boerman, S. C., Kruikemeier, S., & Bol, N. (2021). When is personalized
advertising crossing personal boundaries? How type of information, data
sharing, and personalized pricing influence consumer perceptions of

personalized advertising. Computers in Human Behavior Reports, 4.
https://doi.org/10.1016/j.chbr.2021.100144

Bohler, R. S. H. (2024). The Influence of Transparency in Personalized
Recommendation Ads on Consumer Privacy concerns and Purchase
Intentions. Law and Economy, 3(8), 13-21.
https://do1.org/10.56397/1e.2024.08.03

Candradewi, L. P., & Ratnawati, A. (2025). Pengaruh Online Customer Review dan
Content Marketing Terhadap Purchase Behavior Melalui Purchase Intention
E-commerce TikTok Shop. ECo-Buss, 8(1), 615-628.
https://doi.ore/10.32877/eb.v&811.2878

Chandra, A., Suryani, D., & Putra, R. (2022). Metode Analisis Data Kuantitatif
dalam Penelitian Sosial. CV Mitra Wacana Media.

Chen, S. C., & Lin, C. P. (2019). Understanding the effect of social media marketing
activities: The mediation of social identification, perceived value, and

101


https://doi.org/10.21608/jdsaa.2021.31121.1061
https://doi.org/10.1016/j.joitmc.2025.100580
https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1016/j.jretai.2015.04.001
https://doi.org/10.1016/j.chbr.2021.100144
https://doi.org/10.56397/le.2024.08.03
https://doi.org/10.32877/eb.v8i1.2878

102

satisfaction. Technological Forecasting and Social Change, 140, 22-32.
https://doi.org/10.1016/j.techfore.2018.11.025

Chen, S., Wu, Y., Deng, F., & Zhi, K. (2023). How does ad relevance affect
consumers’ attitudes toward personalized advertisements and social media
platforms? The role of information co-ownership, vulnerability, and privacy

cynicism. Journal of Retailing and Consumer Services, 73, 103336.
https://doi.org/10.1016/J.JRETCONSER.2023.103336

Chowdhury, S., & Kumar Singh Assistant Professor, P. (2024). Influence of Al
driven Digital Marketing on Consumer Purchase Intention: An Empirical
Study. In Journal of Informatics Education and Research (Vol. 4).
http://jier.org

Chu, J. (2023). The Effects of Personalized Advertisements on Consumer Decision-
Making Behavior. International Journal of High School Research, 5(3), 54—
59. https://doi.org/10.36838/v513.11

Databoks Katadata. (2025). E-commerceyang Sering Diakses Masyarakat
Indonesia pada 2025. https://databoks.katadata.co.id/infografik/2025/08/19/e-
commerce-yang-sering-diakses-masyarakat-indonesia-pada-2025

DataReportal. (2024). Digital 2024: Indonesia Report.
https://datareportal.com/reports/digital-2024-indonesia

de Groot, J. I. M. (2022). The Personalization Paradox in Facebook Advertising:
The Mediating Effect of Relevance on the Personalization—Brand Attitude
Relationship and the Moderating Effect of Intrusiveness. Journal of
Interactive Advertising, 22(1), 57-74.
https://doi.org/10.1080/15252019.2022.2032492

Duffett, R. G. (2017). Influence of social media marketing communications on
young consumers’ attitudes. Marketing Intelligence & Planning, 35(5), 661—
680. https://doi.org/10.1108/MIP-03-2016-0055

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J.,
... Wang, Y. (2021). Setting the future of digital and social media marketing
research: Perspectives and research propositions. International Journal of
Information Management, 59, 102168.
https://doi.org/10.1016/].1jinfomgt.2020.102168

Exner, Y., Hartmann, J., Netzer, O., & Zhang, S. (2025). Al in disguise-How Al-
generated ads’ visual cues shape consumer perception and performance.

Febriandika, N. R., Luthfiyatillah, & Azman, S. M. M. bin S. (2025). PURCHASE
INTENTION OF MILLENNIAL MUSLIMS TOWARD B2C E-


https://doi.org/10.1016/j.techfore.2018.11.025
https://doi.org/10.1016/J.JRETCONSER.2023.103336
http://jier.org/
https://doi.org/10.36838/v5i3.11
https://databoks.katadata.co.id/infografik/2025/08/19/e-commerce-yang-sering-diakses-masyarakat-indonesia-pada-2025
https://databoks.katadata.co.id/infografik/2025/08/19/e-commerce-yang-sering-diakses-masyarakat-indonesia-pada-2025
https://datareportal.com/reports/digital-2024-indonesia
https://doi.org/10.1080/15252019.2022.2032492
https://doi.org/10.1108/MIP-03-2016-0055
https://doi.org/10.1016/j.ijinfomgt.2020.102168

103

COMMERCE. Innovative Marketing, 21(1), 129-141.
https://doi.org/10.21511/im.21(1).2025.11

Gao, B., Wang, Y., Xie, H., Hu, Y., & Hu, Y. (2023). Artificial Intelligence in
Advertising: Advancements, Challenges, and Ethical Considerations in
Targeting, Personalization, Content Creation, and Ad Optimization. In SAGE
Open (Vol. 13, Issue 4). SAGE Publications Inc.
https://doi.org/10.1177/21582440231210759

Geng, S., Yang, P., Gao, Y., Tan, Y., & Yang, C. (2021). The effects of ad social and
personal relevance on consumer ad engagement on social media: The
moderating role of platform trust. Computers in Human Behavior, 122,
106834. https://doi.org/10.1016/J.CHB.2021.106834

Google, Temasek, & Bain & Company. (2024). e-Conomy SEA 2024.
https://services.google.com/fh/files/misc/indonesia_e _conomy sea 2024 rep

ort.pdf

Griffioen, N., Lichtwarck-Aschoff, A., van Rooij, M., & Granic, 1. (2021). From
Wellbeing to Social Media and Back: A Multi-Method Approach to Assessing
the Bi-Directional Relationship Between Wellbeing and Social Media Use.
Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.789302

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data
Analysis (7th ed.). Pearson.

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy.
International Journal of Information Management, 35(2), 183-191.
https://doi.org/10.1016/j.1jinfomgt.2014.12.005

Haloho, F. J., & Parahyanti, E. (2020). Personalized Online Advertisements as A
Means of Enhancing Purchase Intention:The Mediating Effect of Advertising
Value. PSIKODIMENSIA, 19(2), 156.
https://doi.org/10.24167/psidim.v19i2.2650

Ham, C. D. (2017). Exploring how consumers cope with online behavioral
advertising. Journal of Advertising, 46(4), 632648
https://doi.org/10.1080/00913367.2017.1394238

Handoyo, S. (2024). Purchasing in the digital age: A meta-analytical perspective on
trust, risk, security, and e-WOM in e-commerce. Heliyon, 10(8).
https://doi.ore/10.1016/j.heliyon.2024.¢29714

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2016). 4 trust-based consumer decision-
making model in electronic commerce: The role of trust, perceived risk, and
their antecedents. Decision Support Systems, 44(2), 544—564.


https://doi.org/10.21511/im.21(1).2025.11
https://doi.org/10.1177/21582440231210759
https://doi.org/10.1016/J.CHB.2021.106834
https://services.google.com/fh/files/misc/indonesia_e_conomy_sea_2024_report.pdf
https://services.google.com/fh/files/misc/indonesia_e_conomy_sea_2024_report.pdf
https://doi.org/10.3389/fpsyg.2021.789302
https://doi.org/10.1016/j.ijinfomgt.2014.12.005
https://doi.org/10.24167/psidim.v19i2.2650
https://doi.org/10.1080/00913367.2017.1394238
https://doi.org/10.1016/j.heliyon.2024.e29714

104

Komalasari, F., Christianto, A., & Ganiarto, E. (2021). Factors Influencing Purchase
Intention in Affecting Purchase Decision: A Study of E-commerce Customer
in Greater Jakarta. BISNIS & BIROKRASI: Jurnal Ilmu Administrasi Dan
Organisasi, 28(1). https://doi.org/10.20476/1bb.v2811.1290

Kotler, & Keller. (2022). Marketing Management. Pearson.

Kusuma Iswahyuni, Andre Dwijanto Witjaksono, & Harti. (2022). The Impact of
Perceived Ease of Use and Perceived Usefulness To wards Purchase Decision
through the Consumer s Intention of Engagement with Game Application on
the Marketplace Consumers. https://doi.org/10.47191/jefms/v5-16-10

Laudon, K. C. ., & Traver, C. Guercio. (2017). E-commerce : business, technology,
society. Pearson.

Lee, B., & Childs, M. (2021). Building Consumer Trust in Cosmetic
Advertisements: The Effect of Model Ethnicity and Brand Origin.
International  Journal of  Marketing  Studies, 13(2), 12.
https://doi.org/10.5539/ijms.v13n2p12

Lee, V., Park, S., & Lee, D. (2022). The Effect of E-commerce Servi ce Quali ty
Factors on Customer Sati sfacti on, Purchase Intention, and Actual Purchase
in Uzbekistan. Global Business and Finance Review, 27(3), 56-74.
https://doi.org/10.17549/gbfr.2022.27.3.56

Loupessis, 1., & Intahchomphoo, C. (2025). Framing the climate: How TikTok’s
algorithm shapes environmental discourse. Telematics and Informatics,
102329. https://doi.org/10.1016/j.tele.2025.102329

Li, H., & Kannan, P. K. (2015). Attributing conversions in a multichannel online
marketing environment. Journal of Marketing Research, 51(1), 40-56.
https://doi.org/10.1509/jmr.13.0050

Marso. (2023). The Effect of Perceived Ease of Use and Perceived Usefulness on
Trust, Loyalty of  E-commerceCustomers (pp. 796-804).
https://doi.org/10.2991/978-94-6463-008-4_100

Martins, C., Oliveira, T., & Popovi¢, A. (2019). Understanding the Internet banking
adoption: A unified theory of acceptance and use of technology and perceived

risk application. International Journal of Information Management, 34(1), 1—
13.

McKnight, D. H., Carter, M., Thatcher, J. B., & Clay, P. F. (2017). Trust in a specific
technology: An investigation of its components and measures. ACM
Transactions on Management Information Systems, 2(2), 1-25.


https://doi.org/10.20476/jbb.v28i1.1290
https://doi.org/10.47191/jefms/v5-i6-10
https://doi.org/10.5539/ijms.v13n2p12
https://doi.org/10.17549/gbfr.2022.27.3.56
https://doi.org/10.1016/j.tele.2025.102329
https://doi.org/10.1509/jmr.13.0050
https://doi.org/10.2991/978-94-6463-008-4_100

105

Mim, K. B., Jai, T., & Lee, S. H. (2022). The Influence of Sustainable Positioning
on eWOM and Brand Loyalty: Analysis of Credible Sources and Transparency
Practices Based on the S-O-R Model. Sustainability (Switzerland), 14(19).
https://doi.org/10.3390/sul41912461

Min, B. W. (2025). A Study Comparing Consumer Responses to Human-created
and Generated Al Ads: Focus on Telecommunications Ads. Asia-Pacific
Journal  of Convergent  Research  Interchange, 11(5), 39-54.
https://doi.org/10.47116/apjcri.2025.05.03

Mohammad Nazir. (2017). Metode Penelitian. Ghalia Indonesia.

Ngo, T. T. A., Phan, T. Y. N., Nguyen, T. K., Le, N. B. T., Nguyen, N. T. A., & Le,
T. T. D. (2025). Understanding continuance intention toward the use of Al
chatbots in customer service among generation Z in Vietnam. Acta
Psychologica, 259. https://doi.org/10.1016/j.actpsy.2025.105468

Odoom, P. T. (2022). Personalised Display Advertising and Online Purchase
Intentions: The Moderating Effect of Internet Use Motivation. International
Journal  of  E-Services and  Mobile  Applications, 14(1).
https://doi.org/10.4018/IJESMA.296575

Patricy, A. N., & Dewi, C. K. (2025). Social Media and Planned Behaviour: Impact
on TikTok Purchase Intentions. /ndonesian Journal of Business Analytics,
5(3), 25252542, https://doi.org/10.55927/ijba.v513.14610

Prisco, A., Ricciardi, 1., Percuoco, M., & Basile, V. (2025). Sustainability-driven
fashion: Unpacking generation Z’s second-hand clothing purchase intentions.
Journal of Retailing and Consumer Services, 85.
https://doi.org/10.1016/j.jretconser.2025.104306

Querch, N., & Zhu, P. (2025). The Impact of Personalized AI-Generated Video Ads
on  Consumer  Click-Through  Rates.  OALib, 12(06), 1-20.
https://doi.org/10.4236/0alib.1113607

Rahmawaty, P., Sunarta, S., & Nuranti, B. R. (2024). The Impact of Personalized
advertising on Consumer Purchase Decisions with Brand Trust as a Mediator
Toward  Sustainable Development Goals (SDGs) (pp. 426-442).
https://doi.org/10.2991/978-2-38476-303-0_42

REENA, M., & UDITA, K. (2020). Impact of Personalized Social Media
Advertisements on Consumer Purchase Intention. Annals of Dunarea de Jos
University of Galati. Fascicle I. Economics and Applied Informatics, 26(2),
15-24. https://doi.org/10.35219/eail1 5840409101

Riedel, A. S., Weeks, C. S., & Beatson, A. T. (2024). Dealing with intrusive ads: a
study of which functionalities help consumers feel agency. International


https://doi.org/10.3390/su141912461
https://doi.org/10.47116/apjcri.2025.05.03
https://doi.org/10.1016/j.actpsy.2025.105468
https://doi.org/10.4018/IJESMA.296575
https://doi.org/10.55927/ijba.v5i3.14610
https://doi.org/10.1016/j.jretconser.2025.104306
https://doi.org/10.4236/oalib.1113607
https://doi.org/10.2991/978-2-38476-303-0_42
https://doi.org/10.35219/eai15840409101

106

Journal of Advertising, 43(2), 361-387.
https://doi.org/10.1080/02650487.2023.2197778

Sadat, A. M., & Lin, M. L. (2021). Investigating The Effect Of Organizational
Amnesia on the Performance of Small and Medium Sized

Enterprises. International Journal of Electronic Commerce Studies, 12(2),
245-258.

Saha, P., Sengupta, A., & Gupta, P. (2024). Influence of personality traits on
generation Z consumers’ click-through intentions towards personalized
advertisements: A mixed-methods study:. Heliyon, 10(15).
https://doi.org/10.1016/].heliyon.2024.e34559

Sakalauskas, V., & Kriksciuniene, D. (2024). Personalized advertising in E-
commerce: Using Clickstream Data to Target High-Value Customers.
Algorithms, 17(1). https://doi.org/10.3390/a17010027

Saleh, H. N., Maupa, H., Cokki, C., & Sadat, A. M. (2025). Factors Affecting the
Intention to Buy Electric Vehicles Through the Integration of Technology
Acceptance Model and Prior Experience. Journal of Applied Data
Sciences, 6(2), 1392-1412.

Sandra Jel¢i¢, Nikolina Cule Kara¢i¢, & Mirela Mabié. (2025). IMPACT OF
PERSONALIZATION ON ONLINE SHOPPING INTENT: THE
MEDIATING ROLE OF PERCEIVED AD INTRUSIVENESS. Economic
Review, XX11(2), 91-102. https://doi.org/10.51558/2303-680x.2024.22.2.91

Soni, V. (2024). Al and the Personalization-Privacy Paradox: Balancing
Customized Marketing with Consumer Data Protection. International Journal
of Computer Trends and Technology, 72(9), 24-31.
https://doi.org/10.14445/22312803/ijctt-v72i9p 105

Sugiyono. (2017). Metode penelitian bisnis: pendekatan kuantitatif, kualitatif,
kombinasi, dan R&D. CV. Alfabeta.

Sugiyono. (2018). Quantitative, qualitative, and R&D research methods.
ALFABETA.

Sugiyono. (2019). Metode Penelitian Pendidikan. ALFABETA.

Syaputra, R., & Azhar, A. (2025). PARAPLU JOURNAL THE EFFECTIVENESS
OF PERSONALIZED ADVERTISING ON CONSUMER ENGAGEMENT
THROUGH EMOTIONAL ATTACHMENT ON SOCIAL MEDIA Article
info ABSTRACT. PARAPLU JOURNAL |, 2(1), 2025.

Syarif, M. 1., Hannum, M., Wahyuni, S., & Nurbaiti. (2023). Potensi Perkembangan
E-commerce Dalam Menunjang Bisnis di Indonesia. Journal of Computers
and Digital Business, 2(1), 11-14. https://doi.org/10.56427/jcbd.v2i1.30



https://doi.org/10.1080/02650487.2023.2197778
https://doi.org/10.1016/j.heliyon.2024.e34559
https://doi.org/10.3390/a17010027
https://doi.org/10.51558/2303-680x.2024.22.2.91
https://doi.org/10.14445/22312803/ijctt-v72i9p105
https://doi.org/10.56427/jcbd.v2i1.30

107

TikTok for Business. (2024). TikTok Shop Indonesia Insight Report 2024.
https://ads.tiktok.com/business/library/Tik Tok Whats Next Shopping_Tren
d_Report 2024.pdf

Vaidhyanathan, & Rajeswari P. (2022). ANALYSIS OF CONSUMER PURCHASE
INTENTION TOWARDS PERSONALIZED RETARGETED
ADVERTISEMENTS. 20, 3688-3696.
https://doi.org/10.14704/nq.2022.20.5.NQ22666

Van Noort, G., & Van Reijmersdal, E. A. (2019). Branded content: A review of the
literature and research agenda. Journal of Advertising, 48(4), 363—376.
https://doi.org/10.1080/00913367.2019.1654948

Van Doorn, J., & Hoekstra, J. C. (2019). Customization of online advertising: The
role of intrusiveness. Journal of Interactive Marketing, 45, 1-16.
https://doi.org/10.1016/j.intmar.2018.09.001

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2016). Unified theory of acceptance and
use of technology: A synthesis and the road ahead. Journal of the Association
for Information Systems, 17(5), 328-376. https://doi.org/10.17705/1jais.00428

Voorveld, H. A. M., van Noort, G., Muntinga, D. G., & Bronner, F. (2018).
Engagement with social media and social media advertising: The role of
platform type. Journal of  Advertising, 47(1), 38-54.
https://doi.org/10.1080/00913367.2017.1405754

Vrtana, D., & Krizanova, A. (2023). The Power of Emotional Advertising Appeals:
Examining Their Influence on Consumer Purchasing Behavior and Brand—
Customer Relationship. Sustainability (Switzerland), 15(18).
https://doi.org/10.3390/sul51813337

Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust and
Consumers’ Purchase Intention in a Social commerce Platform: A Meta-
Analytic Approach. SAGE Open, 12(2).
https://doi.org/10.1177/21582440221091262

Wang, W., Chen, Z., & Kuang, J. (2025). Artificial Intelligence -Driven
Recommendations and Functional Food Purchases: Understanding Consumer
Decision-Making. Foods, 14(6). https://doi.org/10.3390/foods14060976

Wardhani, P. 1., Susilawati, S. A., Wibowo, Y. A., Dewi, R. P., Widiyatmoko, W.,
Hafida, S. H. N., Maulana, E., Utami, S., & Hayatun, I. (2025). Identification
of social media approach for strengthening the generation Z disaster capacity

on  drought issues.  Progress in  Disaster  Science, 28.
https://doi.ore/10.1016/.pdisas.2025.100467



https://ads.tiktok.com/business/library/TikTok_Whats_Next_Shopping_Trend_Report_2024.pdf
https://ads.tiktok.com/business/library/TikTok_Whats_Next_Shopping_Trend_Report_2024.pdf
https://doi.org/10.14704/nq.2022.20.5.NQ22666
https://doi.org/10.1080/00913367.2019.1654948
https://doi.org/10.1016/j.intmar.2018.09.001
https://doi.org/10.17705/1jais.00428
https://doi.org/10.1080/00913367.2017.1405754
https://doi.org/10.3390/su151813337
https://doi.org/10.1177/21582440221091262
https://doi.org/10.3390/foods14060976
https://doi.org/10.1016/j.pdisas.2025.100467

108

We Are Social. (2024). Digital 2024 Global Overview Report.
https://wearesocial.com/id/blog/2024/01/digital-2024-5-billion-social-media-
users/

Wen, J., & Li, X. (2025). Al Digital Human Responsiveness and Consumer
Purchase Intention: The Mediating Role of Trust. Journal of Theoretical and

Applied Electronic CommerceResearch, 2003).
https://doi.org/10.3390/jtaer20030246

Wijaya, J. A., & Susilawaty, L. (2023). Pengaruh Fitur Iklan Media Sosial Terhadap
Niat Beli Yang Dimediasi Oleh Keterlibatan Merek pada Laptop Lenovo.
Business Management Journal, 19(2), 143-161.
https://doi.org/10.30813/bmj.v19i2.4654



https://wearesocial.com/id/blog/2024/01/digital-2024-5-billion-social-media-users/
https://wearesocial.com/id/blog/2024/01/digital-2024-5-billion-social-media-users/
https://doi.org/10.3390/jtaer20030246
https://doi.org/10.30813/bmj.v19i2.4654

