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ABSTRACT 

Qanita Sofhiya. 2026. The Effect of Advertising Personalization on 

Purchase Intention Through Perceived Ad Value Among Generation Z 

Consumers of Shopee in Banjarmasin. Advisor: H. Ikhwan Faisal, SE, M.Si, AK., 

CA, ACPA; Examiner I: Dr. Siti Aliyati Al Bushairi, SE, MM; Examiner II: Arief 

Budiman, SE, MMktg, Ph.D. 

 

This study aims to analyze the effect of advertising personalization on 

purchase intention through perceived ad value as a mediating variable among 

Generation Z consumers of Shopee in Banjarmasin. Specifically, this study 

examines: (1) the effect of advertising personalization on perceived ad value; (2) 

the effect of perceived ad value on purchase intention; (3) the direct effect of 

advertising personalization on purchase intention; and (4) the mediating role of 

perceived ad value in the relationship between advertising personalization and 

purchase intention. 

 

This study employs a quantitative approach using Partial Least Squares 

Structural Equation Modeling (PLS-SEM) with SmartPLS version 4.0. The research 

was conducted in Banjarmasin, South Kalimantan. Data were collected through an 

online questionnaire using Google Form with a five-point Likert scale. The sample 

consisted of 120 respondents who are Generation Z consumers aged 18–29 years, 

residing in Banjarmasin, and are active Shopee users who have been exposed to 

personalized advertisements. Sampling was conducted using purposive sampling. 

 

The results reveal that advertising personalization has a significant effect on 

perceived ad value, perceived ad value has a significant effect on purchase 

intention, and advertising personalization has a significant direct effect on 

purchase intention among Generation Z consumers of Shopee in Banjarmasin. 

Furthermore, perceived ad value significantly mediates the effect of advertising 

personalization on purchase intention. These findings confirm that high-quality 

advertising personalization not only directly drives purchase intention, but also 

operates through enhanced perceived advertising value as a crucial mediating 

mechanism. 

 

Keywords: Advertising Personalization, Perceived Ad Value, Purchase Intention, 

Generation Z, Shopee. 
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ABSTRAK 

Qanita Sofhiya. 2026. Pengaruh Personalisasi Iklan Terhadap Purchase 

Intention Melalui Perceived Ad Value Pada Konsumen Generasi Z Pengguna 

Shopee Di Banjarmasin. Pembimbing: H. Ikhwan Faisal, SE, M.Si, AK., CA, 

ACPA; Penguji I: Dr. Siti Aliyati Al Bushairi, SE, MM; Penguji II: Arief Budiman, 

SE, MMktg, Ph.D. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh personalisasi iklan 

terhadap purchase intention melalui perceived ad value sebagai variabel mediasi 

pada konsumen Generasi Z pengguna Shopee di Banjarmasin. Secara spesifik, 

penelitian ini menguji: (1) pengaruh personalisasi iklan terhadap perceived ad 

value; (2) pengaruh perceived ad value terhadap purchase intention; (3) pengaruh 

personalisasi iklan terhadap purchase intention; serta (4) peran mediasi perceived 

ad value dalam hubungan antara personalisasi iklan dan purchase intention. 

 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode Partial 

Least Squares Structural Equation Modeling (PLS-SEM) menggunakan perangkat 

lunak SmartPLS versi 4.0. Penelitian dilaksanakan di Kota Banjarmasin, 

Kalimantan Selatan. Pengumpulan data dilakukan melalui kuesioner daring 

menggunakan Google Form dengan skala Likert lima poin. Sampel dalam 

penelitian ini berjumlah 120 responden yang merupakan konsumen Generasi Z 

berusia 18–29 tahun, berdomisili di Kota Banjarmasin, dan merupakan pengguna 

aktif Shopee yang pernah menerima iklan yang dipersonalisasi. Teknik 

pengambilan sampel yang digunakan adalah purposive sampling. 

 

Hasil penelitian menunjukkan bahwa personalisasi iklan berpengaruh 

signifikan terhadap perceived ad value, perceived ad value berpengaruh signifikan 

terhadap purchase intention, dan personalisasi iklan berpengaruh signifikan 

terhadap purchase intention pada konsumen Generasi Z pengguna Shopee di 

Banjarmasin. Selain itu, perceived ad value terbukti memediasi secara signifikan 

pengaruh personalisasi iklan terhadap purchase intention. Temuan ini 

mengkonfirmasi bahwa personalisasi iklan yang berkualitas tidak hanya 

mendorong minat beli secara langsung, tetapi juga bekerja melalui peningkatan 

nilai iklan yang dirasakan konsumen sebagai mekanisme mediasi yang krusial. 

 

Kata Kunci: Personalisasi Iklan, Perceived Ad Value, Purchase Intention, Generasi 

Z, Shopee. 
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