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ABSTRACT

Hairul Hatami. The Influence of Artificial Intelligence-Based Personalized Advertising
Characteristics on Purchase Decisions through Consumer Trust on Instagram. Supervised by Dr. RR.
Yulianti Prihatiningrum, S.E., M.Si.

Keywords: personalized advertising, artificial intelligence, consumer trust, purchase decision,
Instagram.

This study aims to analyze the influence of artificial intelligence-based personalized
advertising characteristics on consumer purchase decisions through consumer trust on Instagram. The
characteristics examined in this study include perceived transparency, data security, perceived
fairness, Al relevance, and ease of interaction. This study was motivated by the increasing use of Al-
based personalized advertising on social media, which provides more relevant advertising
experiences but also raises concerns about trust, data security, fairness, transparency, and user
comfort.

This study employed a quantitative survey approach. The population consisted of Generation
Z Instagram users in Indonesia who had seen or interacted with Al-based personalized advertising. A
total of 300 respondents were selected as the research sample. Data were collected using an online
questionnaire and analyzed using Partial Least Square—Structural Equation Modeling (PLS-SEM)
with SmartPLS 4.

The results show that perceived transparency has no significant effect on purchase decisions.
Data security has a significant negative effect on purchase decisions, indicating that higher consumer
awareness of data security may increase caution in responding to Al-based personalized advertising.
Meanwhile, perceived fairness, Al relevance, interaction ease, and consumer trust have positive and
significant effects on purchase decisions. The mediation test shows that consumer trust mediates the
effects of data security, perceived fairness, Al relevance, and ease of interaction on purchase
decisions. However, consumer trust does not mediate the effect of perceived transparency on purchase
decisions.

Overall, the findings indicate that the effectiveness of Al-based personalized advertising on
Instagram is determined not only by the technological ability to personalize advertisements but also
by consumer trust, advertising relevance, ease of interaction, perceived fairness, and data security.
This study contributes to the development of digital marketing literature by emphasizing consumer
trust as an important psychological mechanism in linking Al-based advertising characteristics with
purchase decisions.

Banjarmasin, July 13, 2026
Approved by:
17e Center

Dr. Hj. Noor Eka Chandra, M.Pd
NIP. 197710232001122003
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ABSTRAK

Hairul Hatami. Pengaruh Karakteristik Personalized Advertising Berbasis Artificial
Intelligence terhadap Keputusan Pembelian melalui Kepercayaan Konsumen di
Instagram. Dibimbing oleh Dr. RR. Yulianti Prihatiningrum, S.E., M.Si.

Penelitian ini bertujuan untuk menganalisis pengaruh karakteristik
personalized advertising berbasis artificial intelligence terhadap keputusan
pembelian melalui kepercayaan konsumen di Instagram. Karakteristik yang dikaji
dalam penelitian ini meliputi perceived transparency, keamanan data, perceived
fairness, relevansi Al, dan kemudahan interaksi. Penelitian ini dilatarbelakangi oleh
meningkatnya penggunaan iklan personalisasi berbasis Al pada media sosial, yang
mampu menghadirkan pengalaman iklan yang lebih relevan, tetapi juga
menimbulkan isu terkait kepercayaan, keamanan data, fairness, transparansi, dan
kenyamanan pengguna.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei.
Populasi dalam penelitian ini adalah pengguna Instagram Generasi Z di Indonesia
yang pernah melihat atau berinteraksi dengan iklan personalisasi berbasis Al
Sampel penelitian berjumlah 300 responden. Data dikumpulkan melalui kuesioner
online dan dianalisis menggunakan metode Partial Least Square—Structural
Equation Modeling (PLS-SEM) dengan bantuan aplikasi SmartPLS 4.

Hasil penelitian menunjukkan bahwa perceived transparency tidak
berpengaruh signifikan terhadap keputusan pembelian. Keamanan data
berpengaruh negatif dan signifikan terhadap keputusan pembelian, yang
menunjukkan bahwa meningkatnya perhatian konsumen terhadap keamanan data
dapat meningkatkan kehati-hatian dalam merespons iklan personalisasi berbasis Al.
Sementara itu, perceived fairness, relevansi Al, kemudahan interaksi, dan
kepercayaan konsumen berpengaruh positif dan signifikan terhadap keputusan
pembelian. Hasil pengujian mediasi menunjukkan bahwa kepercayaan konsumen
mampu memediasi pengaruh keamanan data, perceived fairness, relevansi Al, dan
kemudahan interaksi terhadap keputusan pembelian. Namun, kepercayaan
konsumen tidak mampu memediasi pengaruh perceived transparency terhadap
keputusan pembelian.

Secara keseluruhan, hasil penelitian ini menunjukkan bahwa efektivitas
personalized advertising berbasis Al di Instagram tidak hanya ditentukan oleh
kemampuan teknologi dalam mempersonalisasi iklan, tetapi juga oleh kepercayaan
konsumen, relevansi iklan, kemudahan interaksi, perceived fairness, dan keamanan
data. Penelitian ini memberikan kontribusi terhadap pengembangan literatur
pemasaran digital dengan menegaskan peran kepercayaan konsumen sebagai
mekanisme psikologis penting yang menghubungkan karakteristik iklan berbasis
Al dengan keputusan pembelian.

Kata kunci: personalized advertising, artificial intelligence, kepercayaan
konsumen, keputusan pembelian, Instagram
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