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ABSTRAK

Perkembangan teknologi Artificial Intelligence (Al) telah mendorong transformasi
dalam industri e-commerce melalui penerapan berbagai fitur berbasis Al yang
mampu memberikan pengalaman berbelanja yang lebih personal, efisien, dan
interaktif. Shopee sebagai salah satu platform e-commerce terbesar di Indonesia
telah mengimplementasikan teknologi AI dalam bentuk rekomendasi produk,
chatbot, dan pencarian cerdas. Penelitian tertulis bertujuan untuk menganalisis
peran Al shopping terhadap keputusan pembelian generasi Z pada Shopee dengan
perceived trust sebagai variable mediasi studi pada mahasiswa Fakultas Ekonomi
dan Bisnis Universitas Wijaya Kusuma Surabaya. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode survei. Sampel penelitian berjumlah 112
mahasiswa Fakultas Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya
yang merupakan pengguna aktif Shopee, dipilih menggunakan teknik purposive
sampling. Pengumpulan data dilakukan melalui kuesioner dengan skala Likert lima
poin, sedangkan analisis data menggunakan Structural Equation Modeling—Partial
Least Squares (SEM-PLS) dengan bantuan perangkat lunak WarpPLS 7.0. Hasil
penelitian menunjukkan bahwa Al shopping berpengaruh signifikan terhadap
perceived trust, Al shopping berpengaruh signifikan terhadap keputusan
pembelian, serta perceived trust berpengaruh signifikan terhadap keputusan
pembelian. Selain itu, perceived trust terbukti memediasi secara parsial hubungan
antara Al shopping dan keputusan pembelian. Temuan ini menunjukkan bahwa
penerapan fitur Al yang akurat, personal, dan responsif mampu meningkatkan
kepercayaan konsumen sehingga mendorong keputusan pembelian pada platform
Shopee. Penelitian ini memberikan implikasi praktis bagi Shopee untuk terus
mengembangkan teknologi Al yang berorientasi pada peningkatan kepercayaan
pengguna guna memperkuat keputusan pembelian.

Kata Kunci: Al Shopping, Generasi Z, Keputusan Pembelian, Perceived Trust,
Shopee
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ABSTRACT

The development of Artificial Intelligence (Al) technology has driven
transformation in the e-commerce industry through the implementation of various
Al-based features that provide a more personalized, efficient, and interactive
shopping experience. Shopee, as one of the largest e-commerce platforms in
Indonesia, has implemented Al technology through product recommendations,
chatbots, and intelligent search features. This study aims to analyze the effect of Al
shopping on Generation Z's purchase decisions on Shopee, with perceived trust
serving as a mediating variable, focusing on students of the Faculty of Economics
and Business at Wijaya Kusuma University Surabaya. This study employed a
quantitative approach using a survey method. The research sample consisted of 112
students from the Faculty of Economics and Business at Wijaya Kusuma University
Surabaya who were active Shopee users and were selected through purposive
sampling. Data were collected using a five-point Likert scale questionnaire and
analyzed using Structural Equation Modeling—Partial Least Squares (SEM-PLS)
with WarpPLS 7.0 software. The results indicate that Al shopping has a significant
positive effect on perceived trust, Al shopping has a significant positive effect on
purchase decisions, and perceived trust has a significant positive effect on purchase
decisions. Furthermore, perceived trust partially mediates the relationship between
Al shopping and purchase decisions. These findings suggest that the
implementation of accurate, personalized, and responsive Al features enhances
consumer trust, which in turn encourages purchase decisions on the Shopee
platform. This study provides practical implications for Shopee to continuously
develop Al technologies that strengthen user trust in order to enhance consumers’
purchase decisions.

Keywords: Al Shopping, Generation Z, Purchase Decision, Perceived Trust,
Shopee
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