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 This research was conducted due to the increasing use of artificial 
intelligence (AI) based content on e-commerce platforms and its 
potential to influence consumer perceptions and purchasing 
decisions, particularly on TikTok Shop. The research examines 
whether AI based content affects consumer purchasing decisions. A 
quantitative approach and purposive sampling technique were 
employed to process data collected from 100 respondents aged 18–40 
who had viewed AI generated content on TikTok and had either 
purchased or considered purchasing products via TikTok Shop, then 
data was analyzed using PLS-SEM. The results show that AI based 
content has a positive effect on consumer purchasing decisions, with 
an Original Sample value of 0.816, a T-Statistic of 16.958, and a P-
Value of < 0.000. 
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INTRODUCTION 
Developments in recent years have significantly changed marketing methods, shifting from 
conventional marketing to digital marketing that is more interactive, fast paced, and technology 
driven. Within this context, content has become the primary element in delivering marketing 
messages to consumers, encompassing videos, images, posts, stories, and audio designed to be 
engaging, relevant, and valuable to target audiences (Bustomi et al., 2025). (Ardani, 2022) argues 
that digital marketing can influence consumer behavior. This indicates that the role of content has 
become increasingly complex, functioning not only as a medium of information delivery but also 
as a strategic tool capable of shaping perception and influencing consumer decision-making. 

Alongside these developments, Artificial Intelligence (AI) has begun to be integrated into 
digital content production, particularly in video format. AI refers to the capability of computer 
systems to learn from data as humans learn from experience, enabling algorithm-based problem 
solving and decision-making (Sudirwo et al., 2024). Through artificial intelligence, computers can 
be designed to perform various tasks that typically rely on human cognitive abilities (Eriana & 
Zein, 2023). The utilization of AI allows for the automated production of content with high 
efficiency and more accurate personalization tailored to audience preferences. (Malau et al., 2024) 
discuss the development of AI and the challenges associated with its use in the digital era. Prior 
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research suggests that AI plays a transformative role in digital marketing personalization, enabling 
companies to move beyond traditional market segmentation toward hyper-personalization by 
analyzing consumer behavior data in real time and optimizing content automatically (Pratama, 
2025). AI-based video is also considered to have a higher appeal, as it is able to combine visual, 
audio, and narrative elements simultaneously. (Putri & Nurhayati, 2024) show that the TikTok 
algorithm and creative content can influence purchase decisions. AI-based video content is also 
considered to have a higher appeal, as it is able to combine visual, audio, and narrative elements 
simultaneously. 

From a consumer behavior perspective, a consumer's purchase decision is the culmination 
of a process involving both rational and emotional considerations (Lotte et al., 2023). This decision 
is influenced by various factors, including marketing stimuli received by consumers, such as 
digital content.(Kotler et al 2022) explains that marketing stimuli can influence consumer responses 
during the purchasing process. (Witjaksono, 2023) identifies several factors that can influence 
consumer purchase decisions. Previous research indicates that digital content has a significant 
influence on consumer purchasing decisions, with accurate information playing a crucial role, 
attractive visuals, engaging interactions, and message credibility encourage consumers to make 
purchases (Oktaviani & Poyo, 2025). 

Changes in consumer behavior in the digital age further reinforce the importance of 
content in marketing. Consumers today tend to be more active in searching for information, more 
selective in choosing products, and more critical in evaluating brand credibility, while also being 
more responsive to content that provides relevant experiences suited to their needs (Andrian et al., 
2022). (Wardhana, 2025) discussing the dynamics of consumer behavior in the Digital 4.0 era. Prior 
research shows that informative and engaging content presentation is able to build consumer 
attention and initial interest (Irwanto et al., 2026). (Adistia et al., 2025) demonstrate the relevance of 
social media content to consumer purchasing behavior. 

In a more specific context, the growth of e-commerce in Indonesia has been rapid. (Rahayu 
et al., 2026) discuss digital transformation in Indonesia within the e-commerce and digital economy 
ecosystem. This development has also been accompanied by the emergence of social commerce, a 
form of online buying and selling that integrates commercial activity with social media 
(Khoirotunnisa et al., 2026). One of the platforms experiencing significant growth is TikTok, 
through its TikTok Shop feature. (Puspitasari & Sarah, 2025) examine purchase decisions in the 
context of e-commerce through TikTok Shop. Originally launched in 2016 in China, TikTok is a 
short-video platform presented in a vertical, scrollable format that enables consumers to discover, 
evaluate, and purchase products directly through interactive video content (Yuwono et al., 2025). 
TikTok’s recommendation algorithm is also able to distribute content in a personalized manner, 
thereby increasing the effectiveness of marketing message delivery. (Putri & Nurhayati, 2024) show 
that the TikTok algorithm and creative content are relevant to purchase decisions on TikTok Shop. 

Although previous studies have examined digital content and purchasing decisions, the 
findings have not been entirely consistent. (Fajar et al., 2026) reported a positive and significant 
relationship between content marketing and purchasing decisions, whereas ( Aini, 2025) reported a 
negative and non-significant relationship. Furthermore, most existing literature treats content 
marketing as a broad construct without distinguishing between content generated using AI tools 
and content produced conventionally. AI-based content may offer additional characteristics such 
as algorithmic personalization, automated visual production, and synthetic narration yet these 
features do not automatically generate greater credibility or increased purchasing effectiveness. 
Therefore, this study addresses a specific empirical issue, whether AI-based content influences 
consumer purchasing decisions on TikTok Shop. A preliminary survey involving 21 respondents 
was conducted solely to describe the context of the phenomenon. 

Accordingly, this study aims to examine the relationship between AI based content and 
consumer purchasing decisions among TikTok Shop users aged 18–40. The study contributes 
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empirical evidence regarding four content dimensions informativeness, visual appeal, 
personalization, and trustworthiness within the construct of AI-based content. As the research 
model tests only the direct relationship between variables X and Y, the Stimulus, Organism, 
Response (SOR) framework serves merely as a conceptual foundation, the Organism variable is 
neither operationalized nor tested in this study. 

This research is grounded in the Stimulus, Organism, Response perspective, wherein 
marketing content is understood as the stimulus and the purchasing decision as the behavioral 
response. However, since the research model encompasses only AI based content (X) and 
purchasing decisions (Y), no claim is made that the Organism mechanism has been empirically 
tested. The research hypothesis is formulated as follows. H1: AI based content has a positive and 
significant relationship with consumer purchasing decisions on TikTok Shop. 

RESEARCH METHOD 
The method employed is a quantitative approach to examine the impact of AI-based content on 
consumer purchasing decisions. This approach was chosen because it is considered capable of 
measuring the relationship between variables systematically and testing hypotheses based on 
numerical data, relying on the collection and analysis of numerical data, survey strategies, 
measurement and observation, and statistical hypothesis testing (Muhajirin et al., 2024). 

The study population consists of adolescents and adults aged 18–40 who had viewed AI 
based content on TikTok and had made or considered making a purchase through TikTok Shop. 
This age group was selected because it represents active users of social media and e-commerce 
platforms. Sampling was conducted using a purposive sampling technique (non-probability) 
(Nashrullah et al., 2024). 

. This study involved 100 respondents selected using purposive sampling; this number was 
deemed adequate, as the appropriate sample size for this type of research ranges from 30 to 500 
respondents (Moula et al., 2026). Respondent criteria included an age range of 18–40 years, prior 
exposure to AI-generated content on TikTok, and having either made or considered a purchase via 
TikTok Shop. The questionnaire was distributed online using Google Forms.  

This study was conducted to examine the relationship between the independent and 
dependent variables: AI-based content (X) and consumer purchasing decisions (Y). The author 
illustrates this relationship through a conceptual framework, as presented in Figure 1. 

 
Figure 1. Conceptual Framework of Research 

 
The instrument was a five-point Likert questionnaire. AI-based content (X) was 

operationalized through seven indicators covering informativeness, visual appeal, personalization, 
and trustworthiness (Sudirwo, S, E. et al., 2024). Consumer Purchase Decision (Y) was measured 
through five stages adapted from Kotler & Armstrong 2016 need recognition, information search, 
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evaluation of alternatives, purchase decision, and post-purchase behavior (Oktaviani & Poyo, 
2025). 

This research combines both primary and secondary data, with the former gathered via 
online questionnaires distributed through Google Forms, consists of structured closed-ended 
statements using a five-point Likert scale, and secondary data obtained from official publications 
(Undari Sulung, 2024). 

Using SmartPLS software, the Partial Least Squares–Structural Equation Modeling (PLS-
SEM) method was employed to analyze the data due to its advantages in simultaneously testing 
causal relationships between latent variables within relatively small samples (Shahab et al., 2026). 
The analysis comprises an outer model and an inner model. The outer model serves to assess data 
validity and reliability, while the inner model represents the structural model and is used to test 
research hypotheses via bootstrapping procedures. 

RESULTS AND DISCUSSIONS 
Respondent Characteristics 

A total of 100 respondents participated in this study, all of whom met the screening criteria 
of being aged 18–40, having viewed AI-based content on TikTok, and having made or considered a 
purchase through TikTok Shop. 

Table 1. Respondent Characteristics by Age Group 

Age Group Frequency Percentage 

18–20 years 22 22.0% 

21–24 years 64 64.0% 

>24 years 14 14.0% 

Total 100 100% 

 

The majority of respondents (64.0%) were aged 21–24, indicating that the young age group 
constitutes the most active users of TikTok Shop. 

Outer Model (Measurement Model) Evaluation 
Convergent validity is assessed based on outer loading values. As shown in Table 2, two 

indicators (KAI1 and KAI2) fell below the 0.70 threshold, with loading values of 0.685 and 0.698, 
respectively, but remained acceptable; according to Hair et al. (2021) (as cited by Safitri, 2025), 
indicators with values between 0.40 and 0.70 can be retained if the AVE or composite reliability 
does not increase significantly upon their removal. Meanwhile, the other indicators for the AI-
Based Content construct exceeded the 0.70 threshold. Regarding the Purchase Decision construct, 
two indicators (KPK2 and KPK3) yielded loading values of 0.395 and 0.233, respectively, falling 
below the acceptable threshold and thus had to be removed, whereas the remaining five indicators 
demonstrated adequate validity. 

Table 2. Outer Loading Results 

Indicator AI-Based Content Purchase Decision 

KAI1 0.685 - 

KAI2 0.698 - 

KAI3 0.786 - 

KAI4 0.828 - 
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Indicator AI-Based Content Purchase Decision 

KAI5 0.752 - 

KAI6 0.800 - 

KAI7 0.798  

KPK1 - 0.868 

KPK2 - 0.395 

KPK3 - 0.233 

KPK4 - 0.841 

KPK5 - 0.853 

KPK6 - 0.851 

KPK7 - 0.899 

 
Measurement model testing indicates adequate convergent validity, as the AVE values for 

the AI-Based Content (0.585) and Purchase Decision (0.758) constructs exceed the 0.50 threshold. 
Discriminant validity is also confirmed through cross-loading analysis, showing that indicators 
exhibit stronger loadings on their intended constructs than on other constructs. Regarding 
reliability, the data in Table 3 show Cronbach's Alpha and Composite Reliability values exceeding 
0.70, demonstrating the strong reliability of the measurement instruments used in this study. 

Table 3. Reliability Test Results 

Variable Cronbach's Alpha Composite Reliability AVE 

AI-Based Content (X) 0.882 0.894 0.585 

Purchase Decision (Y) 0.920 0.922 0.758 

Inner Model (Structural Model) Evaluation 
The R² value for purchase decision is 0.665. Descriptively, the model accounts for 66.5% of 

the variance in the observed purchase-decision construct in this sample, while 33.5% is not 
represented by the model. 

Table 4. R-Square (R²) Test Results 

Dependent Variable R-Square Adjusted R-Square 

Purchase Decision (Y) 0.665 0.662 

 
The reported f² value is 1.986. This figure indicates a substantial incremental contribution 

of the predictor to the variance explained by the model within the selected PLS-SEM specification. 
This value far exceeds the 0.35 threshold for a large effect size (Hair, 2021, as cited in (SAFITRI, 
2025). 

Table 5. Effect Size (F²) Test Results 

Path F-Square Interpretation 

AI-Based Content → Purchase Decision 1.986 Large Effect 

 
The reported Q² value is 0.649, which is above zero and therefore indicates predictive 

relevance under the procedure used. 
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Table 6. Predictive Relevance (Q²) Test Results 

Dependent Variable Q-Square 

Purchase Decision (Y) 0.649 

Hypothesis Testing 
Testing was conducted using bootstrapping analysis to assess the significance of the path 

relationship between AI-based content and purchase decisions, with the results presented in Table 
7. 

Table 7. Hypothesis Testing Results (Path Coefficient Analysis) 

Path Original Sample T-Statistics 
P-

Values 
Conclusion 

AI Based Content → Purchase 
Decision 

0.816 16.958 0.000 Significant 

 

The bootstrapping analysis yielded an original sample coefficient of 0.816 and a t-statistic 
of 16.958, with a p-value < 0.000. These results are statistically significant within the reported 
model and indicate a positive relationship between AI based content and purchase decisions. 

Discussion 
The research findings indicate a positive statistical relationship between the AI-based 

content construct and purchase decisions. The four dimensions offer distinct explanations for this 
relationship, informative content can reduce uncertainty regarding product attributes, visual 
appeal can capture attention amidst a highly competitive feed, personalization can enhance 
perceived relevance, and trust can influence information credibility. While these interpretations are 
theoretically sound, the current model does not estimate the separate impact of each individual 
dimension. Therefore, the results should be interpreted at the construct level rather than as 
evidence that any specific dimension independently determines purchase decisions. 

This result aligns with the stimulus, organism and response framework, wherein AI-based 
content serves as an external stimulus received by consumers. This stimulus is then processed 
internally (organism) through perception, attention, and trust, ultimately leading to a behavioral 
response in the form of a purchase decision (Samudra et al., 2024). The findings also extend prior 
research by Putri Oktaviani and Denu Poyo 2025, which found that digital content in general 
significantly influences purchase decisions through visual quality, information, and credibility. The 
present study reinforces and broadens these findings by showing that a similar and even stronger 
effect holds specifically for content generated using AI technology on a social commerce platform 
such as TikTok Shop. 

CONCLUSION 
This study identified a positive and statistically significant relationship between perceived AI-
generated content and purchasing decisions among 100 TikTok Shop users aged 18–40 who met 
the screening criteria. The model yielded an R² value of 0.665, with a path coefficient of 0.816 (t = 
16.958, p < 0.001). Empirically, the study employs a multidimensional construct of AI-generated 
content that encompasses informativeness, visual appeal, personalization, and trustworthiness 
within the TikTok Shop context. For practitioners, these findings underscore the importance of 
presenting clear information, relevant personalization, attractive visuals, and credible product 
claims. For consumers, the findings highlight the importance of independently verifying product 
information rather than relying solely on AI-generated promotional content. 
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