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ABSTRAK  

Penelitian ini didasarkan pada fenomena perkembangan Artificial Intelligence 

dalam pemasaran digital yang memungkinkan perusahaan menghadirkan layanan yang 

lebih personal dan berbasis teknologi. Fitur Personal Colour Analysis by Wardah 

memanfaatkan Artificial Intelligence untuk mengidentifikasi undertone kulit serta 

merekomendasikan shade produk yang sesuai, sehingga membantu konsumen, khususnya 

Generasi Z di Surabaya, dalam mengurangi keraguan saat menentukan pilihan pembelian. 

Penelitian ini bertujuan untuk menganalisis pengaruh Artificial Intelligence terhadap 

Loyalitas Pelanggan melalui Keputusan Pembelian dan Customer Experience. Penelitian 

ini menggunakan pendekatan kuantitatif. Populasi penelitian adalah Generasi Z di Surabaya 

yang pernah menggunakan fitur Personal Colour Analysis by Wardah dengan teknik 

purposive sampling yang menghasilkan 100 responden. Data dikumpulkan melalui 

kuesioner dan dianalisis menggunakan Structural Equation Modeling (SEM) berbasis 

Partial Least Square (PLS). Hasil penelitian menunjukkan bahwa Artificial Intelligence 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian dan Customer 

Experience. Kedua variabel tersebut juga berpengaruh positif dan signifikan terhadap 

Loyalitas Pelanggan. Namun, Artificial Intelligence tidak berpengaruh signifikan secara 

langsung terhadap Loyalitas Pelanggan, melainkan berpengaruh signifikan melalui mediasi 

Keputusan Pembelian dan Customer Experience. Penelitian ini menyimpulkan bahwa 

loyalitas pelanggan terbentuk melalui pengalaman positif dan keputusan pembelian yang 

dipengaruhi oleh pemanfaatan Artificial Intelligence. 

 

Kata kunci: Artificial Intelligence, Keputusan Pembelian, Customer Experience, 

Loyalitas Pelanggan, Generasi Z 

 

 

 

 

 

 

 

 

 

 

 

 



 

v  

ABSTRACT 

This This study was based on the development of Artificial Intelligence in digital 

marketing, which enables companies to provide more personalized and technology-based 

services. The Personal Colour Analysis feature by Wardah utilized Artificial Intelligence 

to identify consumers’ undertones and recommend suitable product shades, helping 

Generation Z in Surabaya reduce uncertainty in making purchase decisions. This study 

aimed to analyze the effect of Artificial Intelligence on Customer Loyalty through Purchase 

Decision and Customer Experience. This study employed a quantitative approach. The 

population consisted of Generation Z in Surabaya who had used the Personal Colour 

Analysis feature by Wardah, and purposive sampling was applied, resulting in 100 

respondents. Data were collected through questionnaires and analyzed using Structural 

Equation Modeling (SEM) based on Partial Least Square (PLS). The results indicated that 

Artificial Intelligence had a positive and significant effect on Purchase Decision and 

Customer Experience. Both variables also had a positive and significant effect on Customer 

Loyalty. However, Artificial Intelligence did not have a significant direct effect on 

Customer Loyalty but had a significant indirect effect through Purchase Decision and 

Customer Experience. It was concluded that customer loyalty was formed through positive 

experiences and appropriate purchase decisions influenced by Artificial Intelligence. 

 

Keywords: Artificial Intelligence, Purchase Decision, Customer Experience, 

Customer Loyalty, Generation Z 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 


