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PENGARUH CONTENT CREDIBILITY DAN PERCEIVED AUTHENTICITY
TERHADAP PURCHASE INTENTION DENGAN CONSUMER TRUST
SEBAGAI VARIABEL MEDIASI PADA IKLAN BERBASIS Al
BRAND AGODA DI SURABAYA

Nama : Bagas Pambudiantono
NPM : 24061020013

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Content Credibility dan
Perceived Authenticity terhadap Purchase Intention melalui Consumer Trust pada iklan
berbasis Artificial Intelligence brand Agoda di Surabaya. Tujuan utama dari penelitian
ini adalah untuk: 1) menganalisis pengaruh Content Credibility terhadap Consumer
Trust, 2) menganalisis pengaruh Perceived Authenticity terhadap Consumer Trust, 3)
menganalisis pengaruh Consumer Trust terhadap Purchase Intention, 4) menganalisis
pengaruh Content Credibility terhadap Purchase Intention, 5) menganalisis pengaruh
Perceived Authenticity terhadap Purchase Intention, 6) menganalisis peran Consumer
Trust sebagai mediator antara Content Credibility dan Purchase Intention, serta 7)
menganalisis peran Consumer Trust sebagai mediator antara Perceived Authenticity dan
Purchase Intention.

Populasi dalam penelitian ini adalah pengguna aktif media sosial di Kota
Surabaya yang telah menonton video iklan berbasis Artificial Intelligence brand Agoda.
Sampel penelitian terdiri dari 160 responden yang dipilih menggunakan metode
purposive sampling dengan Kkriteria tertentu. Data penelitian diperolen melalui
penyebaran kuesioner dan dianalisis menggunakan teknik Partial Least Square (PLS)
dengan bantuan perangkat lunak SmartPLS 3.0.

Hasil penelitian menunjukkan bahwa: 1) Content Credibility berpengaruh positif
dan signifikan terhadap Consumer Trust, 2) Perceived Authenticity berpengaruh positif
dan signifikan terhadap Consumer Trust, 3) Consumer Trust berpengaruh positif dan
signifikan terhadap Purchase Intention, 4) Content Credibility tidak berpengaruh
signifikan secara langsung terhadap Purchase Intention, 5) Perceived Authenticity tidak
berpengaruh signifikan secara langsung terhadap Purchase Intention, 6) Consumer Trust
berperan sebagai mediator yang signifikan antara Content Credibility dan Purchase
Intention, serta 7) Consumer Trust juga memediasi pengaruh Perceived Authenticity
terhadap Purchase Intention. Temuan ini menunjukkan bahwa dalam konteks iklan
berbasis Artificial Intelligence, kredibilitas dan keaslian konten belum cukup untuk secara
langsung mendorong niat pemesanan, melainkan perlu membentuk kepercayaan
konsumen terlebih dahulu.

Kata Kunci: Content Credibility, Perceived Authenticity, Consumer Trust, Purchase
Intention, Artificial Intelligence Advertising.
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The Influence of Content Credibility and Perceived Authenticity on
Purchase Intention with Consumer Trust as a Mediating
Variable in Al-Based Advertising: A Study of the
Agoda Brand in Surabaya

Nama : Bagas Pambudiantono
NPM : 24061020013

ABSTRACT

This study aims to analyze the influence of Content Credibility and Perceived
Authenticity of Artificial Intelligence-based advertising on Purchase Intention through
Consumer Trust in the context of Agoda users in Surabaya. The background of this
study is based on the increasing use of Artificial Intelligence in digital advertising,
which offers efficiency and visual attractiveness but also raises consumer concerns
regarding the credibility and authenticity of Al-generated content. Agoda, as an Online
Travel Agent platform, uses digital advertising to communicate its services; however,
Consumer Trust remains an important factor in encouraging the intention to use or book
services through the platform.

This study employs a quantitative explanatory approach with a stimulus-based
survey design. Respondents were first asked to watch an Artificial Intelligence-based
Agoda advertisement before completing the questionnaire. The sample consisted of 160
active social media users in Surabaya who met the research criteria. The data were
analyzed using Partial Least Squares-Structural Equation Modeling (PLS-SEM) with
the assistance of SmartPLS software.

The results show that Content Credibility has a positive and significant effect on
Consumer Trust. Perceived Authenticity also has a positive and significant effect on
Consumer Trust. Furthermore, Consumer Trust has a positive and significant effect on
Purchase Intention. However, Content Credibility and Perceived Authenticity do not have
a significant direct effect on Purchase Intention. The mediation test shows that Consumer
Trust mediates the relationship between Content Credibility and Purchase Intention, as
well as the relationship between Perceived Authenticity and Purchase Intention. These
findings indicate that credible and authentic Al-based advertising does not directly
encourage consumers’ booking intention but must first build Consumer Trust.

Keywords: Content Credibility, Perceived Authenticity, Consumer Trust, Purchase
Intention, Artificial Intelligence Advertising, Online Travel Agent
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