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PENGARUH CONTENT PERSONALIZATION DAN PERCEIVED SOCIAL 

MEDIA AGILITY TERHADAP CONSUMER ENGAGEMENT: STUDI 

KASUS PADA AUDIENS DI MEDIA SOSIAL TIKTOK TOKOPEDIA 

Ananda Putri Hamidah  

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh content personalization dan 

perceived social media agility terhadap consumer engagement pada audiens media 

sosial TikTok Tokopedia. Penelitian ini menggunakan metode kuantitatif deskriptif 

dengan teknik non-probability sampling melalui convenience sampling kepada 201 

responden yang pernah berkomentar pada konten TikTok Tokopedia. Analisis data 

dilakukan dengan statistik deskriptif, tabulasi silang, uji regresi logistik ordinal, 

koefisien determinasi, uji parsial (Wald test), dan korelasi Spearman. Hasil 

penelitian menunjukkan bahwa content personalization berpengaruh positif dan 

signifikan terhadap consumer engagement, sedangkan perceived social media 

agility tidak berpengaruh signifikan secara parsial. Meskipun demikian, uji korelasi 

Spearman memperlihatkan bahwa perceived social media agility memiliki 

hubungan yang relative kuat dengan consumer engagement. Secara bersama-sama, 

kedua variable berpengaruh positif, dengan content personalization sebagai faktor 

dominan dan perceived social media agility berperan sebagai faktor pendukung 

dalam meningkatkan consumer engagement.  

Kata kunci: content personalization, perceived social media agility, consumer 

engagement 
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THE EFFECT OF CONTENT PERSONALIZATION AND PERCEIVED 

SOCIAL MEDIA AGILITY ON CONSUMER ENGAGEMENT: A CASE 

STUDY OF AUDIENCES ON TIKTOK TOKOPEDIA SOCIAL MEDIA 

Ananda Putri Hamidah  

ABSTRACT 

 

This study aims to analyze the influence of content personalization and perceived 

social media agility on consumer engagement among TikTok Tokopedia audiences. 

The research employed a descriptive quantitative method with non-probability 

sampling using convenience sampling, involving 201 respondents who had 

previously commented on TikTok Tokopedia content. Data were analyzed using 

descriptive statistics, cross-tabulation, ordinal logistic regression, coefficient of 

determination, partial test (Wald test), and Spearman correlation. The findings 

reveal that content personalization has a positive and significant effect on 

consumer engagement, while perceived social media agility does not show a 

significant partial effect. Nevertheless, the Spearman correlation indicates that 

perceived social media agility has a relatively strong relationship with consumer 

engagement. Taken together, both variables exert a positive influence, with content 

personalization emerging as the dominant factor and perceived social media agility 

serving as a supporting factor in enhancing consumer engagement. 

 

Keyword: content personalization, perceived social media agility, consumer 

engagement 
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