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PENGARUH A1 GENERATED VISUAL CONTENT DAN PERCEIVED
AUTHENTICITY TERHADAP DIGITAL TRUST DAN PURCHASE
INTENTION PADA PRODUK FASHION MUSLIM DI SHOPEE
STUDI KASUS PADA BRAND OZIAS

Muhamad Imam Subagja

ABSTRAK

Perkembangan Artificial Intelligence (AI) dalam pemasaran digital mendorong
penggunaan Al Generated Visual Content untuk menyajikan visual produk pada
platform e-commerce. Penggunaan Al Generated Visual Content dapat
meningkatkan daya tarik visual, tetapi juga dapat memengaruhi Perceived
Authenticity dan Digital Trust terhadap brand. Penelitian ini bertujuan untuk
menganalisis pengaruh A/ Generated Visual Content dan Perceived Authenticity
terhadap Digital Trust dan Purchase Intention serta menguji peran Digital Trust
sebagai variabel mediasi pada brand Ozias di Shopee. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode explanatory research. Pengambilan sampel
menggunakan non-probability sampling dengan pendekatan purposive sampling.
Sebanyak 419 responden yang memenuhi kriteria penelitian digunakan sebagai
sampel, yaitu pengguna aktif Shopee yang berdomisili di Indonesia, berusia sesuai
kriteria penelitian, pernah berinteraksi dengan brand Ozias di Shopee, dan belum
pernah melakukan pembelian produk Ozias. Data dianalisis menggunakan Partial
Least Square—Structural Equation Modeling (PLS-SEM). Hasil penelitian
menunjukkan bahwa Al Generated Visual Content dan Perceived Authenticity
berpengaruh positif dan signifikan terhadap Digital Trust maupun Purchase
Intention. Digital Trust juga berpengaruh positif dan signifikan terhadap Purchase
Intention. Selain itu, Digital Trust terbukti memediasi pengaruh Al Generated
Visual Content dan Perceived Authenticity terhadap Purchase Intention. Temuan
ini menunjukkan bahwa kualitas Al Generated Visual Content dan Perceived
Authenticity dapat memperkuat Digital Trust yang selanjutnya mendorong
Purchase Intention.

Kata Kunci: Al Generated Visual Content, Perceived Authenticity, Digital Trust,

Purchase Intention
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PENGARUH A1 GENERATED VISUAL CONTENT DAN PERCEIVED
AUTHENTICITY TERHADAP DIGITAL TRUST DAN PURCHASE
INTENTION PADA PRODUK FASHION MUSLIM DI SHOPEE
STUDI KASUS PADA BRAND OZIAS

Muhamad Imam Subagja

ABSTRACT

The development of Artificial Intelligence (Al) in digital marketing has encouraged
the use of Al Generated Visual Content to present product visuals on e-commerce
platforms. Al-based visual Content can enhance visual appeal, but it may also
influence consumers’ perceptions of authenticity and Trust toward a brand. This
study aims to examine the effects of Al Generated Visual Content and Perceived
Authenticity on Digital Trust and Purchase Intention and to investigate the
mediating role of Digital Trust for the Ozias brand on Shopee. This study employed
a quantitative approach with an explanatory research method. The sampling
technique used was non-probability sampling with a purposive sampling approach.
A total of 419 respondents who met the research criteria were included as the
sample, consisting of active Shopee users domiciled in Indonesia, within the
specified age criteria, who had interacted with the Ozias brand on Shopee and had
never purchased Ozias products. The data were analyzed using Partial Least
Squares—Structural Equation Modeling (PLS-SEM). The results showed that Al
Generated Visual Content and Perceived Authenticity had positive and significant
effects on both Digital Trust and Purchase Intention. Digital Trust also had a
positive and significant effect on Purchase Intention. Furthermore, Digital Trust
significantly mediated the effects of Al Generated Visual Content and Perceived
Authenticity on Purchase Intention. These findings indicate that Al-based visual
Content and Perceived Authenticity can strengthen consumers’ Digital Trust, which

subsequently contributes to higher Purchase Intention.

Keywords: Al-Generated Visual Content, Perceived Authenticity, Digital Trust,

Purchase Intention
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