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ABSTRAK 

ARIFA LUTFIA ZAHRA. Analisis Pengaruh Hyper-Personalization 

terhadap Customer Engagement, Customer Loyalty, Customer Trust, dan Privacy 

Concern pada Aplikasi Shopee. Dibimbing oleh ALIM SETIAWAN SLAMET.  

 

Perkembangan nilai transaksi e-commerce yang semakin meningkat diiringi 

dengan teknologi yang semakin canggih menyebakan adanya transformasi digital 

dalam pasar e-commerce. Shopee merupakan salah satu perusahaan e-commerce 

yang memanfaatkan teknologi AI untuk melakukan strategi hyper-personaliaztion. 

Penerapan strategi ini memberikan personalisasi dengan menampilkan produk yang 

sesuai dengan kebutuhan atau preferensi masing-masing konsumen. Namun, hyper-

personalization juga meningkatkan kewaspadaan konsumen terhadap data privasi 

mereka yang diberikan ke platform. Oleh karena itu, penelitian ini bertujuan untuk 

menganalisis pengaruh strategi hyper-personalization terhadap customer 

engagment, customer loyalty, customer trust, dan privacy concern pada aplikasi 

Shopee Indonesia. Metode pengambilan sampel menggunakan purpossive sampling 

yang melibatkan 125 responden. Pengolahan data pada penelitian ini menggunakan 

SEM-PLS. Hasil yang diperoleh adalah hyper-personalization berpengaruh positif 

dan signifikan terhadap customer engagment, customer loyalty, customer trust, dan 

privacy concern. 

 

Kata kunci: customer engagement, customer loyalty, customer trust, hyper-

personalization, privacy concern   

 

ABSTRACT 

ARIFA LUTFIA ZAHRA. Analysis of the Influence of Hyper-

Personalization on Customer Engagement, Customer Loyalty, Customer Trust, and 

Privacy Concern on Shopee. Supervised by ALIM SETIAWAN SLAMET. 

 

The increasing value of e-commerce transactions, coupled with increasingly 

sophisticated technology, has led to a digital transformation in the e-commerce 

market. Shopee is one e-commerce company that utilizes AI technology to 

implement a hyper-personalization strategy. The implementation of this strategy 

provides personalization by displaying products that suit the needs or preferences 

of each consumer. However, hyper-personalization also increases consumer 

awareness of the privacy of their data provided to the platform. Therefore, this study 

aims to analyze the effect of the hyper-personalization strategy on customer 

engagement, customer loyalty, customer trust, and privacy concerns on the Shopee 

Indonesia application. The sampling method used purposive sampling involving 

125 respondents. Data processing in this study used SEM-PLS. The results obtained 

are hyper-personalization has a positive and significant effect on customer 

engagement, customer loyalty, customer trust, and privacy concerns.  
 

 
Keywords: customer engagement, customer loyalty, customer trust, hyper-

personalization, privacy concern   
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