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Abstract. The development of digital technology towards 2030 positions Artificial Intelligence as a core 

element in building a more effective, measurable, and adaptive digital marketing system. Although various 

studies have discussed the application of AI in e-commerce, comprehensive studies focusing on the 

integration of AI in Tokopedia's digital marketing system as Indonesia's largest platform remain limited, 

thereby creating a research gap in the context of data-based marketing strategies. This research aims to 

deeply analyze the role of AI in strengthening Tokopedia's digital marketing system, identify implementation 

forms that deliver significant impact, and examine the strategic challenges faced towards 2030. The research 

method employs a literature study with a descriptive qualitative approach based on scientific publications, 

industry reports, and relevant supporting data. The results indicate that AI makes a substantial contribution 

to enhancing content personalization, consumer segmentation accuracy, customer behavior prediction, and 

marketing campaign optimization through machine learning, natural language processing, predictive 

analytics, and automated advertising. AI technology also bolsters transaction security via fraud detection 

and improves marketing process efficiency by reducing customer acquisition costs. This integration fosters 

the development of a more responsive, secure, and sustainable AI-driven digital commerce ecosystem for 

Tokopedia. Nevertheless, several key challenges persist, including data quality and integrity, privacy and 

regulatory issues, digital human resource readiness, and substantial technology investment requirements. 

This research offers academic contributions in the form of a conceptual framework that can serve as a 

foundation for subsequent empirical studies, as well as a reference for developing AI-based digital marketing 

strategies on Indonesian e-commerce platforms. Thus, this study reinforces the urgency of AI adoption as 

the foundation for Tokopedia's competitive advantage towards 2030. 
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INTRODUCTION 
Entering the era towards 2030, digital technology transformation serves as the main pillar in 

enhancing industrial competitiveness, particularly in Indonesia's rapidly growing e-commerce 
sector (Sifa et al., 2024). Advances in Artificial Intelligence are driving profound changes in digital 
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marketing models, especially through automation capabilities, personalization, and real-time data 
analysis (Zelda et al., 2024). Artificial intelligence has become the primary driver of this 
transformation, revolutionizing how businesses interact with customers via personalization, 
automation, and sophisticated data analysis (Trissetianto & Ali, 2025). In this context, AI utilization 
is no longer optional but a strategic imperative that determines the effectiveness of business-
consumer interactions. Indonesia ranks as one of Southeast Asia's largest e-commerce markets; 
according to BPS data, e-commerce transaction values reached Rp1,288.93 trillion in 2024, 
marking a 17.08% growth from 2023, fueled by marketplace and digital platform transactions, 
alongside massive increases in internet access and digital adoption. Tokopedia, as the local e-
commerce platform with the largest user base, faces intensifying competition from both domestic 
and global players such as Shopee, Lazada, Bukalapak, and Blibli. Conventional digital marketing 
strategies—like broad segmentation, mass promotions, and manual management—have proven 
inadequate against fast-paced, data-driven market dynamics (Istiqomah, 2023). In this scenario, 
AI offers strategic opportunities for Tokopedia to enhance targeting precision, optimize product 
recommendations, and accelerate marketing decision-making through machine learning, natural 
language processing, and predictive analytics (Adeleye et al., 2024). 

Table 1. Complexity of Digital Transformation and AI Integration in Tokopedia Marketing 
2030 
 

Complexity Example Conditions on Tokopedia 

Digital Technology 
Transformation 

1. Integration of big data to process millions of daily transactions 
(Rolando et al., 2022). 

2. ptimization of cloud infrastructure to support traffic surges 
(Setyawan, 2022).   

3. Strengthening of user and seller data security (Oktaviani et 
al., 2024). 

4. Need for real-time systems for stock validation, payment, and 
delivery (Asyifah et al., 2023). 

Artificial Intelligence 
Integration 

1. Machine Learning (Notifisari, 2025). 
2. Natural Languange Processing (NLP) (Budiarto et al., 2023). 
3. Rekommendation system (Setyawan, 2022).   
4. Predictive analytics (Oktaviani et al., 2024).  
5. Automated advertising (Jawawita & Dewintasari, 2025). 

Tokopedia's Digital 
Marketing Model 

1. Awareness: AI-based automatic advertising through TopAds 
and digital campaigns (Setyawan, 2022).   

2. Consideration: Content personalization and product 
recommendations (Supriadi, 2024).  

3. Conversion: Optimasi checkout melalui AI yang memprediksi 
kecenderungan pembelian ( Sarioguz & Miser, 2024). 

4. Loyalty: Rewards Points and AI-based chatbot customer 
service (Budiarto et al., 2023). 

5. Advocacy: Automatic review and sentiment analysis to 
improve store reputation(Budiarto et al., 2023). 

 
Table 1 illustrates the logical interconnection between digital infrastructure readiness, AI 

technology integration, and its application across all stages of Tokopedia's marketing towards 
2030. Digital technology transformation, encompassing big data, cloud, security, and real-time 
systems, serves as the foundation that enables AI to function optimally. AI integration is then 
realized through machine learning, NLP, recommendation systems, predictive analytics, and 
automated advertising, which serve as the primary engines for personalization and consumer 
behavior prediction. The application of these technologies is reflected in the digital marketing 
model based on the customer journey, from awareness to advocacy, thereby driving improvements 
in interaction relevance, marketing efficiency, conversion rates, and customer loyalty. The synergy 
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between core technology readiness and strategic applications in user experience determines the 
success of AI-based digital marketing. 

Although many studies have discussed the role of AI in digital marketing, most are still general 
in nature and do not specifically examine how such technology integration is implemented on major 
e-commerce platforms in Indonesia (Nirwana et al., 2023). Research focusing on AI integration in 
Tokopedia's digital marketing system including analysis of digital infrastructure complexity, 
organizational readiness, and its impact on the marketing model remains limited (Masyithoh & 
Novitaningtyas, 2021). Therefore, this study aims to analyze the potential of AI integration in 
Tokopedia's digital marketing system towards 2030 and identify the challenges and strategies that 
need to be prepared to support the success of that transformation. 
LITERATURE REVIEW 
Digital Technology Transformation in the 2030 Era 

Digital transformation in the 2030 decade is marked by the integration of technologies such as 
big data, cloud computing, the Internet of Things, and artificial intelligence (Sulistiarini et al., 2025). 
These technologies not only transform business operational models but also reshape marketing 
strategies through automation, real-time data management, and enhanced responsiveness to 
consumer behavior. This shift is particularly evident in e-commerce, where artificial intelligence 
has fundamentally altered consumer behavior by enabling personalized marketing and advanced 
data analysis (pagala et al., 2024). Consequently, digitalization is predicted to deepen further, 
especially in the online trading sector that relies on information intelligence and real-time data 
processing.  

 
Figure 1. 2030 Technology Integration Framework 

 
Figure 1 shows how digital transformation in 2030 is built through the integration of four 

core technologies AI, Big Data, IoT, and Cloud which subsequently enable organizations to operate 
more intelligently, automatically, and data-driven. This technological integration gives rise to three 
main capabilities: hyper personalization through predictive modeling, smart infrastructure with real-
time monitoring, and autonomous operations driven by digital twin and self learning AI. These three 
capabilities then create strategic impacts at the operational, business model, and customer 
experience levels, including end-to-end automation, the emergence of the platform economy as a 
new business model, and hyper-connected Customer Experience 5.0. Cross-domain technology 
integration forms the foundation toward the Intelligent Enterprise 2030 Era, namely organizations 
that are more autonomous, adaptive, and fully data oriented. 
The Role of Artificial Intelligence in Digital Marketing Systems 
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Through a machine learning approach, AI enables in depth mapping of consumer behavior, 
prediction of customer needs, and personalized recommendations tailored to consumer 
requirements. AI plays a crucial role in modern marketing through several key implementations: 
Machine Learning, Natural Language Processing, Recommendation Systems, Predictive 
Analytics, and Automated Advertising (Sahu & Sankhla, 2025). 

Figure 2 illustrates how AI shapes the digital marketing ecosystem through three core 
technologies: Machine Learning, Natural Language Processing, and Predictive Analytics. These 
three technologies generate key capabilities, such as data-based customer segmentation, 
sentiment analysis and intelligent chatbots, as well as behavior forecasting and customer retention. 
These capabilities are then integrated into two primary applications: the recommendation system, 
which enables real-time product personalization, and automated advertising, which optimizes 
content and ads through programmatic advertising and automated bidding. Overall, the 
implementation of AI delivers strategic impacts, including marketing cost efficiency, increased 
conversions, improved customer experience, and content and ad automation that enhances digital 
marketing effectiveness (Supriadi, 2024). 

 

 
 

Figure 2 Artificial Intelligence in Digital Marketing 
AI has evolved into a key technology in modern marketing (Suleiman et al., 2021), with 

various studies underscoring its crucial role in processing big data for marketing insights, 
optimizing personalized customer interactions, and automating campaign management and 
strategic decision-making on pricing and promotions. This transformation is particularly evident in 
e-commerce, where AI enables personalized marketing and advanced data analysis, 
fundamentally altering consumer behavior (Pagala et al., 2024). Research conducted by 
(Nofitasari, 2025) specifically emphasizes that AI plays a significant role in enhancing the 
effectiveness of digital marketing in Indonesia, particularly through content personalization driven 
by predictive analysis, increased conversion rates, and reduced customer acquisition costs. This 
study also shows that online purchase decisions are increasingly influenced by AI based 
recommendations, indicating a paradigmatic shift in the local digital marketing ecosystem. In line 
with global trends, research conducted by (Paul et al., 2023) demonstrates that AI integration on 
platforms like Amazon, Airbnb, and Turo significantly improves personalization, operational 
efficiency, fraud detection, and service automation. These findings are highly relevant to 
Tokopedia's digital transformation vision towards 2030, especially in utilizing AI for the 
development of product recommendation systems, ad optimization through TopAds, more 
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accurate customer segmentation, and customer service automation. The study (Paul et al., 2023) 
also highlights the lack of in-depth research on local platforms, so this research strategically 
contributes to filling that gap by comprehensively analyzing AI integration in Tokopedia's digital 
marketing system. 

 
RESEARCH METHODS 
 

This research employs a descriptive qualitative approach with a literature study method to 
analyze digital technology transformation towards 2030 and the role of Artificial Intelligence in 
digital marketing systems. As stated by (Purwanto, 2016) The selection of this method is based on 
the research needs to deeply explore theoretical understanding and map key concepts through the 
integration of various published scientific sources. The data collection process involved searching 
international and national journals of the year, academic books, research reports, and other 
relevant scientific documents, particularly those addressing AI, big data analytics, machine 
learning, customer behavior modeling, and technology-based digital marketing strategies. All 
sources were purposively selected to ensure alignment with the research theme, academic validity, 
and recency of publication. 

The collected literature was then analyzed using content analysis techniques and conceptual 
analysis to identify patterns, trends, and key findings related to AI implementation in digital 
marketing. The analysis was conducted through data reduction processes, concept categorization, 
and thematic synthesis of findings to obtain a comprehensive overview of how digital technology 
influences consumer behavior dynamics and marketing innovation, as stated (Pahleviannur et al., 
2022). This approach enables the research to examine the relationships between technological 
advancements, AI application, and the effectiveness of marketing strategies in the context of digital 
competition towards 2030. The findings from the literature analysis are subsequently used to 
construct theoretical arguments regarding the potential, benefits, and challenges arising from AI 
integration in digital marketing systems, thereby yielding an understanding aligned with the 
research objectives and relevant to the development of academic insights as well as future digital 
marketing practices. 

 
RESULTS AND DISCUSSION 
Current State of Tokopedia's Digital Marketing 

Tokopedia utilizes a digital marketing system consisting of paid advertising, social media, 
and seasonal campaigns, as per the research conducted by (Barus, 2024). Nevertheless, the 
current personalization efforts are still far from optimal. In line with research (Masyithoh & 
Novitaningtyas, 2021) indicating that reliance on manual segmentation and data that is not yet 
optimally integrated significantly limits the platform's ability to dynamically and comprehensively 
understand individual preferences. This manual approach hinders the creation of relevant and 
timely customer experiences, a crucial achievement that can be effectively realized through AI-
based analytics. Thus, Tokopedia's current marketing system has not fully optimized its potential 
to increase conversion rates and reduce customer acquisition costs through predictive analysis-
driven content personalization, as demonstrated in previous research (Nofitasari, 2025). 
Potential Role of AI in Tokopedia's Digital Marketing System 

The role of AI has the potential to be applied to several main aspects, offering significant 
transformation in Tokopedia's operations and user experience, namely: 
1. Machine Learning Based Recommendation Engine: This recommendation system can 

drastically increase product relevance for users through content personalization, which has 
been proven to drive increased conversion rates and reduced customer acquisition costs. This 
aligns with AI's crucial role in optimizing personalized customer interactions and advanced 
data analysis that changes consumer behavior, thereby boosting sales on the Tokopedia 
platform. 

2. NLP Based Customer Service Chatbot: Intelligent chatbots utilizing Natural Language 
Processing enable fast, personal, and context-based responses. This not only improves 
customer service efficiency but also strengthens positive user experiences on the Tokopedia 
platform, in line with the operational efficiency improvements offered by AI. 
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3. Predictive Analytics for Consumer Behavior: AI has the capability to predict user shopping 
patterns, identify the best times for promotions, and determine the most effective campaign 
types on the Tokopedia platform. The utilization of this predictive analysis is a key element in 
marketing personalization and strategic decision-making regarding promotions, enabling more 
proactive and targeted marketing strategies. 

4. Automated Content & Advertising: AI can automate the creation of promotional content, ad 
placement, and real-time budget adjustments based on performance on the Tokopedia 
platform. AI's capabilities in automating campaign management and optimizing ads, such as 
through TopAds, ensure maximum marketing resource allocation and higher Return on 
Investment. 

5. Fraud Detection: AI systems can quickly and accurately identify suspicious transactions. The 
implementation of AI-based fraud detection is crucial for enhancing security and building user 
trust on the Tokopedia platform, which also serves as the foundation for a secure and 
measurable digital marketing transformation toward 2030. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

In Figure 3, AI has a strategic impact on key areas that provide added value to Tokopedia's 
digital marketing system, focusing on five core technology pillars: Machine Learning, Natural 
Language Processing, Predictive Analytics, Automation & AdTech, and Fraud Detection. Each 
pillar connects directly to primary digital marketing applications, such as ML-based 
recommendation engines, NLP-based customer service chatbots, consumer behavior analysis via 
predictive analytics, automation of content creation and ad placement through AdTech, and fraud 
detection to enhance security and build user trust. 

The figure overall illustrates how each technology delivers strategic value to Tokopedia 
through real-time product personalization, fast and context-aware customer service responses, 
more accurate shopping pattern predictions, automated ad optimization and budget allocation, and 
stronger platform security. AI integration can form a smarter, more responsive, efficient, secure, 
and data-oriented digital marketing ecosystem, positioning Tokopedia as an AI-driven digital 
commerce platform by 2030. 
Strategic Impacts of Tokopedia Towards 2030 

The implementation of AI provides several strategic impacts for Tokopedia towards 2030, 
particularly through AI based security and AI-driven fraud detection as depicted in Figure 3. This 

Figure 3.  Potential for AI Integration in Tokopedia’s Digital Marketing 2030 
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technology not only strengthens aspects of security and customer trust but also serves as the 
foundation for a more efficient, measurable, and data oriented digital marketing transformation. 
These strategic impacts encompass improvements in marketing cost efficiency, content 
personalization that drives customer loyalty, optimization of inventory and logistics through 
demand prediction, increases in ROI and sales growth, and strengthening of Tokopedia's 
competitive position within the national digital ecosystem. Overall, these five strategic impacts form 
an integrated ecosystem that leads to the establishment of Tokopedia's AI-Driven Digital 
Commerce Ecosystem 2030 an ecosystem characterized by a more automated, personalized, 
secure, and prediction-based marketing infrastructure, enabling enhanced competitiveness for 
Tokopedia, stronger consumer relationships, and maximized future business performance. Thus, 
the role of AI not only supports operational efficiency but also becomes a fundamental strategy for 
maintaining Tokopedia's leadership in the Indonesian digital market. 
Implementation Challenges 

The implementation of AI in Tokopedia's e-commerce platform is not free from several crucial 
barriers, including data readiness, privacy and security, availability of human resources, as well as 
investment costs (Khan, 2024) and (Rayyan et al., 2024). 

1. Data Readiness 
Limitations in data integration and quality represent fundamental barriers that hinder AI 
models from operating optimally. Without a clean, standardized, and cross-system integrated 
data foundation, prediction, personalization, and recommendation algorithms risk producing 
biased and inaccurate outputs. This not only diminishes AI effectiveness but also misleads 
marketing strategies and leads to inefficient resource allocation, fundamentally undermining 
the goals of AI adoption. 

2. Privacy and Data Security 
Extensive AI utilization requires access to vast amounts of customer data, inherently 
increasing risks of breaches and misuse. Therefore, Tokopedia must implement highly 
stringent privacy protection protocols to ensure compliance with regulations such as UU PDP 
No. 27 Tahun 2022 and, most importantly, to maintain user trust. Without robust data 
security, AI adoption could pose a serious threat to the platform's reputation, credibility, and 
operational sustainability. 

3. Availability of Human Resources 
A shortage of experts in AI, data science, and big data poses a tangible barrier that slows 
innovation and the overall development of Tokopedia's AI ecosystem. Limited internal 
technical competencies can lead to disproportionate reliance on third parties, impeding agility 
and obstructing Tokopedia's ability to fully optimize AI potential. The success of digital 
transformation hinges on capable human resources to design, implement, and manage AI 
solutions. 

4. Investment Costs 
AI implementation demands substantial financial investment in cloud infrastructure, 
advanced data processing systems, security solutions, and AI model development. For 
Tokopedia, while these costs are strategic and essential for long-term competitive 
advantage, their scale remains a primary consideration in ensuring a commensurate return 
on investment. AI is a long-term strategic asset but requires significant capital allocation that 
not all organizations are prepared or able to meet. 

Tokopedia 2030 AI Strategy Model 
This research proposes an AI-Driven Digital Marketing Framework designed to 

comprehensively integrate artificial intelligence into Tokopedia's digital marketing strategy up to 
2030. This considers the synergy between technological innovation and highly dynamic market 
needs. The framework aims to optimize personalization, operational efficiency, and overall 
customer experience, while addressing implementation challenges such as data management, 
security, and talent availability (Khan, 2024). 
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Figure 4. AI -Driven Digital Marketing Strategy Model For Tokopedia 2030 

Figure 4 represents the strategic flow of AI-based digital marketing proposed by the author 
for Tokopedia in 2030, illustrating how data and artificial intelligence technology interact 
synergistically to produce a digital marketing system that is not only automated but also highly 
personalized, strongly data-driven, and accurately predictive. This framework consists of five 
structured stages that form a comprehensive digital marketing transformation flow: The first stage 
is data collection, namely the extensive gathering of consumer and transaction data from various 
user interaction points on the platform. The success of AI fully depends on the quality and 
integration of the data used, making this stage an irreplaceable foundation of the system to prevent 
bias and ensure prediction accuracy. The second stage is AI processing, where machine learning 
and predictive analytics are used to recognize complex customer behavior patterns, predict future 
shopping needs or intentions, and build more accurate segmentation models. This stage is the 
core of artificial intelligence that transforms raw data into actionable strategic insights. The third 
stage is personalized delivery, which applies the results of AI processing to present highly relevant 
and personalized marketing, including product recommendations, automated content, and 
dynamic ads tailored to user characteristics in real time. This personalization significantly increases 
user engagement and drives higher conversions. 

The fourth stage, customer interaction, emphasizes how AI, particularly through Natural 
Language Processing, enhances the customer experience via intelligent chatbots and real-time 
insight-based CRM. These interactions are not only responsive but also contribute to data 
enrichment in the next cycle, creating a proactive customer experience and building loyalty. The 
fifth stage is evaluation, where the AI system provides continuous feedback through real-time 
performance dashboards, campaign optimization based on actual results, and a continuous 
learning loop so that algorithms always evolve with changing consumer trends. This stage ensures 
that the digital marketing system remains adaptive, relevant, and efficient in the long term, 
maximizing Return on Investment optimally. 

Thus, essentially, Figure 5 proposed by the author demonstrates that the role of AI in 
Tokopedia's digital marketing does not stop at automation but creates a sustainable, adaptive, 
predictive, and highly personalized marketing ecosystem. This model reflects the strategic 
transition of digital marketing toward 2030, where competitive advantage no longer relies on 
promotional intensity but on the sophistication of data utilization and AI's ability to understand, 
predict, and influence consumer behavior dynamically, establishing Tokopedia as an innovative, 
future-oriented market leader. 
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CONCLUSION AND RECOMMENDATION 
This research concludes that AI integration is a key element in strengthening Tokopedia's 

digital marketing system toward 2030. The main findings indicate that AI technology—through 
machine learning, natural language processing, predictive analytics, and automated advertising 
significantly enhances personalization, campaign effectiveness, marketing cost efficiency, and 
customer experience quality. AI also shapes a more responsive, data-driven marketing system, 
supported by digital transformation involving big data, cloud computing, IoT, and strengthened 
security measures. Theoretically, this study reinforces the literature on AI's role as the primary 
driver of modern digital marketing, particularly in the Indonesian e-commerce context. AI 
integration not only improves customer interaction quality but also transforms the marketing model 
from a mass-market approach to a predictive and hyper personalized one. This research also 
addresses the research gap concerning the lack of comprehensive studies on AI implementation 
in large-scale local e-commerce platforms. 

Practically, the findings provide strategic guidance for Tokopedia in implementing an AI-driven 
digital marketing framework, from data collection and AI processing to personalized content 
delivery and continuous learning-based evaluation. This implementation has the potential to boost 
ROI, customer loyalty, operational efficiency, and Tokopedia's competitive position amid 
intensifying e-commerce rivalry. It also underscores the need for Tokopedia to build robust data 
infrastructure, ensure user information security, and enhance human resource capabilities to 
optimally manage AI-based systems. However, the study has limitations, including the reliability of 
literature data, limited depth in technical analysis, and the absence of empirical evaluation of AI 
performance in Tokopedia's internal systems. Therefore, recommendations for future research 
include quantitative studies using actual data, experimental AI model testing, and comparative 
analyses across other e-commerce platforms. 
 
ACKNOWLEDGEMENT  

The authors fully express sincere gratitude to the University of Pamulang - UNPAM 
Tangerang Selatan, Banten, which has given us the opportunity to develop this paper. The authors 
also are very appreciative to Dr. Taswanda Taryo, M.Sc. who has reviewed and given guidance 
and hence this paper can finally submitted to and present at the International Conference on 
Management and Science 2025. The authors finally expected this PKM research will be very 
worthwhile for the related-matter community in Indonesia. 
 
REFERENCES  
  Adeleye, R. A., Awonuga, K. F., Asuzu, O. F., Ndubuisi, N. L., & Tubokirifuruar, T. S. (2024). 

Digital marketing analytics: A review of strategies in the age of big data and AI [Review of 
Digital marketing analytics: A review of strategies in the age of big data and AI]. World 
Journal of Advanced Research and Reviews, 21(2), 73. GSC Online Press. 
https://doi.org/10.30574/wjarr.2024.21.2.0395  

  Asyifah, A., Syafi’i, A., Hanipah, H., & Ispiyani, S. (2023). Development of an E-Commerce 
Application for Enhancing Online Sales. Action Research Literate, 7(1), 70. 
https://doi.org/10.46799/arl.v7i1.188  

  Barus, D. H. N. (2024). Tokopedia Digital Engagement Monitoring through Trend Analytics: Case 
Study of Indonesia. International Journal of Research and Innovation in Social Science, 
2275. https://doi.org/10.47772/ijriss.2024.803159  

  Budiarto, B. W., Haes, P. E., Nawarcono, W., Mardiah, A., & Apriyono, T. (2023). The Influence 
Of E-Customer Satisfaction, E-Service Quality And Sales Promotion On E-Customer 
Loyalty Of Tokopedia Customers. JEMSI (Jurnal Ekonomi Manajemen Dan Akuntansi), 
9(6), 2472. https://doi.org/10.35870/jemsi.v9i6.1656  

  Istiqomah, N. H. (2023). ransformation of Traditional Marketing to E-Marketing: Literature Review 
on the Impact of Digital Technology Use on Business Marketing Competitiveness. 
Darussalam Sharia Economics Journal, 4(2), 72. https://doi.org/10.30739/jesdar.v4i2.2430  

  Khan, M. A. (2024). Understanding the Impact of Artificial Intelligence (AI) on Traditional 
Businesses in Indonesia. Journal of Management Studies and Development, 3(2), 146. 
https://doi.org/10.56741/jmsd.v3i02.584  

https://doi.org/10.30574/wjarr.2024.21.2.0395
https://doi.org/10.46799/arl.v7i1.188
https://doi.org/10.47772/ijriss.2024.803159
https://doi.org/10.35870/jemsi.v9i6.1656
https://doi.org/10.30739/jesdar.v4i2.2430
https://doi.org/10.56741/jmsd.v3i02.584


 

296| HUMANIS (Humanities, Management and Science Proceedings) Vol. 06, No.1, December 2025 
       Special issue: HUMANIS 2025 The Application Of Artificial Intelligence To Develop Digital Transformation In Operational Management 

(Humanities, Management and Science Proceedings) 

  Masyithoh, I. N., & Novitaningtyas, I. (2021). The Influence of Digital Marketing on Consumer 
Purchase Intention on the Tokopedia Marketplace. Journal of Management & Creative 
Business, 7(1). https://doi.org/10.36805/manajemen.v7i1.1951  

  Nirwana, A., Sudarmiatin, S., & Melany, M. (2023). Implementation of Artificial Intelligence in 
Digital Marketing Development: a Thematic Review and Practical Exploration [Review of 
Implementation of Artificial Intelligence in Digital Marketing Development: a Thematic 
Review and Practical Exploration]. Jurnal Manajemen Bisnis Akuntansi Dan Keuangan, 
2(1), 85. https://doi.org/10.55927/jambak.v2i1.4034  

  Nofitasari, D. (2025). The Role of Artificial Intelligence in Digital Marketing and Its Impact on 
Consumer Behavior in 2025.  

  Oktaviani, D., A, F. T., Ayuni, M., & Sembiring, T. (2024). Analysis of the Impact of Artificial 
Intelligence in Enhancing the Efficiency of Digital Marketing in the Indonesian E-commerce 
Industry.  

  Pagala, I., Asir, M., Mere, K., Lestari, U. P., & Siddiqa, H. (2024). Consumer Behavior in the Age 
of AI: The Role of Personalized Marketing and Data Analytics in Shaping Purchase 
Decisions. Dinasti International Journal of Education Management And Social Science, 
5(6), 1898. https://doi.org/10.38035/dijemss.v5i6.2947  

  Pahleviannur, M. R., Grave, A. D., Saputra, D. N., Mardianto, D., Sinthania, D., Hafrida, L., Bano, 
V. O., Susanto, E. E., Mahardhani, A. J., Amruddin, A., Alam, M. D. S., Lisya, M., & Ahyar, 
D. B. (2022). Qualitative Research Methodology. https://doi.org/10.31237/osf.io/jhxuw  

  Paul, R., Analyst, B., & College, S. F. (2023). Ai Integration In E-Commerce Business Models : 
Case Studies On Amazon Fba , Airbnb , And Turo Operations. 
https://doi.org/10.63125/1ekaxx73  

  Purwanto, E. (2016). Quantitative Research Methodology. 
https://perpustakaan.kemendagri.go.id/opac/index.php?p=show_detail&id=3378&keyword
s= 

  Rayyan, M., Sharifah, N., & Kuswati, R. (2024). Revolutionizing Talent Acquisition in Indonesia’s 
E-Commerce Industry: The Transformative Impact of AI and Machine Learning. Journal of 
Humanities and Social Sciences Studies, 6(4), 1. https://doi.org/10.32996/jhsss.2024.6.4.1  

  Rolando, B., Ariyanto, K., Alexia, K. R., Hartanti, R., Bangsa, U. D., Lampung, U., Mulia, U. B., & 
Trisakti, U. (2022). The Role of AI and Big Data in Optimizing.  

  Sahu, J. K., & Sankhla, C. A. Mr. D. (2025). Personalized Marketing in the Digital Age: The Role 
of AI in Consumer Behavior Analytics. European Economic Letters (EEL), 15(3), 292. 
https://doi.org/10.52783/eel.v15i3.3415  

  Sarioguz, O., & Miser, E. (2024). Artificial Intelligence And Participatory Leadership: The Role Of 
Technological Transformation In Business Management And Its Impact On Employee 
Participation. International Research Journal of Modernization in Engineering Technology 
and Science. https://doi.org/10.56726/irjmets49539  

  Setyawan, A. R. T. (2022). mplementation of Artificial Intelligence Marketing in E-commerce: 
Personalization of Recommendation Content and Its Impact on Purchase Intention. Fair 
Value Jurnal Ilmiah Akuntansi Dan Keuangan, 4(12), 5385. 
https://doi.org/10.32670/fairvalue.v4i12.2039  

  Sifa, A., Masruroh, I., Zulfa, M. A., Fitriani, S. N., & Aprianto, N. E. K. (2024). E-Commerce Digital 
Transformation in Mastering Market Concentration in Indonesia. Scientific Journal of 
Economics and Management, 2(12), 405. https://doi.org/10.61722/jiem.v2i12.3239  

Suleiman, D. A., Awan, T. M., & Javed, M. (2021). Enhancing digital marketing performance 
through usage intention of AI-powered websites. IAES International Journal of Artificial 
Intelligence, 10(4), 810. https://doi.org/10.11591/ijai.v10.i4.pp810-817  

  Sulistiarini, I., Fatimah, & Wildan, M. A. (2025). The Role of Digital Transformation on HR 
Competencies and BUMDes Independence. E-Journal of Management, Udayana 
University, 14(9), 741. https://doi.org/10.24843/ejmunud.2025.v14.i9.p05  

  Supriadi, A. (2024). The Impact of Artificial Intelligence (AI) on Marketing Strategy. Deleted 
Journal, 1(1), 146. https://doi.org/10.62207/pspbtk28  

https://doi.org/10.36805/manajemen.v7i1.1951
https://doi.org/10.55927/jambak.v2i1.4034
https://doi.org/10.38035/dijemss.v5i6.2947
https://doi.org/10.31237/osf.io/jhxuw
https://doi.org/10.63125/1ekaxx73
https://perpustakaan.kemendagri.go.id/opac/index.php?p=show_detail&id=3378&keywords=
https://perpustakaan.kemendagri.go.id/opac/index.php?p=show_detail&id=3378&keywords=
https://doi.org/10.32996/jhsss.2024.6.4.1
https://doi.org/10.52783/eel.v15i3.3415
https://doi.org/10.56726/irjmets49539
https://doi.org/10.32670/fairvalue.v4i12.2039
https://doi.org/10.61722/jiem.v2i12.3239
https://doi.org/10.11591/ijai.v10.i4.pp810-817
https://doi.org/10.24843/ejmunud.2025.v14.i9.p05
https://doi.org/10.62207/pspbtk28


 

297| HUMANIS (Humanities, Management and Science Proceedings) Vol. 06, No.1, December 2025 
       Special issue: HUMANIS 2025 The Application Of Artificial Intelligence To Develop Digital Transformation In Operational Management 

(Humanities, Management and Science Proceedings) 

  Trissetianto, A. C., & Ali, H. (2025). Artificial Intelligence in Enhancing Customer Experience in 
the Digital Marketing Era. Journal of Applied Management Science, 6(4), 214. 
https://doi.org/10.38035/jimt.v6i4.4689  

  Zelda, Y. C., Prabowo, B., & Satato, Y. R. (2024). The Rise of AI-Powered E-commerce: 
Transforming the Business Landscape in 2024. Proceedings of the National Seminar on 
Management, Entrepreneurship, and Business Sciences., 1(1), 237. 
https://doi.org/10.61132/prosemnasimkb.v1i1.20  

https://doi.org/10.38035/jimt.v6i4.4689
https://doi.org/10.61132/prosemnasimkb.v1i1.20

