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ABSTRAK 

Transformasi ekonomi digital di Indonesia mendorong pelaku bisnis untuk mengoptimalkan 

strategi pemasaran berbasis teknologi guna meningkatkan daya saing dan keberlanjutan usaha. 

Namun demikian, peningkatan kinerja pemasaran digital tidak hanya ditentukan oleh kesiapan 

organisasi secara struktural, tetapi juga oleh kemampuan inovasi dan diferensiasi yang 

diintegrasikan melalui pemanfaatan teknologi cerdas. Penelitian ini bertujuan untuk 

menganalisis pengaruh kesiapan organisasi, inovasi Digital Marketing, dan strategi diferensiasi 

terhadap kinerja pemasaran digital dengan adopsi Artificial intelligence sebagai variabel 

mediasi pada pelaku bisnis digital di Indonesia. Penelitian ini menggunakan pendekatan 

kuantitatif dengan metode survei terhadap 2.000 pelaku bisnis digital yang tersebar di berbagai 

provinsi di Indonesia. Teknik analisis data menggunakan Structural Equation Modelling–Partial 

Least Square (SEM-PLS) dengan bantuan SmartPLS 4 untuk menguji validitas, reliabilitas, 

serta hubungan struktural antar variabel. Hasil penelitian menunjukkan bahwa inovasi Digital 

Marketing dan strategi diferensiasi berpengaruh positif dan signifikan terhadap adopsi Artificial 

intelligence, serta berkontribusi langsung terhadap kinerja pemasaran digital. Adopsi Artificial 

intelligence terbukti berpengaruh positif dan signifikan terhadap kinerja pemasaran digital serta 

berperan sebagai mediator yang memperkuat pengaruh inovasi dan diferensiasi. Sebaliknya, 

kesiapan organisasi tidak menunjukkan pengaruh signifikan baik terhadap adopsi Artificial 

intelligence maupun kinerja pemasaran digital secara langsung. Temuan ini menegaskan bahwa 

keunggulan kompetitif dalam ekosistem digital lebih ditentukan oleh kemampuan inovatif dan 

pemanfaatan teknologi cerdas dibandingkan kesiapan struktural semata. 

Kata kunci: Kesiapan Organisasi, Inovasi Digital Marketing, Strategi Diferensiasi, Adopsi 

Artificial intelligence, Kinerja Pemasaran Digital, UMKM Indonesia. 
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ABSTRACT 

The rapid expansion of Indonesia’s digital economy has compelled digital businesses to 

optimize technology-based marketing strategies to enhance competitiveness and sustainability. 

However, improvements in Digital Marketing performance are not solely determined by 

structural organizational readiness, but also by innovation capability and strategic 

differentiation integrated through intelligent technologies. This study aims to examine the 

influence of organizational readiness, Digital Marketing innovation, and differentiation 

strategy on Digital Marketing performance, with Artificial intelligence adoption acting as a 

mediating variable among digital business actors in Indonesia. This research employs a 

quantitative approach using survey data collected from 2,000 digital business actors across 

various provinces in Indonesia. Data were analyzed using Structural Equation Modelling–

Partial Least Square (SEM-PLS) with SmartPLS 4 to assess measurement validity, reliability, 

and structural relationships among constructs. The findings reveal that Digital Marketing 

innovation and differentiation strategy have positive and significant effects on Artificial 

intelligence adoption and directly contribute to Digital Marketing performance. Artificial 

intelligence adoption significantly enhances Digital Marketing performance and functions as a 

mediating mechanism that strengthens the effects of innovation and differentiation. In contrast, 

organizational readiness does not show a significant direct influence on either Artificial 

intelligence adoption or Digital Marketing performance. These results suggest that competitive 

advantage in emerging digital ecosystems is driven more by innovation capability and 

intelligent technology utilization than by structural readiness alone. The study highlights the 

strategic importance of AI-enabled practices in translating innovation into measurable 

performance outcomes. 

Keywords: Organizational Readiness, Digital Marketing Innovation, Differentiation Strategy, 

Artificial intelligence Adoption, Digital Marketing Performance, Digital SMEs. 
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