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Abstract –  This study to determine the effect of the implementation of artificial intelligence, algorithms, and tiktok shop account feeds on consumer buying interest. The method used was purposive sampling with a sample of 110 respondents who fit the criteria. Primary data was collected using a questionnaire method that has been tested for validity and reliability. The data analysis method used in this research is descriptive quantitative analysis method, instrument test, classical assumption test, and multiple linear regression test. The results of the partial test research show artificial intelligence (0.001), algorithm (0.015), and TikTok store account feed (0.001). It also has an effect simultaneously with result 0,000 so the conclusion is variables of artificial intelligence, algorithms, and the TikTok shop feed account have a positive effect on the variable of consumer buying interest. Artificial intelligence variables make it easy for the TikTok store and TikTok users to interact. Not only artificial intelligence technology, the algorithm can also help TikTok users get the content they are looking for from what is recorded by the algorithm. So that the algorithm can help display video and photo content on the homepage of the TikTok user account. The TikTok store account feed can also affect consumer buying interest, because the account feed is the first part that will be seen by the public, so the TikTok shop account feed should have an attractive appearance.
Keywords: TikTok, artificial, intelligence, algorithms,  the, TikTok, shop, account, feed, and, buying, interest.

I. INTRODUCTION
The development of the Times and technology is now more advanced especially compared to the old days which can now be called the era of globalization has changed many human lives and encouraged people to be qualified and have a growth mindset. According to Psychologia, et al. (2022) mentions that mindset growth is a person's belief that his abilities, intelligence, and qualities can always develop through efforts and strategies from himself in facing life's challenges. Because every age there are different generations. Moreover, there are many differences from the generation of the past with the current era. 
In this technological development, people also increasingly have a broad insight, critical, in response to a problem or solve a problem, so that people who initially had a trading business using carts, had to find a place that was easy to reach, and still use traditional promotions, but now sellers or business people have started there is a shift in methods to be online by utilizing gadgets and the internet in order to expand their business. The online Media that houses the seller is the TikTok application. The beginning of TikTok was only used to spread entertainment content, trending information, currently e-commerce appears on tiktok, namely TikTok shop. Users of this application every year its increasing, and ever tranding once in 2019. 
TikTok is one of the applications that can be called e-commerce or a container for buying and selling online through the application to help increase TikTok shop towards consumer buying interest. E-commerce is a dynamic technological device, including applications and business processes that connect companies, consumers and a community through electronic transactions, which organizes the electronic exchange of goods (Handayani, 2018). According to Kotler and Keller (2016) consumer buying interest is an action taken by consumers before making a purchase decision for a product. Many factors affect consumer behavior, so that in the minds of consumers have entered the stage of buying interest in a product. 
Currently the online shopping application used by TikTok puts forward a technology called artificial intelligence (AI). Artificial intelligence also makes it easier for sellers and consumers to transact. There are several artificial intelligence in e-commerce platforms such as chatbot, recommendation engine, search engine, image recognition, smart logistics, digital assistant, etc. Tiktok provides a digital assistant to assist consumers in finding the desired product content. Artificial intelligence is also a chatbot on TikTok shop. Chatbot helps potential customers in solving a problem with a product of interest, so that potential customers will feel aware of what products to buy. In several previous studies that tested the effect of artificial intelligence on consumer buying interest has different results, so this study will test whether artificial intelligence only helps prospective customers to get to know the product or indeed make potential customers have an interest in buying.
There are several other technological systems found in e-commerce platforms, such as algorithms. According to Mustafa et al. (2017) states that algorithms are Logic made using software by device makers to make the software better. When TikTok users search for the desired product in the search field, then often see content related to that product, the automatic home algorithm on TikTok users is mostly filled with products that potential consumers want. This is because of the advanced benefits of an algorithm that can record the interest of TikTok users, so that it can increase consumer buying interest from the homepage.
This causes consumers who initially have to look for products, now just scroll on the homepage and will bring up the product. The ease of algorithms on TikTok causes potential consumers to filter TikTok shops that appear on their homepage in terms of quality, price, and others. The TikTok shop account Feed will be visited by the majority of prospective customers who look neat, comfortable to look at, so that prospective customers who want to scroll on the TikTok Account homepage feel interested in knowing the details. From creativity, facilities, even clarity on TikTok shop accounts can increase consumer buying interest.
Consumer buying interest in TikTok can be influenced by the three factors above, namely the ease of consumers in searching, asking to detail about the product of their interest with the help of advanced artificial intelligence. The automation of products on the homepage is the same as what consumers want or are interested in, so the TikTok homepage algorithm makes it easier for consumers to filter out TikTok shops that appear. Then, an interesting, neat TikTok shop account feed, so that it creates a sense of buying interest in the TikTok shop. TikTok shop is currently in demand by the public on the online shopping platform, here are the reasons Indonesian people are interested in shopping online through TikTok shop.
Research Hypothesis
In the study of Pangkey et al., (2019) with the title the effect of Artificial Intelligence and Digital Marketing on consumer buying interest. In the previous study, it is known that artificial Intelligence variables have a positive and significant effect on consumer buying interest. Referring to the previous research above, the hypothesis is structured as follows:

H1: Artificial Intelligence (X1) has a positive and significant effect on consumer buying interest (Y).
According to previous research conducted by Haya and Hidayati (2022), explaining that the algorithm on the TikTok application has a positive and significant effect on consumer buying interest. Based on the previous research above, the hypothesis prepared as follows:

H2: algorithm (X2) has a positive and significant effect on consumer buying interest (Y).

According to Nadhifah's research (2021) content in the form of short videos is most effective in influencing buying interest in customers. Referring to the previous study above, the hypothesis prepared as follows:

H3: TikTok Shop account Feed (X3) has a positive and significant effect on consumer buying interest (Y).
The independent variables of this study also affect together the dependent variables are significant. 
H4: Artificial Intelligence (X1), algorithms, and TikTok Shop account feeds have a positive and significant effect together on consumer buying interest (Y)
II. METHODS
The population of this study is TikTok application users in Indonesia, women and men. TikTok application users in 2023 in Indonesia are 109.9 according to databoks (2023). 
According to Sugiyono (2014) the sample represents a portion of the number and characteristics of the population. The sample of this study using non probability sampling (non-random sample) this sampling technique that provides opportunities or opportunities that are not the same for each member of the population or each element to be selected as a sample. Certain considerations for selecting samples are:

a. TikTok Active Users

b. Domicile Yogyakarta
c. 17-50 years old
In this study the data used are primary data. According to Simbar, et al. (2014) primary data is data that is directly collected from the company. In this study, the primary data is from public opinion regarding questionnaire questions related to artificial intelligence variables, algorithms, Tiktok shop account feeds and consumer buying interests. 
The method of data acquisition used by the author is a questionnaire method. According to Sugiyono (2017) questionnaire is a data collection technique that is done with a set of questions or written statements to respondents to be answered. The questionnaire will be typed via the internet using google form, then will be shared to the public in accordance with the provisions that have been set. In the questionnaire later, will use the likert scale to determine the size of the answers from different communities on the answers to the questionnaire. 
The likert scale has different answer options and values. In this study there are several answer options. The highest value is the answer strongly agree with the value of 5, agree with the value of 4, neutral with the value of 3, disagree with the value of 2, and the lowest value is strongly disagree with the value of 1.
Data analysis was done by classical assumption test, multiple linear regression analysis, hypothesis test, and coefficient of determination test (R2). Classical assumption testing consists of normality test, linearity test, multicollinearity test, and heteroscedasticity test. In this study using multiple regression analysis, which is the development of a simple regression analysis in which there is more than one independent variable X. Multiple regression is used to analyze the causal relationship of several independent variables (X) to one dependent variable (Y) (Wisudaningsi, et al., 2019). The Model used for multiple regression analysis as follows:
Y = α + β1X1 + β2X2 + β3X3 + e

Description:

Y = consumer buying interest

β = constant

β1 = variable regression coefficient X1 (Artificial intelligence)

β2 = variable regression coefficient X2 (algorithm)

β3 = variable regression coefficient X3 (Tiktok shop account Feed)

X1 = Artificial intelligence

X2 = Algorithm

X3 = Tiktok shop account Feed

E = error
III. RESULTS AND DISCUSSION
Before conducting the test, researchers will test the questionnaire data first using test instruments conducted through the validity and reliability test. Using these tools is expected for the results to be valid. The validity test measures the validity or not of each question or statement used in the research (Darma, 2021).  The test criteria test the validity of the indicators in the questionnaire can be said to be valid if the value of R calculate the results is greater than R table. Reliability test is an index test that shows the extent to which a measuring device can be trusted or reliable (Amanda, et al., 2019).
Table 1. Results Of The Kolmogorov-Smirnov Normality Test
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‘Tabel 4.9 Hasil Uji Normalitas Kolmogorov-Smirnov

One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual

N 10
Normal Parameters™ Mean 0000000
Sta. 709340543

Deviation
Most Exireme Diffeceaces | Absolute 007
Positive 0051
Negative 007
Test Statistic 007
Keymp. Sig. Qtailed) 0087

‘Sumber: Hasil Olah Data, 2023

‘Gambar 4.1 Grafik Uji Normalitas Histogram

x




SPSS output results obtained in the column Asymmp. Sig. (2-tailed) of 0.087 > 0.05 can be concluded, the residual unstandardized variables are normally distributed in accordance with the decision making in this research test.
Table 2. Multicollinearity Test Results
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‘Tabel 4.10 Hasil Uji Multikolinearitas

Coefficients™

Model Collinearity Statistics
Tolerance VIF

rtificial Intelligence 0,650 1538

Algoritma 0.653 1531

Feed Akun TikTok Shop 0551 1816

2 Dependent Variable: Minat Beli

Sumber: Hasil Olah Data, 2023

Pada Tabel 4.8 menunjukan nilai variance infliation fuctor
(VIF) < 10, schingga dapat disimpulkan bahwa tidak terjadi
‘multikolinearitas antar variabel independen dalam model regresi.

c. Uji Heteroskedastisitas

Uji heteroskedastisitas dilakukan uatuk mengetahui apakah
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Tthe value of variance infliation factor (VIF) < 10, so it can be concluded that there is no multicollinearity between independent variables in the regression model. 

Table 3. Glacier Test Results
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Shows that the significance value of artificial intelligence (X1) 0.471, the significance value of algorithm (X2) 0.722, the significance value of TikTok Shop account Feed 0.494 which is greater than alpha 0.05, so it can be concluded that there is no heteroscedasticity problem in this regression model.
Figure 1. Scatterplot test results

[image: image4]
The scatterplot shows that the data points spread out above, below, and around zero. The dots do not Converge above or below, and do not form a pattern. It can be concluded that there is no heteroscedasticity problem.
Table 3. Linearity Test Results
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The sig value for the artificial intelligence variable (X1), algorithm (X2), TikTok shop account feed category deviation from linearity in the anova table shows > 0.05. It can be concluded that there is a significant linear relationship between variables X1, X2, and X3 with variable consumer buying interest (Y).
Table 4. Multiple Linear Regression Results
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The higher the artificial intelligence, algorithm, and feed of the tiktok shop account, the higher the consumer's buying interest.

Table 5. t test results
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Shows that the significance value of the artificial intelligence variable (X1) is 0.001, the algorithm (X2) is 0.015, and the TikTok shop account feed (X3) is 0.001 smaller than 0.05. Due to the test criteria t < 0.05 it can be concluded that the results of the t test in this study are H0 accepted and Ha rejected, which means that there is an influence between the independent variable to the dependent variable.
Table 6. F Test Results
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Uji F bertujuan untuk menguji signifikansi secara bersama-
sama terhadap garis regresi yang diobservasi. Untuk menguji hipotesis
digunakan statistik F dengan kriteria nilai signifikansi < 0,05 maka HO
ditolak (berpengaruh). Berikut tabel uji F pada penelitian ini

Tabel 4.15 Hasil Uji B

ANOvar

Model Semof | of | Mem T Sie.
Squares Square

Regression | 445678 | 5 | 148360 | 32967 | 0.000°

Residual 77676 | 106 | 4506

Total 9335 | 109

2 Dependent Variable: Minat Beli pada TikTok Shop

. Predictors: (Constan), Artjicial Intelligence, Algoritma, Feed Akun.

TikTok Shop

‘Sumber: Hasil Olah Data, 2023

Pada hasil uji F Tabel 4.15 menunjukan bahwa nilai F 32,967 dan
nilai signifikansi 0,000 < 0,05. Sehingga, disimpulkan bahwa model
regresi dapat digunakan untuk memprediksi variabel minat beli atau dapat
dikatakan bahwa variabel artificial intelligence, algoritma, dan feed akun,

TikTok shop secara bersama-sama berpengaruh terhadap variabel minat
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Shows that the value of F is 32.967 and the significance value is 0.000 < 0.05. Thus, it was concluded that the regression model can be used to predict the variable buying interest or it can be said that the variables of artificial intelligence, algorithms, and TikTok shop account feeds together affect the variable buying interest.

Table 7. Result Coefficient Of Determination
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It showed that 46.8% of consumers ' buying interest could be explained by variations in four independent variables, namely artificial intelligence, algorithms, and TikTok shop account feeds. While the rest (100% - 46,8% = 53,2%) explained by other factors outside the model.
IV. CONCLUSION
Based on the results of research from 110 respondents and linear regression testing, the conclusions of the study showed that the following:
1. Artificial Intelligence has a positive and significant effect on consumer buying interest in TikTok shop. So that with artificial intelligence that can be used easily by the public on TikTok shop, it can generate consumer buying interest in the products of all TikTok shop accounts.

2. Algorithms have a positive and significant effect on consumer buying interest in TikTok shop. Thus, this study shows that the algorithm can record content on TikTok users based on their interests and interests, the algorithm will present the appropriate product, so that the majority of TikTok users ' homepages will bring up the TikTok shop product they are looking for.

3. TikTok account feeds have a positive and significant effect on consumer buying interest. This shows that an interesting TikTok shop account feed, displaying an account feed that has neatness in the background, in choosing filters, to clear content, will make TikTok users interested in the TikTok shop. In this case, TikTok users have a buying interest in the TikTok shop product.

4. Of the three independent variables, not only did it affect partially, but the independent variables, namely artificial intelligence, algorithms, and TikTok shop account feeds, also had a positive and significant effect on consumer buying interest together or simultaneously. So, it can be explained that active TikTok users who always scroll on the TikTok homepage will have a tendency to buy interest in the TikTok shop. 
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