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BERGIZI GRATIS TERHADAP PENERIMAAN INFORMASI 

MASYARAKAT 

 
Ronaldus Sandy Setiawan 

 

ABSTRAK 

 

 

Perkembangan teknologi kecerdasan buatan (Artificial Intelligence) telah 

mendorong perubahan dalam strategi komunikasi publik, termasuk dalam 

penyampaian kampanye sosial. Salah satu penerapannya adalah personalisasi pesan 

berbasis AI dalam video, yang memungkinkan konten disampaikan dengan lebih 

relevan dan sesuai dengan karakteristik audiens. Penelitian ini bertujuan untuk 

mengetahui pengaruh personalisasi pesan berbasis AI dalam video animasi 

kampanye Makan Bergizi Gratis (MBG) terhadap penerimaan informasi oleh 

masyarakat. Penelitian dilakukan dengan pendekatan kuantitatif eksplanatif melalui 

survei daring terhadap 300 responden yang telah melihat video kampanye MBG 

berbasis AI di media sosial. Variabel independen terdiri atas tiga dimensi 

personalisasi: profesional, emosional, dan pribadi. Sementara itu, variabel 

dependen mencakup lima dimensi penerimaan informasi berdasarkan model 

Information Adoption Model (IAM), yaitu kualitas argumen, kredibilitas sumber, 

persepsi kegunaan, information diagnosticity, dan niat adopsi informasi. Hasil 

analisis menunjukkan terdapat hubungan yang sangat kuat dan signifikan antara 

personalisasi pesan dan penerimaan informasi (r = 0,894), dengan nilai R Square 

sebesar 0,799. Artinya, 79,9% variasi dalam penerimaan informasi dapat dijelaskan 

oleh personalisasi pesan berbasis AI yang digunakan dalam kampanye ini. Sisanya, 

sebesar 20,1%, dipengaruhi oleh faktor lain di luar model, seperti pengalaman 

personal, latar belakang pendidikan, atau preferensi media. Temuan ini 

memperkuat peran teknologi AI dalam memperkaya strategi komunikasi publik 

yang lebih adaptif dan efektif, terutama dalam konteks kampanye sosial pemerintah 

yang menargetkan partisipasi aktif masyarakat. 

 

Kata kunci: Artificial Intelligence, Personalisasi Pesan, Kampanye Sosial, 

Penerimaan Informasi, Makan Bergizi Gratis 
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THE INFLUENCE OF MESSAGE PERSONALIZATION IN 

ARTIFICIAL INTELLIGENCE BASED MAKAN BERGIZI 

GRATIS CAMPAIGN VIDEOS ON PUBLIC INFORMATION 

ACCEPTANCE 

 
Ronaldus Sandy Setiawan 

 

ABSTRACT 

 

 

The advancement of Artificial Intelligence (AI) has significantly influenced public 

communication strategies, including the way social campaigns are delivered. One 

such application is AI-based message personalization in campaign videos, which 

allows content to be tailored more precisely to the characteristics of the audience. 

This study aims to examine the influence of AI-based message personalization in 

the animated campaign video Makan Bergizi Gratis (Free Nutritious Meals) on 

public information acceptance. The research adopts a quantitative explanatory 

approach using an online survey method with 300 respondents who had been 

exposed to the AI-generated MBG campaign video on social media. The 

independent variable consists of three personalization dimensions: professional, 

emotional, and private. Meanwhile, the dependent variable comprises five 

dimensions of information acceptance based on the Information Adoption Model 

(IAM): argument quality, source credibility, perceived usefulness, information 

diagnosticity, and intention to adopt. The results show a very strong and 

statistically significant correlation between message personalization and 

information acceptance (r = 0.894), with an R Square value of 0.799. This means 

that 79.9% of the variance in information acceptance can be explained by the AI- 

based message personalization applied in the campaign. The remaining 20.1% is 

influenced by other factors outside the model, such as individual experiences, 

educational background, or media preferences. These findings highlight the role of 

AI technology in enhancing public communication strategies that are more 

adaptive and effective, especially in government-led social campaigns aimed at 

encouraging public understanding and participation. 

Keywords: Artificial Intelligence, Message Personalization, Social Campaign, 

Information Acceptance, Makan Bergizi Gratis 
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