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Abstract

This qualitative research aims to examine the patterns of consumer creative participation within
the context of Al-enabled co-creation and to explain the mechanisms through which such creative
interactions influence brand acceptance. Data were collected through semi-structured in-depth interviews
with young consumers in Thailand who have experience participating with brands through digital platforms
that utilize artificial intelligence technologies. The data were analyzed using interpretive thematic analysis.

The findings reveal that artificial intelligence functions as a mechanism that reduces constraints
related to skills and resources in content creation, allowing consumers to express creativity and participate
with brands more actively. However, brand acceptance does not arise solely from the use of technology.
Rather, it depends on consumers’ perceptions of their roles and power within the co-creation process,
particularly the feeling that their participation is recognized and meaningful to the brand’s narrative. In
addition, the findings reflect tensions between consumers’ creative freedom and the level of brand control,
which influence trust and long-term brand acceptance.

From an academic perspective, this study expands the understanding of the value co-creation
concept by linking the role of artificial intelligence with the process of consumer meaning construction.
From a managerial perspective, the findings suggest that organizations should design co-creation
mechanisms that genuinely allow consumers to play creative roles in order to strengthen long-term
relationships between consumers and brands.

Keywords: Al-enabled value co-creation, consumer creative participation, brand acceptanc
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W weilinanUsyaunsalsiuseninesdnsuagiuslaa (Prahalad & Ramaswamy, 2004)

Tuusunveaasugianavia malulad Al anunsovhmihdiduedeslofivisaiuayunszuiunssmaing
AnAn Tneaedalonalifuilaamunsonnaessaiadomuasiufduiustunsaudldietu nansideids
atuayuuLIAAURY Kotler et al. (2021) ﬁLauadﬂLmﬂiuia%%ﬁaLLazﬂiyzyﬂﬂixﬁwﬁmmsmhUaﬂizﬁuﬂizmmsaﬁ
vajuilnalunsruunsiidusmiunsdum

oglsfioy wansnwdsdliduiumelulad Al lildvindhiduiasenndlnenss uifuidouluds
Tassadeiidoliguilanaunsadandunumlunssuiunssimadunuailduniy fsaenndestuyuuosmes
Service-Dominant Logic ﬁuaﬂdﬂmsa%ﬂmmmLﬁméﬁy‘umﬂmiﬂgjﬁmﬁuﬁ‘ummiu,aﬂLU?{aw%’wmﬂsideﬁﬁdau

Iaaudslusguuusnis (Vargo & Lusch, 2008)
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2. msildusiudeaineassAvasduilnalunszutunissauainennen

nan1sduaviewliiug nslidusiudaiassdvesfuslnaliliduiissnsnevaussrofanssuni
msmann wildunszuaunsiguilanllunisuanssndnualiazanuAnainassdvesaues nsildiusiudanarivh
TslaasanimuesiunumlunsimuaiEessnvesmsnaudi

nansAnYILdenndesiulLIAn Consumer Culture Theory (CCT) dnauainnisuslanldleduiies
Aonssumaaswgia uildunszurunsmeiausssuifuslnaldauiuasmsdudiduaiosdiolunisaiauas
uansopanwalvosnuesludny (Armould & Thompson, 2005)

Tuvsunvesnissinasienma n1sfidausiudeasvassavesuslanaunsagnuesindunalnids
nszuaumsidenlesssninaieuludddasaisvesnalulad Al funadnsiumnuduiusseninafuilnauagns
dudn ndnfe walulad AlTaRuRliusTaeannsoairadomuasivduiusfunsdudléundy vaed
nszvIuMsTidmdaisassAthsaiszaunsaiifinnumnesioguilaa
nsiinanuidnduirvassiudensidudn

Han153TenUI nsiidsindaisassdvesfuilaaanunsathlugnmsimuanuddndudivessiuse

adudluseaudninet lneguslnadiuiuninianinuedianugniuiunduiunnduiledleniadiausuly

AMsas1 eI NgINUASIEUAN

'
=

Fomunuilaenndasiv nguausandudivenisdningn (Psychological Ownership Theory) &
luodyaraaansaiimnnnuianiduivesdedsdedmilddtiunsamumiuin msemuau wazanalnddaiy
ﬁﬂﬁu (Pierce et al., 2001)

Tuusunresnisnain nMsildusinvesiuslaalunssuiunisiasinuatausaieatuaimuidn
Huihwesensndud Ssorathluganugniusazaailindasennaudszezen
AUAUATIATENINNEEAINTIA TR TIAYDIUITNALAZNITAIUANYDIBIANT

winstwadnueandalenmalifuilaadunumlumsaadominiuanaud uinansideds
avvieubiiuiinufaasenszninenudosnisaiamlunisadivassdvesuslnaiuseAunisaunuvesedns

uslaaunseussiinismuauvetesdnsiuasiduiiesnumnmdnvalvesmaud edndlsinu s
muaufiinmiuluenavilvguslnaianiinstidausmvessulailssunmseeusuegiauriade

fodunuiiaenndostunuifedumstmainnuaiiiddn mstwaisnualuusunimanieuasia
anananeduiisanisildrusiundedydnual mnasdnsdinsmiuaunssuIunmsassnuaag1uduen (Ramaswamy
& Ozcan, 2018)

Fatfy nMIpeNLUUNITUIUNITTwad9RuATiTUsEAnS nndafesadsannasevinanisUadiuily

HUSInAkARIANLARAS19ETIARAZ NN SINYIBNENYIYDIM AR
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dsunseniusena
31nMsAUTIENanITITEa1N1saagulan Lﬁnﬂiuiaﬁﬁmmﬂﬂizﬁwﬁﬁwmmﬁﬂﬁzyiumﬂ%ﬁlumﬁ
Auslanannsadidnsnlunszuiunmssinadenauaniunsdud agnelsinu nadndveanszuiunssuasnanue
lallgtuegiumaluladifissesaiior wituegfunissuiunumesguslnalunssuiunsmais
deuslnafdniinsiidiusmveswuiinnumneuarldfunmsseniuanesdns nszuiumssmaing

AuAe1ivganuddnduidvesriunarnseensuasduilussese

v
[ 3

Aty aaRnsfidesnsldmalulad Al liiaatvayunissnaiinuainsiiaudAyiunisesntuy

Uszaunisalndalenmaliguslaatunumlunisasneennumvunguemsauaogauvias

v

MNAVDIUINY
1. myRudnunmliansoagunagamnlule
v @ a = a
2. Teyaiiuannuunysemelneifisaussmeiien
3. wealuladtyaUsziviiinisdounUasesemaga

Theoretical Contributions

@

MATeilfidweiauerauilusunsnanfIviawasn1siansnsdudiiu 3 Ysenisdfey

o

s

1. 1UUIAALUIAANITIINATAMAT (Value Co-Creation) guiundayey1useaiug

3

'
o ' o w A

NuATeReunthildn@nwinissinasinualuusuninanosufidvia widsdlnwideiienfnwunum

D¢

voamaluladdgnuszAvglunisversnszuiunmssinaiie uiseddisesuisdn Al vimiidudeuluds
Tnssadnaiitedaiuiliguslnraunsafiunumidsadsassdlunssuiumssiuainsnmen
2.1 oulgennsddiusandeadassdveafuilaadunguinnugdnnindudivemisinine
(Psychological Ownership)
mAfeiiaueiinsiidusandeadrassAlildduRsmgRnssunisidwusan usidunszuaunsd
Fuilaelilumsamudndnualiazaramneaslundud feamnsadlugaruddnidudivesion
3. 9UNUNAlARIANUILNEURINTTEONSUASIAUAT (Brand Acceptance)
mAfeiiaueiinssensunaudldlfiinannsiidnusudmginssuiissedaies udifaan
nszvIuMsAmNUsTaUMsaisaaithluganulindasasamdiiudszeroniunsdud
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