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Abstract

This study aimed to examine Al personalization and explain the process through which customer
loyalty emerges in the digital service context. The study employed a qualitative research method by
conducting semi-structured in-depth interviews with 18 informants who were users of digital platforms with
personalized recommendation systems. The thematic analysis revealed that the informants interpreted Al
personalization through four key dimensions: perceived relevance, convenience, trust, and privacy concem.
The findings indicate that customer loyalty does not arise from system accuracy alone, but from customers’
perception that such personalization is valuable, transparent, and not excessively intrusive. The study
therefore suggests that designing Al personalization that balances value and privacy is a crucial condition

for sustainable customer loyalty.

Keywords: artificial intelligence, customer experience personalization, customer loyalty, trust
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Uszaunsalgndnludumanislduing

LuIAnUszaUN3aignAN (customer experience) ldmunlulnaninnsUssifiunisnela w gate
\isansaiien Lemon and Verhoef (2016) a%maﬁmiza‘ummiqﬂﬁﬁLﬁmﬁumaam customer journey NIBLEUNIY
nslduins Fenseuaqunsiuineutde seuindld uaznddlduinig TnsgndnasUssfiusyaunsaiainuansyn
duifa (touchpoints) Tideulesiu (Leron & Verhoef, 2016)

\fieRansuluuiunues Al personalization 981 uINszULLUEILUUIRNNZYARAAIN1TASHARD
Usvaunsaignénlévanens fadasanatlumsdium wineuazen uasshliigninsushssuudlasuesn
fu agslsfinu mnszuuuusiddnuaeingnuieteinifull fenavilil staunsaifimsduninnaedu
augdnlaavielald darfu Al personalization Fafeegnuaslugiuraauni aves customer experience
management laflgifiesflaidumanaiiawidy

¥

AMUANAVIIGNAN

AnuAnFvesgna (customer loyalty) WunwiRandniununisnatnderuduius lae Dick and Basu

¥

3

A o

(1994) luoAnuinAdunannanuduiussenigiruadfideuusudiungAnssunisted nande gnénd
Frlisndudesdoduausly widosdiviruafuazanuyniudeindouusudde

sioan Oliver (1997) wesauAniindunszuaunsiidos q fiann anmssuiuazauiielalugeiu
ddladnunenudtustunusudluszeren lugendvia loyalty 3elldiAnnamnndudwionaiiniesesng
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wesnngulangunilanniuly lnemsidennduiieendddvdnaududiivesdeya (data saturation) ndn3fe 1o
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Netosgauazdieiiuauasainlunisldnu lnewmnzluumannesumdivddidnnsednduavaniuia Fadnlvina
dauandenulindauazanuinfvesgnanluseAugs

ognslsinu flvideyausdruilotuinsdsesuazueuiinisesulatiiinslindauazausing
Tusgfuuunans Wesndaflmmuinasmunndudiuiuazmuidniissuuideyamniuly ihliavesns
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Sufiaenndasiunaniside
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Aaturan1sieseideyaaunsoasuld 4 UssiaudiAgy

1. mwmﬁm%’aﬂﬁ%f (perceived relevance) Bﬂ

Usendanan wagyinlynisdnduladnedu
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3. vauwnAududIda (privacy boundary) vnniskuzihgumziaizasiulunieriliddninssuy
Toyadiusunniiuas Jiideyaunsdimaziinnusswiuazannudulalunisldause

4. anudndlugiuganuauiglaldisnnuduius (relational comfort) Ausnalalleiinainaauis
welatansm uiinananudAntuusudidnla wensm waglsiady

cane

BRI EREE

NanN53SEEIn n1sUsuusisszaunsaignAaieUayay1usedug (Al personalization) iunumedrAaysie
N15a319ANUANATEIRNAT (customer loyalty) mumi%’uiﬁammLﬁaa%’awaﬁmaua AnugzaIntunsldy
wazarulindaiifindu deaenndasiununfndiin personalization Taetfiy perceived value way customer
experience (Uszaunisalgndn) ienisiausiininumanzauiuainudosnisvessld (Huang & Rust, 2021;
Lemon & Verhoef, 2016)

ag14lsAnu nan1s@nundasioudnvaz audoundivesnisusuuaaanizynaaa (personalization
paradox) name Wessuuuurthiimuanzianzasanniu fléudunduiinigninmuniegnaasdan
Wudiua sﬁw‘iﬂﬁmmﬁmﬂaammLLawimaawiammﬁﬂﬁmmavﬂﬁw (Aguirre et al., 2015) SoRunuiaonndas
fUaUidefiseeuin A-driven personalization 1ufiy loyalty "Léfﬁ@iaLﬁammﬁ’maé’mmmLﬂudquﬁqagﬂu
isﬁ’uﬁ’]LLax;ﬂ%’é’ma%ﬂ”ﬁﬂmmwﬁaaﬂamammaﬂﬁ (The Service Industries Journal, 2025; Das et al., 2026)

Tutsgpunnulinga nan1sideaenndosiuuuinnIsnaindanuduius (relationship marketing)
fineadn trust Junalndrdglunisuvasnissuiidavinseuusudluganuduiusssezen (Morgan & Hunt, 1994,
Oliver, 1997) namfie Jlideyaliladnfreunannesinizanuudugivesssuuiisduis) uimseddniuy
FUALDTAAY LATTNUDULY LLaﬂﬂ%’sﬁamuaaEm;ﬂgw Fadenndosiunuiinudn trust-building strategies (nagns
msasemnulinga) mmmammaﬂ'ﬁsmé’mawmﬂmﬁusﬁa;@Lﬁ'aﬁw personalization 1 (Aguirre et al., 2015;
Bleier & Eisenbeiss, 2015)

dofinnsanlufifvesarmfianelanazarudalaldsh nansdnviatvayudadunuaigaiiin Al
personalization lailadsuass loyalty lnsnssanely uwsavdiman1uiuUsi¥93nInen 1wy trust, engagement,
satisfaction Wag perceived value (The Service Industries Journal, 2025; Al-driven personalization study, 2025)
Forunuiltianudniluanminndeunatafunasvessraumsalfideiies lilinavosiuusifiusiugniies
ﬂ%\iLam (Lemon & Verhoef, 2016; Oliver, 1997)

wenanil nansIsedwenennudilasinauiiudalsunaannuduiug st it s UL
Uszaunisalgniidetyguseivg (Al personalization) fuausing (loyalty) fidnwazidudeulvuinnd
AnuduiusBudunse Inaamzdszabunulusdda (transparency) nsmuanlaeld (controllability) wagaau
Ananuanududiuda (privacy concern) 611&L‘UummmmmsﬂmummmmiﬂiuLLmLUuﬂmmmaLUumﬁﬂm
(Das et al., 2026; The Service Industries Journal, 2025) muu ATES9ANUANAKIY Al personalization 33A2%
freguuarmaunaszwinmslilszaumsalinnzyanatunaamdrdnuaiuarsruamsiadulavosdld

Ingasy mu%a‘i’aﬁazﬁauiwmiU%”‘ULm'anzaumsajé’mezyzyWisﬁwﬁ (Al personalization) 9zl
AuAnFiveagni (customer loyalty) Iidlogld5usinszuuiianuieades Widla uazlvinue usimngldiuii
syuvdaIRaIiuTaun AnusnAardeuiias Tefunusnandenndasiunumuassanssudiduduinainy
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Tindasazanududwdudusnunansesrudnsalunsld Al dieasanuduiusssezeniuandi (Aguire
et al,, 2015; Huang & Rust, 2021; Lemon & Verhoef, 2016)

FarauanusdIU R
asnsAsUsuldnisuuusisssaunisalmelyanuseivg (Al personalization) laudin 3 viandnAgy e

1. shlidaiausiimnuieideatuausesnisuesgndn

2. g3UneNsinauesTEuLagalusila

3. WanalignAauauseaunsusuussle
wumnsanaraztelimalulaflinaedueiesdiognd uwiduatoddloatauduiusarasemiugnéd

fosfnuazdorsuauuzdmiunisideadedely
nuiteiiddesindefnyiluuiunglfunaneiuidvaiiomsssinniby miideadatelumsvens

TudauTundu 1wy n1sliu msvieaiion wieuinisquaw iteSsuifisunssuivesgndlugnaivnssuiisneiu

uenanil msfnwyuLesmesUsznaumieliannssuumudluie ielwduislsduasieliuing
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