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Abstract

Artificial Intelligence (Al) has moved from an
emerging analytical technology to a strategic
component of contemporary marketing. Machine
learning, predictive analytics, recommendation
systems, natural language processing and
generative Al allow firms to interpret large
volumes of customer information, automate
marketing activities and deliver more context-
sensitive interactions. This conceptual paper
examines how Al-driven marketing influences
personalization, customer experience, customer
engagement and consumer behavioural outcomes,
while also considering the boundary conditions
created by trust, perceived value, privacy
concerns, transparency and human oversight. To
address the conceptual nature of the study, a
structured integrative literature review was
undertaken using recent peer-reviewed and
scholarly sources, with particular attention to
studies published from 2022 to 2026. The review
indicates that Al can improve relevance,
responsiveness and analytical capability, but the
effects are not uniformly positive. Recent research
highlights the importance of trust, perceived
usefulness, transparency, authenticity and privacy
in determining whether consumers accept Al-
mediated marketing interactions. Building on
these findings, the paper proposes an integrated
conceptual framework in which Al marketing
capabilities influence consumer behavioural
outcomes directly and indirectly through Al-
enabled personalization, customer experience and
customer engagement. Consumer trust and
perceived value are positioned as positive
boundary conditions, whereas privacy concerns
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are positioned as a negative boundary condition;
transparency and human oversight are identified
as governance mechanisms that can strengthen
responsible implementation. The paper
contributes by integrating the technology,
consumer and governance dimensions of Al-
driven marketing into one conceptual model and
by identifying testable propositions for future
empirical research. The study also provides
practical recommendations concerning data
governance, explainability, personalization
controls, human-AlI collaboration, employee
capability development and continuous
performance monitoring.
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1. Introduction

The marketing environment has undergone
substantial transformation as digital platforms,
data analytics and artificial intelligence have
become embedded in customer-facing activities.
Traditional marketing relied heavily on broad
segmentation, standardized communication and
periodic campaigns. Digital marketing introduced
continuous data collection and multi-channel
interaction, while Al has extended these
capabilities by enabling pattern recognition,
prediction, automated decision support and
content generation. Kumar, Ashraf, and Nadeem
(2024) describe Al-powered marketing as a
developing field affecting multiple marketing
functions, including customer analytics,
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personalization and strategic decision-making.
Recent work also shows that generative Al is
expanding marketing applications from prediction
and automation toward content creation,
conversational interaction and decision support
(Cillo & Rubera, 2025; Grewal et al., 2025;
Kshetri et al., 2024).

Consumers now encounter brands through
websites, mobile applications, social media,
search engines, marketplaces, chatbots and
physical channels. This creates an expectation of
relevance and continuity across touchpoints. Al
can process behavioural and contextual
information at a scale that is difficult to achieve
through manual marketing processes, thereby
supporting personalized recommendations,
targeted communications, predictive service and
dynamic content. However, personalization can
also create a tension between relevance and
privacy. Recent empirical evidence indicates that
Al-driven personalization can enhance trust and
usefulness while privacy concerns can weaken
engagement (Teepapal, 2025). Similarly, recent
research on Al-based personalized advertising
indicates that trust and ethical perceptions are
important to consumer acceptance (Markou et al.,
2025).

The growing use of generative Al introduces
additional questions concerning authenticity,
transparency and human oversight. Wang, Sauka,
and Situmeang (2025), for example, examine how
anthropomorphism and transparency in
generative-Al marketing communication affect
trust and behavioural intentions. Kirk and Givi
(2024) further demonstrate that consumers can
respond differently when marketing
communications are perceived as Al-authored,
particularly when the communication is emotional
rather than purely factual. These findings suggest
that the effectiveness of Al-driven marketing
depends not only on technological capability but
also on how consumers interpret the source,
relevance, fairness and governance of Al-
mediated interactions.
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The present article therefore examines Al-driven

marketing through an integrated consumer-centric
perspective. It retains the central themes of the
original manuscript—AlI capabilities,
personalization, customer experience, customer
engagement, consumer behaviour and trust—
while strengthening the literature base, clarifying
the conceptual research gap, specifying the
methodology of conceptual analysis and
developing explicit relationships among the major
constructs.

2. Problem Statement

Organizations increasingly invest in Al to
improve targeting, personalization, service and
marketing productivity. Yet adoption of Al does
not automatically produce stronger customer
relationships or favourable consumer outcomes.
Al-generated recommendations may be
inaccurate, personalization may be perceived as
intrusive, algorithms may reproduce bias,
consumers may not understand how
recommendations are generated, and excessive
automation may reduce perceptions of
authenticity or human connection. Generative Al
additionally creates questions concerning
authorship, disclosure, originality and
accountability. The research problem is therefore
not simply whether Al can perform marketing
tasks, but under what conditions Al-enabled
marketing capabilities translate into positive
customer experience, engagement and behavioural
outcomes.

3. Objectives of the Study

1. To examine the role of Artificial Intelligence in
contemporary marketing and identify the principal
Al-enabled marketing capabilities.

2. To analyse how Al-enabled personalization
influences customer experience and customer
engagement.

3. To examine how customer experience and
customer engagement are associated with
consumer behavioural outcomes.
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4. To examine the role of consumer trust,
perceived value, privacy concerns and
transparency in shaping the effectiveness of Al-
driven marketing.

5. To identify ethical, organizational and
technological challenges associated with Al-
driven marketing.

6. To develop an integrated conceptual framework
explaining the relationships among Al marketing
capabilities, personalization, customer experience,
customer engagement, trust and consumer
behavioural outcomes.

7. To derive practical managerial implications and
propositions for future empirical testing.

4. Research Questions
RQ1: How do Al marketing capabilities transform
contemporary marketing practices?

RQ2: How does Al-enabled personalization
influence customer experience and customer
engagement?

RQ3: How do customer experience and customer
engagement relate to consumer behavioural
outcomes?

RQ4: How do consumer trust, perceived value,
privacy concerns and transparency influence the
effectiveness of Al-driven marketing?

RQ5: What governance and managerial practices
can help organizations balance personalization,
consumer autonomy, transparency and responsible
data use?

5. Literature Review

5.1 Al in Contemporary Marketing

Al marketing capabilities encompass the
organizational ability to collect and interpret
customer information, identify patterns, predict
outcomes, automate decisions and generate or
adapt marketing content. Earlier research
established the strategic importance of Al for
marketing, while more recent literature broadens
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the discussion toward implementation,

organizational capability and consumer-facing
applications. Mishra, Ewing, and Cooper (2022)
examined firms' Al focus and its relationship with
operating efficiency, demonstrating that Al has
implications beyond isolated marketing tools.
Kumar et al. (2024) provide an updated overview
of where and how Al can be applied across
marketing functions and emphasize that strategic
implementation and organizational readiness
remain important.

The literature has also moved toward a distinction
between predictive Al and generative Al
Predictive applications support segmentation,
forecasting, recommendation and propensity
modelling, whereas generative Al can create text,
images, dialogue and other marketing content.
Kshetri et al. (2024) identify personalization,
customer engagement, customer experience and
lead generation as important areas affected by
generative Al Cillo and Rubera (2025) argue that
GenAl is reshaping both innovation and
marketing processes and identify substantial
opportunities for research on how consumers and
firms interact with these systems.

5.2 Al-Enabled Personalization

Al-enabled personalization refers to the use of
algorithmic systems to tailor content,
recommendations, offers, service interactions or
messages using customer-level or segment-level
information. Personalization can reduce
information-search effort and improve perceived
relevance when recommendations correspond
with consumer needs. Recent empirical work
strengthens this argument. Teepapal (2025) finds
that Al-enabled personalization can increase trust
and perceived usefulness in social-media
marketing, while privacy concerns can constrain
its effectiveness. Markou et al. (2025), using data
from 650 consumers, similarly show that trust and
ethical perceptions are associated with acceptance
of Al-based personalized advertising. These
studies indicate that personalization should not be
treated as an unconditional benefit; its

Page63



effectiveness depends on how consumers perceive
the exchange between relevance and data-related
risk.

5.3 Customer Experience and Customer
Engagement

Customer experience reflects consumers'
cognitive, emotional, behavioural, social and other
responses across interactions with a firm, while
customer engagement captures consumers'
involvement with the brand through cognitive,
emotional and behavioural activity. Al can
support these outcomes through real-time service,
recommendation systems, conversational agents,
personalized content and social listening.
However, the quality of engagement depends on
more than response speed. Al interactions need to
be useful, accurate, context-sensitive and
appropriately transparent. Recent research on Al-
driven personalization reports that trust and
perceived usefulness can function as mechanisms
connecting personalization with consumer
engagement (Teepapal, 2025).

5.4 Consumer Behaviour and AI-Mediated
Decision Making

Al can influence how consumers search for
information, construct consideration sets, evaluate
alternatives and make purchase decisions.
Generative Al further changes this process
because consumers can use conversational
systems to obtain summaries, comparisons and
recommendations. Recent literature suggests that
the consumer-Al relationship is becoming more
interactive and potentially more delegated.
Sarstedt, Adler, and Imschloss (2026) argue that
Al assistants and Al agents can increasingly
participate in consumer decision processes,
creating a new context in which Al systems act as
intermediaries between consumers and firms. This
development extends the original article's focus on
consumer behaviour by showing that Al may
affect not only the content of marketing exposure
but also the process through which consumers
discover and evaluate alternatives.
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5.5 Trust, Transparency and Privacy

Trust is central to Al-mediated marketing because
consumers must decide whether to rely on
recommendations, disclosures, automated service
and Al-generated information. Trust may be
influenced by perceived accuracy, fairness,
privacy protection, transparency, reliability and
human oversight. Recent evidence reinforces this
relationship: Markou et al. (2025) identify trust
and ethical perceptions as important factors in
acceptance of Al-based personalized advertising,
while Wang et al. (2025) examine transparency as
a factor shaping consumer responses to
generative-Al marketing communication.

The personalization—privacy tension is equally
important. Consumers may value relevant
recommendations while remaining concerned
about how much information is collected and how
it is used. Therefore, privacy concerns are treated
in the present framework as a boundary condition
that can weaken the positive effects of
personalization and customer experience.
Responsible data governance, meaningful
disclosure and consumer control over
personalization are consequently positioned as
managerial mechanisms rather than peripheral
compliance activities.

5.6 Generative Al, Authenticity and Human
Oversight

Generative Al expands marketing automation
from analytical tasks to content creation and
conversational interaction. Grewal et al. (2025)
describe GenAl as affecting communication,
content creation, service and sales, while
emphasizing the need to understand trade-offs
between Al inputs and human augmentation. Kirk
and Givi (2024) report that perceived Al
authorship can reduce positive word-of-mouth and
loyalty in some emotional communication
contexts, with authenticity helping explain the
effect. These findings support a balanced
approach in which Al augments rather than
indiscriminately replaces human judgement,
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especially for high-stakes, emotional or identity-
relevant customer interactions.

6. Research Gap

The existing literature has developed rapidly, but
four gaps remain relevant to the present
conceptual study. First, many studies examine
individual Al applications—such as
recommendation systems, chatbots, generative
content or personalized advertising—rather than
integrating multiple Al marketing capabilities into
one consumer-outcome framework. Second,
technology-oriented discussions often emphasize
efficiency and personalization, whereas recent
consumer research demonstrates that trust,
privacy, transparency and authenticity condition
whether these benefits are realized. Third, the
literature contains substantial discussion of Al
adoption but comparatively less conceptual
integration of the pathway from Al capability to
personalization, customer experience, engagement
and behavioural outcomes. Fourth, the emergence
of generative Al and Al agents after 2023 creates
a need to update earlier digital-marketing
frameworks so that they account for
conversational, content-generative and
increasingly delegated decision processes.

The present paper addresses these gaps by
integrating technology capability, consumer
experience and responsible-Al dimensions within
a single framework. Its contribution is conceptual
rather than causal: it synthesizes recent evidence
and converts the identified relationships into a set
of propositions that can be empirically tested
across sectors and consumer groups.

7. Methodology

7.1 Research Design

The study adopts a conceptual research design
based on a structured integrative literature review.
The purpose is to synthesize established and
recent knowledge on Al-driven marketing and
develop an explanatory framework rather than to
estimate causal effects using primary survey data.
The original manuscript was conceptual in
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orientation; this revised methodology section

makes that basis explicit.

7.2 Literature Identification and Selection
The review gives priority to peer-reviewed journal
articles, scholarly research notes and established
academic publications addressing Al in
marketing, personalization, customer experience,
engagement, trust, privacy, generative Al and
consumer behaviour. Particular emphasis was
placed on literature published between 2022 and
2026 so that the framework reflects the rapid
development of generative Al and Al-mediated
consumer decision-making. Earlier foundational
works were retained where they provide
established concepts for customer experience,
marketing analytics and Al in marketing.

7.3 Analytical Procedure

The literature was analysed thematically in five
stages: (1) identification of Al marketing
capabilities; (2) mapping of Al capabilities to
personalization and customer experience; (3)
examination of engagement and behavioural
outcomes; (4) identification of boundary
conditions such as trust, perceived value, privacy
and transparency; and (5) synthesis of the
relationships into an integrated conceptual
framework. The resulting propositions are
therefore theory- and literature-derived, not
statistically tested in the present paper.

7.4 Scope and Limitation of the Method
Because the study is conceptual, the propositions
should not be interpreted as empirically
established causal relationships. The framework
requires validation through survey research,
experiments, longitudinal studies or mixed-
method designs. Future studies can operationalize
the constructs and test direct, mediating and
moderating relationships across industries,
countries and consumer segments.

8. Conceptual Framework and Proposed
Relationships

The conceptual framework positions Al
Marketing Capabilities as the primary antecedent.
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These capabilities include predictive analytics,
intelligent segmentation, recommendation
systems, conversational Al, dynamic advertising,
social-media analytics and generative Al content.
Al capabilities are proposed to enhance Al-
enabled personalization. Personalization is then
expected to improve customer experience when
consumers perceive the resulting interactions as
relevant and useful. Improved customer
experience is expected to strengthen customer
engagement, which in turn is associated with
favourable behavioural outcomes such as
purchase intention, repeat interaction, loyalty and
advocacy.
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The framework also recognizes that these
relationships are conditional. Consumer trust and
perceived value are proposed to strengthen the
translation of Al-enabled personalization into

engagement and behavioural outcomes. Privacy
concerns are proposed to weaken these
relationships, particularly where consumers
perceive extensive data collection or intrusive
targeting. Transparency and human oversight are

positioned as governance mechanisms that can
improve trust and reduce uncertainty.

content generation

Construct Role Proposed relationship I1lustrative indicators
Enable data-driven Segmentation, prediction,
Al Marketing Capabilities | Antecedent prediction, automation and | recommendation, GenAl,

chatbots

Al-Enabled

o Mediating mechanism
Personalization

Converts Al capability into
relevant individualized
interaction

Relevance, customization,
timeliness

Customer Experience Mediating mechanism

Captures consumer
response to Al-enabled
interactions

Convenience, satisfaction,
perceived usefulness

Customer Engagement Mediating mechanism

Reflects cognitive,
emotional and behavioural
involvement

Interaction, attention,
participation

Consumer Behavioural

Outcomes Outcome

Reflects downstream
Consumer responses

Purchase intention, loyalty,
advocacy, continued use

Positive boundary

Consumer Trust ..
condition

Strengthens acceptance
and reliance on Al-
mediated marketing

Reliability, fairness,
security, confidence

perceived as intrusive

o Strengthens benefits .
. Positive boundary - Usefulness, convenience,
Perceived Value o perceived from
condition o relevance
personalization
. Can weaken acceptance . .
. Negative boundary ceptanc Data anxiety, surveillance
Privacy Concerns . when personalization is
condition concerns, loss of control

Transparency & Human

. Governance mechanism
Oversight

Can reduce uncertainty and
support responsible
adoption

Disclosure, explainability,
human review

9. Proposed Propositions

P1: Al marketing capabilities are positively
associated with Al-enabled personalization
because predictive and generative systems
increase firms' ability to tailor content,
recommendations and interactions.

P2: Al-enabled personalization is positively
associated with customer experience when
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consumers perceive the personalized interaction

as relevant, useful and convenient.

P3: Customer experience is positively associated

with customer engagement because relevant and

satisfactory interactions encourage cognitive,
emotional and behavioural involvement.
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P4: Customer engagement is positively associated
with favourable consumer behavioural outcomes,
including purchase intention, repeat interaction,
loyalty and advocacy.

P5: Al-enabled personalization is positively
associated with consumer trust when consumers
perceive the system as accurate, reliable, fair and
privacy-respecting.

P6: Consumer trust strengthens the positive
relationship between Al-enabled personalization
and customer engagement.

P7: Perceived value strengthens the positive
relationship between Al-enabled personalization
and consumer behavioural outcomes.

P8: Privacy concerns weaken the positive
relationship between Al-enabled personalization
and customer experience.

P9: Transparency strengthens consumer trust in
Al-driven marketing by reducing uncertainty
about data use and Al-mediated
recommendations.

P10: Human oversight strengthens the positive
relationship between Al-enabled marketing
capabilities and consumer outcomes, particularly
for complex, emotional or high-risk customer
interactions.

10. Major Applications of Al in Marketing
Customer Segmentation

Al can identify behavioural and transactional
patterns to support more granular segmentation
than conventional demographic approaches.

Predictive Analytics

Models can estimate purchase propensity, churn
risk, demand, customer lifetime value and
campaign response.

Recommendation Systems

Al can generate product or service
recommendations using browsing, purchase,
contextual and interaction data.
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Chatbots and Virtual Assistants
Conversational systems can provide immediate
responses and support routine service activities.

Social Media Analytics

Al can analyse conversations, sentiment and
engagement patterns to identify emerging
preferences and issues.

Dynamic Advertising

Al can support audience selection, creative
variation and optimization based on observed
response patterns.

Generative Al Content

GenAl can assist with copy, product descriptions,
social posts, email content and conversational
responses, subject to human review.

Al-Assisted Customer Decision Support
Emerging Al assistants and agents can help
consumers compare alternatives and may
increasingly influence the customer journey.

11. Discussion

The conceptual synthesis indicates that Al-driven
marketing should be understood as a system of
interrelated capabilities rather than as a single
technology. Predictive analytics, recommendation
engines, conversational Al and generative Al can
each contribute to personalization and
engagement, but their value depends on how the
consumer experiences the resulting interaction.
This is consistent with recent literature that
emphasizes both the transformative potential of
Al and the importance of strategic implementation
(Kumar et al., 2024).

The literature also supports a shift from a purely
technology-centred view toward a consumer-
governance perspective. Teepapal (2025) shows
that trust and usefulness can help explain
engagement with Al-driven personalization, while
privacy concerns can constrain the effectiveness
of personalization. Markou et al. (2025) similarly
demonstrate that trust and ethical perceptions
matter for acceptance of Al-based personalized
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advertising. Together, these findings support the
present framework's treatment of trust and privacy
as boundary conditions rather than as secondary
ethical considerations.

Generative Al further complicates the relationship
between automation and consumer response.
Grewal et al. (2025) emphasize the need to
consider the extent of human augmentation in
GenAl implementation, while Wang et al. (2025)
show that transparency and anthropomorphic
presentation can affect consumer responses. Kirk
and Givi (2024) indicate that perceived Al
authorship can reduce favourable responses in
certain emotional communication settings. Thus,
the proposed framework treats human oversight
and transparency as mechanisms that can help
organizations preserve authenticity and consumer
confidence.

Finally, the emergence of Al assistants and agents
suggests that consumer behaviour itself is
changing. Sarstedt et al. (2026) argue that Al
systems can increasingly act as decision-making
intermediaries. This development implies that
future marketing research should examine not
only how firms use Al to influence consumers but
also how consumers use Al to filter, compare and
potentially execute marketplace decisions. The
present framework can therefore serve as a bridge
between established Al-personalization research
and emerging research on Al-mediated consumer
journeys.

12. Managerial Implications

Build an Al capability roadmap

Map Al applications to specific marketing
objectives such as segmentation, service response,
personalization, retention or content production.
Avoid adopting Al merely because it is
technologically available.

Adopt value-based personalization

Use personalization where it provides a clear
consumer benefit. Measure relevance, usefulness
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and customer satisfaction rather than relying only

on click-through or conversion metrics.

Strengthen data governance

Establish clear rules for data collection, consent,
retention, access and use. Minimize unnecessary
data collection and communicate data practices in
accessible language.

Make personalization controllable

Provide consumers with practical controls over
recommendation settings, communication
preferences and personalization where feasible.
This can help reduce perceived loss of autonomy.

Use transparency strategically

Explain when Al is used, what information is
relevant to the interaction and how customers can
obtain human assistance. Transparency should be
understandable rather than merely a technical
disclosure.

Maintain human oversight

Use human review for emotionally sensitive,
high-value, high-risk or ambiguous interactions.
Establish escalation procedures when Al
confidence is low or customer complaints involve
fairness or harm.

Audit recommendations and content
Regularly test Al outputs for accuracy, bias,
relevance, brand consistency and inappropriate
personalization. Create documented review and
correction procedures.

Develop employee capabilities

Train marketing staff in Al literacy, prompt
design, data interpretation, privacy, ethics,
verification and human-Al collaboration. Al
implementation requires cross-functional
cooperation between marketing, technology,
analytics and compliance teams.

Measure trust alongside performance

Track trust, perceived usefulness, privacy
concerns, complaint rates and opt-out behaviour
alongside conventional marketing metrics. This
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provides a more complete assessment of Al
effectiveness.

Prepare for Al-mediated customer journeys
As consumers increasingly use Al assistants and
agents, firms should ensure product information is
accurate, structured and machine-readable while
maintaining consistency between human-facing
and Al-facing brand information.

13. Theoretical Contribution

The paper contributes conceptually by integrating
four perspectives that are often examined
separately: Al capability, consumer experience,
consumer response and responsible governance.
First, it conceptualizes Al marketing capability as
an antecedent rather than equating Al adoption
with marketing effectiveness. Second, it places
personalization and customer experience as
mechanisms through which Al capability may
affect engagement. Third, it connects engagement
with downstream behavioural outcomes. Fourth, it
explicitly incorporates trust, perceived value,
privacy concerns, transparency and human
oversight as conditions that may strengthen or
weaken the pathway.

The framework also updates conventional digital-
marketing thinking by acknowledging generative
Al and Al-mediated decision support. In doing so,
it provides a basis for future research that can
compare predictive Al, generative Al and agentic
Al across different stages of the customer journey.

14. Limitations and Future Research

The principal limitation is the conceptual nature
of the study. No primary data were collected and
therefore the propositions have not been
statistically validated. Future studies can develop
multi-item scales for Al marketing capability,
perceived personalization, customer experience,
engagement, trust, privacy concerns and
behavioural outcomes and test the model using
structural equation modelling. Experimental
studies can manipulate Al disclosure,
personalization intensity, recommendation
accuracy and human involvement to examine
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causal effects. Longitudinal studies can

investigate whether repeated exposure increases
trust or, alternatively, creates fatigue and privacy
concerns.

Future research should also examine differences
across product categories, generations, cultures
and levels of Al literacy. The emergence of Al
agents creates an additional research opportunity:
scholars can investigate how consumers delegate
decisions to Al, how firms adapt to Al-mediated
consideration sets, and how machine-readable
product information influences brand visibility.
Research should also examine whether human-Al
collaboration produces different outcomes from
fully automated marketing communication.

15. Conclusion

Artificial Intelligence is reshaping marketing by
expanding firms' capacity to analyse customer
information, predict behaviour, personalize
interactions, automate service and generate
content. Recent research published between 2022
and 2026 shows that these capabilities can create
opportunities for personalization and engagement
but also introduce important concerns involving
trust, privacy, transparency, authenticity and
human oversight.

This revised conceptual paper contributes an
integrated framework linking Al marketing
capabilities with Al-enabled personalization,
customer experience, customer engagement and
consumer behavioural outcomes, while explicitly
recognizing trust, perceived value and privacy
concerns as boundary conditions and transparency
and human oversight as governance mechanisms.
The framework is intended as a foundation for
empirical testing rather than as a claim of causal
proof.

For managers, the central implication is that Al
adoption should be evaluated in terms of
consumer value, responsible data use, trust and
quality of experience as well as operational
efficiency. For researchers, the framework
provides testable propositions and a basis for
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extending Al marketing research into generative
and agentic forms of consumer decision-making.
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Appendix A: Alignment Matrix for Objectives, Research Questions and Framework

Objective Research Question Key Constructs Framework Component
Ol RQ1 Al Marketing Antecedent
Capabilities
02 RQ2 Al Personalization, Mediating pathway
Customer Experience
03 RQ3 Customer Experience, Outcome pathway
Engagement,
Behavioural Outcomes
04 RQ4 Trust, Perceived Value, | Boundary/governance
Privacy, Transparency conditions
05 RQ5 Transparency, Human Governance
Oversight, Responsible | mechanisms
Al
06 RQ2-RQ4 All major constructs Integrated conceptual
framework
o7 RQ5 Managerial practices Managerial implications

Appendix B: Suggested Empirical Operationalization for Future Research

Construct

Possible dimensions

Potential data source

Al Marketing Capabilities

Analytics, prediction,
recommendation, conversational
Al, generative Al

Manager survey / organizational
data

Perceived Personalization

Relevance, customization,
timeliness, fit

Consumer survey

Customer Experience

Convenience, satisfaction,
usefulness, ease

Consumer survey

Customer Engagement

Cognitive, emotional,
behavioural engagement

Consumer survey / digital
interaction data

Consumer Trust

Reliability, fairness, privacy,
security, confidence

Consumer survey

Privacy Concerns

Data collection concern,
surveillance concern, perceived
loss of control

Consumer survey

Transparency

Al disclosure, explainability,
clarity of data practices

Consumer survey / experiment

Behavioural Outcomes

Purchase intention, repeat
purchase, loyalty, advocacy,
continued use

Survey / transaction / platform
data
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