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Abstract

One thing clear today? Artificial intelligence shapes much of what happens
online - especially how content gets shaped for people, where suggestions lead
them, or how they feel navigating websites. The focus here skips wide patterns,
zeroing in on one point: how tailored experiences built by Al affect whether users
stay loyal and believe in brands digitally. Instead of long talks or written feedback
from participants, answers came through fixed survey forms filled out by a hundred
respondents. Because the goal was finding common threads rather than rare stories,
methods like correlation and regression helped reveal links among customization,
confidence in companies, and ongoing interaction. Oddly enough, greater
personalization tends to lift ease and enjoyment. Still, belief in a company or plans
to come back do not climb just as high. It surprises many, but numbers show slim
ties between Al-driven service and long-term customer attachment. Trust grows
through openness - organizations that handle information responsibly, guard
privacy strictly, speak clearly usually build stronger links.
Keywords: Customer Satisfaction, Al-Driven personalization Consumer trust,
Consumer Loyalty, Digital Marketing, Data privacy, Transparency.
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I. INTRODUCTION

In today’s world the marketing activity leans towards Artificial Intelligence.

Through tailored suggestions, machines shape how users experience brands. Because

tirms adjust messages using smart systems, people tend to stay involved longer. Yet

questions rise when personal details enter automated workflows. Trust shifts

depending on how transparent these processes feel. Loyalty often follows not from

efficiency - but from perceived respect. A closer look reveals patterns between

algorithmic choices and user commitment.

Objectives of the Study
Primary Objective

The study is looking at how using intelligence to make things personal for
people affects how much people trust and are loyal to a company,
specifically the impact of Al-driven personalization, on consumer trust
and loyalty

Secondary Objectives

For understanding its effects on consumer trust.

To examine the relationship between consumer trust and loyalty in Al
based systems.

In order to know what builds or breaks consumers’ trust in Al-based
personalization.

How perceived privacy risk affects the personalization—trust relationship

Review of Literature

According to Smith & Anderson (2019), who found users report higher
satisfaction with customized content? Their work suggests that when
information feels pertinent, reactions tend to be more favourable. What
stands out is the role of fit - how closely a recommendation matches
individual interests - in shaping user experience. This connection between
personal relevance and acceptance emerged clearly across their analysis.

Hassan, A., Abdelraouf, and El-Shihy (2025) looked into how Al-driven
personalized suggestions influence trust, satisfaction, and loyalty within
online shopping environments. Their findings showed trust plays a central
role - shaping both user satisfaction and long-term loyalty. Instead of
working alone, these factors connect more strongly when artificial
intelligence tailor’s interactions. Because of this, customers feel more
confident, leading to smoother experiences. As a result, the bond between
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trust and continued engagement grows stronger under smart
personalization systems.

Huang and Rust studied how artificial intelligence works in service and
marketing in 2021. They found out that using intelligence to make things
personal can make customers happy by giving them what they need at the
right time. The study, by Huang and Rust showed that artificial intelligence
makes services better and customers more satisfied when people are also
involved in the process.

Rahman (2025) examined how digital marketing applies artificial
intelligence to tailor user experiences. Content, advertisements, and
suggestions shaped by Al tend to boost engagement along with buying
interest. Ethical concerns linger even when systems perform well.

Chaffey and Ellis-Chadwick said in 2022 that digital marketing is using
Artificial Intelligence technologies more and more to look at what
consumers are doing and send them messages that are just for them.

The study that Lemon and Verhoef did in 2022 looked at how important
customer experience's on digital platforms. What they found out is that
when people get interactions that are personalized at every step they are
happier and they stay longer.

Tamilmani et al. (2025) explored how tailored experiences powered by
artificial intelligence affect consumer commitment online. Their findings
show machine-driven customization - like smart replies or curated
suggestions - tends to lift user contentment. Because these interactions feel
more human, bonds form between buyer and brand. As a result, repeated

engagement becomes more likely.

Scope of the Study

This section is about how trust helps turn customers into loyal customers.

We are looking at how trust turns customers into loyal customers. The study is

focusing on customization that uses artificial intelligence.

Limitations of the Study

The group studied might not represent everyone out there.

Results can shift depending on the industry or region, so what’s true in one
place might not fit somewhere else.

Mayas Publication 264



Emperor International Jonrnal of Management

Research Methodology

We got our data from a form that people filled out. The form asked people
about how personalized things felt to them and also about trust and loyalty. If they
were worried, about their privacy. We used this form to see how trust turns

customers into loyal customers.

Research Design

This study uses descriptive research method where it is about seeing
how personalization that uses Artificial Intelligence affects the trust and loyalty
of consumers. The plan is straightforward: we will gather information from
people by asking them to fill out a questionnaire, with questions. We are using a
quantitative approach to do this.

Research Model
Dependent Variable Interim Variable Independent
Variable
Personalization Accuracy
Consumer Trust
Consumer Loyalty
1 > —Personalization Relevance
Perceived Privacy
Risk Personalization
Timeliness
Research Hypothesis

Null Hypothesis: Al personalization does not really affect how much consumers
trust and stay loyal, to a brand.
Alternate Hypothesis: Al personalization does really affect how much consumer
trust and stay loyal to a brand.

Sampling Method

We used convenience sampling to reach people who were easy to contact
and willing to take part in the study. This method of sampling is a way to collect data
when you do not have a lot of time or resources. We chose convenience sampling
because it is a way to get the information we needed.
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Sample Size
We surveyed one hundred people for this study. The people we surveyed
were picked because they were easy to reach and willing to take part in the study. The
people, in the group use platforms and they come across Al-powered
personalization features in their daily lives. This is important because their answers
help us learn about Al-powered personalization. We were trying to learn about Al-
powered personalization and the people we surveyed use it every day
Statistical Tools Used
For the analysis of the data we used correlation and regression. These
statistical tools help us understand how Al-powered personalization is connected to
consumer trust and loyalty. We used correlation and regression to learn how much
Al-powered personalization actually shapes what people do. Al-powered
personalization is what we were trying to learn about and correlation and regression
helped us do that.
Correlation Analysis
Null Hypothesis: Al personalization does not really affect how much consumers
trust and stay loyal, to a brand.
Alternate Hypothesis: Al personalization does really affect how much consumer
trust and stay loyal to a brand.
CORRELATIONS Al-based Clear communication

personalization makes | about how my data is

my interaction with | used increases my trust

online platforms more | in Al-driven
convenient and | personalization.
satisfying.

Al-based  personalization | Pearson Correlation 1

makes my interaction with
online platforms more

convenient and satisfying.

Sig. (2-tailed)

N 100
Clear communication about | Pearson Correlation 0.092
how my data is wused
increases my trust in Al-
driven personalization.
Sig. (2-tailed) 0.361
N 100
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Interpretation

When you make things more personal and convenient people do trust you
a little more... It is not a big difference. As things get easier people become a bit
more confident. Only a little. The reason is that the numbers do not really show a
connection. Because the number is 0.361 which's more than 0.05 it is possible that
the connection isn't real and just happened by chance. So things like being clear
about what you do letting people control their information and keeping their data
safe are much more important, for building trust in personalization and convenience.

Regression Analysis
Anova
Model Sum of | df | Mean Square | F Sig.
Squares
Regression | 1.416 | 2 0.708 0.903 | 0.409b
Residual 76.032 | 97 0.784
Total 77.448 | 99

a. Dependent Variable: I feel loyal to brands or platforms that use Artificial
Intelligence to make my experience better.

B. Predictors: (Constant) I usually get Artificial Intelligence driven recommendations
that're about things I like such as products, videos or ads Artificial Intelligence based
personalization makes using online platforms easier and more fun, for me because
it is convenient and satisfying to use online platforms that have Artificial Intelligence

based personalization.

Coefficients
Model Unstandardize | Std. Standardize | t Sig.

d Erro d .

Coefficients (B) | r Coefficients

(Beta)

(Constant) 3.636 0.686 5.304 | 0.000
Al-driven -0.050 0.147 -0.035 - 0.732
recommendation

_ 0.344
s I receive (such

as products,
videos, ot ads)
are usually
relevant to my
interests.
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Al-based -0.140 0.107 -0.129 - 0.193

rsonalization
personalizatio 1312
makes my
interaction with
online platforms

more convenient

and satisfying,

a. Dependent Variable: I feel loyal to brands or platforms that use Al to
personalize my Experience effectively.
Interpretation
A tiny portion - just 1.8 percent - of customer loyalty ties back to Al-
based customization, shown by an R? score of 0.018. Not even close to strong,
the F-value sits at 0.903, with a p-level reaching 0.409, meaning results likely
happened by chance. Since each predictor drags the effect downward without
meaningful impact, there's no reason to toss out the default assumption. Lurking
behind it all, a baseline loyalty level appears: 3.6306, hinting people stick around
due to things like how they view the brand or past interactions. So maybe, just
maybe, artificial intelligence tweaks matter very little when it comes to keeping

buyers loyal here.

Major Findings

e Most people use Al to personalize things for them. These people are
adults, aged 25 to 32 and they use technology a lot every day.

e Personalization with Al is convenient. Makes users happy. This tells us
something about how easy it's to use Al

e People are not very confident in Al systems. Many people are worried
about data security, fairness and how information is handled.

e There is a difference between being loyal to a brand and planning to
keep using it. People have opinions, about brand loyalty and they do not
really want to recommend brands that use Al

e Research found that Al personalization does not really relate to
customer loyalty or trust.

Research Suggestions

e We want to be clear about how we gather and use your data.

e We need to make our data security stronger. We will be honest with you
about how we keep your information safe.

e We should make our Al recommendations better so they are more
useful and relevant, to you.
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®  You should be able to choose what information you want to share. This
helps you feel more comfortable and in control of your data.

e We must make sure our Al systems are fair and do not favour groups.
This helps build trust and promotes fairness.

II. CONCLUSION

The research shows that personalization with the help of intelligence gets
people more involved and makes their experience better with the company. That is
not enough to make people really trust the company or be loyal to it. What really
makes a difference is how companies handle the information they get from people.
They need to do it in a fair way. If companies want people to trust them they need
to use the information they get from people in a way be fair and talk to people openly
about what they are doing with personalization. This is what really makes people like
the company. When companies do all of these things well using intelligence for
personalization is not just something people say. It is how companies build strong
relationships, with artificial intelligence personalization and their customers that last

a long time with the help of artificial intelligence personalization.
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