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Extended Abstract

1. Introduction

In recent years, the exponential growth of digital technologies and internet
accessibility has transformed the ways in which brands and consumers
interact. Among these digital innovations, social media platforms have
emerged as powerful tools for marketing communication, allowing
organizations to engage in two-way interactions with consumers, obtain
instant feedback, and customize content to fit user preferences. A
transformative element in this evolution is the integration of Artificial
Intelligence (Al) into digital marketing strategies. Al, through its capabilities
in big data analytics, machine learning, and predictive modeling, enables
businesses to create highly personalized consumer experiences. Particularly
on visually-driven platforms like Instagram, Al helps brands assess user
behavior, optimize content delivery, and influence consumer decision-making
processes. Meanwhile, consumers benefit from tailored digital interactions,
which enhance their perceived value of the technology and increase
satisfaction and purchase intention. Consequently, this study aims to explore
how Al affects consumer engagement on social media, with a specific
emphasis on perceived value, satisfaction, and purchase intention. The
following theoretical framework outlines the psychological and behavioral
mechanisms through which Al influences consumer behavior.

2. Theoretical Background

e 2.1 Al and Consumer Engagement
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Al can improve consumer engagement by personalizing content, automating
responses, and enhancing real-time interaction. Scholars like Gidh (2020) and
Mittal & Sharma (2021) emphasize that Al allows businesses to better
understand and respond to consumer needs, thereby increasing engagement.
Al tools help create customized marketing strategies based on consumer
behavior and preferences.

e 2.2 Al and Perceived Value

Perceived value refers to a consumer's overall assessment of a product’s utility
based on what is received versus what is given (Zeithaml et al., 1988). Al
increases perceived value by improving service efficiency, accessibility, and
personalization. VIaci¢ et al. (2021) found that Al technologies positively
influence how consumers perceive brand value, especially when interactions
are more seamless and convenient.

o 2.3 Engagement and Satisfaction

Customer engagement on social media fosters emotional connection and trust
between consumers and brands. As Nadeem et al. (2021) and Oliver (2014)
suggest, higher engagement often leads to greater satisfaction, which in turn
enhances brand loyalty and long-term relationships.

e 2.4 Perceived Value and Purchase Intention

Kotler and Keller (2016) argue that the perceived value is a key determinant of
purchase intention. When consumers feel they are receiving high value, they are more
likely to make a purchase. Chen and Lin (2019) also support this, showing that
perceived value plays a mediating role in influencing consumer behavior.

e 2.5 Satisfaction and Purchase Intention

Customer satisfaction, which arises from positive experiences and fulfilled
expectations, directly affects purchase intention. Ong et al. (2023) and Ali & Bhasin
(2019) confirm that satisfied customers are more inclined to repurchase and
recommend the brand to othe

3. Empirical Background

Recent empirical studies reinforce the theoretical linkages outlined above.
Hensman et al. (2024) found that Al-enhanced engagement strategies
significantly influence purchase intention by increasing customer satisfaction
and improving brand perception. Interestingly, brand credibility and social
influence did not have a direct impact on purchase intention. In another
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investigation, Bansal et al. (2024) reported that Al facilitates information
search, provides personalized product suggestions, and optimizes the shopping
experience. However, they also identified challenges such as ethical concerns
and data privacy issues. Nazir et al. (2022) showed that Al contributes to better
customer interactions on social media, leading to enhanced user experiences
and increased repurchase intention. They also noted that habitual consumer
behavior moderates these effects. Similarly, Gao et al. (2022) discovered that
perceived interactivity enabled by Al strengthens co-created value, with
customer engagement serving as a mediator. However, personalization alone
was insufficient to generate value unless accompanied by user readiness and
perceived interactivity.

4. Conceptual Model and Research Hypotheses

Drawing upon the theoretical and empirical foundations, the conceptual model
investigates the impact of Al on purchase intention, incorporating mediating
variables such as consumer engagement, perceived value, and satisfaction.
The proposed hypotheses are:

« H1: Al has a significant effect on purchase intention.

e H2: Al has a significant effect on consumer engagement.

e H3: Al significantly influences perceived value.

e H4: Consumer engagement has a positive effect on satisfaction.
o Hb5: Perceived value positively affects satisfaction.

o H6: Satisfaction significantly influences purchase intention.

5. Research Methodology

This quantitative study employed a descriptive-survey design. Data were
collected using a structured questionnaire from 384 Instagram users who had
previously purchased clothing online. The instrument included both
established and researcher-designed items. Constructs were measured using a
5-point Likert scale. Reliability was confirmed via Cronbach’s alpha, and
content validity was reviewed by academic experts.

5.1 Population and Sampling

The population included Instagram users aged 18 and above with online
clothing purchase experience. Instagram was selected due to its heavy use of
Al tools. Based on Cochran’s formula, the final sample consisted of 384
respondents.
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5.2 Data Collection Instrument
A five-point Likert-scale questionnaire was used:

e Al items from Chen et al. (2019)

« Social media engagement & perceived value: researcher-designed

o Satisfaction: adapted from Reynolds et al. (2012)

e Purchase intention: based on Cho et al. (2019) and Buil et al. (2013)

Reliability was confirmed via Cronbach’s alpha; content validity was
verified by academic experts.

5.3 Demographic Profile
e Gender: 51.8% male, 48.2% female
e Age: Majority (68.5%) between 18-28
o Education: 50.5% had a bachelor’s degree

5.4 Descriptive Statistics

e Al (Mean =4.26, SD = 0.63)

« Engagement (Mean = 2.30, SD = 0.67)

o Perceived value (Mean = 4.31, lowest SD = 0.58)

« Satisfaction (Mean = 4.36, highest SD = 0.71)

e Purchase intention (Mean = 431, SD = 0.69)
Negative skewness in all variables indicated a positive tendency
among respondents

6. Findings

6.1 Data Normality

Kolmogorov—Smirnov and Shapiro-Wilk tests indicated non-normal
distributions, justifying the use of SmartPLS and non-parametric methods.

6.2 Measurement Model

Factor loadings: All items > 0.4

Reliability: Cronbach’s alpha and composite reliability > 0.7
Convergent validity: AVE > 0.5

Discriminant validity: Supported via cross-loadings and Fornell-
Larcker criterion
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6.3 Structural Model
e R2values for satisfaction and purchase intention > 0.44
e GOF =0.446, indicating excellent model fit
o Q2forall endogenous variables > 0.15; satisfaction had high predictive
relevance (0.398)
6.4 Hypothesis Testing Results:

All hypotheses were supported at p < 0.001. Key results:

Path Coefficient | T-value =~ Result
Al — Purchase Intention 0.341 7.515 Supported
Al — Engagement 0.671 18.227  Supported
Al — Perceived Value 0.558 10.515  Supported
Engagement — Satisfaction 0.429 7.298 Supported
Perceived Value — Satisfaction 0.390 6.322 Supported
Satisfaction — Purchase Intention = 0.675 15.184  Supported

7. Discussion and Conclusion

The findings confirm that Al plays a multifaceted role in shaping consumer
behavior on social media. It not only directly affects purchase intention but
also indirectly enhances it through engagement, perceived value, and
satisfaction. These results emphasize the value of Al-driven personalization
and predictive analytics in increasing user satisfaction and boosting consumer
loyalty. Practical applications include the use of intelligent chatbots, AR-
based try-on features, and algorithmic content curation. However, future
research should investigate psychological variables, ethical implications, and
explore Al’s role across different sectors.
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