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ABSTRACT

This study aimed to: (1) investigate the roles of artificial intelligence (Al) and product
recommendation systems in shaping customer experience and trust affecting purchasing
intention on e-commerce platforms; (2) analyze the relationships among the role of Al,
product recommendation systems, customer experience, trust, and e-commerce purchasing
intention; and (3) develop a predictive equation for consumers’ e-commerce purchasing
intention. The sample consisted of 400 consumers who had previously used e-commerce
platforms. Data were collected using a questionnaire and analyzed using descriptive statistics,
Pearson’s product-moment correlation coefficient, and stepwise multiple regression analysis.
The findings revealed that consumers’ perceptions of customer experience and e-commerce
trust were at a high level, whereas their perceptions of the role of Al, product recommendation
systems, and e-commerce purchasing intention were at a moderate level. The correlation
analysis indicated that product recommendation systems and the role of Al were negatively
correlated with e-commerce purchasing intention, while customer experience was positively
correlated with e-commerce purchasing intention (r = .198, p < .01). The stepwise multiple
regression analysis demonstrated that the four predictor variables collectively predicted
e-commerce purchasing intention at a statistically significant level, accounting for 41.50% of

the variance (R?2 = .415).

Keywords: Artificial Intelligence, Product Recommendation Systems, Customer Experience,

Online Trust, Online Purchase Intention
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Turrmenssuitiiun Jeygrusesdsd (Artifical Intelligence: Al) lanflunumdndayse
nsdudugsiuaznisdnauladovesiuilnavuunanosumduddidnnsednd gsia Alunld
Tunanetuneu Kausnsfumaudn msliruugit nsreudany Tuaudenisimunsan §ogm
Fnulgvialu 1o szuunuzihdudndansey (Intellisent Recommendation Systems) SEUUALW
lan1eyAma (Personalized Search Systems) Wynuanuuaunul (Conversational Chatbots)

LagsEUUMAmMUATIALUUNATR (Dynamic Pricing) waluladwvaidielngsfainseideyaneaiu
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t Sig  Tolerance VIF
Model Coefficients Coefficients
B Std. Error Beta
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3. Uszaunisal 205 047 175 4341 .000** 910 1.099
anen (Xs)
4 aulingds 173 050 144 3.446  .001* 844 1.185

(Xq)
Constant = 4.883, R = 0.644 , R* = 0.415 , R*Adjusted = 0.409 , SE = 0.38190

** P<.01; *P< .05
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INNANITILATIETAUTLT g uann1TiugUALIUULA U (Unstandardized Regression
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