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Abstract

This study aimed to examine the influence of the quality of Al recommendation systems, perceived Al
chatbot service quality, and privacy concerns on consumer trust, and to investigate the mediating role
of consumer trust in shaping online purchase intention. The research employed a quantitative design.
The sample consisted of 450 consumers with experience of purchasing products online, selected by
convenience sampling, and the data were collected through an online questionnaire. The data were
analyzed using descriptive statistics and structural equation modeling (SEM) in order to test the
proposed hypotheses.

The results indicated that the quality of Al recommendation systems and perceived Al chatbot service
quality had a positive effect on consumer trust, whereas privacy concerns had a negative effect.
Consumer trust, moreover, played a critical role in determining online purchase intention, acting both
as a direct predictor and as a mediator linking the quality of Al recommendation systems, perceived
Al chatbot service quality, and privacy concerns to online purchase intention. The findings confirm the
importance of consumer trust as a key mechanism explaining the relationship between Al technology
and consumer behavior in the Thai context.

This study provides practical implications for digital marketers and platform operators seeking to
leverage Al technologies to enhance service quality while managing privacy concerns effectively,
thereby fostering consumer trust, increasing purchase intention, and promoting sustainable growth in
e-commerce.

Keywords: 1. Quality of Al Recommendation Systems; Perceived Al Chatbot Service Quality; Privacy

Concerns; . Consumer Trust; Online Purchase Intention
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