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 Digital transformation in the era of personalization has significantly changed 

the marketing landscape, especially with the adoption of artificial intelligence 

(AI) allowing for a more personalized approach to creating unique customer 

experiences. The research aims to explore how AI-based marketing strategies 

affect customer experience and their loyalty to brands. Using a qualitative 

approach, the data was collected through in-depth interviews with industry 

experts and customers who interacted with brands that use AI technology in 

marketing. Thematic analysis is used to understand how AI-based 

personalization affects customer perception, satisfaction, and emotional 

attachment. The results show that responsive and relevant AI strategies 

significantly improve the customer experience, especially in terms of 

personalization and interactive engagement. In addition, these positive 

experiences are an important foundation in building long-term loyalty. This 

research offers valuable insights for companies on the importance of 

strategically applying AI in marketing to strengthen emotional relationships 

with customers. 
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1. INTRODUCTION  

Artificial intelligence (AI)-based marketing has seen rapid growth in recent years, as 

companies increasingly need to offer personalized experiences to customers. In the digital 

and globalized era, the presence of AI has significantly changed the marketing landscape, 

providing the ability for companies to process large amounts of data and create individually 

relevant interactions on an unprecedented scale, which is crucial for improving the customer 

experience through the delivery of more relevant and timely content, which is believed to be 

able to build customer loyalty on an ongoing basis. 

This era of personalization presents challenges and opportunities for companies to 

develop effective strategies, where AI technology is able to leverage customer data to create 

more intuitive product recommendations, preference predictions, and interactions. Data 

shows that about 80% of customers are more likely to buy from brands that offer 

personalized experiences, and 63% of them expect personalization as standard. This makes 

the company superior for building long-term customer relationships based on relevance and 

trust. 

https://creativecommons.org/licenses/by-sa/4.0/
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However, intensive personalization also carries privacy risks that can raise ethical 

issues in the implementation of AI-based strategies. A study by Chen et al. (2020) shows 

that some customers are uncomfortable with the high level of personalization because it is 

considered to violate privacy boundaries. This creates a challenge for camel companies in 

relevance and privacy, where AI-based marketing strategies need to be guided by strong 

ethics so as not to undermine customer loyalty. This is where the complexity of AI-driven 

marketing lies: creating experiences that are loved without sacrificing customer trust. 

Research on the influence of AI-based marketing strategies on customer experience 

has shown positive results in increasing satisfaction, but there are still few studies examining 

the direct impact of these strategies on long-term customer loyalty. For example, Lee and 

Kim (2021) found that AI-based personalization is able to increase momentary gratification, 

but its impact on long-term loyalty has not been adequately explained. This opens up further 

research space to explore the loyalty aspect of personalized experiences with AI playing a 

role in achieving this. 

The  research gap that emerges is the lack of studies that specifically address how AI-

based marketing strategies impact the formation of strong loyalty among customers, 

especially in the context of using AI for personalization. Previous research has tended to 

focus on technical aspects or on increasing momentary satisfaction without diving into the 

contribution of AI to long-term loyalty. Thus, this research is expected to fill this gap through 

a balanced approach between AI-driven experiences and loyalty. 

In this study, the approach used is qualitative, namely by conducting in-depth 

interviews with customers and AI-based marketing experts. This approach will help uncover 

insights into customer perceptions of personalized experiences through AI and how this 

personalization affects their engagement and loyalty to the brand. The use of qualitative 

methods allows researchers to understand the complexity and nuances of customer 

perception, which is often difficult to explain through quantitative methods. 

The novelty of this study is its focus on the long-term impact of AI-based marketing 

in building loyalty from previous studies that focused on improving customer satisfaction in 

the short term, but the long-term loyalty aspects affected by AI-based personalization have 

not been discussed in depth. By raising this theme, this research seeks to make a new 

contribution to AI-based marketing literature and offer relevant insights for companies that 

are not only efficient but also sustainable. 

The goal of this study is to explore how AI-based marketing strategies can build a 

more personalized customer experience and how this affects customer loyalty. The results 

of this study are expected to provide recommendations for companies on how to use AI in 

marketing to not only improve the customer experience, but also create sustainable long-

term loyalty. In addition, the research also provides important insights for the marketing 

industry in understanding the ethical boundaries of AI-based personalization, which will 

strengthen customer trust and long-term relationships based on relevance and care. 

 

 

2. METHOD (10 PT) 

The type of research used in this study is qualitative research with a descriptive-

exploratory approach. This approach was chosen to understand customer perception and 

experience as well as the factors that affect brand loyalty in the context of AI-based 

personalization. This qualitative research is designed to explore in depth how AI-driven 

marketing strategies impact the customer experience and how the impact of personalization 

on loyalty is emotionally and sustainably formed. 
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The population in this study includes customers who have interacted with companies 

that use AI-based marketing strategies in Indonesia, especially in the retail and digital 

services sectors. The research sample was taken purposively, involving 20 respondents 

representing various demographics, including age, educational background, and frequency 

of interaction with AI-based personalized services. In addition, several experts in the field 

of marketing and AI technology were also interviewed to gain a broader perspective on the 

application of AI in marketing. 

The research instrument used in this study is a semi-structured interview guide. This 

guide is designed to explore customer perceptions of AI-based personalization, the 

interactions that occur, the level of comfort with the level of personalization, and the 

perceived impact on brand engagement and loyalty. This interview instrument has been 

tested first on several participants to ensure the clarity and relevance of the questions and to 

improve the validity and reliability of the data obtained. 

The data collection technique was carried out through in-depth interviews with 

respondents, both customers and experts in the field of AI-based marketing. Each interview 

lasts about 30 to 45 minutes and is recorded with the consent of the respondents. In addition 

to interviews, the study also involves passive observation on websites or apps that use AI-

based personalization to see how customers interact with the features provided. This data 

collection technique aims to gather in-depth information about the customer experience and 

the personalization elements that influence loyalty. 

The research procedure begins with the preparation of instruments and interview 

preparation, followed by the sample selection process based on predetermined criteria. 

Furthermore, in-depth interviews are conducted on selected samples. After the interview data 

is collected, the interview recordings are transcribed verbatim to maintain the accuracy of 

the data. The entire research process follows research ethics procedures, including 

maintaining the confidentiality of the respondent's identity and obtaining the informant's 

approval before the interview takes place. 

The data analysis technique used in this study is thematic analysis. Data obtained from 

interview transcripts were analyzed to identify key emerging themes related to customer 

experience, comfort levels with AI-based personalization, and their impact on loyalty. This 

analysis is conducted inductively to uncover relevant patterns and provide a deeper 

understanding of the relationship between AI-based personalization and customer loyalty. 

Through this research method, it is hoped that a comprehensive picture of the impact 

of AI-based marketing strategies on customer experience and loyalty can be obtained. This 

qualitative approach allows researchers to gain richer and more contextual insights, which 

can ultimately serve as a reference for companies in designing AI-based marketing strategies 

that are more effective and in line with customer expectations and convenience. 

 

3. RESULTS AND DISCUSSION  

In this study, the results were obtained through an in-depth interview analysis that 

aimed to explore the perception of customers and experts on the use of artificial intelligence 

(AI)-based marketing strategies in creating personalized experiences and their impact on 

customer loyalty. The collected data was analyzed using a thematic approach to identify the 

main patterns that emerged. Here are some of the key themes found and discussed in the 

following sub-headings. 

Personal Branding through AI-Based Customization 

Customization through AI allows companies to create a unique experience for each 

customer, which has an impact on a more positive brand image. Respondents indicated that 

personalization in communication and content makes them feel valued and recognized as 
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individuals, not just anonymous consumers. For example, Zhang and Ko (2020) mention 

that personalization in communication improves emotional engagement and encourages 

more active interactions between customers and brands. These results show that 

personalization strategies can strengthen customer loyalty by increasing the perceived 

emotional value towards the brand. 

In addition, successful customization creates the impression that the brand understands 

customer needs and is able to provide the right solution on target. Previous studies by Lee et 

al. (2021) revealed that this emotional attachment is often the foundation for customers to 

stay loyal to a brand. In this context, AI plays an important role in processing customer data 

in real-time to predict preferences, which can shape a positive perception of brand image 

and increase loyalty. 

However, personalization can also have a negative impact if not done appropriately, 

especially if customers feel "overwatched" by the brand. Research by Smith et al. (2022) 

shows that while personalization can improve the customer experience, an overly invasive 

approach actually risks reducing trust. The results of the interviews also reflect this, with 

some customers expressing concerns regarding the privacy of their data when interactions 

feel too "personal." 

 

The Influence of Personal Experience on Customer Satisfaction 

Personalized customer experiences play a crucial role in shaping satisfaction, which 

directly impacts loyalty. The results of the interviews show that customers who receive 

services that suit their needs and preferences feel more satisfied and are more likely to 

recommend the brand to others. According to a study by Jones et al. (2019), customers who 

are satisfied due to personalization tend to have higher loyalty to the brand. 

AI plays a role in accelerating a company's response to customer preferences and 

needs, thereby improving overall customer satisfaction. Research by Brown and Martin 

(2020) confirms that AI-powered response speed can positively impact the customer 

experience. In this study, some respondents even stated that the company's ability to respond 

quickly was one of the main factors that encouraged them to continue to subscribe or use 

products from the company. 

However, even so, the satisfaction generated through AI-based personalization must 

still pay attention to ethical boundaries. A study by Anderson et al. (2021) shows that when 

personalization is perceived to be excessive or out of context, this can trigger discomfort in 

customers. Some respondents also reflected this, emphasizing that while they value 

personalization, there are still certain limits to where their privacy should be respected. 

 

Long-Term Loyalty Through Customer Emotions and Relationships 

The loyalty that results from AI-based marketing strategies is rooted not only in 

customer satisfaction, but also in the emotional attachment that is forged through 

personalized interactions. Based on interviews, customers who feel a personal and emotional 

connection with a brand are more likely to show long-term loyalty. According to a study by 

Lee et al. (2020), emotions play a big role in determining loyalty, where customers who feel 

valued tend to be more loyal to the brand. 

The study identified that these emotional connections result not only from personalized 

customer experiences, but also from how brands respond to customer feedback. Respondents 

indicated that they appreciate when brands respond quickly to feedback and make 

improvements. This is in line with the findings of Green et al. (2019) which stated that 

customer engagement through quick and responsive responses contributes to a closer 

relationship between customers and brands. 
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However, emotion-driven loyalty has its challenges, especially when customers feel 

their expectations are not being met. For example, a study by Clarke et al. (2021) revealed 

that when personalization is inconsistent, this can cause customers to feel disappointed and 

reduce already established loyalty. In this context, AI strategies must be able to maintain 

consistency in personalization so that emotional relationships and loyalty are maintained. 

 

Ethical and Privacy Limitations in the Application of AI to Personalization 

One of the key findings in this study is customer concerns about privacy in the 

application of AI for personalization. While many respondents appreciate the benefits of 

personalization, there are also concerns that their personal data may be misused. Research 

by Smith et al. (2022) shows that while customers want a personalized experience, they also 

want assurance that their data is protected. 

Transparent data collection and ethical use are important factors in maintaining 

customer trust in the brand. A study by Thompson and Lee (2021) shows that brands that 

are transparent in their use of data have an advantage in building customer trust. The results 

of the interviews also reflect the importance of this transparency, with respondents stating 

that their trust in brands depends on how they handle their personal data. 

In addition, some respondents revealed that they would be more comfortable if they 

were given the option to control the level of personalization. Research by Evans et al. (2020) 

shows that giving customers more control over personalization preferences can increase 

comfort and trust. As such, companies using AI in marketing must consider these aspects of 

control and transparency to maintain long-term customer loyalty. 

 

Implications of AI-Based Marketing Strategies on Business Practices 

The results of this study provide important insights for companies on how AI-based 

marketing strategies can be implemented effectively. Through interviews, it was found that 

a successful AI strategy is one that can strike a balance between relevance, transparency, and 

protection of customer privacy. According to research by Kaur and Sharma (2021), the 

success of AI in marketing depends on implementations that pay attention to ethical 

preferences and constraints. 

AI-based marketing strategies also need to be tailored to the specific needs of 

customers to improve their experience and build loyalty. A study by Wright et al. (2020) 

underlines that overly generic strategies will actually reduce the effectiveness of 

personalization and damage relationships with customers. In this case, the interviews showed 

that customers prefer an approach that suits their preferences and context rather than just a 

genericly personalized strategy. 

By balancing relevance, transparency, and privacy, companies are expected to be able to 

build strong and sustainable relationships with customers. As stated by Thompson et al. 

(2019), relationships built on this trust will provide long-term benefits for brands, both in 

the form of loyalty and a positive brand image. 

 

4. CONCLUSION  

This research shows that AI-based marketing strategies that are applied personally 

can improve customer experience and have a significant impact on customer loyalty. 

Personalization through AI allows companies to offer relevant and responsive interactions, 

which not only create momentary satisfaction but also build an emotional connection with 

customers. These findings show that customers feel more valued and recognized when 

brands are able to tailor interactions to their preferences, which in turn increases trust and 

long-term engagement. However, the results of this study also reveal that there are customer 
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concerns regarding privacy and ethical restrictions, which are important concerns in AI-

based marketing strategies. Customers tend to be more loyal when companies are transparent 

in their data usage and give customers control over their personalization preferences. 

Additionally, the study provides practical insights for companies to implement 

ethical AI-based marketing strategies, balancing personalization and privacy protection. 

Companies need to pay attention to the importance of transparency and personalization 

limits to maintain customer loyalty. In this context, the research findings emphasize that AI 

in marketing is not only a tool to increase sales, but also a means to strengthen customer 

relationships in a sustainable manner. Thus, the application of AI in marketing that considers 

relevance, transparency, and control over customer data is key to increasing loyalty in the 

era of personalization. 
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