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are social actor) 0|22 SHAHZ 7|HhS A|F-ghct
CASA o]&o] w2/ Q72 HFE o] ozt
FoA-gol Hgst= ARA

2 BolAHom AEFTHXu et al, 2022). ©]
A5l 2do] A s Fof A #
Hew 182 off, AH8A7E ol At
AL HhShe ofwleith. CASA
2 AIFF A o] E(theory of Al job
T}, Huang and Rust(2018)

© AU 7|AAs, 4250 o]o] mpA|ete s
THAso] a1EE J9S AT Aoz A
ok THATE T4, &%, ARA AeAga
TE 2522 CASA o|2oA Zxsh= AFE]
A Aoage 44 ZHg 233 I a4
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A 7le HAE 3HATY 1 SEe =0
1 91©W(Huang & Rust, 2022), ©]= 2= CASA
o|2o| &= QI7h-Al ATARO] AEH E
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1996). FAFEEIoto] A5 2He

FUAlAe R TFst= 7/i |tH(Gambino et al.,
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al, 2018), 749 EA HEE E8jdoiith=
AAlS HrETHButrus & Witenberg, 2013). $HA|
CASA o]&of 7]4¥tsto] =03t AAHH, AR
APIRILO] Ao abgS 17 FHHe] ozt

1 AV QJAlset 1A ATRE AR 3

—

A7 71 S 82 Y (AIDUA: artificial intelli-
gence device use acceptance)—= 1747} AJH|A A
2t o] BBAG WetolA 1A AVIZIALE
sge AWt ol2d BzA AA
(Gursoy et al., 2019). AI7|7| Mg 8 H o] o}
EW IO AIRE 82 Al GAE A

ARM+= LA} H7Hprimary appraisal)th. ©] T
off Al A2 AIREI} Ao AESHHA, AR

Ahgo] AAeA drht PAEC] YA Bk
ghtk. oarg BAolA st HAAE 58
Y45 AFGAE APIRo] AT Asle] gk

C1A13H(Yoon & Lee, 2021). & WA+ o]
T 7H(secondary appraisal)tt. ©] TA|O|A AR}
AIRES AR o X[Zof Sh= 7|tiH]-82
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A|tH(Hung & Rust, 2018). 7H12] 41
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(Lavado-Nalvaiz et al.,

O:

2022). SHH, W2 7]
(o]

4 @ ox

4o 1o AN o L

= %O]Oﬂ UJr‘jJr LR | N e ARl
Q-8 AT g mepo]HA] Zof OV\
ZFe] I th(Martin et al., 2017). Z2fo|HA]gH E}Ql
o] ZH4l T ZH4lo] &37F Heko] S84, A74,
AEZA, FozgAog HIohes Ao gk 79l
o] FAIt Al AT 1A meEto]H A=
NALE AT DHshA =] Ut Back
and Morimoto(2012)= Z2}o|H A
‘7H°]7GEE E}O]Oﬂﬂ] i%/\]ﬂ—l: 74% a6t
delof & e
gtolHAl A OH—rﬂﬂL 7H°]°] ZP“Oﬂ e A H O
A FEoiotar 1A o) /s mHAE
kol A LetolHAl Hsie-e= o] A4l
Wt o8 FRE| dlolE7t 7ol ofs] HAA
oz 8H 9de Anich= Aolth. "oy et
H2d7]7], Aujae I Zledg2 ol
ZefolHA] HeieHE S7HA171a ek

18] metolMAl Hafleele mAY Hst
of et 1A49] Eikel PFol FAHA JFe +
= Hold =g ZarF UthKim & Huh,
2017). 45 APATFE 7RIS HAIAE A
Sh= Fal7t Ao A meto|HAIE Hsfiste A
o7 JAEW 1 Ay}, uAY S5 £G4 H

rl
:i_‘
N
—_

¢

¢

TE AStE HE AEoATHYu & Cude,
2009). Z2fol A Hah 227t e 1AL A4
stel upAIR e o] W2 Fo] e =2 5
0] 304 =g Holw I3t HAZE I
1ot 43S HQIth(Bleier & Eisebeiss, 2015).

Aa7HA] AW AAY, o AL HdskE 3A

A st BAA QS BT 7173 9l o

o] A7 ZhKim & Huh, 2017). 1AL 27}

Aed JHelehd AHEE AsTeezH dE §
g 7170 ¥zt st A8 HEE 2l
o ol Feole MAdst 0] sors I
Ao W=t a8k IRt W, aAef mat
oJH A %Ei% Md=te] 544 adts darl7l
v 233 FAEHQ] dFaRer Agotes
Benh st FEE B A disiA il
FEE AAA Adfitts 2ve 7= Aol

CHShen & Ball, 2009).

0L FRQISte] gt B taFofl A Apolzt QL
ThShen & Ball, 2009). FFX7IA] &2 Al7]&0] 7
AHE 57 T8I Ao gk Zajo]HA]
s ¢Hol= Ao]E HQIth(Fan et al, 2022).
= 179 metolHAl s 29
Tol AR AH|A RISkt QIAE F3tel
+ JFS AT AR dAdsigih 1=
=4 "oz FEHHAO]Z(IBT: information
boundary theory)2 X5} Th(Dhagarra et al.,
2020). AHAA o]l =of| W2 NS AAZ T
2oty FAISHIE Yok AAIRES] A H-FHO]
AAE 7HAD it A BERBAE E= 7
A9 of Aoz 2HTE =7 &0l 3
7¥ete, metolHA] Mo % NAPE7E 1A
o] 5z glo] &5 ARG E= Ao et =1
otn} Eqtolth. weba] ZefolHA] s 27}
VAL ATAEC] P RE &-§5to] AlEst
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AMEAE A 315E 103] v 41.1%)°]2t
L Sdo] 7P wWekdl, 203] ©]AP(21.9%), 53]
07 (19.4%), “153] "9 (10.6%), 203] wlgk
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2. Ho| M s S 73 Kim and Jang(2022)9] Ao AAIH
4700] B3-S Egotgeh niAEte g metolHA]
B AT A9ATE B4 Andn Bl Asheeit Aol A8a YT nam
o] AEH 2AFEL o] BHo] PE2 o TG Cheng and Jiang(2020)9] ATl ALEH 37
B Aotel medetdh. RE ZARYS 5Y FHO ZAEYUT SYYRELS <E 1> 4
AL g AHgote] SAEAG(=As 18 ¢ =] At
op, s=eul- Jgch). WA AR S 1] ot 2 dTolde BRE 54 29 s
9 sk AlAT A QIS £ES EHT  SHARTE T AFAM #HEHNY] wiwol
Lavado-Nalvaiz et al.(2022)¥} Zhang and Cruley FYUYHHEO(CMB: common method bias)7} &
2018)°] Aol ZAHE 47 F=LS ArgstArt. AT sl St ot CMBE &4 WSS
o2 AR oo gt X" 72 & e WATE AAEY BHEHA YEE 4 Qe
2~Al0] AR T Ao gt Seitz H¥S AdTh wEbA 2 AFolAE CMB £
(2024)] Aol AHEE 37 FEor ZAst A dFE #RIeH7] 91l Harmano] Tl 4
t}, IAAWSHE] A AujAd e LA Z(Harman’s single-factor testyS Ao &
o2 Total, A4 tiskE AAstH, MUIAE A A BEAAEH A FEE 24 Tl
MAsE7] Sigt 9AS Beste An 2 P FH A WA ade A B4ke] 2837%E AW
<E 1> ¥20| 2332
20e | 2zes 2324 23
PPS1 | AIMRO| A Sots 2= LA ZESt= 0 AL
A A H|AQ) PPS2 | AIMRO0| A|25t= H = LIO| AF2SHEHO]| 7HOI5HE|Of QIC. Lavado-Nalvaiz
QAENAISE | pps3 | AIMEE UL RRS UsteR| 0125 M AR HRE HBFIC etal.(2022)
PPS4 | AIMR2 LIQ| L|ZJF BAQIR| 2 mietsh= 2 2Tt
PEMI | AIZIR2 LtQ| Y&t &8s & Olsliste A 2L
olzgl 3% PEM2 | AIMEE Lio|7| 2L BHSICL Seitz(2024)
PEM3 | AIMES LIS CojFals £ 2 Zolrt
CCB1 | L= FHAIZSOH AR 2| SHZQl S 0|07|5HCt.
amoiss | B2 ZHARISO| AR S 2 ALRSHH £22 = /30| ULt Kim and Jang
CCB3 | AIBHE0| AAZ 5iE2tE 7|740] 22 9|5k0] QICt. (2022)
CCB4 | AIZRO| ZA| A0 CHet 7H12|HE A5 2ol ULt
pyg | AR 2T U AR E 0l5513 23 SHOR ABE 45 UG
20|ct,
S om | Pvs2 | Aol H3E FeE 288 540l ZAICE e e
gy | AIEE AHIAS ALSSHE 22 IR oL BN 2 BRAS
7123 Qlc.
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I
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B Aol AT T Se] NS 3
HIlAE=xE A5ty Y5 wdo A
43 @A SIsdc WA WH e

° 28I 1 Cronhach’  « )Al5=9]
7 TAMONA 712X 0.7 E= A

Hlwelgich B4 Ayt 35 acle] Agsts o7 yepgth 183 FAAIE]E(CR: composite
P B4 3.78%= UERFOH, o] AR reliability) A= 2E FAAMNEAA 075 AA
TANEEol AYohs Bt 4R 71.23%°] H] WaLdHd 71EE S5SHH (Nunnally, 1978)
off @A) W Aot} ERt HE A H FE2 (<E 2> Ix).
AEARD 7N E gt Q- FL 0.61] o] gHAREE SQlsty] o HFE
A 089 Aol FAACE [omFlomp< A WHETAS ASoHloh 2914 aQlEA
0.001), ZEHHaclof thet @AXHAFL -0.12 & AAst IFEGAAS AoEITE WA =4
oA 0.14 Afolz= HFEE FAHC= {ofu|stA] Hgol AL AJE x(84)=214.32(p<0.001),
ororct. olglst AWESS EFHH, CMBE A CFI=0.940, TLI=0.930, IFI=0.940, RMSEA=0.07,
Axte]] Azbet JFE uAA] o= AS=Z W SRMR=0.04= U AutHow Aoheks of 4
< 4 Qloh AT
<H 2> Q1M 2017 At
EVERIIE 25} oks A A=2b}3hy CR AVE
PPSI 0.75
ABERAul 22| oS o 0.85 0.87 0.62
QIZ|El JHoISt PPS3 0.81 ' ' '
PPS4 0.80
PEM1 0.75
olz|gl =zt PEM2 0.76 0.79 0.81 0.58
PEM3 0.78
CCBI 0.84
CCB2 0.88
DHA|OIHE 0.89 0.90 0.75
CCB3 0.85
CCB4 0.90
PVSI 0.75
ZEHOIHA s2 0.74 0.86 0.88 0.60
23] o2 PV 7 . . .
PVS3 0.77
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2oz HAFEHTHS HAAqH,] Ho
Z%(AVE: average variance extracted)¥t
el o138 B ALl BE )
0.50(p<0.001) ©]Aro &
%ﬂﬁ]’oﬁi SAYE BF FAHe=
B2 AR &

=

A L

W AR 1A A= (cross factor loading)©] TH=
3

H

ool

ol
—

o

ol
-

oo do N, rE r{m
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59| AAfFol| HlhA FSisHA =i, 7t
9] PA2AEE AET #ol oE S
ool AL @& Aok Aol gHE A
2 ErH(Fornell & Larcker, 1981). 2423} 2
O] 7t Aol &3t 5= 80
e S43=ol vl FR5HA =A e

A= 7Hde HSSH] sl Hayes(2018)
9] Process macro =& 4 3’} 7S 8ottt
(95% CI, n=1,000). 25 BXo|= EARA &1
ol R4.3.0, R Studio 2024.04.0+735L} lavvan
package 0.6-8 @ processR package 0.2.6= A&

1. 2xE &

AR AH]
s W= a2
A=A EAEA
PROCESS MACRO =4 4
A A| ol tH(Hayes, 2018).

#o| ij7h=
0] QAxg A
o
5}7]
M
24 2

el

]

2= F
= "7A

1l

pil
=
e

?I5i A Hayes©]

Agote] A4S

i, <E 4>0f A

NE AAE AR AH29] X" st
AR TP

nz2l= F8/Y

olst Hom

UERGTHb=0.671, p<0.001). o]o] 7Fd 1-& AA]

=itk REAEZY B4 (n=1,0000=
|NE HEe Adx

5l wiA

AzH Fel 7Hdawt

(indirect effect)= 0.2730]H A=Z]F7H95% Cl=
[0.186, 0.371])°] 0 2ol ¢grof FAHCR

#olg Ao vepgtt 44
(95% CI=[0.282, 0.514])°]
ofstgict. weba], QA 3
9] ol 7elstr 1A 7Y
=g PP Ofgte Ade @
2= A=A

7

gaat oA A=z

. Z2fO|HA| Mol a{e] =Ez et =H
E lj7i=at HF

N B~ e Bt B el e | ol g i) B e

<H 3> THHEICH] H=
A 1 2 3 4
1. AIZIR MB| 29| QIZ|E 73t 0.79
2. QA E 5L 0.46™ 0.76"
3. DZHAIQIHE 0.55"" 0.62"" 0.87"
4. TALO|HA| 215 224 0.12 0.34™" 0.30™" 0.77

L HIEMZEE ASZ, p<0.05, ™ p<0.001.



AIME0| CHst QIX|El JHQIst7t DA S| OX|s Fe | 69
<E 4> AR|E ZUQ| UHED} 24
95% CI
42 b SE t
Low High
Z 3 M(total effect)
ATZHE MH|AQ| OIZ|El 71015} — NZHA|DISHE 0.671°" 0.060 11.183 0.553 0.789
& Mf(indirect effect)
ATZHE MU| A0 QIZ|E 7RISt — QIZ|E 524 —
DHADISHE 0.273 0.047 - 0.186 0.371
2|4 = Mf(direct effect)
AIRE MH|AQ| 12| =l 74015} — DZHA|QIHE | 0.398"™ \ 0.059 \ 6.751 \ 0.282 | 0.514
NYENE REAEY M| 7O BIIED, g2 HAIS|A 8.

& o DANTPE] vlAE HPaTt o 4oz 2AaNE b $is) 2a%
oluA] Fajgele] o) 2AFEA AFeHr] 9w BAL AAsKich ZefolwA] WsjeE &
3] Hayes®] PROCESS MACRO 2% 712 A F& Bage F402 1) EFHATF 9], of
st BAg AAstThHayes, 2018). <E 5>of 2ol 98 e lEoR ERIATHER 32
ANE AAE A" JQIst= JAAE Fel  £1SD). 4 Adt, Zefo|HAl Ao S
344 4TS AOR0=0414, p<0.00D), ZeF w2 2% 23ETHe] Zpol7h WA Yo
ol FeleHt RAA TS uHoUb-  fEt @e FE(-I1sDRIME  HHEI)
—0.125, p<0.05), °|1E 7t A5z-8do] AXH  0.022(95% CI=[—-0.005, 0.049)= <F7te] A
Tl MAE PPl FAMCR folF Aer Aot ATl 0& EFsle] FAHoRE
LR thb=—0.160, p<0.001). 1= AIHIZ Au]  gelatx] erglth B SEAE FH@aAs}
291 QIA1H 1B IAH Sl mA= g -0.070(95% CI=[—0.104, —0.035])2 HAZo
Fo] matolui] Pohod S2o] met Dokl 2 AVHJT AFF3to] 0& EFSA Yot B
the 2 ojn|git. Axoz Golstart tgo] st 2o 5
<H 5> ZYE 7= EM A0
8
AR E 3L DA E
e e b SE t b SE t
AIZHE MH|A Q| QIZ|E THQIS}(x) 0.414™ 0.048 8.636 0.398 0.059 6.751
T 20| A| 2I5HS2d(w) -0.125" 0.047 -2.651 - - -
A Elﬂ'ﬁlﬂﬂf l 7;;0'2“ -0.160"" 0.037 -4.309 - - -
QIRE s 0.718"" 0.075 9.573

" p<0.05, " p<0.01, "™ p<0.001.
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F(+1SD)9] A¢ &
[-0.203, —0.121])= ©< Xé Hog Uel &
Aoz Fogitt. 2EH miZfAl4= -0.115
(95% CI=[-0.175, —0.05 8])i A g7l 0
Fol2] ool AR AH|A0] Q12|15 7RISk}
de ol AAARIREE] vx]= 7HY
Jofl-9-2] <Eofl wet 725t
1?—15* 73Jlrh uﬂ’rOl
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1. 972 9%

o7t EHQAE FHs= d
Sith= H2 %A 51 th(Huang & Rust, 2018). ]
9] A AR ISt FezgS 5ol
AFEALS] B2 SHstels WgeR g455 W
Zskal th(Elyoseph et al., 2023). 1ok
Tokal, Fre] WHAA AR ENAHRE
Aot A oJHs|] EETHAsfag et al, 2020;
2020). o]Hg AJFelA & A=
1

o g

il

N

Hm m{n:

c

Chung et al.,
FEGAY SU A Aol AR

L%’f); A E—TL W 7}741 TeHEY]

JQ
18
ol

VI

o off ofN mx & ™ o r

AR Aol HAE A=A A1
Yot HellA Z

2021). E3h, 55 WEkolA] JHdstE AR A
H|Aob matolHA] s Atolo] I1HTAE
HEAACIZ(IBT)S B AAZHCZ EA3ct
£ AollA o]2H 7]97F QUthPark & Chm,
2024). 10| AJAHRE FHETOEA Pk
gt Zresfiof sk 919 Atele] #dS A
Hom jEgezN {5 Hofol Aslzal
HA] GA-of| Feh o] 2H o]sfE At ch
Aol k= JiIste uiAg e 384 anbrt
matolHA]l ol fafo] &) A4l = Ak

I‘Pﬂi O ol é"

<E 6> Zal0|HA| Y92 220 2 2UL 2 ED
. ; 95% 412 ZHCI)
IO A] A5 Y= Boot SE

C:Ilow CIhigh
-1SD(2.4) 0.022 0.015 -0.005 0.049
M(3.2) -0.070 0.017 -0.104 -0.035
+1SD(4.0) -0.162 0.020 -0.203 -0.121
RAE 074 R4 -0.115 0.029 -0.175 -0.058




PAT] FHLS AssHs AoltkBleier &
Eisebeiss, 2015; Kim & Huh, 2017; Yu & Cude,
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The Impact of Perceived Personalization of Al Chatbot on
Customer Citizenship Behavior:
The Moderated-Mediation Effect of Perceived Empathy and

Privacy Concern*

Jie Young Won**, Young Chan Kim***

ABSTRACT

Purpose: Al and big data have transformed customer behaviors and marketing strategies, with businesses using
customer data for personalized services that improve efficiency and reduce workload. For customers, Al
enhances convenience by automating tasks. Post-COVID, Al adoption accelerated, with 42% of businesses using
chatbots that leverage natural language processing and machine learning. In banking, 51.4% of representatives
acknowledge chatbots’ effectiveness, while retail implementation has increased 31% since 2021, now reaching
73% of global companies. Current research limitations include focus on functional rather than intelligent features,
limited empirical research on personalization and psychological responses, insufficient research on empathy’s
influence, minimal privacy concern research, and poor understanding of interaction factors. This study examines
chatbot personalization’s impact on perceived empathy, how empathy affects customer citizenship behavior, and
privacy concerns’ moderating effect. The research draws on CASA theory, Al Job Replacement Theory, Al
Device Use Adoption model, and Information Boundary Theory. Based on this theoretical background, the study
developed the following hypotheses:

[H1] Perceived personalization of Al chatbot services will increase customer citizenship behavior.

[H2] Perceived empathy will mediate the effect of perceived personalization of Al chatbot services on customer
citizenship behavior.

[H3] Privacy concerns will moderate the mediating pathway where perceived personalization of Al chatbot
services affects customer citizenship behavior through perceived empathy.

Research design, data and methodology: This study surveyed Korean adults who had used Al chatbots,

* This research was supported by the Yonsei University Research Fund of 2023 (Project Number 2023-22-0172).
** Lecturer, Global School of International Studies, Ajou University, First Author
*** Professor, School of Business Administration, Yonsei University, Corresponding Author
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following Hair et al.’s (2010) guidelines recommending 5-15 responses per observed variable for structural
equation modeling. With 14 variables, they targeted 140-210 responses. The online survey ran February 1-15,
2024, through a domestic panel agency, screening for those who had used Al chatbot customer service within the
past year. From 234 participants, 24 were excluded for short response times or irrelevant answers, leaving 210
respondents. The sample was 64% male with an average age of 32.1 years, distributed across age groups: 30s
(39%), 20s (31%), 40s (23%), and 50s (7%). For chatbot service frequency, 41.1% reported “less than 10 times,”
21.9% “20+ times,” 19.4% “less than 5 times,” 10.6% “less than 15 times,” and 7.0% “less than 20 times.” With
81.6% having used chatbots at least 5 times, the sample confirmed their widespread use. Measurement items used
a 5-point scale, with perceived personalization measured by four items, perceived empathy by three items,

customer citizenship behavior by four items, and privacy concerns by three items.

Results: Using Hayes’ PROCESS MACRO Model 4, the total effect of perceived personalization on perceived
empathy was significant (b=0.671, p<0.001), supporting Hypothesis 1. Bootstrapping analysis (n=1,000) showed
a significant indirect effect of perceived empathy (0.273, 95% CI=[0.186, 0.371]) and significant direct effect
(95% CI=[0.282, 0.514]), confirming perceived empathy partially mediates the influence of perceived

personalization on customer citizenship behavior, supporting Hypothesis 2 (show <Table 1>).

<Table 1> Mediation analysis

95% CI
Path b SE t
Low High
Total effect
Perceived personahzaFlf)n of /.%I chatb(?t services — 0.671" 0.060 11,183 0.553 0.789
Customer citizenship behavior
Indirect effect
Perce.:lved personalization of Al c.h.atbot S.CI’VICGS H 0273 0.047 i 0.186 0371
Perceived empathy — Customer citizenship behavior
Direct effect
Perceived personallza?lf)n of AI chatb(?t services — 0.398"" 0.059 6.751 0282 0514
Customer citizenship behavior

* p<0.05, ™ p<0.01, ™" p<0.001.

To verify whether privacy concerns moderate the indirect effect of perceived personalization of Al chatbot
services on customer citizenship behavior through perceived empathy, Hayes' PROCESS MACRO Model 7 was
used. The analysis showed a statistically significant interaction effect between perceived personalization and
privacy concerns on perceived empathy (b=—0.160, p<0.001). This confirms that the influence of perceived

personalization on perceived empathy varies depending on the level of privacy concerns (see <Table 2>).
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<Table 2> Moderated mediation analysis

Dependent variables
Perceived empathy Customer citizenship behavior
Variables b SE t b SE t
Perceived personalization (x) 0.414™ 0.048 8.636 0.398" 0.059 6.751
Privacy concern (w) -0.125" 0.047 -2.651
X*W -0.160™" 0.037 -4.309
Perceived empathy 0.718™ 0.075 9.573

* p<0.05, " p<0.01,"™ p<0.001.

A conditional effect analysis examined the moderating effect of privacy concerns, which were classified based
on values one standard deviation above and below the mean (3.2 +£1SD). At low privacy concern levels (— 1SD),
the indirect effect was 0.022 (95% CI=[ —0.058, 0.104]), slightly positive but not statistically significant. At
mean level, the indirect effect turned negative at —0.070 (95% CI=[—0.104, —0.035]) and was statistically
significant. At high privacy concern levels (+1SD), the indirect effect became more negative at —0.162 (95%
CI=[ - 0.254, —0.074]) and remained significant. The moderated mediation index was —0.115 (95% CI=[ - 0.175,
—0.058]), confirming that the indirect effect significantly varies with privacy concern levels. This demonstrates
that increasing privacy concerns not only decreases but may reverse the effect of Al chatbot personalization on

customer citizenship behavior through empathy (see <Table 3>).

<Table 3> Conditional indirect effects based on privacy concern level

95% confidence interval (CI)

Privacy concern Indirect effect Boot SE
Cliow Cliign
-1SD(2.4) 0.022 0.015 -0.005 0.049
M@3.2) -0.070 0.017 -0.104 -0.035
+1SD(4.0) -0.162 0.020 -0.203 -0.121
Moderated mediation index -0.115 0.029 -0.175 -0.058

Conclusions: This study examines Al chatbot personalization and empathy effects on customer behavior in
omnichannel retail, offering four key theoretical insights: (1) chatbots foster emotional connections beyond
technical integration, (2) empathy drives customer responses per CASA theory, (3) personalization influences
customers through empathy per the AI Device Use Acceptance model, and (4) privacy concerns moderate
personalized service effects. Practical implications include strengthening emotional elements in chatbot design,

implementing phased personalization strategies based on relationship development, creating “digital personal
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shopper” experiences, maximizing ROI through customer citizenship behaviors, and introducing emotional
recognition technologies at appropriate customer journey points. Limitations include treating empathy as
single-dimensional and not fully considering control variables like usage frequency and demographics. The study
contributes by expanding chatbots’ role from response tools to value co-creation facilitators, extending research
from functional to social-psychological dimensions, and analyzing the personalization-privacy paradox in retail

contexts.

Keywords: Al Chatbot, Personalized Al Service, Customer Citizenship Behavior, Perceived Empathy, Perceived Privacy

Concern



