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Abstract: With the rapid development of the
digital economy, artificial intelligence (AI)
has been widely applied in brand
management, exerting a profound influence
on brand personalization and consumer
perceived value. This study aims to explore
how Al empowers brand personalization and
further affects the formation mechanism of
consumer perceived value. Using theoretical
analysis, the study systematically reviews the
relevant theories of brand personalization, Al
applications, and consumer perceived value,
and constructs a conceptual framework of Al-
driven brand personalization and consumer
perceived value. The findings reveal that Al
provides precise and efficient paths to brand
personalization through data analytics, user

profiling, behavior prediction, intelligent
recommendation, and generative content.
Brand personalization, by enhancing

functional value, emotional value, and social
value, significantly strengthens consumers’
overall perceived value. The conclusion
indicates that Al-enabled brand
personalization not only enriches brand
management theory but also provides
theoretical guidance and practical references
for enterprises to develop personalized brand
strategies in the digital economy. Additionally,
it lays a conceptual foundation for future
empirical research.
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1. Introduction

With the rapid development of the digital
economy, artificial intelligence (Al) is
profoundly transforming how companies
conduct marketing and brand management. In
the digital environment, consumer behavior has
become highly personalized, and consumers
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expect brands to offer customized products,
services, and interactive experiences that align
with their preferences, needs, and values [1].
Meanwhile, market competition is becoming
increasingly fierce, and traditional standardized
marketing models can no longer satisfy
consumers’ expectations for personalization,
immediacy, and interactivity. As a result, brand
personalization has gradually become a core
strategic approach for companies to gain
competitive advantage [2]. Al provides new
implementation paths for brand personalization,
enabling companies to gain insights into
consumer preferences, predict demand changes,
and optimize marketing touchpoints in a big data
environment. Furthermore, Al facilitates large-
scale and precise brand management through
algorithm-driven personalized recommendations,
generative content, and intelligent customer
service [3].

However, despite the widespread application of
Al and brand personalization in practice, the
academic community still lacks systematic
theoretical research on their relationship.
Existing studies mainly focus on technology
applications or marketing strategies, without
providing a  comprehensive  theoretical
framework explaining how Al empowers brand
personalization and how it influences consumer
perceived value. Consumer perceived value, as
an important indicator of brand success, not only
includes functional value but also emotional and
social value. In the context of digitalization and
Al-driven marketing, the impact of brand
personalization on consumer perceived value has
become more complex, and traditional theories
cannot fully explain its mechanism.

Based on this, the present study adopts a
theoretical analysis approach to construct a
conceptual framework for Al-enabled brand
personalization and consumer perceived value
and explores its internal logic and mechanism.
This study addresses three core questions: how
Al drives the realization of brand personalization,
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how brand personalization affects consumer
perceived value, and what implications
theoretical  analysis  provides for brand
management practices. By integrating the
theories of brand personalization, Al
applications, and consumer perceived value, this
study proposes an innovative and practically
relevant  analytical  framework,  offering
theoretical support for brand management
research in the digital economy era.

The theoretical significance of this study lies in
integrating Al, brand personalization, and
consumer perceived value into a unified research
perspective. Its practical significance is in
providing companies with references for
formulating Al-driven brand personalization
strategies, enhancing consumer perceived value
and brand competitiveness, and offering
strategic insights for coping with the rapidly
changing digital market.

2. Literature Review

2.1 Brand Personalization Theory

Brand personalization refers to the process by
which companies provide tailored products,
services, information, and interactive
experiences based on consumers’ needs,
preferences, and behavioral characteristics [4].
With the advancement of digital technologies,
brand personalization has evolved from single-
channel and static marketing to a dynamic
process characterized by cross-channel, multi-
touchpoint, and real-time interaction [5]. Brand
personalization not only involves functional
adjustments to products and services but also
includes the personalization of brand content
presentation, communication methods, and
consumer participation experiences. Through
personalization, consumers can enjoy brand
experiences that better match their needs, thus
strengthening their emotional identification and
psychological connection with the brand. Brand
personalization reflects consumers’ perceptions
of the brand, including emotions, values, and
culture, which directly or indirectly affect their
brand cognition and evaluation [6]. In a digital
environment, brand personalization is not only a
way to satisfy functional demands but also an
important strategy for shaping brand image,
improving consumer satisfaction and loyalty,
and providing companies with a foundation for
achieving differentiated competitive advantages.
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2.2 Applications of Artificial Intelligence in
Brand Management

Al provides strong technical support and
implementation paths for brand personalization.
Supported by big data and algorithms, Al can
achieve precise personalized brand engagement
through user profiling, behavioral analysis,
interest prediction, and content recommendation
[7]. For example, recommendation algorithms
can automatically push products, services, and
information to consumers based on their past
behavior, browsing history, and interests, thus
improving experience relevance and satisfaction.
Generative Al can create personalized content,
enabling brands to establish unique expressions
and communication styles for different consumer
groups. Intelligent customer service and virtual
assistants  allow  real-time,  personalized
interactive  services, enhancing consumer
engagement and immersion. As Al technology
continues to develop, its application in brand
management has expanded from simple
marketing support to product innovation,
customer relationship management, community
operations, and brand experience design, thereby
providing multi-dimensional and comprehensive
empowerment for brand personalization [8].

2.3 Consumer Perceived Value Theory

Consumer perceived value refers to consumers’
overall evaluation of the benefits obtained from
a product, service, or brand relative to the costs
incurred during purchase or use. Its core
dimensions include functional value, emotional
value, social value, and cognitive value [9].
Functional value focuses on the actual utility and
performance of products or services, emotional
value reflects the psychological satisfaction and
emotional connection during the experience, and
social value captures the social recognition and
status obtained through the brand. Brand
personalization can significantly enhance
consumer perceived value: it strengthens
functional value by meeting individualized
functional demands, enhances emotional value

through  personalized  interactions and
experiences, and boosts social value by
encouraging personalized community

engagement and sharing [10]. In the context of
the digital economy and Al-driven marketing,
consumer perceived value depends not only on
products and services themselves but also
heavily on the personalized experience,
information accuracy, and interaction
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convenience offered by brands [3]. Therefore,
analyzing the mechanism through which brand
personalization influences consumer perceived
value is a key theoretical issue in understanding
the relationship between brand management and
consumer behavior in the digital era.

2.4 Literature Review and Research Gaps
Existing studies mainly focus on brand
personalization, Al applications, or consumer
perceived value in isolation and lack systematic
theoretical analysis that integrates all three
domains. Most research emphasizes the practical
effects of technological applications or
marketing strategies but does not sufficiently
explore the complete mechanism by which Al-
driven brand personalization forms consumer
perceived value. Furthermore, the theoretical
framework of brand personalization under digital
conditions  remains incomplete, lacking
comprehensive analysis of personalization
dimensions, consumer psychological responses,
and value-formation pathways. Current literature
also pays limited attention to the heterogeneity
of Al-enabled brand personalization across
different consumer groups, platforms, and
cultural contexts. Therefore, constructing a
theoretical framework that links Al-driven brand
personalization and consumer perceived value
can not only enrich brand management theory
but also provide strategic guidance and decision-
making reference for business practice.

3. Theoretical Analysis

3.1 Mechanisms of Al-Driven Brand
Personalization

Al provides a systematic driving mechanism for
brand personalization through its technological
capabilities and data analytics. First, Al can
perform in-depth mining of consumer data,
including behavioral data, preference
information, purchase history, and social
interaction data. By building high-precision user
profiles, brands can identify the differentiated
needs of various consumer segments, thereby
providing a scientific basis for personalized
product design, service customization, and
information delivery. Second, Al technologies
enable intelligent prediction and dynamic
decision-making. Through algorithmic analysis
of potential consumer needs and preference
changes, brand personalization is no longer
limited to static configurations but can be

30

Economic Society and Humanities Vol. 2 No. 8, 2025

optimized and adjusted in real time. Third,
generative Al and content creation tools can
produce personalized brand content based on
consumer characteristics, matching visual
presentation and language style with consumer
preferences, thus enhancing brand interaction
effects.

In addition, AI enhances the quality of
interaction and the immersive experience
between brands and consumers. For example,
through intelligent customer service, virtual

assistants, and recommendation systems,
consumers can receive instant, accurate, and
personalized  services, which  increase

engagement and satisfaction. Multi-channel Al
applications allow brand personalization to cover
online platforms, mobile interfaces, and social
networks, creating an omnichannel and cross-
touchpoint brand experience. This multilayered
technological empowerment enables brands to
achieve highly personalized experiences at scale,
reduce the cost of traditional personalization,
improve brand management efficiency, and
establish a mechanism for dynamic adjustment
and continuous optimization. Overall, Al builds
a closed-loop system that drives brand
personalization through data analysis, behavior
prediction, content generation, and intelligent
interaction, providing a solid foundation for
companies to gain competitive advantages in the
digital economy.

3.2 Pathways through Which Brand
Personalization Influences Consumer
Perceived Value

Brand personalization  affects  consumer

perceived value through multiple dimensions,
enhancing functional value, emotional value, and
social value. First, functional value is enhanced
when brands deliver products, services, and
information that better match consumer needs.
Personalized recommendations, dynamic pricing,
and customized product design enable
consumers to obtain highly relevant functional
experiences, improving utility, convenience, and
overall satisfaction. Al-driven profiling reduces
search costs and cognitive effort, allowing
consumers to make faster decisions and perceive
the consumption process as more efficient and
seamless.

Second, emotional value is strengthened through
the  psychological fulfillment consumers
experience during personalized interactions. By
conveying attention and understanding of
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consumers’ individual needs, brand
personalization generates feelings of recognition,
appreciation, and trust, deepening brand
attachment and loyalty. The sense of being
“understood” by the brand transforms ordinary
transactions into  emotionally meaningful
engagements. Consumers are more likely to
develop positive attitudes and repeat-purchase
intentions when personalization satisfies not
only their utilitarian needs but also their

psychological expectations for respect and
individuality.
Third, social value is expressed through

personalized sharing and interaction within
communities and social platforms. Personalized
brand experiences not only satisfy consumers’
need for self-expression and social approval but
also reinforce their sense of identity and status
within a community. In digital ecosystems, the
sharing of personalized brand experiences
generates network effects, encouraging peer-to-
peer recommendations and co-creating a
collective perception of exclusivity, which
enhances the symbolic value of the brand.

Under the digital economy, the pathways
through which brand personalization affects
consumer perceived value are dynamic and
systematic. Functional, emotional, and social
values are interrelated, forming reinforcing
feedback loops that strengthen brand attitudes
over time. As consumers experience a series of
consistent, relevant interactions, they build
higher expectations for personalized services,
which in turn increases their willingness to share
data and engage with the brand. This creates a
virtuous  cycle that  further  improves
personalization  accuracy and  consumer
satisfaction. Moreover, consumer responses to
personalization are heterogeneous: factors such
as cultural background, privacy concerns, and
psychological ~ ownership influence their
acceptance of Al-enabled personalization.
Brands must balance personalization depth with
respect for privacy and user autonomy to avoid
over-targeting, which can cause psychological
reactance or discomfort.

Al-driven real-time data analytics, sentiment
monitoring, and recommendation engines allow
brand personalization to adapt quickly to
changing preferences, trends, and external
market signals. By learning from consumer
behavior and feedback, brands can refine their
personalization strategies continuously,
dynamically optimizing consumer perceived
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value. This iterative process not only improves
short-term experience but also builds long-term
brand equity and customer lifetime value.
Through these pathways, brand personalization
becomes a strategic driver that enhances
consumer experience, strengthens  brand
competitiveness, and establishes a foundation for
sustainable business growth.

3.3 Theoretical Framework and Managerial
Implications

Based on the above analysis, this study
constructs a theoretical framework for Al-
enabled brand personalization and consumer
perceived value. The core of the framework
consists of three components: Al technology
empowerment, brand personalization strategies,
and the mechanism of consumer perceived value
formation. Al technology provides support
through data analytics, behavior prediction, and
content generation. Brand personalization
achieves a match with consumer experiences
through functional, emotional, and social
dimensions. Consumer perceived value is then
enhanced through multi-dimensional feedback
loops, forming a value-creation cycle. This
framework highlights a closed-loop relationship
of technology-driven inputs, strategic execution,
and consumer feedback, revealing how Al-
powered brand personalization forms a
systematic value-creation mechanism.

From a managerial perspective, this framework
provides references for companies formulating
digital brand strategies. First, companies should
emphasize the role of Al in consumer insights,
product design, and optimization of marketing
touchpoints, building a data-driven brand
management system. Second, brand
personalization strategies should cover multiple
dimensions, including content, services,
interactions, and  experiences,  enabling
personalized management across channels and
touchpoints. Additionally, companies should
focus on the multi-dimensional nature of
consumer perceived value, evaluating the impact
of personalization strategies on functional,
emotional, and social value, and continuously
optimizing personalization through feedback
mechanisms. Finally, firms should dynamically
adjust personalization strategies by integrating
technological capabilities, organizational
resources, and market conditions to achieve
sustainable value creation through Al-driven
brand personalization.
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In summary, AI not only provides the
technological foundation for brand
personalization but also influences consumer
perceived value through multi-dimensional
pathways, forming a theoretically interpretable
and practically actionable model of brand
management. Through systematic theoretical
analysis, this study offers a theoretical basis and
managerial implications for designing brand
personalization  strategies and enhancing
consumer value in the digital economy, while
laying a conceptual foundation for future
empirical research.

4. Conclusion

This  study  takes  Al-enabled  brand
personalization and consumer perceived value in
the context of the digital economy as its research
focus. It systematically reviews and integrates

the theories of brand personalization, Al
applications in brand management, and
consumer perceived value, constructs a

theoretical analytical framework, and explores in
depth how Al drives brand personalization and
how brand personalization influences consumer
perceived value. The findings indicate that Al
provides efficient, precise, and dynamic
implementation paths for brand personalization
through technologies such as data analytics, user
profiling, behavior prediction, intelligent
recommendation, and generative content. In this
process, brand personalization can significantly
enhance consumers’ functional value, emotional
value, and social value, thereby improving their
overall perceived value and brand loyalty. This
analytical framework reveals a closed-loop
relationship of technology-driven inputs,
strategic execution, and consumer feedback,
offering systematic theoretical support for
understanding brand management in the digital
era.

In terms of theoretical contribution, this study
integrates Al, brand personalization, and
consumer perceived value into a unified research
perspective, enriching the research on Al-
enabled branding. Compared with traditional

brand management studies, this research
emphasizes  the  synergistic effect of
technological drivers and personalization

strategies in the digital economy and proposes
the value-generation pathways of multi-
dimensional  brand  personalization, thus
enriching the theoretical connotation of
consumer perceived value. Moreover, the
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proposed theoretical framework provides a
conceptual basis and hypothesis-building
foundation for future empirical research,
offering a new analytical perspective for the
academic community to explore the intersection
of Al and brand management.

In terms of practical significance, this study
provides guidance for companies to formulate
and optimize brand personalization strategies in
the digital economy. First, companies should
make full use of Al technologies to enhance
consumer insight capabilities and achieve data-
driven  decision-making.  Second,  brand
personalization strategies should cover multiple
dimensions, including content, services,
interactions, and experiences, to meet the needs
of different consumer groups through cross-
channel and cross-touchpoint management.
Third, companies should pay attention to the
multidimensional characteristics of consumer
perceived value, enhance the overall experience
through functional, emotional, and social value,
and establish feedback mechanisms to
continuously optimize personalization strategies.
Furthermore, when implementing Al-driven
brand personalization, companies should balance
technological capabilities, resource allocation,
and market environment to achieve dynamic
strategy adjustments and sustainable value
creation.

Future research may explore cross-industry
comparisons to analyze the differences in the
performance and effects of Al-enabled brand
personalization in various sectors. It is also
valuable to examine how cultural and regional
contexts shape consumers’ perceptions and
responses to personalized brand experiences.
Ethical concerns related to Al, including privacy
protection, data security, and algorithm
transparency, deserve further investigation, as
they play a key role in building consumer trust
and sustaining brand value. Long-term tracking
of consumer behavior could also provide
insights into the enduring impact of brand
personalization on loyalty, word-of-mouth, and
brand equity. In addition, researchers could
focus on the interaction between human
creativity and Al-generated content to explore
whether hybrid brand communication strategies
lead to higher consumer engagement. Exploring
the dynamic feedback mechanism between
consumer participation and Al personalization
would also help optimize brand strategies over
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time and maximize value creation for both
brands and consumers.

In conclusion, this study constructs a systematic
framework of Al-driven brand personalization
and consumer perceived value through
theoretical analysis, revealing the mechanisms
linking technological empowerment, brand
strategy, and consumer value. It provides
theoretical references for brand management
research and actionable recommendations for
companies operating in the digital economy.
Future research will continue to deepen
theoretical validation and practical application,
offering ongoing theoretical and practical
support for brand management in the era of the
digital economy and helping firms achieve a
better balance between efficiency,
personalization, and ethical responsibility.
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