InnsinnislageansaiuSviay
U7 6 aUUN 3 WwpunueIgy - suAY U n.A. 2568

NanszNuVad Al Agents Tuuszaunisaltaule Omnichannel nsdifnwudadSesuiiiou
wpRnssugulnatuanudinauwusualugsiaduanluundminuyusii

THE IMPACT OF Al AGENTS ON OMNICHANNEL SHOPPING EXPERIENCES:
A COMPARATIVE STUDY OF CONSUMER BEHAVIOR AND BRAND LOYALTY
IN THE RETAIL BUSINESS SECTOR IN PATHUM THANI PROVINCE

Sudtly sanlzanl

Tannicha Virojrut

919156UsETMmaNgnsUTMgsRatdin a1vivnisdanisesnaadeln
wnIvedeuiglaveainsal Tunssususiygudug daminunustd

Lecturer, Bachelor’s Degree of Administration Program in Modern Business Management,
Valaya Alongkorn Rajabhat University under the Royal Patronage Pathum Thani Province

E-mail: tannicha@vru.ac.th
Received October 31,2025

Revised  December 18,2025
Accepted December 24,2025

UNANED

NUITBHTTngUsEasAie 1) Anwinansenuvesdiwnulyussavg (Al Agents)

9
¢ a

AeaUsrauni1saldeyTauuunanedeania (Omnichannel) lugsfaruandaminunusii
2) Ipsigianuduiusseninasraunisaignan auianely wazANuANAsaLUTUR Lay
3) WisuigungAnssugusinanazanusnaseninangur ldveanisesuladuaveenlal 14
izl,ﬁau%%%ﬁ"faL%w%mmﬁ’mEjméf’saEJ'N&ZJU'%ImﬁLﬂEJ’L%izUUﬁ’JLmuﬂzgmﬂizawi (Al Agents)
lugawdaunus1ddiuiu 400 Au insgvidayameaiadanssau nsinsiziesalsenau
Wiy wavlunaaunisiaseasa

HANNTITENUI 1) AN MM InevauesaswulyyIUsshvg dmatieuinseniny
Tindlase Jagassivg (B=0.68, p<0.001) uazUszaun1salgnAi 2) AMAINNITYININIG
Y4DIN a'qmaL%qmﬂ@iammﬁqwaiwmqﬂﬁﬂ (B=0.43, p<0.001) LLazwqﬁﬂiimmieﬁv@%ﬂ
3) mmﬁqwdaﬁumqﬂﬁmﬂuﬁaLuJidqshuﬁﬁzgﬁL%amimmaﬁuaqﬂzgmﬂszﬁwﬁ WAZNNTYIaN
nMsPoImeiuAUinAReLUTUA lnelidvsnasiurenusnfinensidum (B=0.82, p<0.001)
lumaaunsiassaiiadamndanvaenndesivtoyadslsedndluseauavenunuiudu
e Mstuduauands wuuieeimsgensumalulad uasvguuszaunisalgnan
AdAgy

sunulyusAvg JeuTwmuunsysannistems Ussaunisalgnd

ANUANAdaLUTUA NeRnTINRUTINA



100 Management Sciences Valaya Alongkorn Review

Vol. 6 No. 3 (September - December 2025)

ABSTRACT

This research aimed to 1) investigate the impact of Artificial Intelligence Agents
(Al Agents) on omnichannel shopping experience in retail businesses in Pathum Thani
Province, 2) analyze the relationships among customer experience, customer
satisfaction, and brand loyalty, and 3) compare consumer behavior and brand loyalty
between online and offline channel users. A quantitative research methodology was
employed with 400 consumers who had experience using Al Agents in Pathum Thani
Province. Data were analyzed using descriptive statistics, confirmatory factor analysis,
and structural equation modeling.

The research findings revealed that 1) Al Agent response quality had a significant
positive effect on trust in artificial intelligence (B = 0.68, p < 0.001) and customer
experience, 2) channel integration quality significantly influenced customer satisfaction
(B =0.43, p < 0.001) and repeat purchase behavior, and 3) customer satisfaction served
as a significant mediating variable connecting the effects of artificial intelligence and
omnichannel to brand loyalty, with a total effect on brand loyalty of [3 = 0.82,
p < 0.001. The causal structural equation model demonstrated adequate fit with
empirical data. The findings confirm Expectation Confirmation Theory, the Technology

Acceptance Model, and Customer Experience Theory.

Keywords
Al Agents, Omnichannel, Customer Experience, Brand Loyalty,

Consumer Behavior
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Uyaysedng (Al Agent) L9 wymuav vaweAIUan Wy Lotus’s JD Central w38 Central
App HiedeununaviUSouiiieudu
2. NANSAATIZABINTIUUN (Descriptive Statistics)
nsUszdiuszauauAniuresiuiinaseuasdiwls Tdunsdiudssun
M 7 588U (Likert Scale) Hamsdiasigiilagsaumuin suvsynduiianadseglusedu “ge”

9 “gann”

AT 2 AadslardiudsauLNAIIILYeIFLUTTAN
s v-i'lia?ia daudsauy iszl’nu

X 35U (S.D.) AnLIIY

AN ekl Ussivg 5.98 0.86 gan
(Al Agent Quality)
ANATNNITYTAINITYBINE (Omnichannel 5.75 0.89 a9
Quality )
Aanulindaselyauseivg (Trust in Al 5.64 0.91 a9
Uszaun1saignAn (Customer Experience) 5.82 0.77 gann
ANuitanelavesgndn (Customer Satisfaction) 5.87 0.73 gan
AMUANARBLUTUA (Brand Loyalty) 5.90 0.75 4N
anﬂﬁu‘%ﬁl%? (Repurchase Intention) 5.68 0.88 GRS

NafaNa1ITI uslaadianufeiunenndiwlseglusedu "aauavaann” g
AunmvesiunutyaUsedvg (Al Agent Quality) Anadegeian mume Auinfse
WUSUA (Brand Loyalty)

3. HANSANYINTTILATIZHRIAUSENBULTBUIY (CFA)
nansnsradevlinassfuszneulddudy (CFA) vasiudswdana 6 62 wuin
lunadauaenndesnudeyaidslszdndluseaun lagen X2/df = 1.94, GFl = 0.945, CFI

= 0.967, RMSEA = 0.046 Fagluinairisnasg i (Hair et al,, 2010)

M1319% 3 agUeaiin1InTIdeUAmNaenABIYRaliAg (CFA Goodness-of-Fit)

§a350 ANl NANISAATITH  A1SAAY uviaefiun
UINIFIUY

X2/df < 3.00 1.94 N Hair et al. (2010)

GFI > 0.90 0.945 WU Hair et al. (2010)

AGF| > 0.90 0.921 At Hair et al. (2010)

CFl > 0.95 0.967 At Hu&Bentler(1999)

RMSEA < 0.08 0.046 N1 Hair et al. (2010)
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4. HAMITAATIENENNTIATIATINTeEUNA (SEM Analysis)
nan1snadauluLaa SEM wanaliii udia anImn1sneuausIveIn iy
ﬂmmﬂﬂisﬁwj (Al Agent Quality) LLas@mmwmiyimmwmﬂwmaﬁéaama (Omnichannel
Quality) fidvsnalnensiuazlngdeuns AUTNARDLUTUA (Brand Loyalty) LaznsHalade
%1 (Repurchase Intention) Hrufaudsunsn Taun AulinslasedymuseAusg (Trust
in Al) Uszaun1salgnAn (Customer Experience) wazaituiianelavesgnan (Customer

Satisfaction)

A15199 4 AMNANTENUNIIATI 199U karsIu (Direct, Indirect, Total Effects)

v o y NATIY sEAUNEEARY
AMUFUNUS NAYNNATY  WAYNSSDY 5
VNN (p)
ADNINNTADUAUBIVDIFA IV 0.68 - 0.68 <0.001
Yyaylszhvg — anulinddase
UYyayUszhvg
anulinddaselyanuseivg — 0.52 - 0.52 <0.001
Uszaun1saignen
UszaumsalgnAl — anuitanela 0.57 - 0.57 <0.001
YBINAN
ANUfisnalavesgnAt — ANUANG 0.64 0.18 0.82 <0.001
AOLUTUA
ANuitanelavesgndn — weFnssu 0.49 0.27 0.76 <0.001
Fodn
ANATNNITYIANTVIAINYATY 0.43 0.22 0.65 <0.001

Y8aN1 — ANURINBlIYDI|NAT
5.0aN1533¢
5.1 Ao nvesd aunudyausea vy (Al Agent Quality) d9uaLdaulnse
Uszaun1salgnAuasanulindasenusun
HANITIHATIEINUI A vekulye1UseRug (Al Agent Quality) &

dvznanemswiorulinsdenelyaiussivg (Trust in Al luszaugs (B=0.68, p<0.001)
Fauanslisuinguilaei$udin annmvesiunuiyguseivg (Al Agent Quality) @1ansn
laANABINISURIGNAT ABUALBIBE1NTIAGY warliiuuzihfiovnzay Juwilduasiie
arulindalumaluladuiniu nsmevausndsuiniinalaensonisaiisUsyaunisel
;E‘U%Iﬂﬂ (Customer Experience) ﬁﬁ@mqu\‘i
5.2 AMATNNNTYTUINITUAINAN8YBIN9 (Omnichannel Quality) LPOIRTEY
mmﬁawgﬂﬁ]LLazwqaﬂiiumi%a%;w
HANITIATIINUIN AATNNNTYTINTNAINTAILYBIN1 (Omnichannel
Quality )85 wan19m59m® Customer Satisfaction (=0.43, p<0.001) LAEN198 BUAD
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Repurchase Intention (B=0.76) #nuai1utisnalazedgné Fauanddiifiuiinisndenles
ToYagNALAEIFUUUTNTININYRINIAN o wuuisealnd
5.3 Customer Satisfaction Lﬁuﬁaﬂmﬂﬁﬁmﬁﬁﬂﬂﬁ Brand Loyalty

HAN1TIATIZViaNNLAsIasdame) (SEM) wudn Customer Satisfaction
fi8n3wagagase Brand Loyalty (3=0.82) FeaztoulimiuitmufisnelaainUszaunisel
mMsfoulsiiAnannnsld qauawvesiunuilyaussing (Al Agent Quality) wazaaAIw
ﬂﬁgimwmwmﬂwawﬁaqma (Omnichannel Quality) unundiaglunisasvasuls
anAAnAUANARBWUTUA (Brand Loyalty)

aAUsena

nsidedyadunadeulomanisdinseaunisiassadiadsang (SEM) fu
LnAnLazIsemguiieides eBufuvdevensesdanuiidsluuunvesgiiam
Uanlne fail

1. 3VSNAVRIAMAINNITABUALDIVBY Al siaad1ulinngase Al nan1933enuln
ANAINNITAOUAUBIYRIA MUY ey 1UTEAYF (Al Agent Interaction Quality) 8nSwa
mansadeuinde aulingladedyausedvg (Trust in A) denndesiuanuideves Zhao
et al. (2025) Aifug1in Aadnuuzdulszdnsam (Performance) uagaanuu e ofio
(Reliability) ¥83 Al Service Agent Lﬂuﬂﬁaﬁﬂﬁ’@umsa%ﬁqmwm%aﬁuiﬁﬁu@’uﬁmiumi
Tnoufuszuudaluifmadunuiuandiidiuin luuiunvesgsiaduaninedtinisihnmunm
voaiaunutga1useavs (Al Agent Quality) 1nld {uslanaziinaiulinslaluszuuf
seiloszuvannsavhauldmumuniands Wy msliduuziiigndes wiud waznou
ndulgurhed Fsanulindaivihmiddunalnddalunsndnsunseensumeluladdu
selumuiaAnueas TAM (Technology Acceptance Model) 7ina1ain AaunmvasUayanUsehivg
(Al Agent) Faglviuslnasusiadselond waznsysannisdemns fdaelwsuidannudely
msldau Failugnseensumaluladuazanuindsouusud

2. Bvswavasaulinndlasie Al dedszaunisalgnAtanulinddase Al ignina
Mensadaninse Uszaunsaignin (Customer Experience) lusesugs atfuayuuuianiin
ﬁﬁuﬂﬁL%qmﬂﬁiamcﬂiuiaﬁLﬁuéqﬁmé’ﬂﬁuiﬁLﬁmﬂwsﬁéauiauLLazﬂﬁé’mﬂ’uﬁ‘ﬁsw%u (Davis,
1989) wardidonAdaaius18auLes PwC Thailand (2025) 713 lifudn "arulindlade
Tyasehivg’ WWuduusddgivasuujauiusidsgsnssliluanuduiusidvssay
msalluma iR nsiignénlingdedn aunmuesiiumunauszivg (Al Agent Quality)
wliviiianainlunislvdeyadiuynrariomuuzdl ssdigannuiandunieawazainulyl
wuey shilimsfeutadulusgrsnuiunasidnd sadunsenszfuuszaunisallnesiunia
Mg CX Theory B934

3. BYONAVDIAUAIMNAITYTAUINITUAINUAI8YBINS (Omnichannel Quality) Ao
AUNaNelaveIg NAINANITITEIUT U ANAINAITY TUINITUAINNATEY BINY
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(Omnichannel Quality) #8nFwasiusaaiuiisnalavasgnai (Customer Satisfaction) Tu
TEAUFS NadnsiaonAdastUTIToveq Cattapan & Pongsakornrungsilp (2022) Laglkulfan
209 Leelavathy (2025) finuin madesleseamsisesulatiuazeenlavosredinuain u
Jademdniiluganufiewelanisysannsiiinunings (Wu Seyadufiasndudedtu
msazauususioile) ilguslnaludminunusdsdnds "anulisesde’ (Seamlessness)
FeaduamuasnnaIsed 198 nsNeuUINMITidenedawasrailestsadutiatefududun
(Confirmation) i udsuns s Yluganuiiswelanauuifn ECT (Expectation-Confirmation
Theory)

4. Bvidwavesmufiawelavosgnénsenuinireuusuduasnginssudodiay
lawelavesgnAnilgvswarausionusiniseuusud (Brand Loyalty) Tuivmaqmaﬂiuwﬂ
Auduius wazsonginasudadh (Repurchase Intention) Tuseiuas nadnsdatuayy
nwd ECT (Oliver, 1980) wazwuifnvad Dick & Basu (1994) Ateinanuiisnelaiiinain
nsldsuuinsiimionumantaduiladodsiu (Antecedent) filavswasionusnfian
fign nsfunuidistuitlusanndiudnine uiedindosfiomeluladuinue uinnsas
aufanelalaesiuiiinanuszaunsaifinuazlisesse (Experience Economy) Saaaduy
nagsTTnsasaelunmadsugnénlyinaedulfaduayuuusuiuavaissenedlussozen
Faininvain1side

1%
Ao Y o w

UIAFBULTBINAAUIIUTEN5NAITUINIRINTUT TuduTaannnnuseleuisivg

¥

Todndnsunisiiudeya a gauied (Cross-Sectional) Mstiudeya a Faaviaievivli
liansafuduanuduiudiBaanngiuiaieldifud uagliannsadunisiudsuudasues
aulindlawaranudndfiindunutasnanld daudedrindureunnisgudiegng
n15lEn15duAI9E19WUULR12Ae (Purposive Sampling) LaznsRRvURRUT e TR
e (Wnusd) enavilinansidelianansailudedeiudssrnstaunvossemnald

GHRRGHIEY

Jaiauauuy
1. daauauuglunisinaddeluldau

HUsznaun1sA1vanadIsasmulussuy daunudgyruseaug (Al Agent)
B9dn Aanunsndiasesinginssunisd swazannurouvesgnduuuiioalnl il oadns
Usgaunisalianizyaaa (Personalized Experience) wiuwmundwnutayaiusevsg (A
Agent) Wi lanwuavuSunvasiusiaalvelagianisuaziinaluimul nsysannis
84119 (Omnichannel) Amsidugmsmanidifyuedesdns lasianznsidenlosgruteya
gnfnszminsesnseulavuazeelal Wislusnsuuulisesseuazifiumuagainluns

v a

fnaulage
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