
© April 2026 | IJIRT | Volume 12 Issue 11 | ISSN: 2349-6002 

IJIRT 198780 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 14011 

Adaptive Digital Experience Design And AI-Mediated 

Value Communication in Shaping Platform Adoption 
 

 

Dr. Madhav Murthy1, Sania Bhandari2 
1Assistant Professor, Prin. L.N. Welingkar Institute of Management, Research & Development, Bengaluru 

2Year PGDM - Business Design & Innovation Student Prin. L.N. Welingkar Institute of Management, 

Research & Development, Bengaluru 

 

 

 

Abstract—The growing reliance on digital platforms has 

changed the emphasis of organizations on the 

technological functionality to the establishment of 

meaningful and responsive user experiences. 

Simultaneously, the rising popularity of the Artificial 

Intelligence (AI) has altered how digital platforms 

convey value to users by personalizing, making 

intelligent recommendations, providing predictive 

interfaces, and adapting interactions. Consequently, the 

adoption of a platform is no longer guided by the 

technical capabilities of a system only, but also by the 

extent in which it is effective in engaging users, 

communicating relevance, and creating trust.  

This study focuses on how adaptive digital experience 

design and AI mediated value communication affect the 

adoption of digital platforms. The research follows 

systematic literature review and conceptual research 

design that is grounded in secondary research. The 

academic journals, research papers and published 

studies that were accessible through Google Scholar, 

ProQuest and EBSCO were used to review relevant 

literature. The research relies on the theories of 

Technology Acceptance Model (TAM), Unified Theory 

of Acceptance and Use of Technology (UTAUT), 

customer experience theory and the human-centered 

design.  

The results indicate that users tend to embrace digital 

platforms more when they have an intuitive, 

personalized, relevant, and easy experience. This process 

can be made more effective through AI-enabled 

communication which assists platforms in providing 

recommendations of a context-specific nature, adaptive 

guidance, and customized interactions to enhance 

perceived value and user engagement. The issues 

associated with privacy, trust, absence of transparency, 

and excessive automation, however, can be detrimental 

to adoption.  

The study ends with a suggestion of a conceptual model 

that connects adaptive experience design, AI-facilitated 

value communication, perceived value, trust, and 

platform adoption. The study helps in developing a more 

insightful knowledge on how organizations can establish 

more efficient digital platforms in a progressively AI-

oriented world. 

 

Index Terms—Adaptive Digital Experience Design, AI-

Mediated Value Communication, Platform Adoption, AI 

Personalization, User Engagement, Perceived Value, 

Digital Trust, Human-Centered Design, Transparency, 

Privacy Concerns. 

 

I. INTRODUCTION 

 

1.1 Background of the Study 

The fast evolution of digital technologies has radically 

changed the way organizations generate and provide 

value. The modern business environment is becoming 

highly dependent on digital platforms like SaaS 

applications, e-commerce websites, fintech platforms, 

social media platforms, ERP systems, and mobile 

applications to communicate with users and provide 

services. Nonetheless, in a very competitive and 

technological world, features or technical ability of a 

digital platform is no longer a determinant of its 

success. Rather, it relies on the level of the platform in 

providing a meaningful, engaging and personalized 

user experience.  

Consumers are now exposed to several digital 

platforms and are pickier when it comes to the type of 

technologies they embrace. They demand platforms to 

be user-friendly, convenient, responsive to their 

requirements, and able to make their worth known in 

a straightforward manner. A digital platform that 

cannot offer a smooth and meaningful experience 

usually finds it difficult to draw and keep its users 
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despite its technical prowess. As such, there is a trend 

where organizations are moving towards changing 

their product-centered design to user-centered and 

experience-based design. Simultaneously, Artificial 

Intelligence (AI) has become one of the primary 

facilitators of flexible digital experiences. AI is no 

longer an area of automation or back office.  

It has now become a significant contributor to the 

interaction between the users with digital platforms. 

All of them include recommendation engines, 

intelligent chatbots, predictive interfaces, personalised 

dashboards, algorithm-driven content feeds, and 

adaptive notifications, which are all examples of AI-

driven mechanisms that can impact user behaviour and 

engagement. These technologies enable digital 

mediums to leave behind generic communication and 

offer users more relevant and individualized 

experiences. As an example, streaming sites suggest 

viewing history-based recommendations, e-commerce 

sites recommend based on browsing history, and SaaS 

sites recommend based on the preferences and needs 

of various users.  

In such interactions, AI does not only enhance the 

functionality of the platform, but it also conveys value 

to the user in a more contextual and meaningful way. 

This process may be referred to as AI-mediated value 

communication.  

 

Traditional digital settings only allowed value 

communication through static descriptions, 

advertisement, or list of features. As an alternative, AI 

mediated value communication enables digital 

platforms to dynamically convey value via 

personalized suggestions, targeted suggestions, real-

time recommendations, and adaptive experiences. 

Consequently, users will have higher chances of 

considering the platform helpful, relevant and worth 

adopting. Nevertheless, regardless of the increasing 

adoption of AI and personalization in online 

platforms, there are still several organizations 

struggling to achieve user adoption sustainability.  

Many of the digital platforms fail not due to ineffective 

technology, but rather due to the lack of a perceived 

value, the challenges in acquiring the interface, or lack 

of trust in the platform. This is indicative of the fact 

that technical quality alone does not affect platform 

adoption as experience design, value perception, trust, 

and communication effectiveness. Thus, we need to 

learn more about the joint effects of adaptive digital 

experience design and AI-mediated value 

communication on platform adoption. Although the 

adoption of technology, customer experience, AI 

personalization, and digital trust have been analyzed 

independently in the past, there is a lack of literature 

exploring their interaction in the digital platform.  

This study tries to fill this gap by investigating the 

impacts of adaptive experience design and AI 

mediated communication on user engagement, 

perceived value, trust and finally, adoption of digital 

platforms. 

 

1.2 Research Problem 

A lot of digital platforms have high investments in 

high-techs and AI-driven functions but cannot find 

mass adoption among the users. Though a user might 

be interested in a platform initially, he or she might not 

use it again when the experience is confusing, 

impersonal, or when it does not add value in some 

way.  

On the same note, platforms that do not convey their 

utility and relevance tend to have low engagement and 

low retention.  

The critical issue is that companies tend to pay more 

attention to the technological potential than the 

experience and perception of the platform by the users. 

Consequently, the gap between what the site provides 

and what the user is perceiving is created.  

The following research problem is considered in this 

study: What is the relationship between adaptive 

digital experience design and AI-mediated value 

communication and the adoption of digital platforms? 

 

1.3 Significance of the Study 

The research is meaningful in several ways.  

First, it adds to the expanding literature on the 

adoption of digital platforms as it brings together 

several distinct viewpoints, including user experience, 

AI personalization, perceived value, and trust.  

Second, the research is applicable in businesses and 

organizations that are building digital platforms in 

areas like SaaS, ERP, e-commerce, fintech, education 

technology, and digital services. These organizations 

are becoming increasingly interested in why users are 

taking up some platforms and shunning off some.  

Third, the study is relevant in practice, as it 

demonstrates the need to create meaningful, 

personalized, and adaptive digital interactions. The 

results can be used by managers, designers and 
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technology companies to develop platforms that 

convey value in a more effective way and enhance user 

interaction. 

Lastly, the study is significant to the present context 

since AI is taking a dominant place in the digital 

business world. Since organisations remain 

implementing AI to achieve personalization and 

communicate with their customers, there is a need to 

learn more about the opportunities and challenges 

involved in AI-enabled digital experiences. 

 

1.4 Research Objectives 

The objectives of the study are:  

1. First, the primary determinants affecting the 

adoption of the digital platforms by users, 

specifically, digital interaction design, usability, 

and engagement mechanisms, are to be analysed. 

2. To examine the impact of AI-enabled 

personalization on user engagement, perceived 

value, and platform usage behaviour. 

3. To develop an integrated conceptual 

understanding of how adaptive digital 

experiences and value communication strategies 

influence platform adoption behaviour. 

 

1.5 Scope of the Study 

The research concentrates on digital platforms, which 

are based on adaptive design and AI-driven 

communication systems to shape user behaviour. It 

covers digital service platforms, SaaS-based systems, 

e-commerce websites, ERP and enterprise 

applications, and other technology-enabled interfaces 

with user adoption being a critical issue.  

 

The study is a detailed analysis of:   

1. Digital interaction design 

2. AI-enabled personalization  

3. Perceived value and value communication.  

4. User involvement and confidence.  

5. Technology adoption behaviour  

The study is based on secondary research and uses 

existing academic literature, conceptual models, and 

published studies. It does not involve primary data 

collection such as surveys or interviews. 

 

II. LITERATURE REVIEW 

 

The literature review is aimed at investigating the key 

concepts, theories, and previous research on digital 

platform adoption, adaptive digital experience design, 

and the AI-mediated value communication. The fact 

that the research is intended to learn how all these 

factors have a cumulative effect on platform adoption 

means that it is essential to overview the available 

research in the perspectives of various studies.  

 

Earlier studies in this field are generally separated into 

five broad themes:  

1. Adoption of technology and platform 

2. The design of digital experience and user interaction 

3. AI-based personalization and value communication.  

4. Trust, perceived value and the user behaviour.  

5. Adaptive and human-centered design.  

 

2.1 Technology and Digital Platform Adoption 

The initial theme revolves around the adoption of 

technologies and platforms, with emphasis on the 

importance of perceived usefulness, ease of use, and 

social influence. 

(Lim, Lim, Leong, Phang, & Foong, 2023)  examined 

the factors influencing the adoption of on-demand 

digital platforms in developing countries. The authors 

combined both UTAUT framework and social 

influence theory and found that electronic word of 

mouth, subjective norms, perceived risk, and 

performance expectancy have a significant effect on 

platform adoption. This study shows that users adopt 

a platform when they have positive recommendations 

as well as when they have lesser perception of risk 

involved in using the platform. Thus, the study 

highlights that factors such as adoption are influenced 

not only by the functionality of technology but also by 

the way the value and trust are conveyed to the users.  

Building on this broader understanding of adoption 

behaviour, (Martin, 2022) examined key technology 

acceptance and adoption theories, such as TAM, 

UTAUT, TRA, TPB, and Innovation Diffusion 

Theory. The analysis has found common variables as 

perceived usefulness, behavioural intention, attitudes, 

social influence, and perceived ease of use as the most 

important determinants of technology adoption. The 

author reasoned that despite the various terminologies 

used by different theories, majority of the models end 

up explaining user adoption in terms of a mix of 

usefulness, ease and external influence. The current 

studyis theoretically underpinning the current research 

as it helps to substantiate the notion that adoption of 

digital platforms depends on both technology and 
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behaviour aspects, strengthening the argument made 

earlier. 

While the above studies discuss technology 

acceptance from a general perspective, (Kim, 2018) 

explores the usage of internet platform services based 

on Technology Acceptance Model. The findings 

presented that perceived usefulness positively 

influences the intention of users to use a platform the 

most. Moreover, the perceived ease of use, variety of 

services, quality of services, and security issues have 

an indirect impact on adoption by influencing the 

perceived usefulness. The research also established 

that user satisfaction improves the perception of 

usefulness and ease of use and is likely to lead to 

adoption.  

Collectively, the studies suggest that adoption of 

platforms is a multidimensional process and is 

dependent on technological and psychological factors. 

Supporting this idea, (Attuquayefio & Addo) 

evaluated past research on using the UTAUT model 

and its extensions in various technological settings. 

Their analysis has established that performance 

expectancy, effort expectancy, facilitating conditions, 

and social influence are always the best predictors of 

user acceptance. The authors mentioned that 

contextual factors, including culture, age, and digital 

literacy, might have an impact on the effectiveness of 

these variables.  

The findings are also very relevant in the current study 

since the adoption of platforms is not only limited to 

the platform, but also to the context of the user and the 

environment around them. Hence the perceived 

usefulness, ease of use, trust, social influence, and 

perceived risk are all used to determine the adoption 

status of a user on a platform.  

 

2.2 Digital Experience Design and User Engagement 

(Ramasundaram, Pandey, Shukla, Alavi, & Wirtz, 

2022) introduced the concept of platform fluidity in 

this study to describe how digital platforms can 

constantly evolve to meet new customer preferences 

and stay relevant as time goes on. The research has 

found three key dimensions that affect this fluidity, 

namely the functional dimension, with its elements of 

user-friendliness and quality of services; the 

mechanical dimension, with its elements of platform 

design; and the humanistic dimension, with its 

elements of interactivity and network effects. The 

authors argued that as companies enhance these 

dimensions, they will provide a smoother and 

enjoyable online experience, thus leading to customer 

satisfaction and decreasing the chances of customers 

moving to rival sites.  

Extending this idea, (Oumaima & Lamari , 2024) 

analyzed customer experience during the digital 

transformation period, specifically personalization, 

digital marketing, and customer relationship 

management. He argued that current customer expects 

digital platforms to offer personalized experiences 

according to their needs and behaviour. The authors 

state that personalization has turned out to be a crucial 

aspect of digital experience as it enables businesses to 

establish stronger relationships and enhance customer 

engagement. Another point that the study made was 

that customer experience is no longer the quality of the 

service or product itself, but all interactions that the 

user had with the platform.  

Although personalization improves the overall 

customer experience, (Märtin, Bissinger, & Asta, 

2021) argued that digital platforms can further 

strengthen engagement by responding not only to user 

behaviour, but also using emotion recognition and 

situation-aware technologies. The research 

hypothesized that online interfaces were to be 

responsive to not just user behaviour, but also to 

emotional conditions and situational elements. They 

found that these personalized and context-oriented 

interfaces enhance customer experience and enhance 

the performance of digital applications.  

Supporting these arguments, (Silalahi & Rufaidah, 

2018) proposed a Digital Customer Experience (DCX) 

model to determine the key aspects that drive customer 

experience in the digital realms. The study found that 

the determinants of digital customer experience are 

digital service experience, digital image, digital 

touchpoints, and the quality of broadband based on the 

data obtained on the telecommunication users. The 

authors concluded that customer experience is 

influenced by a variety of factors and that the 

businesses cannot afford to see these factors 

individually. 

Finally, (Miettinen, Rytilahti, Vuontisjärvi, Kuure, & 

Rontti) emphasized the importance of experience 

design in digital services and suggested a conceptual 

model of developing more profound customer 

insights. The study contended that companies need to 

know users in their daily lives and develop new online 

services based on their actual needs and expectations. 
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The authors have highlighted how the service design 

tools could assist organizations to create more holistic 

and meaningful experiences to the users.  

Taken together these studies show that user 

engagement is strongly influenced by adaptive, 

personalized and experience-oriented design. As a 

result, digital platforms that are more responsive to the 

user needs are more likely to achieve long-term 

adoption. 

 

2.3 AI-Enabled Personalization and Value 

Communication 

(Hardcastle , Vorster , & M. B, 2025) examined how 

AI-driven recommendations and personalized 

advertisements impacts customer experience. The 

study found that users positively rate AI when they 

find the recommendations relevant and useful, yet 

over personalization may decrease the sense of 

control. The authors emphasized that false or obtrusive 

suggestions can have a detrimental impact on trust and 

customer behaviour.  

Supporting this idea, (Bhuiyan , 2024) explored the 

role of AI-based chatbots and virtual assistants can 

enhance customer experience in various sectors. The 

researchers concluded that AI has the potential to offer 

individualized suggestions, support, and 

communication according to the user preferences, 

which in turn enhances consumer satisfaction and 

interactions. The study reinforces that AI-based 

personalization can enhance perceived value and 

promote platform adoption. 

While both the above studies establish the importance 

of AI-enabled personalization, (Ali, Glory, & 

Hyekonni, 2025) broadened the discussion by 

examining the evolution of personalization from 

traditional demographic targeting to to high-level AI-

based personalization. The authors contended that 

users have become very demanding when it comes to 

the provision of highly relevant and seamless 

experiences across the digital platforms. Another 

focus in the research was ethical AI, data privacy and 

providing users with increased control over their data. 

The significance of this studyis that it connects AI-

mediated personalization to increased engagement, 

trust, and adoption of the platform in the long-term. 

Extending this discussion further, (Blumel, Zaki, & 

Bohne, 2024) examined how conversational AI can 

help in building a more personal and human customer 

experience. The researchers concluded that the 

empathetic, interactive, and needs-oriented AI 

communication are more effective in helping users 

react better. The authors concluded that conversational 

AI needs to be not only efficient but also aimed at 

establishing trust and emotional bonding. Collectively 

these studies are relevant and indicate that AI enabled 

personalization can significantly improve user 

engagement, perceived value, and platform adoption.  

 

2.4 Trust, Perceived Value and Platform Adoption 

(Sartono, Astuti, Wilopo , & Noerman, 2024) 

investigated in this study about how digital trust and 

perceived value affect the uptake of Industry 4.0 

technologies. The research revealed that the more 

users have confidence in the platform and believe that 

they can obtain some tangible worth out of it, the more 

inclined they are to embrace new technologies. 

Another aspect the authors brought to the fore is that 

uncertainty and lack of confidence may diminish 

adoption intentions. The study demonstrates that trust 

and perceived value are effective mediators of 

technology and platform adoption. 

Building on this idea, (Hidayat-ur-Rehman, Alay, 

Deveciyan, Akhter, & Alzahrani, 2026) explored the 

value of digital trust in sharing economy services. 

While earlier study focused on technological trust in 

general, this study examines specific factors enabling 

trust in digital interactions. The researchers discovered 

that transparency, reliability, familiarity and platform 

reputation are some of the important factors that 

determine the trust and willingness of the users to 

participate. 

While the previous study underlines that the adoption 

of platforms is very much dependent on the degree of 

trust established during online interactions, 

(Belleflamme & Neysen, 2020) presented the notion 

of value proposition in online platforms and contended 

that the old models of value proposition are not fully 

applicable to platform-based enterprises. The authors 

came up with a multisided value proposition model 

that focuses on the requirements of various user 

groups on a platform. Taken together, these studies 

suggest that platform adoption not only depends on 

technical features of a platform, but also on how users 

trust the same.  

 

2.5 Human-Centered and Adaptive Design 

Approaches 

(Patricio, Gomide, & Rocha, 2022) examined digital 
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innovation as a human-centered design. The study 

asserted that organizations could enhance digital 

adoption by targeting their needs, behaviours, and 

experiences as opposed to targeting technology. The 

authors stressed that effective digital platforms are the 

ones where people are at the centre of design and 

experience is designed in a way that is meaningful and 

user-friendly. This study helps to endorse the notion 

that adaptive digital experiences are more efficient 

when they are designed around human needs.  

Building on this idea, (Catta-Preta, Omeñaca, Picó , & 

Monguet-Fierro, 2025) presents a new concept of the 

Innovation Flow that is a hybrid of human-centered 

design and generative AI. The researchers concluded 

that ideation, prototyping and participation could be 

enhanced greatly through the utilization of AI since it 

would make the design process more accessible and 

swifter. Extending this discussion further, (Xu, Gao, & 

Dainoff , 2025) proposed a Human-Centered AI 

framework that emphasizes on ensuring that users 

remain central to AI design and implementation. The 

analysis highlighted that AI systems must be open, 

cooperative, and in a manner that is more beneficial 

than harmful.  

The previous literature has explored the technological 

adoption, digital experience, AI-based 

personalization, trust, and the human-centered design 

individually. But little research incorporates these 

variables in one framework to explain the adoption of 

digital platforms. The role of adaptive digital 

experience design and AI-mediated value 

communication in combination in generating user 

engagement, perceived value, trust, and platform 

adoption is under researched. This is why the current 

research tries to fill this gap with the help of a holistic 

conceptual framework. 

 

III. RESEARCH METHODOLOGY 

 

3.1 Research Design 

This research project utilizes a systematic literature 

review with a conceptual research design that will 

explore the complex connection between adaptive 

digital experience design, AI-mediated value 

communication, and platform adoption. Considering 

the dynamism of Artificial Intelligence and design of 

digital interfaces, conceptual research method is best 

applicable to identify new patterns and integrate a 

variety of theoretical views into a unified framework.  

 

3.2 Research Approach 

This study adheres to the deductive paradigm, where 

the existing theories like the Technology Acceptance 

Model (TAM) and the Unified Theory of Acceptance 

and Use of Technology (UTAUT) are used to explain 

the current phenomena of digital technology. It 

employs secondary research methodology, where a 

systematic review and synthesis of existing academic 

literature, industry reports and cases are used. The 

method enables integrating the discoveries of various 

industries, such as SaaS, e-commerce, and fintech, at 

a high level, and gives a comprehensive picture of the 

digital platform ecosystem. 

 

3.3 Sources of Data 

The sources of data used in this study are a broad range 

of reputable secondary sources to provide academic 

rigor and practical relevance.  

 

Key sources include:  

• Scholarly databases: Google scholar, ProQuest, 

Ebsco, and Science Direct.  

• Peer-Reviewed Journals: Journal of Marketing, 

MIS Quarterly, Harvard Business Review, and 

journals in Human-Computer Interaction (HCI).  

• Industry Reports: Information about the trends in 

AI and digital transformation provided by top 

technology consultancies, including Gartner, 

Forrester, and McKinsey & Company.  

• Books and Theses: Fundamental materials about 

design thinking, human-centered design, and 

platform economics. 

 

3.4 Limitations and Inclusion criteria of literature 

selection. 

To retain the quality and the focus of the research, 

during the literature search, certain criteria were used:  

Inclusion criteria: articles must be peer-reviewed and 

published between 2018 to 2026; the research should 

be based on digital platforms (B2B and B2C); it should 

report on AI personalization and user experience (UX) 

design and adoption.  

Exclusion Criteria: Articles that are not in English or 

studies that only dealt exclusively with technical AI 

algorithms and lacked user or business focus; articles 



© April 2026 | IJIRT | Volume 12 Issue 11 | ISSN: 2349-6002 

IJIRT 198780 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 14017 

older than 2018 unless they form the basis of the 

theory. 

 

3.5 Method of Analysis 

The study uses a systematic literature review and 

conceptual synthesis approach. The data obtained is 

divided into major themes found in the literature 

review, including but not limited to: AI-enabled 

personalization, perceived value, and digital trust. The 

analysis examines the similarities and differences 

among the results of analysing major research articles 

and reveals the pattern of widely used adoption 

drivers. The proposed conceptual framework is based 

on this synthesis. 

 

3.6 Limitations of the Methodology 

The study is a secondary research-based study, which 

has some limitations:  

• Absence of Primary Data: The results are subject 

to the validity and environment of the existing 

research as opposed to user interactions or real-

time data on the platform.  

• Contextual Variability: There can be a large 

difference in digital adoption behaviour between 

cultures and industries, and this may not be well 

represented in a generalised conceptual study.  

• Quick Technological Shift: AI is developing fast 

in a way that could make certain technological 

observations outdated within a short period, but 

the underlying behaviour principles will still be 

applicable. 

 

IV. ANALYSIS AND DISCUSSION 

 

Along with the results of the literature review, the 

following section presents the key interrelations 

between adaptive digital experience design, AI-

mediated value communication, trust, perceived value, 

and platform adoption. 

 

4.1 Relationship Between Digital Experience Design 

and Platform Adoption 

The initial stage of user experience has always been 

emphasized in the literature as the most important 

factor in long-term adoption. Conventional 

frameworks such as TAM focus on Perceived Ease of 

Use (PEOU) whereas the current digital experience 

design transcends beyond usability. Studies conducted 

by Rama Sundaram et al. (2022) indicate that one of 

the factor’s influencing adoptions is the platform 

fluidity, i.e., the capacity of an interface to respond to 

the evolving preferences of users. 

Often, adoption in systems such as ERP systems or 

other complicated SaaS programs does not fail due to 

the lack of features, but because of cognitive overload. 

Adaptive design countermeasures this, by only 

showing pertinent information depending on what task 

or role the user is engaged in.  

The intuitive feel of a platform will decrease the 

learning curve, which will directly increase the 

intention of the user to use the system. Taken together, 

the literature indicates that seamless digital experience 

is a hygiene factor; lack of it would ensure rejection 

whereas presence would establish the basis of value 

perception. 

 

4.2 Impact of AI-Enabled Personalization on 

Perceived Value and User Engagement 

Personalization has changed the value communication 

previously a one-way broadcast to a two-way 

conversation because of AI. In Ali et al. (2025) the 

authors posit that AI does not simply suggest products; 

it mediates the value of the platform in the sense of 

being hyper-relevant to the individual. As an example, 

Netflix and Spotify apply AI to convey value by 

alleviating the paradox of choice. The platform makes 

it clear that it knows the user by offering a curated 

selection, boosting Perceived Value. 

Nevertheless, the analysis shows a very important 

nuance: the personalization should be "meaningful" as 

opposed to being intrusive. According to Bhuiyan 

(2024), chatbots based on AI in the retail and finance 

sectors can enhance their engagement only when they 

offer context-specific help. When the communication 

through AI is seen to be of use (e.g., a proactive 

notification of a price drop on an item that is under 

watch), the user will become more attached to the 

platform. On the other hand, when the personalization 

becomes repetitive, or when it does not reflect the 

changing needs of the user, AI fatigue may occur, 

causing a drop in engagement. 

 

4.3 The Importance of Trust, Transparency, and 

Privacy in AI-Mediated Platforms 

Trust is the "invisible currency" of digital platforms. 

The black box character of algorithms is an obstacle to 

the implementation of AI as it plays a more active role 
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in decision-making (e.g., in Fintech or Health tech). 

According to Sartono et al. (2024), Digital Trust plays 

a key role as a mediator between perceived value and 

adoption intention. People are becoming more 

concerned about the use of their data to feed AI 

engines. 

According to the literature, there is a so-called Privacy 

Paradox: users want to have a personalization, yet they 

are reluctant to provide the data needed to achieve it. 

The only way to overcome this is to make AI-mediated 

communication transparent. Sites that explicitly state 

the reasons behind a given recommendation (e.g., 

Because you liked...) are more likely to have a higher 

degree of trust. Moreover, analysis shows that trust 

cannot be a one-time event; it is established as a result 

of regular and trustworthy AI interaction. A major 

mistake or breach of privacy by an AI will result in an 

immediate loss of trust in the platform. 

 

4.4 Human-Centered and Adaptive Design as 

Adoption Motivators 

Human-Centered Design (HCD) takes care of the fact 

that technology is used to meet the needs of humans 

and not to make humans fit into technology. Patricio 

et al. (2022) posit that to reduce the divide between 

technological capability and user requirements; it is 

essential to pay an in-depth attention to the human 

components of the digital experience. The technical 

expression of HCD is the adaptive design; the platform 

can learn by the user and develop. 

Adaptive interfaces that adapt according to the user 

level or other situations (e.g. mobile or desktop use) in 

the context of E-commerce and Digital Services are a 

great way to make the user feel in control. Xu et al. 

(2025) suggest that Human-Centered AI (HCAI) must 

put human agency first. As soon as users believe they 

are collaborating with an AI as opposed to being 

controlled by it, they become more psychologically 

owned by the platform, resulting in more retention and 

advocacy. 

 

4.5 Uniting AI, Experience Design and Value 

Communication 

The synergy of these three factors is the real motivator 

of the adoption of platforms. Experience design gives 

the framework; AI gives the smarts and value 

communication gives the significance.  

The literature synthesis implies that platforms such as 

Amazon are successful since they combine all of this: 

the design is intuitive to navigate (Experience), the AI 

knows what you need (Intelligence), and the platform 

reinforces this message by providing personalized 

offers and messages to Buy Again (Communication). 

The integration also helps in overcoming "Technology 

Anxiety." On new or more complex platforms, AI can 

serve as an adaptive tutor, showing the user the 

interface according to what he or she struggles with in 

real-time. This combined strategy will make sure that 

the value proposition is not only declared in a 

marketing brochure but felt by the user at all 

touchpoints. 

The discussion above shows that the adaptive 

experience design, AI-enhanced communication, 

trust, and perceived value are not the factors that affect 

the digital platform adoption by themselves, but by the 

interaction of these factors. Such relations are the 

foundation of the conceptual framework that is offered 

in the following section. 

 

V. PROPOSED CONCEPTUAL FRAMEWORK 

 

5.1 Overview of the Framework 

The suggested conceptual framework shows the 

sequential and moderating influences between design 

decisions and ultimate adoption of the platform. It 

does not follow a linear feature-to-use model but 

suggests a pathway that is driven by perceptions. The 

framework is constructed around the fact that 

Adaptive Digital Experience Design is the base layer 

that facilitates successful AI-Mediated Value 

Communication. 

 

5.2 The Core Pathway 

1 Adaptive Digital Experience Design (The 

Antecedent): It is the structural capability of the 

platform to automatically transform its interface, 

its content, and flow according to user data and 

behaviour. It encompasses such things as 

responsive designs, task-oriented navigation, and 

ability-conscious interfaces.  

2 AI-Mediated Value Communication (The 

Mediator): This is the active layer where AI 

algorithms are used to process user data to provide 

personalized messages, suggestions and proactive 

support. It converts the technical capabilities of 

the platform into certain advantages to the user. 

3 Psychological Constructs (The Results): 
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◦ Perceived Value: How useful the platform is 

perceived to be to the user in terms of effort/cost. 

◦ User Engagement: The level of interaction with 

the platform and how often. 

◦ Trust: Confidence of the user in the reliability, 

integrity and data management of the platform. 

4 Platform Adoption (The Goal): It is the last phase 

where the user makes a commitment to frequent 

use, incorporates the platform into their 

workflow/lifestyle and it may lead to them 

becoming an advocate. 

 

 
 

5.3 Moderating Factors 

The framework shows that there are four critical 

moderators that either enhance or reduce the core 

pathway:  

Transparency: How much the logic of the AI is 

transparent to the user. Existence of high transparency 

enhances the connection between Trust and AI 

communication. 

• Privacy Issues: The user’s concern about the use 

of data. The high privacy concerns may serve as a 

blocker, which does not allow Perceived Value to 

be translated into Adoption. 

• Ease of Use: A requirement. In case the adaptive 

design is overly complicated it will nullify the 

advantages of AI personalization.  

• Quality of personalization: The relevance and 

accuracy of AI recommendations. Low quality 

(e.g., irrelevant ads) causes AI fatigue and low 

Engagement. 

 

5.4 Detailed Description of Relationships 

The framework reveals that Adaptive Design 

establishes a fertile ground to AI. In the absence of a 

flexible design, the AI recommendations are like the 

ones that are tacked on instead of being integrated. As 

soon as the AI begins to convey value, it has a direct 

influence on Perceived Value as it demonstrates the 

user what is in it for them. At the same time, it 

motivates Engagement as the platform is made more 

interesting and less effortful to operate. 

 

But all this is refracted through the prism of Trust. 

Unless the user trusts the AI, the personalized 

communication is regarded with a grain of salt, no 

matter how accurate it is. Thus, the paradigm assumes 

that Transparency and Privacy cannot be treated as 

mere features but rather as the key moderators (that 

can or cannot allow the value conveyed by AI to be 

accepted by the user). 

 

VI. FINDINGS 

 

Based on the proposed framework, the following 

findings summarize the major insights emerging from 

the literature synthesis:  

6.1 Relevance as the New Dimension of Usability: 

Although "Ease of Use" will continue to be 

relevant, the concept of "Relevance" (facilitated 

by AI) is becoming an even stronger predictor of 

longevity of platform adoption. Consumers are 

ready to accept some degree of complexity if the 

site offers high level of personalized value.  

6.2 The Trust-Personalization Trade-off: It is a thin 

line between delivering hyper-personalized 

experiences and protecting privacy of users. 

Platforms which are open about their AI logic are 

much more adopted.  

6.3 Adaptive Design Reduces Cognitive Load: With 

dynamically simpler interfaces to novice users 

and more complex features to power users, 

adaptive design has a direct positive impact on the 

perceived ease of use and perceived usefulness of 

complex systems such as ERPs and SaaS.  

6.4 AI as a Value Translator: AI is not automation, 

but communication that is the most important 

aspect of adoption. It maps the rich feature set of 

a platform into a small, significant set that is 

relevant to the immediate needs of the user.  

6.5 Human Agency Matters: Adoption scores are the 

highest when users believe they have control over 

the AI. Over-automation where the AI decides but 

the user does not give a decision, tends to cause 

resentment and abandonment of the platform. 
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VII. MANAGERIAL IMPLICATIONS 

 

7.1 Digital Platform and SaaS Developers.  

The developers need to shift to interfaces that are not 

based on one-size-fits-all. It is necessary to invest in 

the Adaptive UI components that can be reconfigured 

according to user roles or behaviour. It is more about 

progressive disclosure, which is the display of only 

what is required at the time so as not to overwhelm the 

user.  

 

7.2 For Product Managers  

One aspect that product managers should focus on is 

AI Transparency. They need to incorporate 

explainable AI features instead of merely a 

recommendation engine, which will explain to users 

why a recommendation is being given. This develops 

trust that is required in the long-term adoption.  

 

7.3 To Market and Communicate on Value 

The marketing must not end at the Sign-Up button. 

Value communication via AI must be perpetuated 

within the platform. AI can be used to find the features 

that are not used by a given user and convey the value 

of those features to the user in an individualized in-app 

guide or tips.  

 

7.4 For AI-Enabled Businesses  

Privacy should be considered by businesses as a 

Competitive Advantage. Through Privacy-by-Design 

and providing users with finer control of their data, 

platforms have a chance to stand out in a market where 

users are becoming more concerned with creepy AI. 

 

VIII. RECOMMENDATIONS 

 

8.1 Introduce Adaptive Onboarding 

Adapt the tutorial length and complexity based on the 

level of proficiency of a user during the initial visit 

with the help of AI detecting the level of proficiency. 

 

8.2 Focus on Contextual Relevance 

Make the AI recommendations be grounded in "real-

time intent" as opposed to historical data to prevent the 

case where the user receives a recommendation of 

something they have acquired elsewhere. 

 

 

 

8.3 Improve AI Transparency 

Add basic "Why am I being shown this? tooltips on 

AI-generated content to create trust with the user. 

8.4 Automation vs. Control 

When it comes to AI-driven features, there should 

always be an option of an opt-out or a manual override 

to keep the user feeling in control. 

 

8.5 Invest in Human in the Loop Design 

Invest in human feedback to continually improve AI 

communication styles and make them non-robotic and 

empathetic. 

 

8.6 Watch to "AI Fatigue 

Keep track of engagement rates, particularly to AI 

features; in case of a decline in engagement, minimize 

proactive AI notifications. 

 

8.7 Pay attention to Data Ethics 

Have clear, easy-to-read privacy policies that describe 

the use of data as the driver of the customized 

experience. 

 

8.8 Proactive Support with AI 

Deploy AI that can anticipate when a user is stuck (ex: 

by hovering a button without clicking) and provide 

immediate and relevant support. 

 

8.9 A/B Test Adaptive Elements 

Periodically test various variations of adaptive 

interfaces to determine which variations result in the 

greatest retention rates. 

 

8.10 Create a Feedback Loop  

A way to personalize the value communication is to 

encourage users to rate the relevance of AI suggestions 

and use that information to further customize it. 

 

IX. CONCLUSION 

 

The process of making the digital interfaces more 

dynamic and adapting them to AI-mediated 

ecosystems is a fundamental change in the creation 

and perception of value in the digital economy. This 

study has examined the vital overlap between 

Adaptive Digital Experience Design and AI-Mediated 

Value Communication, and how it is no longer an 

optional feature, but rather the main factor in Platform 

Adoption.  
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The study concludes that, although the technical 

functionality is the engine of a platform, the 

experience design and the AI-based communication 

are the steering and navigation that can make a user 

reach a destination of regular usage. Through 

relevance and communication of relevance in a 

personalized fashion, AI will turn a generic tool into a 

personalized partner. Nonetheless, this change can 

only be successful when it is supported by a base of 

Trust and Human-Centered Design.  

In the future, the digital platform of the future will 

probably shift to Hyper-Adaptivity, where the 

interface itself is created in real-time by the AI to 

respond to the emotional state of the user and his 

immediate context. In the case of organizations, the 

problem will be to utilize this power in a responsible 

manner so that the more platforms become intelligent, 

the more they should become human. In the end, the 

platforms that will win the adoption race will be the 

ones that not only process data with the help of AI but 

also establish meaningful and value-driven 

relationships with their users. 

 

X. LIMITATIONS AND FUTURE SCOPE 

 

10.1 Limitations 

• Secondary Research Basis: The research is 

conceptual in nature and is based on the synthesis 

of the existing literature. It cannot be empirically 

validated as primary surveys or longitudinal 

studies of users do. 

• Generalization: The results are general and might 

have to be changed when used to very specific 

industries (e.g., heavy industrial ERPs vs. casual 

social media). 

• Technological Volatility: The swift development 

of Generative AI can bring in new interaction 

paradigms (such as voice-only or gesture-based 

interfaces) that are not the focus of this research. 

 

10.2 Future Scope 

• Empirical Validation: Future studies need to 

include primary data, using A/B testing adaptive 

designs on live platforms, to measure the effect 

they have on adoption rates. 

• Cross-Cultural Studies: Exploring the impact that 

cultural values on privacy and AI have on the 

"Trust-Personalization" trade-off in various 

international markets. 

• Industry-Specific Frameworks: Creating 

industry-specific versions of the conceptual 

framework, such as Healthcare or Education, 

where trust and value communication are a 

special need.  

• Generative AI Impact: What Large Language 

Models (LLMs) can further improve the Value 

Communication with natural language interfaces. 
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