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Abstract

Customers are increasingly interacting with Al throughout the customer journey. Deciding with Al offers
benefits, in the forms of customization, efficiency and decision support. There are, however, disadvantages in
the form of reduced autonomy, privacy threats and risks. The aim of this conceptual paper is to offer a
research framework that contributes to a greater understanding of decision making between humans and
machines in a future where Al-enabled services is the norm. We suggest that preserving customers’ sense of
agency has implications in terms of the trade-offs they may be willing to make when making a shared
decision with Al. Understanding the role of perceived agency-sharing in an Al-customer decision is thus
important, as agency represents a source, mechanism, delimiter and effect of a human’s or a machine’s
actions. It may thus differ across various service encounter situations, and with it, the type of risks associated
with human-AlI interaction.
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