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This study aims to comprehensively analyze the 
changes in consumer loyalty caused by the 
application of artificial intelligence (AI) in the form 
of chatbots in customer service. This study 
examines the mechanisms by which chatbot 
competence, credibility, and personalization affect 
trust and satisfaction, ultimately shaping consumer 
loyalty. This study uses a qualitative approach with 
a systematic literature study method. The analysis 
was conducted against 13 selected scientific articles 
published between 2020 to 2025, focusing on the 
use of AI chatbots in the context of customer service 
in various sectors, including e-commerce, 
education, and hospitality. Data were analyzed 
using thematic synthesis techniques to identify 
patterns, themes, and relationships between 
variables. The results of the analysis revealed that 
the use of AI chatbots significantly changed the 
dynamics of consumer loyalty. There are three 
main mechanisms identified: (1) Operational 
Efficiency and Accessibility, where chatbots improve 
response speed and 24/7 service availability; (2) 
Interactive Personalization, where big data-based 
chatbots are able to provide personalized 
recommendations; and (3) Trust Building, which is 
mediated by the competence and credibility of the 
AI system. However, challenges such as limited 
natural language understanding and data privacy 
concerns can hinder loyalty formation. This 
research provides a new conceptual framework 
that integrates traditional consumer loyalty 
theories with the unique characteristics of AI 
chatbot technology. These findings offer critical 
insights for academics and practitioners in 
designing effective and sustainable AI-driven 
customer service strategies 

 
 

https://doi.org/10.59890/ijatss.v4i7.291
https://aprmultitechpublisher.my.id/index.php/ijatss/index
mailto:asriyani.amrullah@unm.ac.id
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


Amrullah, Mildayanti, Ridwan 

908 
 

INTRODUCTION 
The industrial revolution 4.0 has brought a fundamental transformation 

in the global business landscape, especially in the way companies interact with 
consumers. One of the most disruptive innovations is the application of artificial 
intelligence (AI) in the form of chatbots for customer service. Chatbots, as 
computer programs designed to simulate human conversations, have become the 
vanguard of digital interaction, offering efficiency, scalability, and 24-hour 
availability (Kholisatunnisa, 2024; Muliyono & Sumijan, 2021). This development 
is driven by the need for businesses to manage the ever-increasing volume of 
customer interactions with lower operational costs, while meeting the 
expectations of modern consumers who want instant and personalized responses 
(Chandra et al., 2020; Florence et al., 2024). 

However, behind the promise of operational efficiencies, critical questions 
arise about the impact of this technology on a company's most valuable asset: 
consumer loyalty. Loyalty, traditionally built through warm, personal human 
interactions, is now being tested in an environment dominated by machine-to-
human interaction. This paradigm shift poses a dilemma: is AI chatbots able to 
maintain, or even increase consumer loyalty, or vice versa, erode it due to a lack 
of human emotional touch? (Titon, 2024; Prastyono et al., 2023). 

The existing literature shows that trust is the main foundation of loyalty. 
Mutyara et al. (2024) found that the competence and credibility of AI chatbots 
have a positive and significant effect on user trust, which in turn influences 
purchase intent. These findings are reinforced by research by Titoni (2024) who 
emphasizes the role  of chatbot responsiveness in shaping customer satisfaction. 
Furthermore, personalization powered by big data and machine learning 
algorithms has been shown to increase customer satisfaction by up to 20% and 
loyalty by up to 15% (Septiani et al., 2024). This shows that when designed well, 
AI chatbots can be a powerful tool for strengthening customer relationships. 

However, there is a significant research gap. Most studies have focused on 
the direct impact of chatbots on satisfaction or purchase intent, but few 
comprehensively examine the complex mechanisms by which AI chatbots 
change the loyalty construct itself. In addition, existing research is often 
fragmented, with some studies highlighting technical aspects (Haristiani & Rifa'i, 
2020; Sarosa et al., 2020), while others emphasize more on marketing aspects 
(Adinta et al., 2025; Maihani et al., 2023). There is not yet an integrative 
framework that combines technical, consumer psychology, and business strategy 
perspectives to explain this phenomenon holistically. 

Therefore, this study aims to fill this gap by conducting a systematic 
analysis of the relevant literature. The specific objectives of this study are: (1) To 
identify the key factors of AI chatbots that affect consumer loyalty; (2) Analyze 
the mediation mechanisms (trust, satisfaction, personalization) in the 
relationship between chatbots and loyalty; (3) Identify challenges and barriers in 
the implementation of chatbots that can erode loyalty; and (4) Develop a 
comprehensive conceptual framework. The significance of this research lies in its 
contribution in providing guidance for academics and practitioners to optimize 
the use of AI chatbots in building sustainable consumer loyalty in the digital age. 
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LITERATURE REVIEW 
The Concept of Consumer Loyalty in the Digital Era 

Consumer loyalty has traditionally been defined as a commitment to 
consistently repurchase or subscribe to a favored product or service in the future, 
despite situational influences and marketing efforts that could potentially lead to 
shifting behaviors. However, in the digital age, this definition is evolving. 
Loyalty is no longer just transactional, but also includes attitudinal loyalty, such 
as brand advocacy (positive word-of-mouth) and emotional engagement with the 
brand (Adinta et al., 2025). Digital interactions, including through chatbots, are 
now a critical touchpoint that shapes consumers' perception and emotional 
attachment to brands. 
AI Chatbot: Technology, Competence, and Credibility 

AI chatbot is a conversational system that utilizes Natural Language 
Processing (NLP) and Machine Learning to understand and respond to user input 
(Muliyono & Sumijan, 2021; Chandra et al., 2020). This technical ability is the 
basis of a chatbot's competence, which is the extent to which it can provide 
accurate, relevant information, and solve customer problems effectively. 
Mutyara et al. (2024) emphasized that the competence and credibility (honesty 
and trustworthiness) of chatbots are the main antecedents of trust. A chatbot that 
often gives incorrect or irrelevant answers will quickly lose its credibility, thereby 
undermining consumer trust and loyalty (Sarosa et al., 2020). On the other hand, 
successful chatbots, such as Gengobot for language learning (Haristiani & Rifa'i, 
2020) or ELA-bot (Sarosa et al., 2020), show that good competence can lead to 
high user acceptance and satisfaction. 
The Role of Trust and Satisfaction as Mediators 

The relationship between service quality and loyalty is classically 
mediated by satisfaction and trust. In the context of chatbots, trust becomes 
crucial as consumers interact with non-human entities. Trust is built through the 
perception that chatbots have competence (able to help) and integrity (not misuse 
data) (Mutyara et al., 2024; Bariyah & Imania, 2022). Titoni's (2024) research 
empirically shows that  the responsiveness of chatbots contributes directly to 
customer satisfaction. When customers are satisfied with a chatbot's fast, 
accurate, and easy interactions, they are likely to develop higher loyalty. 
However, if the interaction feels rigid, impersonal, or fails to understand the 
emotional nuances, satisfaction can decrease dramatically. 
Personalization of Big Data and AI-Based Services 

One of the main advantages of AI chatbots is their ability to personalize 
interactions based on consumer data. Septiani et al. (2024) affirm that the use of 
big data for service personalization significantly increases customer satisfaction 
and loyalty. Chatbots can analyze purchase history, preferences, and browsing 
behavior to provide relevant product recommendations (Florensia et al., 2024). 
This personalization creates a unique and valuable experience for each consumer, 
which in turn strengthens emotional bonds and reduces the likelihood of brand 
shifting. Adinta et al. (2025) add that AI-based personalization increases the 
effectiveness of marketing messages and drives purchase decisions, which is an 
indicator of behavioral loyalty. 
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Challenges: Limitations of NLP, Data Privacy, and Ethics 
Despite its great potential, the implementation of AI chatbots is not 

without its challenges. Kholisatunnisa (2024) identified that Natural Language 
Understanding is still the main obstacle. Chatbots often fail to understand context, 
sarcasm, or complex questions, leading to consumer frustration. In addition, data 
privacy and security are serious concerns. Consumers are increasingly aware of 
the risks of misuse of their personal data (Adinta et al., 2025). If chatbots are not 
managed with good ethics, these concerns can erode trust and loyalty. Prastyono 
et al. (2023) also highlight that the use of AI chatbots can affect user character, 
both positively and negatively, which indirectly impacts their perception of the 
brand. Maihani et al. (2023) more broadly discuss how AI is reshaping marketing, 
emphasizing the need to strike a balance between technological efficiency and 
the human aspect of communication. 

 
METHODOLOGY 
Research Design 

This study uses a qualitative approach with the Systematic Literature Review 
(SLR) method. This method was chosen because it allows for a comprehensive 
and systematic synthesis of previous research findings to produce a deeper and 
holistic understanding of the topic being studied. 
Search and Literature Selection Strategy 

Literature searches are conducted on leading academic databases such as 
Google Scholar, Scopus, and Crossref. The keywords used include: "AI Chatbot", 
"Customer Loyalty", "Customer Service", "Consumer Trust", "Personalization", 
and "Natural Language Processing". The selection process uses inclusion criteria: 
(1) Articles published in reputable journals between 2020-2025; (2) Focus on the 
use of AI chatbots in the context of customer service; (3) Discuss the impact on 
variables related to loyalty, trust, or satisfaction. A total of 13 articles were finally 
selected for in-depth analysis, according to the list of references provided. 
Data Analysis Techniques 

The data were analyzed using thematic synthesis techniques. This process 
involves: (1) Open coding to identify the key concepts and findings of each article; 
(2) Axial coding to group the codes into broader themes; and (3) Selective coding to 
integrate the themes into a coherent conceptual framework. The validity of the 
findings is maintained through triangulation of sources, i.e. by comparing 
findings from various different articles. 

 
RESULTS 

The analysis of the 13 articles reviewed yielded three main themes that 
explain the change in consumer loyalty due to the use of AI chatbots: (A) 
Efficiency and Accessibility as Triggers of Functional Satisfaction; (B) 
Personalization and Interactivity as Builders of Emotional Bonds; and (C) Trust 
and Credibility as the Foundation of Long-Term Loyalty. These themes are 
intertwined and together form complex mechanisms that influence loyalty. 
Efficiency and Accessibility as Triggers of Functional Satisfaction 

A number of studies have consistently shown that the main advantage of 
AI chatbots is their ability to provide fast, efficient, and available services at all 
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times. Kholisatunnisa (2024) noted that chatbots are able to improve service 
efficiency and reduce operational costs. This is in line with the findings of 
Chandra et al. (2020) who developed a chatbot for the ordering system in coffee 
shops to reduce staff workload and the risk of transaction errors. Bariyah and 
Imania (2022) added that WhatsApp-based chatbots are able to provide 24-hour 
service and respond to student questions faster. These findings indicate that 
functional satisfaction—satisfaction derived from speed, ease, and efficiency—is 
a direct contributor to initial loyalty. Consumers who get instant answers without 
having to wait for a long time tend to have a positive perception of the brand. 
Personalization and Interactivity as an Emotional Bond Builder 

More than just efficiency, modern AI chatbots are capable of offering deep 
personalization. Septiani et al. (2024) quantitatively prove that big data-based 
service personalization increases customer satisfaction by 20% and loyalty by 
15%. Florensia et al. (2024) illustrate this in the context of restaurants, where 
chatbots can provide menu recommendations based on customer preferences. 
Adinta et al. (2025) emphasize that this personalization creates a more relevant 
and personalized communication experience, thereby strengthening the 
emotional bond between consumers and brands. Good interactivity, where 
chatbots not only answer but also ask back to dig into needs, further deepens 
consumer engagement. These findings show that loyalty is not only built from 
efficiency, but also from feeling understood and valued individually by AI 
systems. 
Trust and Credibility as Foundations of Long-Term Loyalty 

The most critical theme is the role of trust. Mutyara et al. (2024) found that 
the competence and credibility of AI chatbots had a significant positive effect on 
trust, which in turn influenced purchase intent. Prastyono et al. (2023) show that 
the use of AI chatbots can affect character development, the implications of which 
are huge. If a chatbot is perceived as incompetent (often wrong) or uncredible 
(misusing data), trust will collapse. Muliyono and Sumijan (2021) report that 
their chatbot has an answer accuracy rate of up to 92.5%, which is a good number, 
but leaves 7.5% of errors that can erode trust. Sarosa et al. (2020) found a 98% 
satisfaction rate from students with their learning chatbot, showing that when 
competencies are met, trust and satisfaction will be high. Table 1 below 
summarizes the key findings from the reviewed studies. 

 
Table 1. Summary of Key Findings from the Literature Reviewed 

Author (Year) Context Key Findings 
Regarding Loyalty 

Main 
Mechanism 

Mutyara et al. 
(2024) 

E-commerce 
(Lazada) 

The competence & 
credibility of chatbots 
increases trust & 
purchase intent. 

Trust as a 
mediator 

Tunes (2024) E-commerce Chatbot 
responsiveness 
shapes customer 
satisfaction. 

Satisfaction as a 
mediator 
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Septiani et al. 
(2024) 

E-commerce Big data 
personalization 
increases satisfaction 
by 20% & loyalty by 
15%. 

Personalization 
& Satisfaction 

Kholisatunnisa 
(2024) 

General 
Customer 
Service 

Chatbots improve 
efficiency & reduce 
costs, but there are 
NLP challenges. 

Efficiency & 
Technical 
Challenges 

Adinta et al. 
(2025) 

Marketing 
Communication 

AI personalization 
strengthens loyalty & 
drives purchase 
decisions. 

Personalization 
& Message 
Effectiveness 

Prastyono et al. 
(2023) 

Education AI chatbots affect 
student character 
development. 

Psychological & 
Ethical Impact 

Haristiani & 
Rifa'i (2020) 

Education 
(Language) 

Chatbots (Gengobots) 
are considered 
adequate, useful, and 
easy to use. 

Reception & 
Uses 

Sarosa et al. 
(2020) 

Education 
(Language) 

98% of students agree 
that chatbots help the 
learning process. 

Satisfaction & 
Effectiveness 

Chandra et al. 
(2020) 

Food Ordering Chatbots reduce the 
burden on staff and 
the risk of transaction 
errors. 

Operational 
Efficiency 

Bariyah & 
Imania (2022) 

Education 
(Information) 

WhatsApp chatbot 
provides 24-hour 
service and quick 
response. 

Accessibility & 
Speed 

Muliyono & 
Sumijan (2021) 

Education 
(Academic) 

The NLP chatbot has 
an answer accuracy 
of 92.5%. 

Technical 
Competence & 
Accuracy 

Florensia et al. 
(2024) 

Restoran Chatbots provide 
personalized menu 
recommendations & 
improve efficiency. 

Personalization 
& Efficiency 

Maihani et al. 
(2023) 

Marketing 
Innovation 

AI is reshaping 
marketing, 
improving the 
customer experience. 

Holistic 
Marketing 
Strategy 

 
DISCUSSION 

The findings of this study confirm that the use of AI chatbots in customer 
service brings a paradigmatic shift in the formation of consumer loyalty. Unlike 
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human interactions, which rely heavily on empathy and emotional warmth, 
loyalty built through chatbots is more functional and cognitive, yet still has the 
potential to become emotional through sophisticated personalization. 
Interpretation of Findings in the Context of Theory 

The findings that efficiency and accessibility improve functional 
satisfaction are in line with the theory of Service Convenience . Consumers 
appreciate the time and effort saved. This explains why chatbots that are 
responsive (Titoni, 2024) and available 24/7 (Bariyah & Imania, 2022) are well 
received. However, these findings also suggest that functional satisfaction alone 
is not enough to build strong long-term loyalty. This is where the role of 
personalization and trust becomes crucial. 

Big data-powered personalization (Septiani et al., 2024; Adinta et al., 2025) 
move beyond functional satisfaction towards relational satisfaction. When 
chatbots are able to remember consumer preferences and provide relevant 
recommendations (Florensia et al., 2024), consumers feel understood 
individually, which is a powerful driver of emotional attachment to the brand. 
This supports the theory of Relationship Marketing which emphasizes the 
importance of personalized interactions to build long-term relationships. 

The most important thing is the role of trust. The findings of Mutyara et 
al. (2024) that place competence and credibility as an antecedent of trust are very 
relevant. In the context of AI, trust becomes more fragile as consumers realize 
that they are interacting with machines. Any mistake by a chatbot—be it an 
incorrect answer, a failure to understand context, or a data leak—can 
dramatically erode the trust that has been built (Kholisatunnisa, 2024; Muliyono 
& Sumijan, 2021). Therefore, maintaining high accuracy (ideally above 95%) and 
transparency about data usage is imperative for companies. 
Comparison with Previous Studies 

The study expands on previous findings by integrating multiple 
perspectives. While the research of Mutyara et al. (2024) focuses on e-commerce, 
the research of Haristiani and Rifa'i (2020) and Sarosa et al. (2020) in the field of 
education shows that the same principle applies across sectors. This shows that 
the basic mechanisms—competence, personalization, and trust—are universal in 
consumer-chatbot interactions. However, the study also identified that specific 
contexts (e.g., data vulnerability in e-commerce vs. accuracy needs in education) 
can moderate the strength of these relationships. 

Furthermore, this research provides nuances to the discussion about AI 
ethics. Prastyono et al. (2023) touch on the aspect of character building, which is 
a new dimension that is rarely discussed in the consumer loyalty literature. This 
reminds us that the impact of chatbots is not only limited to short-term business 
outcomes, but also to the social and psychological values of consumers. 
Companies need to consider the long-term impact of their chatbot design on 
consumer well-being. 
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CONCLUSIONS AND RECOMMENDATIONS 
The study concludes that the use of AI chatbots has brought about a 

significant transformation in the way consumer loyalty is formed and 
maintained. Loyalty is no longer solely a product of human interaction, but 
rather the result of an efficient, personalized, and trustworthy digital service 
ecosystem. The three key pillars identified—functional efficiency, interactive 
personalization, and credible trust—collectively explain the mechanisms of this 
loyalty change. 

AI chatbots offer tremendous potential to increase loyalty by providing 
services that are fast, accessible, and tailored to individual needs. However, this 
potential can only be realized if the company successfully addresses critical 
challenges such as limited natural language understanding, data privacy issues, 
and maintaining system credibility. Failure in these aspects will not only hinder 
the formation of loyalty, but it can also actively erode existing trust. 

Ultimately, the key to success lies in a balanced approach: harnessing the 
power of AI for efficiency and personalization, while still maintaining a human 
touch for empathy and complex problem-solving. Companies that are able to 
harmoniously integrate AI chatbots into their customer service strategies, with a 
focus on competence, ethical personalization, and trust-building, will be in the 
best position to win consumer loyalty in this competitive digital age. The study 
confirms that in the future, consumer loyalty will be determined not by whether 
companies use AI, but by how well and responsibly the AI is used. 
  
FURTHER STUDY 

This research has several limitations. First, as a literature study, the 
findings are based on the author's interpretation of existing research, which may 
contain subjectivity bias. Second, the number of articles reviewed is limited to 13 
articles, so it may not be representative of the entire spectrum of research in this 
area. Third, most of the literature reviewed comes from the Southeast Asian 
context, so generalization of findings to a global context needs to be done 
carefully. 

For future research, several directions can be considered: 
1. Quantitative Empirical Studies: Large-scale surveys are needed to 

statistically test the propositions put forward within this framework, 
especially the moderation effects of privacy concerns and NLP limitations. 

2. Longitudinal Studies: Loyalty is a dynamic construct. Longitudinal studies 
are needed to track how consumer loyalty changes over time as chatbot 
technology improves and repetitive interaction experiences. 

3. Cross-Cultural Analysis: An exploration of how cultural factors affect 
chatbot acceptance and the impact on loyalty will provide valuable insights 
for multinational companies. 

4. Impact of Generative AI: With the advent of generative AI (such as 
ChatGPT), future research should focus on how more sophisticated 
chatbots capable of having more natural and creative conversations will 
change the consumer loyalty landscape. 
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5. Ethical and Social Dimensions: More research is needed to explore the 
ethical implications of excessive personalization, the potential for 
manipulation, and the impact of human worker replacement on consumers' 
perceptions of corporate social responsibility 
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