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[bookmark: _Toc224565789]Background
The e-commerce has dominated the retail sector in the UK; hence digital customer experience is becoming significant among companies aiming at repeat buying and long-term loyalty. According to the official UK data, online retail continues to constitute a significant proportion of the overall retail operation with online sales amounting to 28.3% of retail sales in Great Britain in December 2025 (Retail Sales Team, 2026; ONS, 2021). This maintains this level of online-based purchases and makes technologies that have the capacity to enhance the responsiveness, convenience, and customer interaction of services in the digital areas more strategic.
The most obvious of these technologies is the AI chatbot. Chatbots facilitate instant support, product or product delivery questions in e-commerce, personalisation, and customer-assistance during the purchasing process (Chintalapudi, El-Gayar and Noteboom, 2025). According to the recent studies, chatbot-related attributes, including responsiveness, utility, and quality of the service, could determine online buying intentions and brand assessment by customers (Akdemir and Bulut, 2024). Simultaneously, larger surveys of AI-powered business point to the fact that trust is one of the key elements of consumer behaviour toward AI-enabled services (Teodorescu et al., 2023). 
Although the past research has associated the quality of AI chatbot services with such outcomes as trust, experience, and loyalty, the existing evidence is confined and situational (Chao, Yu, and Wei, 2024; Shahzad et al., 2024). The Journal of Retailing and Consumer Services has published recent studies on the overlaps of chatbot quality, credibility, user experience, and e-brand loyalty that suggest e-service quality and online shopping experiences are strong predictors of e-loyalty (Cachero-Martínez and Vázquez-Casielles, 2021). These results illustrate that additional theoretical experimentation is required and that there is a necessity to examine national and industry settings, including the UK e-commerce sector.
It is against this background that this research will be studying the effect of the quality of AI chatbot service on e-brand loyalty in the UK e-commerce market and how customer trust and user experience will mediate the relationship between them. The paper can fill both academic and managerial gaps since it broadens the current research on the relationship between AI-facilitated service quality and online loyalty. On the managerial front, the results provide online retailers with information on the relationship between the chatbot performance and favourable brand relationship (Polimerou and Spais, 2025). Finally, the study offers information on the impact that AI-based service experiences have on customer attitudes and loyalty in an increasingly digital market.
[bookmark: _Toc224565790]Research Aim and Objectives
Aim: The study aims to investigate into the connection between the quality of the AI chatbot services and e-brand followers in the UK e-commerce sector. The mediating variables that are examined in this analysis are the customer trust and user experience and how they influence the overall relationship.
[bookmark: _Toc224565791]Objectives
· To discuss the consumer attitudes towards quality of AI chatbot services in the UK e-commerce sector.
· To identify the correlation between the quality of services of AI chatbot and the extent of customer trust.
· To determine how the quality of AI chatbot services is related to the overall user experience.
· To examine the mediating effect of customer trust and user experience between the quality of the AI chatbot services and e-brand loyalty.
[bookmark: _Toc224565792]Research Questions
RQ1: What is the perception of consumers with regards to the quality of AI chatbot services in online shopping platforms in the UK?
RQ2: How strongly does the quality of the AI chatbot services correlate with the development of customer trust?
RQ3: How does the quality of the AI chatbot services affect the experience of users in general?
RQ4: Does customer trust and user experience play a crucial mediating role between the quality of the AI chatbot service and e-brand loyalty?
[bookmark: _Toc224565793]Literature Review
Wide-spread digitalisation of the retail sector and the growth of online stores have made innovative technologies more significant and capable of contributing to the improvement of customer communication and engagement. Chatbots that are based on artificial intelligence (AI) are one of the most common technologies of digital service, through which companies can automate their customer service, respond instantly to their questions, and offer personalised help during the online shopping process. Chatbots and other conversational agents are artificial humans that imitate human communication in text or voice and have been integrated more into digital trading platforms to enhance the service delivery and operational efficiency (Lim et al., 2022). With the escalation in the rate of online competition, organisations are turning to these technologies with the aim of enhancing customer satisfaction and customer relationships.
[bookmark: _Toc224565794]AI Chatbots in E-commerce
AI chatbots represent computer-based conversational agents that engage with the customers and communicate using the natural language and can automate customer service conversations in online settings (Huang, Markovitch and Stough, 2024). This has increased their adoption because machine learning and natural language processing have enabled the businesses to offer scalable and cost-based customer support. Chatbots have several benefits over the traditional customer service systems, such as 24/7 availability, faster performance, and lower operational costs (Huang, Markovitch and Stough, 2024). Such advantages have prompted organisations to integrate chatbots in their customer service approaches to improve digital customer experiences.
Notwithstanding those advantages of operation, research studies have revealed that consumers tend to be more sceptical about dealing with automated service systems. The chatbot interactions are often perceived by consumers as less empathetic and less adaptive than the human services, which can negatively influence the trust and acceptance of chatbot service (Huang, Markovitch and Stough, 2024). This shows the significance of comprehending the impact of the quality of chatbot services on the customer perception and behavioural outcomes.


[bookmark: _Toc224565795]AI Chatbot Service Quality
It is generally accepted that service quality is a major factor in customer satisfaction and loyalty in the traditional or digital service environment. Service quality in the context of AI chatbots means the capacity of the chatbot system to provide quality, responsive and personalised services to the users. The studies on the quality of chatbot service also indicate that functional (response speed, accuracy, etc.), and interactional (conversational ability, service recovery, etc.) attributes are also significant factors that influence how users rate the quality of chatbot services (Hsu and Lin, 2023). 
Empirical studies show that a high quality of chatbot services can greatly determine user satisfaction and behavioural intentions. To illustrate, the quality of chatbot conversation and service recovery quality have been identified to influence user satisfaction and loyalty to chatbot systems in a positive way (Hsu and Lin, 2023). Likewise, such dimensions of service quality as response speed, convenience, and accessibility also help to enhance consumer experiences during virtual agents’ interaction (Zhang, Liang and Li, 2024). The findings indicate that chatbot service quality can be enhanced to build the overall digital service experience.
Nevertheless, existing literature has mostly been technical in nature, and it has not explored the impact of service quality on the general results of relationship, including brand loyalty. This limitation argues that more research is required that will tie quality of chatbot services to relational results in online brands.
[bookmark: _Toc224565796]Customer Trust in AI-enabled Interactions
It is well known that trust is one of the key factors that can affect consumer adoption of AI technologies and digital services. Trust in chatbot interactions is the confidence that consumers have in the chatbot system, which can deliver reliable, accurate, and helpful information to the buyer in the purchasing process. The studies show that consumer trust is a major factor influencing satisfaction and behavioural consequences after the interaction with chatbots services (Huang, Markovitch and Stough, 2024). Some of the chatbot features that may affect trust include empathy, friendliness, transparency, and system reliability. Research indicates that conversational cues and social qualities of chatbots may positively affect the trust of consumers and minimize the resistance to chatbot use (Moussa, Kortam and Mahmoud, 2025). On the same note, anthropomorphism, a human-like chatbot characteristic, may enhance the user engagement and trust since interactions look more natural and relatable (Dewanti and Ikhsan, 2025). 
Regardless of these observations, the connection between the quality of chatbot services and trust remains not yet complete. The research that has been conducted on trust because of chatbot adoption has been done extensively instead of looking at the mediating or moderating effect of trust on the outcome of service quality and the overall customer relationship.
[bookmark: _Toc224565797]User Experience and E-Brand Loyalty
The user experience is a factor of great significance in the development of consumer perception of digital service technologies. Favorable impressions about chatbot systems may boost the level of customer satisfaction and promote the further utilization of online services. According to studies, the consumer performance, engagement and behavioural intentions in service environments are affected by chatbot interaction experiences (Dewanti and Ikhsan, 2025). Good experiences in automated services in digital commerce can enhance emotional attachment between the customer and the brands.
Customer loyalty is closely associated with positive experience during the service. Studies indicate that chatbots have the potential of creating this loyalty by enhancing customer satisfaction, trust, and quality of interactions on online platforms (Muhammad et al., 2023). Moreover, the review of the literature available suggests that the quality of service, information, and the system itself can result in more successful customer relationships and loyalty (Jenneboer, Herrando, and Constantinides, 2022). Most recent research on AI chatbots draws particular focus to the idea that aspects like trust and user experience tend to mediate the connection between the quality of the service and the loyalty to the e-brand (Shahzad et al., 2024). Though, a lot of the available empirical data is confined to certain industries or areas, which does not leave much opportunity to extrapolate such evidence to other contexts.  
[bookmark: _Toc224565798]Research Gap
Despite the previous studies that examined the relationship between chatbot service quality, trust, and user experience as part of online customer engagement, there are still several limitations. To begin with, most researchers concentrate on the adoption or satisfaction of chatbots, instead of investigating the impacts that the quality of chatbot services has on e-brand loyalty, which is a determinant of online stores. Second, the former research often analysed these variables separately, but not in mediating the relationship between trust and user experience. Third, most of the available empirical data have been created outside the UK setting, specifically in Asian markets, and these findings do not provide much insight into these connections in the UK e-commerce sector.
The study helps fill the gaps in research by investigating the connection between quality of the services of the AI chatbot and e-brand loyalty. The paper also examines the role of the customer trust and user experience as mediators in the context of the e-commerce sector in the UK. These variables can give a detailed framework on how the digital brand commitment works.
[bookmark: _Toc224565799]Research Methodology
The current study has a quantitative research design that will identify the relationships between the quality of the AI chatbot services, customer trust, user experience, and e-brand loyalty in the UK e-commerce industry. This type of methodology is oriented to calculating and analysing numerical data to confirm the hypotheses and to form the statistical relations between a particular number of variables (Oranga et al., 2025). This type of approach is very appropriate in this study, since the main aim of the study is to establish empirically the relationships between these pre-defined constructs.
The research design will be a cross-sectional survey, which is the one that involves the recording of data of a sample of respondents at a given period. According to Connelly (2024), cross-sectional studies are commonly used in the social science research to examine the relations between the variables. This design will enable gathering the perceptions of the consumers related to the chatbot service quality, the level of trust, and user experience during a particular time.
Primary data is gathered based on a structured online questionnaire that is sent to consumers that have used AI chatbots on online shopping platforms. Ponto (2015) asserts that survey research enables gathering of data using standardized questions that enable the researcher to measure the attitudes, behaviours, and perceptions of a particular group. The survey also uses a five-point Likert scale to measure these research constructs depending on how much the respondent agrees or disagrees with it (strongly disagree, strongly agree, etc.).
The target population will comprise consumers located in the UK that have used an AI chatbot as a part of an online shopping experience within 6-12 months. The recruitment of these subjects is based on non-probability convenience sampling, namely, taking advantage of the university circles and other social networking platforms. The proposed sample size of 150-250 participants is an adequate sample size in a quantitative framework to make sound statistical analysis.
Data analysis is carried out in a hierarchical order to ensure integrity and relevance of the findings. The first step is to first work with the data with the help of SPSS software to obtain the descriptive statistics and clear up the demographic picture of the participants. To have reliable scales, the scales will be tested based on Cronbach alpha, which is the most important measurement of internal consistency (Tavakol and Dennick, 2011). Lastly, relational testing is performed, which involves correlation analysis to determine the strength of relationship between variables and multiple regression analysis to determine the validity of the proposed relationship in the conceptual framework.
In general, this survey approach as a quantitative study would allow generating empirical data about the influence of the quality of the AI chatbot service on e-brand loyalty. Moreover, it will make it possible to test the mediating roles of customer trust and user experience in the environment of UK e-commerce.
[bookmark: _Toc224565800]Expected findings
Available literature indicates that the services of the AI chatbot have a great impact on e-brand loyalty in the UK e-commerce market, which follows both direct and indirect lines of customer trust and user experience. Studies show that quality, consumer-focused service interactions, which are supported by AI, may lead to a rise in consumer satisfaction, trust, and interactivity and, as a result, long-term loyalty to online brands. Also, the research on the quality of chatbot services concentrates on the fact that the quality of dialogue and the overall work are the main factors of the user satisfaction and the following behavioural loyalty. Therefore, the hypothesis of the present research is that the presence of an optimized chatbot performance leads to a better degree of trust and enhanced user experiences, which generally results in customer loyalty to the e-commerce brands.


[bookmark: _Toc224565801]Limitations
Although this study is very informative, it is also prone to several limitations. The convenience sampling method can limit the ability to extrapolate the results to the larger UK e-commerce market and use of self-reported data creates the risk of participant response bias. Moreover, the cross-sectional study only provides a temporary picture, which does not consider long-term changes in consumer loyalty. Lastly, the scope is narrowed down to the performance of AI chatbots, their trust and user experience, which are essential drivers of brand loyalty, but other important drivers include price perception and brand reputation, which are not examined.
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[bookmark: _Toc224565803]Conclusion
The provided proposal contains research that examines the impact of the quality of AI chatbot service on e-brand loyalty within the UK e-commerce market with references to the mediating impact of customer trust and user experience. As AI-based technologies increasingly take root in the process of shaping the digital customer service, it is essential to understand it through the prism of its impact on the consumer behaviour to inform both the scholarly research and practice. The empirical evidence will be acquired in the form of the relationship between these variables that will be suggested to provide by the quantitative methodology in question. The findings will be useful to the body of literature on AI-based customer service and online loyalty and offer practical implications to online businesses who are interested in improving customer relations and long-term brand relationships.
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