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ABSTRACT
This study aims to investigate AI chatbot service quality, customer trust, and e-brand loyalty in the UK e-commerce industry. The digital customer service of online retailers is increasingly powered by artificial intelligence technologies. A key determinant of customer perceptions and behavioural outcomes is the chatbot service quality. Though the growing use of AI chatbots, existing literature does not have conclusive findings about the effect of chatbot service quality on consumers’ trust and long-term loyalty.
The study used quantitative research, in line with a positivist philosophy and a deductive method. An online questionnaire was distributed to UK consumers who engaged with an AI chatbot system on an e-commerce marketplace to collect primary data. Statistical analysis of 150 valid responses was carried out with the help of a software, SPSS.  To test the proposed hypotheses, descriptive statistics, reliability analysis, Pearson correlation, and regression analysis were used.
This research shows that the quality of AI Chatbot service positively affects trust level and e-brand loyalty of customers. The study further suggests that digital commerce powered by AI creates a depth of trust in consumers. Based on the study findings, important dimensions include responsiveness, reliability, communication quality and personalisation that influence positive customer perceptions towards chatbot systems.
This study adds to scholarly discourse on the subject by providing practical proof of AI chatbot service quality and customer behavioural results in the UK e-commerce sector. The results show that e-commerce companies must have efficient, responsive and trustworthy chatbot systems which can help improve customer relationships, strengthen customer loyalty and enhance long-term digital competitiveness.
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[bookmark: _Toc231446016]Chapter One: Introduction
[bookmark: _Toc231446017]1.1 Background
The increasing internet penetration, changing buying behaviour and rapid digitalisation led to transformation of global e-commerce industry. Research suggests that UK retail and its sectors have become one of the largest growing industries as consumers expect fast, bespoke and always available digital services (Wadud, Liang and Polkinghorne, 2025). As a result, online retailers are increasingly deploying AI-enabled technologies into customer service operations to improve efficiency, customer engagement, and competitive advantage (Chau et al., 2025). The e-commerce boom has thus increased organizational dependence on automated service systems capable of efficiently managing a broad-based range of customer relationships in highly competitive online marketplaces (Criveanu, 2025).
The use of AI chatbots is constantly gaining traction among e-commerce businesses to cater for customer service digitally. AI chatbots are computer programmes that employ machine learning and natural language processing technologies to interact with customers, answer queries, recommend products, and provide continuous online support.  According to researchers, chatbot systems enhance operational efficiency and decrease organisational costs by replacing repetitive human service functions using automated communication systems (Uzoka, Cadet and Ojukwu, 2024).  Also, with chatbot technologies, companies can always provide instant replies and reply to many customers at once. Nonetheless, these advantages, have given rise to issues related to emotional authenticity, quality of service and relationship building, which are detrimental for not only human agents but also for AI agents (Kleinert et al., 2026). Critics argue that excessive automation could undermine emotional involvement in online service experiences (for example, empathy and contextual understanding), which, in turn, could decrease customer confidence.  (Meng, Lu and Xu, 2025).
The increasing adoption of AI across online retail industries has made the quality of chatbot service delivery more critical than ever in determining customer perceptions and behavioural outcomes. The service quality of AI chatbots, as defined by Deshmukh and Sharma (2023), mostly concerns the responsiveness, reliability, accuracy, personalisation and communication. Research indicates that efficient and reliable chatbot systems positively influence customer satisfaction and the acceptance of technology (Wahbi, Khaddouj and Lahlimi, 2023). But there is still a lot of academic discussion whether technical efficiency on its own gives positive results for the customer. According to some researchers, empathy, warmth and emotional responsiveness make the customer relationship and engagement stronger (Park and Whang, 2022 ) . In contrast, other studies say that consumers in utilitarian e-commerce sites prefer efficiency and problem-solving capacity over emotional interaction (Pires et al., 2024). This inconsistency suggests that the factors of successful chatbot service quality are still under debate.
In AI-enabled e-commerce environments, customer trust and e-brand loyalty have assumed strategic significance.   Trust plays a key role in online commerce because customer perception of risk is higher in an online environment with limited physical contact between the customer and the firm (Lăzăroiu et al., 2020). As per researchers, dependable chatbot interactions boost the confidence of customers and mitigate uncertainty with online transactions (Alagarsamy and Mehrolia, 2023). In the same vein, due to low switching costs, consumer movement to competing online brands is easy and so customer loyalty in e-commerce is quite important (Beyari, 2025). The United Kingdom has advanced e-commerce ecosystem and increasing usage of AI-enabled customer service technologies, which provides an interesting context to study these relationships. Despite the increasing implementation of chatbot systems, existing literature does not reach any consensus on the extent to which chatbot service quality enhances customer trust and e-brand loyalty in the UK e-commerce context. Further explorations are needed to critically evaluate these relationships in today’s digital trading environments.
[bookmark: _Toc231446018]1.2 Research Problem
The digital customer service systems of global retail markets have swiftly adapted to the latest AI chatbot technologies through e-commerce. In an endeavour to enhance service efficiency, minimise operational costs and improve the quality of customer interaction, organisations are increasingly using AI chatbots. 
Nonetheless, while chatbot technology is widely adopted, it is still uncertain whether a high-quality chatbot service can indeed improve customer trust and long-term e-brand loyalty. According to existing studies, technology adoption intention, continuance intention, customer satisfaction, and perceived usefulness have received attention from prior studies. While e-brand loyalty in AI-enabled commerce has not received strong attention (Li et al., 2023). 
Previous literature also presents differing opinions on the most important dimensions of chatbot service quality. According to Rita, Vong and Correia (2026) and Aly (2025), while some researchers believe that the more a robot engages in human-like qualities such as empathy and emotional responsiveness, the more positive the customer relationships, others who follow a different approach think that technical efficiency, responsiveness, and reliability matter more in generating positive customer outcomes. Moreover, there has been limited research on the relationships found in the UK e-commerce. As such, there remains a lack of understanding of the association between UK e-commerce AI chatbot service quality and customer trust and e-brand loyalty.
[bookmark: _Toc231446019]1.3 Research Aim
This study aims to measure the effect of AI chatbot service quality on customer trust and e-brand loyalty within the UK e-commerce over time.
[bookmark: _Toc231446020]1.4 Research Objectives
· To examine the effect of AI chatbot service quality on customer trust within UK e-commerce. 
· To analyse the impact of AI chatbot service quality on e-brand loyalty. 
· To evaluate the relationship between customer trust and e-brand loyalty. 
· To assess the role of AI-enabled customer service interactions within UK digital commerce environments. 
[bookmark: _Toc231446021]1.5 Research Questions and Hypotheses
In this study, the researchers will find out how the service quality of AI Chatbot affects customer trust and e-brand loyalty in UK-based e-commerce platforms. This study will answer the following questions.
[bookmark: _Toc231446022]1.5.1 Research Questions
· RQ1: How does AI chatbot service quality influence customer trust in UK e-commerce? 
· RQ2: What is the impact of AI chatbot service quality on e-brand loyalty? 
· RQ3: How does customer trust affect e-brand loyalty? 
Based on existing theoretical and empirical literature, the following hypotheses are proposed:
[bookmark: _Toc231446023]1.5.2 Hypotheses
· H1: AI chatbot service quality positively influences customer trust significantly. 
· H2: AI chatbot service quality positively influences e-brand loyalty significantly. 
· H3: Customer trust positively influences e-brand loyalty significantly. 
Customer trust and loyalty are important relationships that are increasingly recognized as strategic determinants of competitive advantage and customer retention in AI-enabled digital commerce systems.
[bookmark: _Toc231446024]1.6 Research Justification
This study is academically important because current literature on AI-enabled customer service is theoretically fragmented and evolving at a rapid pace. Past studies have concentrated on user satisfaction, technology acceptance and continuance intention. Limited studies have directly examined the e-brand loyalty in AI chatbot contexts (Li et al. 2023). Also, prior works frequently study chatbot service quality, customer trust, and user experience in isolation rather than bringing these variables into one framework. 
Whether a chatbot’s efficiency or human-like characteristics carries more weight in influencing consumer perceptions and behaviours, researchers are still debating (Dewanti and Ikhsan, 2025; Rita, Vong and Correia, 2026). Moreover, the study is practically significant in the sense that e-commerce firms are investing immense resources in AI chatbot system to bolster customer engagement and competitiveness. As low switching costs increase the intensity of online competition, the strategic understanding of the influence of chatbot service quality on customer trust and loyalty has become important for sustainable digital business performance (Beyari, 2025).
[bookmark: _Toc231446025]1.7 Literature Gap
Although AI chatbot research has witnessed major growth, there are clear gaps in the literature.  To begin with, earlier studies mostly focused on variables like customer satisfaction, continuance intention, perceived usefulness, technology adoption, and the like, instead of examining the e-brand loyalty outcomes directly in AI-enabled e-commerce environments (Li et al., 2023). As a result, little is known about the long-term relational influence of chatbot service quality.
Secondly, existing research has often studied chatbot technology in selected industries such as banking, insurance, and cosmetics and luxury retail so these findings may not be applicable to UK e-commerce settings (Huang, Markovitch and Stough, 2024). Many researchers have examined customer trust, service quality and user experience separately. However, a lot fewer studies integrate these three variables into one framework to study their collective effect on e-brand loyalty.
Finally, previous studies contradict each other’s findings regarding which is more important – functional efficiency or human-like interaction qualities. Some researchers stress responsiveness and reliability, while others identify emotional intelligence and humanoid communication elements as the key determinants of customer results (Rita, Vong and Correia, 2026). To this end, the study will carefully analyse how AI chatbot service quality impacts customer trust and in turn, how this relationship influences e-brand loyalty within the UK e-commerce industry.

[bookmark: _Toc231446026]1.8 Dissertation Structure
The dissertation contains five chapters. Chapter 1 includes the background justifies the aims and objectives, the research problem, research question and literature gap. By researcher’s focus on the literature review on AI chatbot service, feature quality, customer trust, user experience and e-brand loyalty as in chapter 2, the conceptual framework and hypotheses were developed.  The research philosophy and approach, strategy, data collection, sampling and statistical analysis used in this study are discussed in detail in chapter three. Discussion of empirical findings from the data analysis conducted through SPSS and critical discussions of finding vis-a-vis literature and theories is done in chapter four. Finally, Chapter 5 wraps up the results of the study along with its conclusions, recommendations, limitations and suggestions for further study.
[bookmark: _Toc231446027]Chapter Two: Literature Review
[bookmark: _Toc231446028]2.1 Introduction
The chapter literature reviews AI chatbot services in the e-commerce sector and their effectiveness, customer trust, user experience, and e-brand loyalty. With the growing use of AI chatbots to perform online customer service support, the relationship between the quality of services these AI bots offer, and customers’ perceptions and behavioural outcomes has become an important area of research. In this research, the quality of AI chatbot services is the rating of the quality of the chatbot by the customers based on its responsiveness, accuracy, reliability, personalization, and overall services delivery. Customer trust is the confidence of a user that they have in the chatbot and the interactions with the brand using AI, whereas loyalty is the interest of a customer in the online brand that he chooses to continue, repeat, and commit to do so. The chapter starts with the theoretical background; it is then followed by the discussion of AI chatbot service quality, customer trust, and customer loyalty. It further analyses how these variables relate to each other as per the hypotheses proposed, gives the conceptual framework, states the gap in the literature and finally gives a summary of the chapter.

[bookmark: _Toc231446029]2.2 Theoretical Background
The study is supported by several important theoretical frameworks, which explain the interaction of consumers with AI chatbot technologies, as well as the impact of such interactions on the results of trust, experience, and loyalty in e-commerce contexts. The most applicable theories are the Technology Acceptance Model, trust theory and relationship marketing theory.
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[bookmark: _Toc230317402]Figure 1: Technology Acceptance Model (Davis, 1989)
One of the most used theories to explain technology acceptance is the Technology Acceptance Model (TAM) (Davis, 1989). This model suggests that the perceived ease of use and the perceived usefulness are the key factors affecting technology acceptance. In terms of AI chatbots, several studies have demonstrated that ease of use and providing efficient, helpful responses increases the likelihood of users interacting with and continuing to use the chatbots (Hsu and Lin, 2023). The model is applicable as it explains the consequences of the quality of the services of the chatbots on the perceptions of the users and their behavioural intentions.
[image: ]
[bookmark: _Toc230317403]Figure 2: Trust theory (Morgan and Hunt, 1994)
The theory of trust also describes how users gain trust in AI system (Morgan and Hunt, 1994). In online contexts where there is a high degree of uncertainty and perceived risk, trust is of great essence. Gambetta (2019) defines trust as a subjective likelihood that an agent will act in a certain way that will benefit the trustor. In an AI chatbot communication, reliability, transparency, responsiveness, and perceived competence are the factors that influence trust (Li, Fang and Chiang, 2023). Users will trust the system more when they believe chatbots to be accurate and reliable, which subsequently affects satisfaction and loyalty levels. This theory is highly relevant as trust acts as a key mediating variable in this study.
[image: ]
[bookmark: _Toc230317404]Figure 3: Relationship Marketing Theory (Berry, 1995)
Moreover, the Relationship Marketing Theory proposed by Berry (1995) aims at creating long-term relationships between the customers and firms. It is proposed in the theory that continuous value creation, trust and engagement are what leads to customer retention and customer loyalty as opposed to a one-time transaction. AI chatbots are essential in e-commerce to ensure continuous communication with customers, give them personalized service, and improve customer experience. According to the previous studies, the quality of interactions with the chatbot enhances the emotional and relational relationships with the customers, which ultimately results in the loyalty (Huang, Markovitch and Stough, 2024).
All in all, these theories will be a good basis to this research. TAM is a theory that describes how users accept chatbot technology, trust theory is a theory that describes a development of confidence in AI interactions, and relationship marketing theory is a theory that describes how the interactions lead to long-term loyalty. They jointly promote the recommended relationships between the quality of AI chatbot performance, trust, user experience, and e-brand loyalty in the e-commerce environment.
[bookmark: _Toc231446030]2.3 AI Chatbot Service Quality
Customer experience and behavioural outcomes are crucial in e-commerce, making the quality of AI chatbot services a significant metric to capture. The quality of chatbot service, in contrast to the traditional e-service quality, is multidimensional, combining functional performance with the ability to interact in a human-like manner (Hsu and Lin, 2023). As stated by Chen et al. (2022), the quality of AI chatbot services consists of several key dimensions: efficiency, understanding of semantics, personalization, collaboration between humans and AI, and ongoing enhancement. Furthermore, the capabilities of a specific chatbot have evolved beyond that of a basic system to enable adaptive and intelligent interactions.
A wealth of literature is devoted to the importance of critical functional qualities of chatbots service quality. Researchers have continuously demonstrated that system reliability, information quality, response accuracy, and capability to solve problems are key motivators of user satisfaction. 
As an example, Rita, Vong and Correia (2026) and Syafitri and Alfansi (2024) define the quality of information (accuracy, relevancy and timeliness) as one of the most effective predictors of customer satisfaction and repeat usage intention. In the same vein, Zhang, Liang and Li (2024) emphasize that speed of response, ease of use, and efficiency of the system can contribute to a high degree of task-technology fit, which in turn translates into higher levels of user satisfaction and continuance intention. This utilitarian approach is also evidenced by Gao et al. (2025) as they suggest that the problem-solving capacity of chatbots has a direct impact on user satisfaction due to the confirmation of expectations, and therefore, it becomes a major factor in subsequent use.
Nevertheless, AI chatbots cannot be judged by their technical performance exclusively in terms of service quality. Emergent literature that focuses on experiential and relational.  Li et al. (2023) state that chatbots have characteristics such as interactivity, visibility and connectivity. These results indicate that the quality of chatbot services works based on both cognitive (efficiency, accuracy) and emotional (engagement, interaction quality) processes.
Even now, however, there is a debate about the relative significance of functional versus human-like features. The research claims that human-like traits like empathy, warm, and anthropomorphism have a significant influence on user perceptions and behavioural results (Dewanti and Ikhsan, 2025; Ding and Najaf, 2024). These characteristics enhance trust and interaction by developing a feeling of social presence and emotion. Other studies disagree with this, however, indicating that the functional performance is still more significant. In a study by Rita, Vong and Correia (2026), anthropomorphism and response humanness did not strongly predict satisfaction, and this result supports the claim by users that, in most cases, they value efficiency and accuracy in e-commerce more than social interaction. This paradox indicates that the significance of the human-like features can be context-specific, specifically, different in the utilitarian and hedonic service contexts.


Communication quality is another important aspect of the quality of chatbot services. According to Naqvi et al. (2023) and Chung et al. (2020), accuracy, credibility, and clarity of responses provided by chatbots are the most important aspects to ensure customer satisfaction and trust. The breakdown of communication, or a lack of conversations, can severely hurt its user perceptions and trust (Følstad, Law and van As, 2024). 
Also, the aspect of personalisation has been considered in general as another significant factor of quality of chatbot services. One-on-one conversations help chatbots to provide custom advice and response that make them more relevant and customer focused. Researchers like Shahzad et al. (2024), Hassan, Abdelraouf, and El-Shihy (2025) show that personalization improves the relationship between service quality, trust levels, and customer loyalty by enriching the customer experience and value. This is in line with the larger notion of value co-creation, wherein customers can interact with AI systems in a way that creates valuable service experiences (Sboui, Baati and Sfar, 2024).
Altogether, the literature indicates that the quality of the AI chatbot service is a multidimensional phenomenon, which includes the functional efficiency, the quality of communication, personalization, and the interaction with the human. Although it is widely agreed that service quality has a positive effect on satisfaction and behavioural outcome, the relative significance of the various dimensions of service quality is less agreed upon. Most of the studies, however, end up concluding that the good experience of using a chat bot increases the customer experience and consequently trust, satisfaction and loyalty in e-commerce environments.
[bookmark: _Toc231446031]2.4 Customer Trust
One of the core concepts of online space is customer trust since online transactions are associated with uncertainty, information asymmetry, and decreased human contact (O’Higgins and Fatorachian, 2025). Trust in the context of e-commerce is typically the readiness of a customer to trust a technology or services provider despite their possible riskiness, based on the expectation of reliability, competence, and integrity. In AI-driven environments, this definition is more complicated since the trust is not only placed on the brand, but on the technological mediator of the service experience as well. 
Consequently, trust in chatbot situations is a confidence in the system to deliver correct, secure, helpful, and suitable responses when interacting online (Jenneboer, Herrando and Constantinides, 2022).
Trust plays a greater role in AI and automation since, in most cases, customers cannot see how decisions are made or how information is processed in full. Conversational commerce studies indicate that trust is among the most valuable requirements of adoption, satisfaction, and further usage of AI-based service tools (Lim et al., 2022; Li et al., 2023). An especially helpful approach by Huang, Markovitch and Stough (2024) is that they differentiate between dispositional trust and learned trust and situational trust. According to their results, trust does not exist as a one-dimensional belief, but a stratified judgment, formed through previous technology attitudes, experience with chatbots, and experience with the immediate service experience (O’Higgins and Fatorachian, 2025). This is significant as it clarifies the reason why not all consumers are convinced by chatbots even in the case when the performance of the service is objective.
The literature shows that there are several factors that affect the trust in chatbots. To begin with, functional competence is essential. Consistency, precision, usefulness, and user-friendliness always enhance trust as they minimize doubts and indicate the ability of the chatbot to handle service functions efficiently (O’Higgins and Fatorachian, 2025; Jyothsna, Subbaiah and Kryvinska, 2024). On the same note, the quality of communication is significant since customers tend to trust the systems that can give credible, clear, and relevant answers (Akdemir and Bulut, 2024). Second, trust is also influenced by social and emotional cues. Cheng et al. (2021) demonstrate that perceived human-likeness may boost the levels of trust and satisfaction, whereas Ltif (2023) believes that empathy and friendliness can greatly enhance trust in text-based chatbots. As Wang et al. (2023) suggest, more recently, the establishment of trust with chatbots implies the affective type of trust, which is premised on empathy and personalization, and cognitive trust, which rests upon competence, transparency, and security.
However, the literature offers that the degree of trust in chatbots is low and cross-situational. All studies do not imply that only the quality of technical service suffices.
 Examples include Moussa, Kortam and Mahmoud (2025) who discovered that service quality enhanced by AI did not have significant influence on customer experience and that users might perceive simple technical performance as a base requirement, not a source of trust or differentiation. Also, chatbots may not be as trusted as human agents, especially when it comes to service-oriented situations that are either emotionally sensitive or complicated (Huang, Markovitch and Stough, 2024). This means that automation can also be efficient, but trust is yet to be established through the perceived credibility, intelligibility and suitability of the interaction to the service situation.
Overall, the body of literature that confirms the multidimensionality of customer confidence in chatbot environments includes technological confidence, emotional confidence, and interaction-based evaluation. Trust is thus not simply a by-product of effective system design, but an interactive process whereby AI services quality affects satisfaction, loyalty, and acceptance in the long term in e-commerce.
[bookmark: _Toc231446032]2.5 Loyalty
E-brand loyalty is defined as the preference and commitment of a customer to an online brand which is a sustained loyalty expressed in both positive attitudes and intentions to repeat behaviour in online contexts. Loyalty is particularly significant in e-commerce since changing the platform is typically inexpensive and customers can readily transition to rival systems. Consequently, loyalty cannot be achieved in a single successful transaction, but it is measured by whether the digital experience of service generates satisfaction, trust, and value in the long-term (Beyari, 2025).
Attitudinal and behavioural loyalty are generally differentiated in the literature. Attitudinal loyalty is the psychological commitment, positive brand preference and readiness to recommend or to further support a brand. Behavioural loyalty, on the other hand, is the observable behaviour that is expressed by the repeat purchase, reuse intention, continuance intention and patronage behaviour. Chatbot-enabled commerce is applicable to both forms. Indicatively, Cheng and Jiang (2020) demonstrate that satisfaction because of the chatbot interactions enhances the loyalty and subsequent usage, whereas Zhao et al. (2026) associate satisfaction with repurchase intention in e-commerce. 
In a similar vein, as shown by Wahyuni, Yuningsih and Arisandy (2025) and Singh and Singh (2024), positive service experiences that are supported by AI contribute to customer loyalty by mediating the effects of these experiences, which include satisfaction, engagement, and perceived efficiency.
Service encounters are highly influential in shaping loyalty in digital commerce since such interactions often replace the support that is traditionally provided face-to-face. This predisposes AI-facilitated customer service as a strategic element in building loyalty. The meta-analytic evidence indicates that AI has a high overall positive impact on the loyalty of customers to the e-commerce sector, but the extent of this effect depends on the type of AI application and the circumstances of a service (Beyari, 2025). Studies also suggest that when chatbot-enhanced services are efficient, responsive, and psychologically stimulating, customers will be more loyal (Hussain et al., 2025).
Of special importance is the connection between the experience of loyalty and digital services. The experience of chatbots is not only functional but also experiential and includes the ease of use, pleasure, personalization, and the quality of emotion. Haugeland et al. (2022) demonstrate that interaction design has an impact on pragmatic and hedonic quality, implying that user experience is how customers judge chatbot experiences. Similarly, Pham et al. (2025) observed that personalization and quality of the systems greatly enhance satisfaction, which consequently leads to loyalty among the Generation Z users. Overall, the literature indicates that e-brand loyalty in chatbot settings is the result of a synthesis of attitudinal commitment and behavioural repetition, the latter, in turn, being strongly dependent on the quality of digital service experiences.
[bookmark: _Toc231446033]2.6 Relationship between AI Service Quality and Trust (H1)
The literature supports the hypothesis that the quality of AI chatbot services and customer trust is strongly correlated. Service quality in online environments lowers uncertainty by indicating that the system can execute service tasks effectively and efficiently and is reliable. This is particularly necessary when it comes to AI-mediated interactions, where the customers might be initially sceptical of automation. 
Regular research indicates that customers tend to trust chatbots more when their information is accurate, helpful, they respond and are user-friendly (Alagarsamy and Mehrolia, 2023; Wut et al., 2025).
Empirical studies determine that functional and relational dimensions of service quality are significant trust drivers. Functional quality encompasses the system reliability, information accuracy, security, usefulness, and efficiency. Alagarsamy and Mehrolia (2023) discovered that the quality of services and information have a positive impact on trust, whereas perceived risk and privacy issues undermine it. On the same note, Chi and Hoang Vu (2022) state that the quality of communication is a key mediating factor between AI characteristics and customer trust. In this light, trust is built upon the feeling of credibility, understandability, and technical capability of the chatbot interactions by the users.
Simultaneously, relational and human like cues also influence the formation of trust. Wang et al. (2026) differentiate between cognitive and affective trust grounded on the reliability and transparency and empathy, tone, and personalization respectively. They propose that the trust in chatbots is a multidimensional concept as opposed to a technical one. This further supports the point that the high standard of service within chatbot environments is not solely on what the system is performing, but rather how the system is communicating with the user. In the same vein, Singh et al. (2024) demonstrate that trust modulates the relationship between various chatbot characteristics and acceptance intention, although human-like and socially responsive designs can promote user trust.
This correlation is theoretically consistent with the trust-based perception of the logic of digital service and technology acceptance. The good service quality decreases perceived uncertainty and enhances perceived usefulness and ease of use and consequently leads to reliance on the chatbot by the users. The connection is not necessarily direct as well. The empirical evidence indicates that on the one hand, it can be believed that when the appearance of a human-like design is like it, it becomes natural and authentic, and on the other hand, it turns unnatural and unauthentic (Shahzad et al., 2024). 

To illustrate, the effects of uncanny valley might decrease trust when chatbot avatars are too human, and AI disclosure during emotional interactions can also lead to the decrease of perceived authenticity (Hao et al., 2025; Song and Shin, 2022). This implies that it must be an average quality of service: it must be competent, cordial as much as possible without arousing discomfort or suspicion.
Overall, the hypothesis that the improvement in the quality of AI chatbots services has a positive impact on customer trust is verified by the literature, but the quality of this relationship depends on the technical performance as well as the design of interaction.
H1: Quality of AI chatbot services positively influences customer trust significantly.
[bookmark: _Toc231446034]2.7 Relationship between AI Service Quality and Loyalty (H2)
The literature tends to advocate a positive correlation between the quality of AI chatbot services and customer loyalty. Service quality is a determinant of loyalty in e-commerce as it enhances customer attitude towards convenience, responsiveness, and value when using digital services. When chatbots work successfully, customers feel more inclined to communicate with the brand again, re-use the service, and form repeat purchase intentions (Li et al., 2023; Beyari, 2025).
Several studies point to the fact that high-quality AI service directly boosts the outcomes regarding loyalty. As an example, the service assisted by AI is proven to enhance customer loyalty by making the interaction more efficient and gratifying (Singh and Singh, 2024). On the same note, research by Beyari (2025) indicates that AI has a very strong positive overall relationship with customer loyalty in e-commerce, which indicates that AI-based service has the potential to facilitate retention, engagement, and repeat behaviour. Zhao et al. (2026) are also able to demonstrate that chatbot responsiveness and social presence are a driver of repurchase intentions, whereas Wahyuni, Yuningsih and Arisandy (2025) identify chatbot service as a positive influence on loyalty, particularly due to improved engagement and satisfaction.
The relationship is not direct though. The literature indicates that service quality tends to influence the loyalty via intervening factors like satisfaction, trust and customer experience rather than on a one-step basis. 
An example is Pham et al. (2025), who discovered that the quality of the systems and personalization enhanced satisfaction, which in turn affected the loyalty. This implies that although service quality is a base, its influence on loyalty can be contingent on the way customers emotionally and cognitively process the service experience.
Most importantly, not all service quality dimensions play an equal role. According to some of the studies, the technical competence and personalization are more relevant than all the traditional dimensions of service, and certain characteristics can even demonstrate weak or unimportant effects based on the situation and the target audience. It means that companies cannot presume that every type of chatbot enhancement is bound to lead to loyalty.
All in all, the literature confirms that AI service quality and loyalty have a positive relationship but that this correlation can be enhanced by mediating variables.
H2: AI chatbot service quality has a significant positive effect on e-brand loyalty.
[bookmark: _Toc231446035]2.8 Relationship between Trust and Loyalty (H3)
Trust is a well-known predictor of loyalty in digital contexts as it minimises the perceived risk and makes customers consider long-term relations with a brand. Trust is particularly critical in determining attitudinal commitment and behavioural loyalty in contexts of e-commerce where service delivery is mediated by technology and uncertainty is high (Syarifudin, Yulianto and Nugroho, 2024). Those customers who feel that the service system is reliable, safe, and in line with their interests will also tend to stay loyal (Beyari, 2025).
This relationship is highly supported by empirical research. Alagarsamy and Mehrolia (2023) discovered that trust is a key determinant of attitude, satisfaction, and behaviour intention, which supports its leading role in the outcomes of chatbots. Likewise, Wang et al. (2026) demonstrate that affective and cognitive trust enhance engagement and satisfaction as the main avenues to loyalty. Trust has also been reported to boost purchase intention and positive behavioural reactions in related e-commerce studies, particularly when customers believe the chatbot to be trustworthy and socially acceptable (Hu, Xu and Chen, 2025).
The mediation logic is especially applicable to the current research. Trust is not necessarily the ultimate result of chatbot interaction but rather a relationship system between service quality and enhanced brand results (Al-Oraini, 2025). Good service quality can lead to the creation of trust and that trust further leads to satisfaction, involvement, repeat use and loyalty. The trend is echoed in several studies. As an illustration, trust increases chatbot acceptance and usage intention (De Andrés-Sánchez and Gené-Albesa, 2024; Nguyen and Le, 2024), with a broader range of evidence indicating that trust is closely related to satisfaction, which, in turn, promotes further loyalty and repurchase behaviour (Ding et al., 2025; Sujová, 202
An important detail, though, is that trust might not be a panacea. Satisfaction, efficiency or experience seem to have greater direct impacts with loyalty than trust in particular contexts. Despite this, trust is a pillar relational variable in that it underlines the intention to trust the chatbot and the brand in the long run. In AI-mediated service environments, there is a chance that without trust, loyalty will not be maintained.
H3: Customer trust has a significant positive effect on e-brand loyalty.
[bookmark: _Toc231446036]2.9 Conceptual Framework
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[bookmark: _Toc230317405]Figure 4: Conceptual Framework

The conceptual framework of this study demonstrates that AI chatbot service quality is the primary independent variable that affects the customers' trust and e-brand loyalty in the UK ecommerce industry. The framework is developed based on literature which posits that chatbot quality through responsiveness, reliability, accuracy, personalisation and communication will positively impact customer perception and behaviour (Chen et al, 2022; Hsu and Lin, 2023). The belief that customers are trusting serves as a mediating relational mechanism through which consumers develop confidence in AI-enabled service interactions and brands online (Morgan and Hunt, 1994). The model also suggests that customer trust enhances e-brand loyalty positively by inducing customer commitment, repeat purchase intention, and long-term engagement with online retailers. As such, the conceptual framework posits that the AI chatbot service quality positively impacts customer trust and e-brand loyalty, while customer trust, in turn, strengthens e-brand loyalty in AI-enabled e-commerce environments.
[bookmark: _Toc231446037]2.10 Literature Gap
While the existing literature provides insights into the quality of the AI chatbot service, trust, user experience, and loyalty, there are some critical gaps identified. First, a significant part of the earlier studies has been conducted on adoption intention, continuance intention or satisfaction, but not on e-brand loyalty as an independent variable in the context of e-commerce (Li et al., 2023; Li et al., 2023a; Jyothsna, Subbaiah and Kryvinska, 2024). Second, a significant amount of literature explores these relationships in industries like banking, insurance, cosmetics, and luxury retail, which restricts the contextual applicability of the results to the e-commerce industry overall in the UK (Huang, Markovitch and Stough, 2024; O’Higgins and Fatorachian, 2025). Third, the literature mostly focuses on trust or satisfaction or user experience separately and there are limited studies that integrate all three variables in one consistent model that ties the quality of chatbot services with loyalty (Shahzad et al., 2024; Widayanti et al., 2025). Moreover, the question of which aspects of chatbot quality are the most important is incongruent, with some articles focusing on functional efficiency and others on human-like or emotional qualities (Rita, Vong and Correia, 2026; Zhao et al., 2026). 
Thus, the study fills these gaps by discussing the impact of the quality of AI chatbots services on e-brand loyalty within the UK e-commerce environment and specifically considers how the concept of customer trust and user experience mediates the effect.
[bookmark: _Toc231446038]2.11 Conclusion
The review revealed that the quality of chatbot services is multidimensional and trust and experience are significant mechanisms where AI-enabled service affects loyalty. The chapter also revealed significant gaps in theoretical and empirical knowledge especially regarding the integrated models in the UK e-commerce environment. The following chapter is the research methodology that was employed to empirically test these relationships.
[bookmark: _Toc231446039]Chapter Three: Methodology
[bookmark: _Toc231446040]3.1 Introduction 
The research’s methodology applied in this study to examine the relationship between AI chatbot service quality, customer trust, user experience and e-brand loyalty in the UK e-commerce context has been discussed in this chapter. Using the Research Onion Framework of Saunders, Lewis, and Thornhill (2019), the chapter justifies the selected research design, philosophy, approach and methods. The emphasis placed on quantitative methodology ensures that relationships among the variables are measurable. It utilises statistical analyses which ensure that the results are objective and the findings are also generalisable. In the next section, it describes the procedure for data collection, sampling procedure, measurement scales, techniques for data analysis and ethical consideration that was used for addressing research questions and to test the proposed hypothesis.
[bookmark: _Toc231446041]3.2 Research Onion 
To present the research methodology in a systematic manner, this study uses the Research Onion created by Mark Saunders, Philip Lewis and Adrian Thornhill (2019).
The model allocates various methodological choices into organisational layers and the development of the research process. Includes research philosophy, research approach, research strategy, method choice and time horizon. It uses the research onion to ensure that the goals of the research, the theories used and the analytical tools are aligned in the study.  The research is positivist in philosophy, deductive in paradigm, quantitative in strategy, mono-method in choice, and cross sectional in time horizon, used to test the relations among e-brand loyalty, user experience, customer trust and service quality of AI chatbot in e-commerce sector in UK.
[image: Saunders et al.’s (2019) research onion (the research onion diagram is ©2018 Mark Saunders, Philip Lewis, and Adrian Thornhill and reproduced in this article with their written permission).]
[bookmark: _Toc230317406]Figure 5: Research Onion framework developed by Mark Saunders, Philip Lewis, and Adrian Thornhill (2019)
[bookmark: _Toc231446042]3.3 Research Philosophy 
The research philosophy used in this research is positivist research that states that reality is objective, observable and measurable by the researcher without interacting with the object of the research (Maretha, 2023). Positivism is especially adequately applied to the research that aims to test the theoretical relationships and produce empirical evidence based on the structured and quantifiable data (Maksimovic and Evtimov, 2023). 
The elements of the research, namely chatbot service effectiveness, customer confidence in digitalization, user satisfaction and brand loyalty in digital space, can be measured in numerical units and correspond to the positivist philosophy.
According to Lionello et al. (2021), the positivist approach allows the use of standardised data collection tools such as structured questionnaires and Likert-scale measures.  Through this method, it also possible to systematically test hypothesis using various statistical methods.  As a result, the study has more reliability and replicability which is a scientific study.
Positivism has been criticized for failing to address the subjective experiences and deeper meanings linked to human behaviour (Maksimovic and Evtimov, 2023). The study has its drawbacks in that the emotion of the user during interaction with the bot can't be considered. For the primary goal, however, is NOT to study the individual, but to find patterns and test relationships, positivism is appropriate. Therefore, the philosophical perspective has been chosen as the basis for the investigation of the influence of quality of AI chatbot services in a systematic and scientific manner on trust and loyalty.
[bookmark: _Toc231446043]3.4 Research Approach 
Research method used in this research is deductive research, that is, carrying out research to formulate a hypothesis based on the theory that has already been formed and testing it with empirical data (Casula, Rangararajan and Shields, 2021). This approach was used because the study is based on theories, namely the Technology Acceptance Model and trust theory to obtain the relationships suggested in the study.
The processes of deduction and induction make great displays as far as the study is concerned. They both take the study to a point of observation by enabling statistical testing of specific hypotheses. For example, it is possible to statistically test the hypothesis that service quality has a positive influence on trust and loyalty. The Bergdahl and Bertero publication states that the inductive approach is a more exploratory approach than the deductive hunting do develop new theories rather than testing existing ones. 
The scientific validity of the research is enhanced by the deductive method as the results are theory-driven and empirically tested. 
It is also consistent with the quantitative design and the positivist philosophy and strengthens consistency throughout the research methodology (Paudel, 2024). Thus, this method is suitable to study causal relationships and confirm the conceptual framework.
[bookmark: _Toc231446044]3.5 Research Strategy 
The survey research method has been chosen to collect primary data from consumers who have utilized AI chatbots within the UK e-commerce sector. The survey strategy is a widely used quantitative research technique for efficiently gathering standardized data from a large sample (Mohajan, 2020). It allows measuring attitudes, perceptions, and behaviours with the help of structured questionnaires.
The strategy is particularly suitable in this research since it will provide the collection of like data on variables such as service quality, trust, user experience and loyalty. This survey will consist of closed-ended questions and Likert scales ensuring consistency of the survey and statistical analysis. Moreover, surveys promote generalisation of results when implemented on a suitable sample size (Rahman, 2023).
More importantly, surveys are a breadth method but might not be a depth method as compared to qualitative. Nevertheless, since the aim of this research is to test the relationships, but not to discuss the subjective experiences in detail, the survey method is still suitable. Moreover, online surveys are affordable and available, and they enable data gathering of respondents who are geographically spread (Oliveri et al., 2021). Thus, the use of the survey strategy is justified because it is in line with the research goals and enables the collection of credible data.
[bookmark: _Toc231446045]3.6 Research Method Choice 
This research is a mono-method quantitative research design, i.e. data is gathered and analysed through one quantitative technique. Such a decision is suitable since the study is going to test statistically the relationships between predetermined variables instead of examining the intricate social meanings (Saunders and Darabi, 2024).

The mono-method approach provides a methodological consistency and reduces complexity, which enables focused analysis with statistical tools of correlation and regression. Conversely, the qualitative or mixed-method design would add interpretive aspects that do not correspond to the positivist and deductive character of this study (Nair, Shantha and Prem, 2020).
Importantly, mixed methods may be more informative but are more time-consuming, resource-consuming, and methodologically more complex. Since the aim of this study is evidently to test hypotheses, a mono-method quantitative design will guarantee efficiency, clarity, and analytical accuracy. Thus, this option of the method is justified because it complies with the research design and allows effective statistical analysis.
[bookmark: _Toc231446046]3.7 Time Horizon 
The research design was a cross-sectional design as the information were collected at one time. In quantitative research, cross sectional studies can be used to explore the relationship between variables, without having to observe the variables for an extended period (Baumeister et al., 2026). As this approach will focus on gaining insights into the current consumer perception of the quality of services provided by AI chatbots, trust and loyalty in the e-commerce market in the UK, it is an appropriate approach. Although a longitudinal design might offer an understanding of changes over time, it is not as feasible because of the time and resource limitations (Wanat, Boylan and Borek, 2021). Thus, the cross-sectional method is efficient and relevant in studying the current behavioural patterns.
[bookmark: _Toc231446047]3.8 Research Technique and Procedure 
The study is conducted in a systematic manner to provide systematic data collection and analysis. The initial step entails designing a structured questionnaire based on validated constructs in the existing literature. This guarantees content validity and research objectives. The questionnaire is subsequently sent online to the respondents who have been using AI chatbots in e-commerce sites.
After collecting data, the second step is data screening and preparation such as checking the presence of missing values and outliers. Using descriptive statistics, the characteristics of the respondents were summarised to give an overview of the data. To examine the internal consistencies of the measurements-scale, reliability analysis is performed with particular attention on Cronbach alpha (Izah, Sylva and Hait, 2023).
Hypotheses are then tested with inferential statistics including correlation and multiple regression analysis to explore the relationships between the variables to be tested, and the findings are then reported. Essentially, following a systematic way will ensure transparency, replicability, and analysis. Thus, the study process will generate valid and reliable results that will help in achieving the goals of the study.
[bookmark: _Toc231446048]3.8.1 Sample Size
A sample of 150 respondents and consumers in the UK who have interacted with AI chatbot services on e-commerce platforms was used for the study. The sample size was suitable for quantitative analysis due to sufficient statistical testing correlation and regression analysis technique (Rahman, 2023). In addition, earlier quantitative studies in digital commerce and consumer behaviour research have typically employed comparable sample sizes to produce reliable and generalizable results (Mohajan, 2020) The sample size chosen was also deemed enough to achieve the research objectives.
[bookmark: _Toc231446049]3.9 Data Collection Method 
The research strategy employs the primary data collection approach with the help of online questionnaire, which is conducted with the help of Google Forms. This method allows the effective and organized data gathering of a geographically scattered population, especially among UK e-commerce users who often use digital products. The use of online questionnaires is well known to be effective in quantitative research because it provides the opportunity to gather large amounts of standardised data in an economically efficient and time-efficient way (Chand, 2025).
The study population will consist of consumers living in the UK and who have engaged in online shopping with AI chatbots in the past 6-12 months. This criterion will make sure that the participants have been exposed to chatbot interactions in the recent past and hence increase the validity of the responses. 
The distribution will be done via the digital platforms of social media and university networks, which are in line with the convenience sampling strategies.
More importantly, data can be recorded automatically with the use of Google Forms, minimizing human error and enhancing data accuracy. It is also anonymous and can reduce the bias in the response and promote honest feedback (Ani, Dalimunthe and Daulay, 2025). Nevertheless, online surveys can omit people with minimal digital access, which can impact representativeness. Despite this limitation, the approach is still suitable due to the digital nature of the research environment. Thus, the online questionnaire can be justified as a valid and feasible instrument of data collection, which is consistent with the goals of the study and allows obtaining quantifiable data.
[bookmark: _Toc231446050]3.10 Measurement 
The study uses a structured measurement method with a scale ranging from a strong disagree (1) to a strong agree (5) to measure the perception of the respondents. Likert scales are also very popular in quantitative research because they offer a simple but effective way of quantifying attitudes and behavioural intentions in a standardised form (South et al., 2022). This scale is suitable because it allows statistical comparison of the variables and it is clear to the respondents.
The constructs that are important in this study are measured according to the dimensions that have been developed in previous literature. The quality of AI chatbot service is measured using items that capture the responsiveness, accuracy, reliability and personalisation, which are in line with the frameworks suggested by Hsu and Lin (2023) and Chen et al. (2022). The measure of customer trust is based on the perceptions of reliability, competence, and credibility of chatbot interactions, which aligns with the literature on trust in AI-enabled services (Jenneboer, Herrando and Constantinides, 2022).
The ease of use, enjoyment, quality of interaction, and overall satisfaction are some of the indicators that evaluate user experience, indicating the functional and emotional nature of interaction with digital services (Haugeland et al., 2022). 
Lastly, the e-brand loyalty is gauged using behavioural and attitudinal measures, such as the intention to purchase the brand again, preference, and recommendation willingness (Beyari, 2025).
To determine the reliability of the measurement scales, internal consistency is measured using Cronbach alpha. Items from each construct are reliably measuring the same concept if the score is 0.70 or higher (Izah, Sylva and Hait, 2023).
Importantly, the validated scales improve construct validity and comparison with the past research. Thus, this method of measurement is strong, valid, and can be statistically analysed to determine relationships among variables.
[bookmark: _Toc231446051]3.11 Data Analysis Method 
The information collected in this study will be examined using the Statistical Package for the Social Sciences (SPSS), a widely used software for analysing quantitative data in social science research. The SPSS is especially appropriate when dealing with large data sets, conducting statistical tests and producing credible results to test a hypothesis (Rahayu, Muktiarni and Hidayat, 2024). The employment of this system in this research ensures results accurate, efficient, and replicable.
The analysis will conduct descriptive statistics including frequencies, means and SDs to make interpretative summary of demographic profile of the respondents and over all distribution of the data. Descriptive analysis is necessary for identifying trends and ensuring that data may be subjected to further statistical testing (Cooksey, 2020).
Cronbach's alpha will be determined to measure the reliability of the measurement scales. A score of 0.7 or more is acceptable and shows that all items are measuring the same underlying concept in each construct (Izah, Sylva and Hait, 2023). This is important to verify that the measurement tools are strong and dependable and then move to inferential analysis.
After that, the strength and direction of relations between the primary variables, including quality of chatbot services, trust, user experience, and e-brand loyalty, will be analysed by correlation analysis. The correlation coefficient by Pearson is suitable in this study because it is used to measure linear relationships among continuous variables (Alsaqr, 2021).
To test the hypotheses proposed, multiple regression analysis will be done. Regression enables the analysis of the predictive ability of independent variables on a dependent variable in the presence of other variables (Ali and Younas, 2021). Regression analysis will be used in this study to establish the degree to which the quality of chatbot services has an impact on trust and loyalty. In general, the descriptive, reliability and inferential statistical methods are used in combination to guarantee a thorough and rigorous analysis in accordance with the aims of the study.
[bookmark: _Toc231446052] 3.12 Ethical Considerations 
Ethics is essential in promoting integrity and credibility of the research process. The research complies with the main ethical standards such as informed consent, anonymity, confidentiality, and data protection.
The purpose of the study will be made clear to the participants before they fill in the questionnaire. In case of voluntary participation informed consent will be taken and respondents will have an option to abort participation without any consequences (Shah et al., 2024).
To preserve the anonymity of participants, the study will maintain their anonymity, that is, no personal data like names or contact information will be gathered. This minimizes the chances of biasness and promotes sincerity. In addition, data will be kept securely, and only the researchers will have access to them, which will guarantee confidentiality (Kang and Hwang, 2023).
The study will adhere to the data protection laws to make sure that all the data obtained will be utilized only with academic purposes and stored in a safe digital place. Furthermore, no sensitive or intrusive questions are included in the questionnaire and therefore does not harm the research subjects. These ethical rules will ensure transparency of the study, safety of the subjects and the credibility of the findings.
[bookmark: _Toc231446053]3.13 Conclusion 
The chapter has described the research design that will be used to examine the relationship between quality of the AI chatbot services, customer trust, user experience, and e-brand loyalty. Quantitative, positivist and deductive approach was justified with a survey strategy and structured data collection using online questionnaire. Measurement methods, sampling methods, and statistical analysis using SPSS with regression and mediation analysis were also described in the chapter. Ethical issues were considered to promote research integrity. The following chapter will provide the data analysis and findings, in which the data collected will be analysed to test the hypotheses proposed and interpret the findings.
[bookmark: _Toc231446054]Chapter Four: Data Analysis & Findings
[bookmark: _Toc231446055]4.1 Introduction
The finding and analysis of the study on AI Chatbot service quality, customer trust, user experience and e-brand loyalty in the UK e-commerce sector are presented in this chapter. In the present study, Statistical Package for the Social Sciences (SPSS) was used to assess the proposed hypotheses as well as the relationship among the study variables. This chapter begins with the description of the respondents based on demographic analysis.  Reliability analysis was used to assess the reliability of the study. Next, correlation analysis was done to test the strength and direction of relationships among other variables and testing the hypotheses in the conceptual framework was done using regression analysis. Moreover, the interpretation and discussion of findings have been linked with the statistical results and corresponding theoretical and empirical literature mentioned in the Chapter 2. So, the chapter presents enough empirical evidence regarding the quality of AI Chatbots and customer trust e-brand loyalty.

[bookmark: _Toc231446056]4.2 Industry Overview
The e-commerce industry in the UK is growing at a rapid speed owing to increasing internet penetration, smartphone usage and consumer purchasing behaviour. The chatbots of online retailers foster customer engagement, operational efficiency, and service responsiveness through the assistance of AI-enabled technology (Chau et al. 2025). AI chatbots offer round-the-clock customer assistance, tailored suggestions, and swift messaging features in e-commerce. Nonetheless, there are doubts about the chatbot service quality, customer trust, and whether AI-mediated interactions will content e-brand loyalty in competitive online markets (Huang, Markovitch and Stough, 2024).
[bookmark: _Toc231446057]4.3 Demographic Analysis
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[bookmark: _Toc230317407]Figure 6: Age Group of Respondents
The age distribution of respondents is shown in Figure 5. The results shows that most of the respondents were aged between 18-24 years with 38.00% of the sample. Thereafter, 25.33% of the respondents were 25-34 years. The percentage of Respondents 45-54 is 20.00% while the 35-44 age group represents the lowest percentage of 16.67%. Researchers revealed the results stating that younger consumers formed the largest segment of respondents. This suggests that younger age groups tend to be more engaged with UK e-commerce websites and AI chatbots.
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[bookmark: _Toc230317408]Figure 7: Gender Distribution of Respondents
The gender distribution of respondents involved in the study is shown in Figure 6. Male respondents dominated the sample which accounted for 71.33% of respondents from the study. Of the total sample, female respondents were 18.00% and gender not specified was 10.67%. "The study sample was predominately male, the findings show." This distribution implies that male consumers formed most of the respondents who utilise AI chatbot services on UK e-commerce platforms in this study.
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[bookmark: _Toc230317409]Figure 8: Highest Level of Education of Respondents
The education level of participants is shown in Figure 7. Among respondents, the largest proportion was of undergraduate degree holders, with a percentage of 40.00%. The second most likely group were respondents holding a university undergraduate qualification (38.00%) A total of 11.33% were with secondary school education while those with a postgraduate degree were 10.67%. According to the findings, respondents were highly educated, which means that the participants were relatively educated, with the benefit of online shopping and digital technologies such as AI chatbot services.
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[bookmark: _Toc230317410]Figure 9: Frequency of Online Shopping from UK E-commerce Websites/Apps
According to figure 8, the frequency of online shopping behaviour on UK sites and apps for e-commerce. Most respondents, 36.67%, reported to shop online 3–5 times each month. Then, we have shopping for 6-10 times a month at 25.33%. Also, 16.00% went shopping more than 10 times in a month, and 14.67% shopped 1–2 times per month. Only 7.33% of respondents mentioned that they shop online less than once a month.  Most of the participants were found to shop online quite often.
[bookmark: _Toc231446058]4.4 Reliability Analysis
[bookmark: _Toc231446059]4.4.1 AI Chatbot Service Quality
[bookmark: _Toc230317414]Table 1: Reliability Analysis for AI Chatbot Service Quality
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The findings from the reliability analysis of the AI Chatbot service quality construct are shown in Table 1. An investigation was done using Cronbach’s Alpha in testing the internal consistency of the measurement items 8, this variable contained.  The results have shown that all 150 responses were valid and no cases were excluded in the study. Cronbach Alpha coefficient for AI chatbot service quality was found as 0.716 on 8 items. Since the value of alpha lies above the recommended acceptable threshold of 0.70, the scale demonstrates acceptable to moderate reliability (Izah, Sylva and Hait, 2023). Consequently, the measuring instrument used in this study to measure AI Chatbot service quality are reliable for further analysis.
[bookmark: _Toc231446060]4.4.2 Customer Trust
[bookmark: _Toc230317415]Table 2: Reliability Analysis for Customer Trust
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Table 2 illustrates the reliability analysis results for the customer trust construct. The analysis included seven measurement items and was performed using Cronbach’s Alpha to evaluate scale consistency. The analysis shows that all the 150 responses were valid, while none of the responses were rejected.  The 7 items for customer trust had a Cronbach’s Alpha value of 0.714. This value is above the recommended threshold of 0.70, indicating acceptable reliability and satisfactory internal consistency among the measurement items (Izah, Sylva and Hait, 2023). Therefore, the customer trust scale was considered reliable and appropriate for use in subsequent correlation and regression analyses.


[bookmark: _Toc231446061]4.4.3 User Experience
[bookmark: _Toc230317416]Table 3: Reliability Analysis for User Experience
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Table 3 shows the reliability statistics for the user experience construct. The internal consistency of the eight measurement items under the user experience was assessed by the reliability analysis Cronbach’s Alpha. All 150 cases in the analysis process were valid and excluded no case were the analysis results. Cronbach’s Alpha for user experience was 0.720 based on 8 items.  Alpha coefficient was more than the acceptable limit of 0.70. So, the scale was said to be reliable and have acceptable internal consistency (Izah, Sylva and Hait, 2023). Items measuring user experience were, therefore, found suitable for further statistical testing and hypothesis testing.


[bookmark: _Toc231446062]4.4.4 E-brand Loyalty
[bookmark: _Toc230317417]Table 4: Reliability Analysis for E-brand Loyalty
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As shown in Table 4, the reliability analysis results of e-brand loyalty. The analysis comprises of a total of eight measurement items. The analysis process was done through the Cronbach’s Alpha. In addition, it helps the researcher to analyse the consistency of the items on the scale. The results indicate that no cases were excluded during the analysis process, as all 150 responses were valid. The reliability of 8 e-brand loyalty items was established via Cronbach Alpha of 0.730. The value was above 0.70, the minimum acceptable value, indicating acceptable reliability and good internal consistency of the items (Izah, Sylva and Hait, 2023). Consequently, the e-brand loyalty scale was regarded reliable and fit for further statistical analysis.
[bookmark: _Toc231446063]4.5 Hypothesis Testing
[bookmark: _Toc231446064]4.5.1 Correlation Analysis
[bookmark: _Toc230317418]Table 5: Correlation Analysis among Study Variables
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The findings from the Pearson correlation analysis of the relationship between the service quality of the AI chatbot, customer trust, user experience, and e-brand loyalty are presented in Table 5. The results show that all the variables were positively and significantly correlated. The quality of the AI chatbot facility has a positive correlation with customer trust (r = 0.197, p = 0.016), user experience (r = 0.204, p = 0.012), and e-brand loyalty (r = 0.359, p < 0.001).   Customer trust was also positively related to user experience (r = 0.436, p < 0.001) and e-brand loyalty (r = 0.307, p < 0.001). User experience has the highest positive relation with e-brand loyalty (r = 0.449, p < 0.001). Finally, the results show that all the variables in this study are substantively mutually related.
[bookmark: _Toc231446065]4.5.2 Regression Analysis
H1: AI chatbot service quality positively influences customer trust significantly.
[bookmark: _Toc230317419]Table 6: Model Summary for Hypothesis 1
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The results of the model summary in Table 6 indicate that there is a positive and significant influence between AI chatbot service quality and customer trust. From the regression model, the R value is 0.197 indicating a weak positive relationship between AI chatbot service quality and customer trust. The finding from the R Square value of 0.039 indicated AI chatbot service quality contributes to 3.9% of customer trust. The R square adjusted value was 0.032 and standard error of the estimate was 0.68615. Although the model was not very explanatory, results indicate that service quality is an important factor for the prediction of customer trust in the use of AI chatbots in e-commerce in the UK.
[bookmark: _Toc230317420]Table 7: ANOVA Results for Hypothesis 1
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According to Table 7, the analysis of variance (ANOVA) results of the regression between the AI chatbot service quality and customer trust. It can be concluded that the regression model is significant. The F value is 5.947 with a significance of 0.016 which is lower than threshold value 0.05. 
The sum of squares of regression is 2.800 while the sum of squares of residual is 69.679 The regression model can significantly predict customer trust from AI chatbots service quality.
[bookmark: _Toc230317421]Table 8: Coefficients Analysis for Hypothesis 1
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The coefficient analysis of relationship between AI chatbot service quality and customer trust is displayed in Table 8. The results showed that the beta coefficient value of the quality of AI chatbot service variable was 0.197 and had been standardized. The unstandardized coefficient value is 0.202, indicating that the quality of the AI chatbot service has a positive impact on customer trust. The significance value for the AI chatbot service quality was 0.016 which is lesser than 0.05. Thus, this is a statistically significant finding. Moreover, the t -value of 2.439 also indicates that the quality of AI chatbot service has a positive impact on customer trust. As a result, Hypothesis 1 was accepted and it has been found that there is a significant and positive correlation between the variables.
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[bookmark: _Toc230317411]Figure 10: Histogram of Regression Standardized Residuals for Hypothesis 1
The histogram of regression standardized residuals of the relationship between AI chatbot service quality and customer trust is illustrated in Figure 9. The histogram indicates that the residual value is roughly normal with a mean value close to zero. The distribution is roughly bell-shaped indicating that normality assumption in regression analysis has been reasonably satisfied. Standard deviation is 0.997 with a total sample size of 150 respondents. The lack of substantial skewness or extreme outliers indicates that the regression model was statistically appropriate and that the residuals were sufficiently normally distributed for linear regression analysis.
H2: AI chatbot service quality positively influences e-brand loyalty.
[bookmark: _Toc230317422]Table 9: Model Summary for Hypothesis 2
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Table 9 shows the model summary results from the study of the effect of service quality in AI chatbot on e-brand loyalty.  The R value obtained by the model is 0.359 which means that the service quality of AI chatbot positively affects e-brand loyalty. It had a R Square of 0.129, which it showed that AI chatbot service quality accounted for 12.9% variance of e-brand loyalty. The value of adjusted R Square is 0.123 and a standard error of estimate with 0.66549. Consumers’ use of AI chatbots in UK e-commerce grade platforms has a positive effect on the quality of AI chatbots which in turn positively affects the e-brand loyalty.
[bookmark: _Toc230317423]Table 10: ANOVA Results for Hypothesis 2
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According to Table 10, the regression analysis between AI chatbot service quality and e-brand loyalty proceeds. The regression model was statistically significant with an F value of 21.918 and a significance value less than 0.001. The residual sum of squares is 65.546 and the regression sum of squares is 9.707. The regression model was determined to be statistically significant because the significance value was less than 0.05. Accordingly, AI chatbot service quality highly predicts e-brand loyalty of respondents in the UK e-commerce context included in this study.
[bookmark: _Toc230317424]Table 11: Coefficients Analysis for Hypothesis 2
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Table 11 depicts the correlation relationship between the quality of AI chatbot service and e-brand loyalty. It was found that the AI chatbot service quality has a standardized beta coefficient of 0.359 The unstandardized coefficient value of 0.375, which demonstrates that the better the AI chatbot service quality, the better the e-brand loyalty.  The value of the significance of the service quality of AI chatbot was less than 0.001 which showed significant relationship. Furthermore, the t value was equal to 4.682 which was also an indication of the positive relationship. Therefore, Hypothesis 2 was accepted as the quality of AI Chatbot service significantly affects e-brand loyalty.
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[bookmark: _Toc230317412]Figure 11: Histogram of Regression Standardized Residuals for Hypothesis 2
The histogram in this figure represents the regression standardized residuals between the quality of AI chatbot service and e-brand loyalty. As the histogram shows, the distribution of residual values was approximately normal for almost all linear fittings. The bell shape shows that normality assumption in regression analysis is satisfied reasonably well. The overall sample size of 150 respondents produced the standard deviation of 0.997. Also, no significant skewness or extreme outliers were detected in the distribution. Consequently, this regression model was statistically fit to study the relationship between AI chatbot services quality and e-brand loyalty.
H3: Customer trust positively influences e-brand loyalty.
[bookmark: _Toc230317425]Table 12: Model Summary for Hypothesis 3
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Table 12 shows the results of the model summary on customer trust regarding e-brand loyalty. Based on the analysis, we find the value of regression R to be equal to 0.307. Thus, there is a moderate positive relation between customer trust and e-brand loyalty of Nest Bookstore.  The R Square value was 0.094, revealing that customer trust accounts for 9.4% of e-brand loyalty variance. The adjusted value of R Square was 0.088 and standard error of the estimate was 0.67863. Findings indicate that customer trust is a positive predictor of e-brand loyalty among respondents using UK e-commerce platforms and AI chatbot services.
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The regression analysis results of customer trust and e-brand loyalty are given in table 13 above. The F-value for the regression model is 15.400 which is significant at p < 0.001 level of significance. The regression sum of squares was 7.093 and the residual sum of squares was 68.160. As the value of significance is below the threshold level of 0.05, the regression model is considered significant. As such, customer trust is a significant predictor for e-brand loyalty among respondents in the studied UK e-commerce context.
[bookmark: _Toc230317427]Table 14: Coefficients Analysis for Hypothesis 3
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Table 14 shows the coefficients analysis on customer trust and e-brand loyalty relationship. The results showed that customer trust had a standardized beta coefficient of 0.307 which was positive. The unstandardized coefficient value of 0.313 shows that the level of Customer Trust affects E-Brand Loyalty. The significant value for the trust of the customers lay at a range below 0.001. The researcher also found the t-value to be 3.924 thereby supporting positively the customer trust on e-brand loyalty. As a result, Hypothesis 3 was accepted. Customer trust positively and significantly affects e-brand loyalty.
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[bookmark: _Toc230317413]Figure 12: Histogram of Regression Standardized Residuals for Hypothesis 3
The histogram of residuals from the regression of customer trust on e-brand loyalty is shown in Figure 11. The histogram shows that the residual values are distributed nearly normally around a mean value of about zero. The distribution is generally bell-shaped, implying that the required normality assumption for regression analysis was to a reasonable extent satisfied. The standard deviation was 0.997 with 150 respondents. There wasn't any considerable skewness or outlier in the histogram.  Thus, the regression model was deemed statistical adequate to the extent of customer trust affecting e-brand loyalty.
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The findings of the study showed that there was a significant and positive effect of the quality of AI chatbot service on customer trust in the context of UK e-commerce. The regression results indicated a positive and significant effect of AI chatbot service quality on customer trust (β = 0.197, p = 0.016) showing an increase in levels of customer trust as the chatbot quality in terms of responsiveness, reliability, accuracy and personalization improves. Thus, the hypothesis 1 was accepted. It is in-line with the theory that the more “efficient, useful, reliable” the customer service systems are with the help of AI, the more likely people will trust them.
Results fit well with the Technology Acceptance Model of Fred Davis (1989) which posits that user acceptance and positive perceptions regarding technology are dependent on the perceived usefulness and ease of use. As part of this project, positive chatbot experiences could have contributed to increased satisfaction with the technology. This boost in confidence increases the chatbot's trust and brand's online trust. Trust will only grow when a consumer enters a service that he/she feels is reliable, competent and consistent, as per the Trust Theory of Robert Morgan and Shelby Hunt (1994). Thus, the findings showcase a similarity with each other.
Overall, the results provide strong empirical support for earlier studies outlined in Chapter 2. For example, Alagarsamy and Mehrolia (2023) found that information quality and service reliability positively influence customer trust in AI-enabled commerce settings. According to Wut et al. (2025), the clearer and more responsive a chatbot is, the less ambiguous the communication is.  The present findings support the conclusion by Chi and Hoang Vu (2022) that communication quality is a significant antecedent to the trust formation of AI service systems. As AI chatbot interactions take the place of many conventional human interactions in e-commerce, customers lean heavily on system competence and communication quality in forming trust judgments.
The results also support the differentiation made by Wang et al. (2026) between cognitive trust and affective trust in trust in chatbots. The significant link shown in this study suggests that chatbot service quality may simultaneously bolster the two forms of trust. The cognitive trust may have been strengthened by functional dimensions such as accuracy and reliability and emotional reassurance and affective trust by conversational responsiveness and personalization. This aligns with a more extensive literature that suggests that trust in a chatbot is multidimensional.
AI chatbot service quality explained 3.9% (R² = 0.039) of customer trust, indicating there was a relationship, however, it was not very strong as shown by the regression model. In other words, trust creation in AI-enabled services is not only dependent on service quality. The research revealed that humans’ trust in AI systems is complex and context dependent. 
According to Huang, Markovitch and Stough (2024), trust is determined by system performance, as well as users’ prior experiences, subjective attitudes towards AI, perceived risk and uncertainty in the situation. Consequently, chatbot service quality positively contributes to the development of trust, although it does not determine total customer trust.
In addition, the weak relationship found in this paper appears to corroborate the viewpoint by Moussa, Kortam and Mahmoud (2025) that consumers tend to view effective AI service as a necessity rather than a strong differentiator. As e-commerce becomes more competitive, customers assume bot systems can efficiently and accurately service them. As a result, having a great service quality, on its own, may not create strong trust unless it comes bundled with transparency, security assurance, emotional intelligence, and personalisation.
In summary, the results indicate that the quality of AI chatbot services positively influences customer trust in UK e-commerce. The findings are in line with theoretical and empirical literature which emphasize that reliable, responsive and personalized chatbot service can reduce uncertainty and boost customer confidence in AI services.
[bookmark: _Toc231446068]4.6.2 Discussion 2
The findings of the study confirmed that the quality of AI chatbot service has a significant positive effect on e-brand loyalty in the UK e-commerce industry. In the regression analysis, results showed that AI chatbot service quality has a significant and positive relationship with e-brand loyalty (β = 0.359, p < 0.001). As a result, Hypothesis 2 was accepted. According to the results, an improvement in a chatbot’s responsiveness, communication quality, reliability, and personalized content leads positively toward customer loyalty, which further results in repeat purchases and continued patronage of the online brands that employ AI-enabled customer services systems.
This shows that the Relationship Marketing Theory (Berry, 1995) assumptions hold when the focus is on engaging customers, creating continuous value, and building relationships to produce loyal customers and advocates.
According to this study, continuous interaction between consumers and e-commerce brands with the help of AI chatbots boosts customer trust and loyalty intentions. The findings indicate that the customers are more likely to buy the same online brand if the chatbots are able to provide a better service experience and satisfaction.
The findings also correlate closely with previously reviewed empirical studies in Chapter 2; for instance, Singh and Singh (2024) find that AI-assisted customer service enhances customer loyalty by improving service convenience and efficiency. In a similar vein, Beyari (2025) determined that AI-supported service systems enhance retention and behavioural loyalty in e-services. The present study also shows similar results, where customers view chatbot services positively and have a stronger tendency to stay loyal to online brands. The results also provide support to Zhao et al. (2026) who discovered that chatbot responsiveness and social presence positively affect repurchase intention and continuance intention.
Significantly, the link between chatbot quality of service and e-brand loyalty was stronger than the link between chatbot quality of service and customer trust established in Hypothesis 1. Moreover, the regression model accounted for 12.9% of the variance in e-brand loyalty (R² = 0.129). The implication is that chatbot service quality likely has a more direct impact on loyalty compared to trust in UK e-commerce. There is the possibility that the consumer’s digital retailing spends more time on what is offered and, on the speed, and efficiency of a seamless service experience.  In consequence, customers may be more loyal to brands because the chatbot enhanced the shopping experience and efficiency of the service.
Literature also emphasizes the experiential aspects of AI-enabled customer service, in line with findings. The interaction design shapes user evaluation of chatbot experience, Haugeland et al. (2022). Pham et al. (2025) suggest that personalization and system quality have positive effect on satisfaction and loyalty of digital consumers. According to the results of the study, chatbot service quality positively affects loyalty. The consumers value a personalized service, which is why responsive service affects online shopping.  This shows that the quality of chatbot service goes beyond merely technical functionalities, adding to a broader customer experience and customer engagement.
However, findings suggest that chatbot service quality is not sufficient to fully explain customer loyalty.  Although the regression model was statistically significant, much of the variance was not explained. The earlier literature stated that loyalty is multidimensional and relies on several relationship and emotional factors. Service quality is not the only factor. Pham et al. (2025) contended that customer satisfaction mediates the relationship of service quality and service loyalty.  In contrast, other studies revealed that trust, emotions, perceived value, and brand reputation are some of the factors ensuring loyalty in the long run.
Also, the findings are informative in the ongoing discussion of whether human-like interaction or technical efficiency is more important in chatbots. The positive findings imply that functional aspects of service quality remain very relevant in e-commerce contexts. Rita, Vong and Correia (2026) have argued that features that assist consumers with efficient service delivery and problem-solving capability are more highly valued than merely anthropomorphic features that are mostly social in nature. In utilitarian shopping setting like e-commerce, consumers may prefer instantaneous and accurate service than emotional or human-like conversation.
In sum, the results confirm the positive and significant influence of the AI chatbot service quality on e-brand loyalty. The findings corroborate theoretical and empirical evidence which indicates that effective, responsive, and personalized AI service interactions boost customer retention, repeat purchase intention, and long-term loyalty to e-commerce brands.
[bookmark: _Toc231446069]4.6.3 Discussion 3
The study results confirmed that customer trust significantly and positively influences e-brand loyalty in the UK e-commerce sector. The relationship between customer trust and e-brand loyalty was statistically significant and positive as indicated by the regression analysis (β = 0.307, p < 0.001). Thus, Hypothesis 3 was accepted. Consumers tend to develop higher loyalty toward an online brand when they feel that the interaction with AI chatbots is reliable, safe, or credible. This discovery emphasizes the significance of trust as a vital relationship mechanism that shapes long-term customer commitment and re-purchase behavioural intentions in AI-enabled e-commerce settings.
The results provide substantial support for the Trust Theory by Morgan and Hunt (1994) that highlights the importance of trust for long-lasting relationship between customer and supplier. Trust becomes particularly important in digital commerce environments characterized by uncertainty, perceived risk and a diminished role of the human element as the customer is encouraged to keep engaging with a brand. The study suggests that consumers who trust a chatbot system have confidence in the overall service process, which positively influences their repurchase and brand loyalty intentions. 
The results reflect strong consistency with empirical studies discussed previously in Chapter 2. For example, Syarifudin, Yulianto, and Nugroho (2024) argued that trust enhances behavioural loyalty in digital commerce significantly because it reduces uncertainty and perceived transaction risk. Beyari (2025) also established trust as a key consumer determinant for long-term customer retention and repeat purchase behaviour in AI e-commerce systems. The current finding provides additional support for Wang et al. (2026) as they concluded that both cognitive trust and affective trust positively influence customer engagement and loyalty outcomes. This means that customers value not only the chatbot’s competence and reliability but also appreciate emotionally reassuring and responsive responses.
Moreover, these findings support the arguments of Alagarsamy and Mehrolia (2023), who found that trust positively impacts customer attitudes, satisfaction, and behavioural intentions in chatbot-mediated environments.  In the current study, customers who had faith in chatbot systems remained loyal toward e commerce brands. Thus, this proposes that trust strengthens the relationship between consumers and digital brands. This lends credence to the overarching relationship marketing view that loyalty very much develops from repeat positive interactions and trust in service reliability over time.
Essentially, the impact of consumer trust on e-brand loyalty was considerable, yet not overwhelming. Specifically, trust explained only 9.4% of the variance in e-brand loyalty (R² = 0.094).  As highlighted in the study, the customers may not be loyal even when they trust. The results of the study support existing literatures which sleep loyalty is multidimensional and is influenced by other factors namely satisfaction, personalization, service convenience, user experience, emotional engagement.
 According to Ding et al. (2025) and Sujová (2024) for instance, trust may interdependently with satisfaction and customer experience to enhance other loyalty outcomes.  While trust matters, customers may also find the efficiency, speed, and overall experience of shopping as effectiveness.
Furthermore, the findings will add to the literature concerning online trading mediated through AI. Since interactions with chatbots substitute consumer service interactions with humans, customers seem to depend more on technological trust.  This backs up the evidence of Jenneboer, Herrando and Constantinides (2022) whereby trust in the brand goes beyond the brand itself and ensures service mediator technology. As a result, trustworthy chatbot systems can make customers feel more at ease and reduce anxiety directly related to internet-based interaction.
All in all, the findings show that customer trust has a significantly positive effect on e-brand loyalty in the UK e-commerce context. This is a study that is in line with theoretical and empirical evidence that trust is a vital factor for strengthening customer retention, repeat purchase intention and long-term loyalty in AI-enabled digital service contexts.
[bookmark: _Toc231446070]4.6.4 Hypotheses Summary and Decision Table
[bookmark: _Toc230317428]Table 15: Summary of Hypotheses Testing Results
	Hypothesis
	Relationship Tested
	Beta (β)
	Sig. Value
	Decision

	H1
	AI chatbot service quality → Customer trust
	0.197
	0.016
	Accepted

	H2
	AI chatbot service quality → E-brand loyalty
	0.359
	< 0.001
	Accepted

	H3
	Customer trust → E-brand loyalty
	0.307
	< 0.001
	Accepted


The overview of the results of the hypothesis tests in the research is presented in Table 15. Results indicate that all hypotheses were statistically accepted. Hypothesis 1 tested the relationship between service quality of AI-chatbot and customer trust. The regression results show positive and statistically significant results (β = 0.197, p = 0.016). 
This indicates that improvements in chatbot service quality positively influence customer trust. Hypothesis 2posited that the influence of AI chatbots service quality on e-brand loyalty showed a stronger positive relationship at β = 0.359 and p < 0.001. Thus, having a good quality chatbot interaction result in higher customer loyalty to online brands. In the end, customer trust and e-brand loyalty were tested under hypothesis three.  According to the findings, higher levels of customer trust contribute toward e-brand loyalty (β = 0.307, p < 0.001). In general terms, all hypotheses were accepted as the significance values for all relationships was less than threshold level 0.05.
[bookmark: _Toc231446071]4.7 Conclusion
The study findings related to AI chatbot service quality, customer trust, user experience and e-brand loyalty in the context of the UK e-retail sector has been covered in this chapter. The demographic analysis reveals that most respondents are younger and a frequent online shopper which signifies that they have a strong recognition of e-commerce websites and AI chatbots. The internal consistency of all the measurements is consistent with the reliability analysis making them suitable for statistical analysis. The correlation study found positive and significant associations among all the study variables. Regression analysis was further conducted, and the results indicate that AI chatbot service quality has a significant effect on customer trust and e-brand loyalty. Thus all three hypotheses were accepted. According to the discussion section, findings are consistent with other studies which note that trust, responsiveness, personalization and service quality strengthen customer loyalty. Furthermore, this is also the case with AI-enabled e-commerce systems.



[bookmark: _Toc231446072]Chapter Five: Conclusion
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This final chapter in the study examines the correlation between AI Chatbot service quality, customer trust, and user experience and e-brand loyalty within the e-commerce industry in the UK. Results of the statistical analyses are presented in the chapter and related to the theoretical and empirical studies presented in previous chapters. The research investigated the impact of employing an AI chatbot on customer perception of a brand and their overall loyalty. The study used a quantitative study design with SPSS statistical analysis, which investigated the correlation between service quality of AI chatbots, customer trust, and e-brand loyalty.  Apart from the suggestions to the e-commerce business and AI servicing developer, it also explains the limitations of the research work and future suggestions. The chapter concludes with a discussion on the importance and contributions of the research in the customer service system that is becoming increasingly AI-powered.
[bookmark: _Toc231446074]5.2 Summary of Findings
The results show that service quality of AI chatbots in the UK e-commerce has a significant effect on customer trust and e-brand loyalty. The findings show that reliability, responsiveness, quality of communication, accuracy and personalization of chatbot positively influences the customer's perceptions towards the online brand. Based on the reliability assessment, all the measurement constructs obtained the internal consistency with Cronbach's Alpha exceeding the recommended minimum of 0.70, demonstrating the reliability of the questionnaire items for statistical analyses (Izah, Sylva and Hait, 2023).
Analysing the demographics revealed that most of the respondents were young consumers who often engaged with AI chatbot systems and frequently shop online. This suggests that customers will likely be familiar with AI-powered customer service solutions in e-commerce settings through their online interactions.
Correlation analysis results shows that all the variables are positive, highly significant. The quality of AI Chatbot service is positively related to e-brand loyalty. 
Moreover, there are also significant positive relationships between customer trust, user experience and e-brand loyalty. A strong relationship was found between user experience and e-brand loyalty. This implies that the overall quality of digital relationship matters to customers and thus influences their e-brand loyalty.
The regression test accepted all the proposed hypotheses.  To begin with, there is a significant impact of AI chatbots on customer trust. Evidence suggests that customers trust AI-enabled services when they perceive interactions with chatbots as reliable, useful accurate, and responsive.  The findings of the study are in conformity with Davis 1989 Technology Acceptance Model (TAM) that argues that perceived usefulness and ease of use positively affect technology acceptance and intention to use it. The findings also support Trust Theory as proposed by Morgan and Hunt (1994) since trust is built through reliability.
Second, the quality of AI Chatbot has a significant and positive impact on e-brand loyalty (β = 0.359, p < 0.001). This was the strongest relationship found in the study, suggesting efficient interactions with chatbots lead to repeat engagements, which aids customer retention and long-term loyalty. The findings strongly support the Relationship Marketing Theory proposed by Berry (1995), which emphasizes how creating new superior values ensures new relationships and creates customer engagement strategies for continuity of relationship. Findings that are reported also support the findings of previous empirical studies such as Singh and Singh(2024), and Beyari (2025), which argued that AI supported service systems positively affect customer loyalty in digital commerce.
Thirdly, e-brand loyalty was significantly influenced by customer trust (β = 0.307, p < 0.001). This finding shows that trust is still an important relational mechanism in AI service.  Customers are likely to stay loyal toward online brands that make use of chatbot systems they consider safe and trustworthy. The finding is in accordance with the previous research done by Syarifudin, Yulianto and Nugroho (2024) which state that trust reduces uncertainty and improves loyalty behaviour in digital commerce.
The results confirm that AI chatbot service quality significantly contributes to improving customer trust and e-brand loyalty on UK e-commerce platforms. 
Nonetheless, the regression models’ moderate explanatory power implies that loyalty is determined by additional factors in addition to chatbot quality and trust, including emotional engagement and satisfaction, perceived value, and customer experience dimension.
[bookmark: _Toc231446075]5.3 Recommendations
Considering the study findings, several practical recommendations can be made regarding e-commerce and AI chatbots.
First organisations must focus on enhancing the functional quality of AI chatbot systems. Chatbot service quality affects customer trust and loyalty. Businesses should focus their chatbot systems on fast response time, accurate information and response, reliable and available support, as well as effective problem-resolution ability. When there are technical failures or problems with the quality of the communication, the confidence of the customer may reduce, having, in turn, a negative influence on the loyalty outcomes.
In addition, the chatbot should be personalized with the company’s investment.  With personalisation, customers are more likely to interact and develop more meaningful digital experiences.  AI chatbots should improve their recommendations and generate better responses with personalized suggestions that know the customers’ needs, preferences and emotions for better user satisfaction.
Aiming to increase customer trust in AI is another focus of organisations. It is important to ensure transparency about the functionality and privacy protection of chatbots, so consumers can trust them.  Users should feel assured that any information will not be released and that the communication is not human signed off.
Fourthly, businesses need to consider efficiency, as well as the ability to interact with humans like real people. While the performance of the function still matters a lot for e-commerce contexts, a friendly, sympathetic and responsive conversation can enhance the customer experience as well as emotional attachment. Thus, the chatbot systems must have not only technical skills but also have a communication with the user.
Lastly, businesses should keep tracking feedback and chatbot activities. Application systems must constantly be upgraded, evaluated and services expanded to stay competitive in digital commerce markets as consumers' expectations of what AI technologies can do are constantly shifting.
[bookmark: _Toc231446076]5.4 Limitations
The findings of this study have a couple of limitations which must be noted.  The study design employed in the research was cross sectional in which the data were collected at a particular point of time. For this reason, the study concluded that it was not feasible to investigate the changes in perceptions and loyalty over time. As chatbot systems become more sophisticated, consumers’ views on AI technologies are expected to evolve.
The study convenience sampling and dissemination of the online questionnaire can be seen as a limitation of the research.  Even though the sample included active e-commerce consumers from the UK, this described group may not be all online consumers. As a third point, the research was related to UK e-commerce. As a result of this, the results may not be transferrable to other sectors in other countries with different cultural expectations, technology and consumer behaviour.
The research investigated how service quality of AI chatbots affects customer trust, user experience and e-brand loyalty. The other important variables such as satisfaction, emotional attachment, perceived risk, brand reputation, and technology anxiety were left out of the conceptual framework. The self-reported questionnaire responses may cause response bias or subjective interpretation by participants. The respondents may have responded on the perceptions and not on the behaviour.
[bookmark: _Toc231446077]5.5 Future Research
Longitudinal design can be used in future studies to investigate the changes in customer trust and loyalty in the long term for AI chatbot systems. As AI Technologies evolve, continual study approaches can provide more insight on changing consumer attitudes.

Future researchers should investigate other mediators and moderators that can affect the results of loyalty, Customer satisfaction, emotional engagement, perceived value, perceived enjoyment and technology anxiety are some variables that may offer a better insight into customer behaviour in AI-enabled commerce. 
Contextual inferences relating to the effectiveness of chatbots can be drawn from comparative studies done in diverse industries and nations. Future studies, which can be replicated in other service industries such as tourism/hospitality and banking could help to determine if customer expectations of chatbots vary across service industries.
Further, qualitative or mixed-method approaches may be used by future studies to further investigate emotional and psychological aspects in such situations.  Interviews and focus groups offer a more comprehensive understanding of what customers want to see, what they struggle with and their experiences with AI communication. Future research should investigate whether newer technologies, such as generative AI, emotional AI and voice-based conversational simulation systems can facilitate relationship-building in terms of trust, engagement and loyalty in digital commerce.
[bookmark: _Toc231446078]5.6 Final Reflection
This study contributes to the understanding of AI-enabled customer services systems and their influence on customer behaviour in UK e-commerce. Per the results, AI chatbot service quality influences customer trust directly and at the same time is a crucial factor for long-term e-brand loyalty. As the world of commerce rejoices in the ever-changing digital world, businesses are turning to automated customer service technology. As such, the perception of customers at AI interactions is gathering growing interest amongst scholars and businesses.
Countless things define consumer loyalty in a digital environment. Besides technical efficiency, institutions are viewed more favourably because of relational and experiential efficiency through trust, personalization and interaction.  Despite more chatbot systems in use, customers still expect a service experience that is dependable, safe and emotionally rewarding. So, businesses must not only depend on how efficient automation is but also develop trust and customer-centred AI interactions.
The research confirmed that Technology Acceptance Model, Trust Theory, and Relational Marketing Theory are adequate for explaining customer behaviour in AI-mediated environments. The research findings show that there are practical implications for the study; specifically, the study points to the fact that organizations can improve customer engagement through deployment of AI technology.
Through an empirical study of technology, researchers find that AI chatbot technology can help strengthen customer relationships as well as customer loyalty outcomes. With the ongoing evolution and the growth of AI, enterprises that find a balance between technological capabilities and consumer trust and expectations will be better positioned to gain a competitive edge in the digitalised e-commerce landscape.
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o 5/16/2026 20:32:44 Yes Yes 18-24 Male College/Diploma Less than once a month Disagree
0 5/16/2026 20:33:36 Yes Yes 18-24 Male ‘Secondary school 3-5 times a month ‘Strongly disagree
1 5/16/2026 20:34:28 Yes Yes 18-24 Male College/Diploma 6-10 times a month Disagree
2 5/16/2026 20:35:22 Yes Yes 18-24 Male College/Diploma 3-5 times a month Agree
3 5/16/2026 20:36:12 Yes Yes 25-34 Male College/Diploma 1-2 times a month Disagree
4 5/16/2026 20:37:10 Yes Yes 18-24 Male College/Diploma 6-10 times a month ‘Strongly disagree
5| 5/16/2026 20:38:03 Yes Yes 1824 Male College/Diploma 1-2 times a month Strongly disagree:
5 5/16/2026 20:39:12 Yes Yes 1824 Male College/Diploma Less than once a month Strongly disagree
7 5/16/2026 20:40:08|Yes Yes 18-24 Male Undergraduate degree 1-2 times a month Disagree
g 5/16/2026 20:41:00 Yes Yes 25-34 Male College/Diploma 1-2 times a month Strongly disagree
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AS5. How often
do you shop
online from

A3.Whatis UKe-
A1.Whatis your highest commerce
your age A2.Whatis level of websites/app
group? your gender? education? s?
N Valid 150 150 150 150
Missing 0 0 0 0
Frequency Table
A1. What is your age group?
Cumulative
Frequency ~ Percent  Valid Percent Percent
Valid  18-24 57 38.0 38.0 38.0
25-34 38 253 253 63.3
35-44 25 16.7 16.7 80.0
45-54 30 200 200 100.0
Total 150 100.0 100.0
A2. What is your gender?
Cumulative
c. o 4 \alid o, " o "
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