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 This study examines how conversational artificial intelligence 
chatbots operate as brand ambassadors and shape customer 
loyalty within digital marketing environments. Using a systematic 
literature review, the article synthesizes prior research on chatbot 
design, customer experience, and relationship marketing to 
develop an integrative framework. The findings show that 
chatbots influence loyalty indirectly by affecting customer trust, 
satisfaction, engagement, and perceived brand personality. 
Anthropomorphic cues, social presence, and brand congruent 
communication strengthen perceptions of warmth, competence, 
and service quality, thereby improving evaluations of both the 
interaction and the brand. At the same time, functional 
performance, reliability, and problem solving ability emerge as 
non negotiable conditions for any positive loyalty effect. When 
chatbot experiences are efficient, humanlike, and aligned with 
brand positioning, customers are more likely to continue using 
the chatbot, recommend the brand, and resist switching to 
competitors. The review also identifies research gaps and 
proposes directions for future empirical studies. Overall, the 
study highlights boundary conditions under which chatbots may 
fail. 
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1. Introduction 

Chatbots have become a prominent interface in contemporary digital 

marketing, acting as always on touchpoints that answer questions, recommend 

products, and resolve complaints across websites, messaging applications, and social 

media channels. Rather than functioning only as automation tools, many of these 

conversational agents now carry the brand’s visual identity, tone of voice, and 

personality, which positions them as de facto brand representatives. Emerging work 

on artificial intelligence enabled customer experience highlights that AI systems 

increasingly mediate how customers perceive service convenience, personalization, 

and overall brand quality, suggesting that conversational agents can shape brand 

relationships in ways similar to human frontline employees (Ameen et al., 2021; Rapp 

et al., 2021).  

Research on chatbots and conversational agents shows that design choices 

such as anthropomorphic cues, social presence, and cooperative dialogue strategies 

influence user perceptions and responses. Anthropomorphic design elements and 

communicative agency framing can enhance perceptions of competence, 

trustworthiness, and warmth, which in turn affect attitudes toward both the agent 

and the company behind it (Araujo, 2018). Design principles for cooperative and 

social conversational agents stress that chatbots should follow conversational norms 

and display social cues to improve service quality and interaction satisfaction 

(Gnewuch et al., 2017). Motivational studies further reveal that people adopt 

chatbots not only for functional efficiency but also for entertainment, social 

interaction, and curiosity, which situates chatbots as interaction partners rather than 
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purely utilitarian tools (Brandtzaeg & Følstad, 2017). Together, these findings 

suggest that when chatbots embody brand values and communicate in a warm, 

humanlike style, they may operate as brand ambassadors that help to humanize the 

brand. 

In parallel, the marketing and branding literature has established that 

customer engagement and relationship quality are key pathways through which 

digital interactions translate into brand equity and loyalty. Digital content marketing 

is conceptualized as the creation of valuable, brand related content that fosters 

engagement, trust, and long term relationships, rather than direct persuasion, with 

downstream effects on customer loyalty (Hollebeek & Macky, 2019). Applied to 

conversational interfaces, recent evidence shows that the warmth of an AI chatbot’s 

initial message can increase brand engagement by reducing brand self distance, 

indicating that subtle communicative cues in chatbot conversations can strengthen 

customer brand connections (Kull et al., 2021). At the same time, relationship 

marketing studies consistently document that online trust and satisfaction are critical 

antecedents of customer loyalty in digital environments, suggesting that any 

technology that shapes these relationship variables can indirectly influence loyalty 

outcomes (Al-Adwan et al., 2020).  

Despite this progress, important gaps remain in understanding chatbots 

explicitly as brand ambassadors and in quantifying their impact on customer loyalty. 

Prior work has mapped the human side of human chatbot interaction, documenting 

how users experience chatbots in terms of satisfaction, engagement, trust, emotional 

involvement, and perceived humanness (Rapp et al., 2021), yet loyalty constructs 



Dany Nurahman 

                                                                                  |32 

 

such as repeat patronage, advocacy, and resistance to switching have received less 

systematic attention in this stream. Likewise, broader studies of AI enabled customer 

experience emphasize trust, perceived sacrifice, and service quality but rarely isolate 

the loyalty effects of branded conversational agents relative to other digital 

touchpoints (Ameen et al., 2021). There is therefore a need for empirical research 

that conceptualizes chatbots as brand ambassadors and examines how their 

attributes and interaction experiences shape customer loyalty, potentially through 

mediating mechanisms such as satisfaction, engagement, and brand trust. In 

response to this gap, the study analyzes how conversational artificial intelligence 

chatbots influence customer loyalty by proposing an integrated framework that 

connects chatbot interaction experiences, the quality of customer brand 

relationships, and resulting loyalty outcomes. 

2. Literature Review 

Research on conversational agents in marketing and service settings shows 

that chatbots should be understood as more than simple self service tools; they are 

socio technical interfaces whose design and interaction qualities shape how 

customers perceive the brand behind them. Early work on human chatbot 

interaction demonstrates that seemingly low-level interface features, such as the 

typeface used in chat windows, already influence whether users perceive the agent 

as more humanlike or machine-like, thereby shaping expectations about warmth, 

competence, and social closeness (Candello et al., 2017). This line of evidence 
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supports viewing chatbots as “frontstage” brand actors whose visual and interaction 

design can either humanize or distance the brand in the eyes of customers. 

Empirical studies of customer service chatbots further highlight that user 

experience and motivation are central to evaluating chatbot effectiveness. 

Qualitative research with active users of customer service chatbots finds that people 

value these agents for their ability to provide efficient, accurate answers to simple 

inquiries, but that limitations in conversational ability and problem-solving can 

generate frustration and reduce willingness to rely on the chatbot in the future 

(Følstad & Skjuve, 2019). These findings suggest that functional performance 

remains a baseline requirement: before chatbots can act as credible brand 

ambassadors, they must first meet expectations regarding responsiveness, clarity, and 

reliability. Inadequate performance risks being attributed to the brand rather than to 

the technology, thereby weakening relationship quality. 

Beyond basic usability, the literature also indicates that chatbot service quality 

influences affective and relational outcomes that are closely linked to loyalty. A large 

scale survey of luxury brand consumers shows that chatbot e-service can be 

decomposed into dimensions such as interaction, entertainment, trendiness, 

customization, and problem solving; these dimensions jointly shape customer 

satisfaction with the brand’s digital service experience (Chung et al., 2020). Because 

satisfaction is a well established antecedent of loyalty in relationship marketing, this 

evidence implies that carefully designed chatbot encounters may strengthen 

downstream loyalty intentions, particularly in high involvement categories where 

experiential cues and perceived innovativeness are salient. 
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A complementary stream of research focuses on service quality and 

technology acceptance, showing that customers’ continued use of chatbots depends 

on perceptions of reliability, empathy, credibility, and ease of use. Drawing on 

service quality and technology acceptance models, Meyer-Waarden et al. (2020) 

demonstrate that perceived chatbot service quality positively affects perceived 

usefulness, ease of use, trust, and ultimately intention to reuse chatbot based 

customer service. This reinforces the idea that chatbots contribute to brand 

relationships through a chain linking service quality to acceptance and repeated 

interaction: as customers grow more comfortable and satisfied with chatbot 

encounters, they are more likely to integrate the agent into their regular contact 

repertoire with the brand, which is a behavioral pathway toward loyalty. 

More directly related to brand meaning, recent work explicitly investigates 

chatbots as brand representation devices. Kühnel and Ebner (2020) compare 

chatbots with traditional websites and show that chatbots can communicate brand 

information more efficiently, reduce search time, and provide a clearer overview of 

relevant content, which users often interpret as helpful and service oriented 

behavior. Their study argues that when chatbot personality, language style, and 

interaction flow are aligned with brand positioning, the agent becomes a branded 

touchpoint that conveys brand values in a conversational form. Taken together, 

these strands of research suggest that conversational AI can act as a brand 

ambassador when three conditions are met: the chatbot is designed to appear 

appropriately humanlike and aligned with the brand image, it delivers consistently 

high service quality that supports satisfaction and reuse, and it embeds brand 
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congruent cues into its dialogue. Under these conditions, chatbot interactions are 

likely to enhance relationship quality and, through satisfaction, trust, and repeated 

use, contribute to stronger customer loyalty. 

3. Methods 

This study adopts a Systematic Literature Review approach to synthesize 

existing evidence on how conversational artificial intelligence chatbots function as 

brand ambassadors and influence customer loyalty. The review follows a structured 

protocol that begins with the formulation of clear research questions around three 

core dimensions: chatbot experience, brand relationship quality, and loyalty 

outcomes. Relevant academic publications are identified through searches in major 

scholarly databases such as Scopus, Web of Science, and Google Scholar using 

combinations of keywords including “chatbot,” “conversational agent,” “brand,” 

“brand ambassador,” “customer loyalty,” “customer engagement,” and “customer 

satisfaction.” Only peer-reviewed journal articles and conference papers written in 

English and situated in marketing, consumer behavior, information systems, and 

service management contexts are included, while purely technical, engineering-

focused, or non brand related chatbot studies are excluded. 

After the initial database search, the collected records are screened in several 

stages: removal of duplicates, title and abstract screening, and full-text assessment 

against predefined inclusion and exclusion criteria. For each retained article, a data 

extraction template is used to capture information on research context, 

methodological design, sample characteristics, chatbot type and features, brand 
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related constructs (such as trust, engagement, relationship quality, and perceived 

brand personality), and loyalty-related outcomes (such as satisfaction, repurchase 

intention, continuance intention, and word of mouth). The extracted data are then 

synthesized using narrative and thematic analysis, grouping studies into clusters that 

reflect key mechanisms through which chatbots may act as brand ambassadors, such 

as anthropomorphic design cues, perceived service quality, emotional responses, and 

relationship building processes. On this basis, the review develops an integrative 

framework that links chatbot interaction characteristics to brand relationship quality 

and customer loyalty, and identifies gaps and future research opportunities. 

4. Results and Discussion 

The systematic review reveals a consistent pattern: chatbots influence 

customer loyalty primarily through the quality of the interaction experience and the 

way this experience shapes key relationship constructs such as trust, satisfaction, 

engagement, and perceived brand personality. Studies on artificial intelligence 

enabled customer experience show that conversational agents increasingly mediate 

perceptions of convenience, personalization, and overall service quality, making 

them comparable to human frontline employees in how they represent the brand 

(Ameen et al., 2021; Rapp et al., 2021). When customers perceive the chatbot as 

responsive, helpful, and aligned with the brand’s tone of voice, they are more likely 

to evaluate both the encounter and the brand positively, laying the groundwork for 

loyalty-related outcomes such as continued use and positive word of mouth. 
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A central theme concerns the role of design features and anthropomorphic 

cues in shaping these evaluations. Research on interface characteristics demonstrates 

that subtle elements, including typeface and visual presentation, affect whether the 

chatbot is perceived as more humanlike or machine like, which in turn influences 

expectations about warmth and social closeness (Candello et al., 2017). This aligns 

with findings that anthropomorphic design and communicative agency framing can 

enhance perceptions of competence, trustworthiness, and warmth, thereby 

improving attitudes toward both the agent and the company (Araujo, 2018). At the 

same time, design principles for cooperative conversational agents emphasize 

adherence to conversational norms and the display of social cues, which are shown 

to increase perceived service quality and interaction satisfaction (Gnewuch et al., 

2017). Taken together, these results suggest that chatbots are most effective as brand 

ambassadors when their design simultaneously signals humanlike warmth and 

technical competence, while remaining consistent with the brand’s identity. 

The review also highlights that functional performance and service quality are 

non-negotiable prerequisites for any loyalty-enhancing effect. Qualitative evidence 

indicates that customers appreciate chatbots for efficient, accurate responses to 

routine inquiries, but quickly become frustrated when agents fail to understand 

requests or resolve problems, which reduces willingness to use the chatbot in future 

interactions (Følstad & Skjuve, 2019). This echoes broader findings that chatbot e-

service consists of multiple dimensions such as interaction, entertainment, 

trendiness, customization, and problem solving, all of which jointly shape 

satisfaction with the digital service experience (Chung et al., 2020). Since satisfaction 
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is a well established antecedent of loyalty in relationship marketing, these results 

imply that consistently high-quality chatbot service can strengthen downstream 

loyalty intentions, particularly in contexts where customers are sensitive to 

experiential cues and innovation. 

A further set of studies emphasizes the mechanism linking service quality to 

loyalty via technology acceptance and relationship quality. Drawing on service 

quality and technology acceptance models, evidence shows that perceived chatbot 

service quality improves perceived usefulness, ease of use, and trust, which in turn 

increase intention to reuse chatbot-based customer service (Meyer-Waarden et al., 

2020). This chain suggests that as customers become more comfortable and trusting 

of the chatbot, they integrate it into their habitual contact repertoire with the brand, 

thereby deepening the relationship. Complementary work on digital content 

marketing and conversational interfaces reinforces this view by demonstrating that 

value creating interactions, including warm and personalized chatbot messages, can 

foster engagement and reduce brand self distance, ultimately strengthening customer 

brand connections and loyalty (Hollebeek & Macky, 2019; Al-Adwan et al., 2020; 

Kull et al., 2021). 

Finally, the review underscores that chatbots can function explicitly as 

branded touchpoints when their personality, language style, and interaction flow are 

aligned with brand positioning. Comparative analyses show that chatbots may 

communicate brand information more efficiently than traditional websites, reduce 

search time, and provide clearer overviews of relevant content behavior that users 

interpret as helpful and service oriented (Kühnel & Ebner, 2020). When these 
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functional benefits are combined with anthropomorphic cues and brand-congruent 

communication, the chatbot effectively becomes a conversational embodiment of 

the brand. Across the reviewed studies, a convergent picture emerges: conversational 

AI can operate as a brand ambassador that enhances customer loyalty when three 

conditions are met strong alignment between chatbot design and brand identity, 

reliable service quality that supports satisfaction and reuse, and interaction 

experiences that build trust and engagement. However, the literature also reveals that 

explicit measurement of loyalty constructs such as repeat patronage, advocacy, and 

resistance to switching remains limited, suggesting that future empirical work should 

test this integrated framework more directly and across diverse industry settings. 

5. Conclusion 

This review concludes that chatbots have evolved from simple self service 

tools into strategic brand facing interfaces that can operate as de facto brand 

ambassadors. Across the examined studies, chatbots shape customer loyalty not in a 

direct or mechanical way, but through their influence on key relationship constructs 

such as trust, satisfaction, engagement, and perceived brand personality. When 

conversational agents are perceived as responsive, accurate, and easy to use, and 

when their tone of voice, visual identity, and interaction style are aligned with the 

brand, customers tend to evaluate both the interaction and the brand more 

positively. Under these conditions, chatbot encounters contribute to stronger 

relationship quality and create a foundation for loyalty related behaviours such as 

reuse, positive word of mouth, and continued preference for the brand. 
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At the same time, the review makes clear that the ability of chatbots to act as 

brand ambassadors is conditional rather than automatic. Functional performance 

and service quality are basic prerequisites: if chatbots fail to understand queries or 

resolve problems, the resulting frustration is likely to damage rather than enhance 

the brand relationship. Design features such as anthropomorphic cues and social 

presence can amplify warmth, trust, and perceived humanness, but they only 

generate loyalty benefits when coupled with consistent, reliable service and brand 

congruent communication. From a managerial perspective, this implies that chatbot 

initiatives should be treated as part of brand and relationship strategy, not merely as 

cost saving automation projects. 

Finally, the review highlights important gaps that open avenues for future 

research. Existing work has extensively documented user perceptions, satisfaction, 

and trust, but has less frequently measured loyalty outcomes such as repeat 

patronage, advocacy, and resistance to switching in a systematic way. There is also a 

need for empirical studies that test the proposed integrative framework across 

different industries, cultural contexts, and types of chatbots, including voice based 

and multimodal agents. Future research should examine how specific design choices, 

interaction scripts, and integration with other digital touchpoints jointly shape long 

term loyalty, and whether there are boundary conditions under which chatbots may 

weaken, rather than strengthen, customer brand relationships. Together, these 

directions would deepen understanding of conversational AI as a branded relational 

tool and provide more concrete guidance for firms seeking to deploy chatbots as 

effective brand ambassadors. 
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