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More and more companies have implemented chatbots on their websites to provide support to their visitors on a 24/7
basis. The new customer wants to spend less and less time and therefore expects to reach a company anytime and
anywhere, regardless of time, location, and channel. System quality, service quality, and information quality are crucial
dimensions that a chatbot must meet to give a good customer experience. To make a chatbot more personal, companies
can alter the language style. Human-like chatbots lead to greater satisfaction and trust among customers, leading to
greater adoption of the chatbot. A connection between chatbots and customer loyalty is very likely. Besides, some
customers suffer from the privacy paradox because of personalization.
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| 1. Introduction

In the current era, wherein consumers spend more and more time in digital environments, companies prioritize being
online anytime and anywhere to keep in touch with their customers . In this digital age, customers have the opportunity
to choose from numerous companies that provide the same service or product. As a result of this growing offer,
consumers can afford to be choosy [@. Companies are constantly challenged by competition to attract and retain
customers to increase customer experience and thereby customer satisfaction Bl. Online communication is an essential
factor in improving the customer experience Bl. A personal approach in digital customer contact is vital concerning the
customer and the preservation thereof B!, According to Siswi and Wahyono [4l, satisfaction is created by meeting customer
expectations. By optimizing the customer experience, customer expectations and satisfaction can be exceeded. Customer
satisfaction leads to customer loyalty, which has been important for decades 3,

Due to digital developments and growing competition, companies are constantly challenging to attract and retain
customers . The ‘new customer in 2021’ wants to spend less and less time and therefore expects to be able to reach a
company anytime and anywhere, regardless of time, location, and channel [&. An instrument to respond to digitization and
customer experience is the use of chatbots (8. Offering visitors an additional means of communication increases customer
contact 2. By responding proactively as a company to questions and complaints from a customer, the customer receives
a feeling of confidence and satisfaction . Partly due to the use of a chatbot, a customer gains more confidence in an
organization, leading to customer loyalty. The purpose is to provide insight into the role of chatbots by increasing customer
loyalty.

The topic is partly inspired by the MSI Research Priorities &, wherein customer experience and loyalty were frequently
mentioned. Customer loyalty is one of the most critical factors for a company to increase its market share and, therefore,
interesting to investigate further €. There exist many studies on traditional customer loyalty. With the ever-innovating and
growing digital world, it is interesting to dig into customer loyalty in the digital world L9 Chatbots are an emerging
development and are found to be interested here. There exist some studies about the relation between chatbots and
customer satisfaction, but the connection between chatbots and customer loyalty is not frequently made. Besides, the
existing studies are based on consumer support by humans and not by chatbots.

While in the past, companies could only reach their local customers through face-to-face contact or mass media,
technology made it possible that companies are nowadays able to have online contact with their customers all day long.
Therefore, companies prioritize being online anytime and anywhere to respond to the online competition and keep in
touch with their customers to provide them with a satisfying online service and experience 12, As stated earlier, customer
loyalty has been playing an essential role for years. However, the way to achieve this has changed over the years due to
online competition and technological developments. Stating this, in this digital age where the continuous availability of
businesses is crucial, optimizing the customer experience is more important than ever before 1. Proactive and personal



customer contact is a significant factor in the customer experience. A chatbot can respond to this by proactively and
quickly responding to customer questions.

| 2. The Impact of Chatbots on Customer Loyalty

The constructs of service quality, system quality, and information quality belong to chatbots since these dimensions are
seen as predictors of customer experience concerning chatbots. The constructs of personalization, privacy paradox, and
customer complaint are seen as overlapping constructs and, therefore, not connected to customer loyalty or chatbots

(Table 1).
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2.1. The Drivers of Customer Loyalty: Satisfaction, Trust, and Commitment

As stated earlier, customer satisfaction, trust, and commitment are the three main drivers of customer loyalty (45114
Customer satisfaction is a crucial predictor in fostering the retention of customers 13! At the same time, customer
satisfaction influences customer trust, which both affect customer commitment 24, In turn, customer loyalty has a
significant relation with profitability [Z and is therefore highly relevant for every organization [&. To satisfy the customers
and raise the organization’s overall customer satisfaction, a good customer experience is necessary 13l Therefore,
customer experience is seen as a predictor of customer satisfaction.

2.2. The Role of Chatbots within Customer Experience: System Quality, Service Quality, and
Information Quality

With the introduction of chatbots, companies aim to provide their customers with a good customer experience, wherein
the chatbot provides a new layer of fast service and relevant information on the internet at any time, from any location 8!
7, Multiple studies stated that integrating a chatbot in a website positively affects the customer experience LOIBEIL7],
Trivedi 28 citing DeLone and McLean 8, claimed that system quality, service quality, and information quality are critical
dimensions for chatbots to create a good customer experience that leads to customer satisfaction. This is in line with a
study by Ashfaq and colleagues 7.

By diving into the underlying five dimensions of system quality, Trivedi mentioned that individuals use Information
Technology systems, such as chatbots, to perform tasks effectively and efficiently 28, As system quality measures the
technical success of the chatbot, 24/7 availability and reliable information at the right place and time are essential to
comply with the customer expectations B8, Users expect information systems to constantly work on every internet
connection B8, The same applies to the adaptability of a chatbot, which means that the developers of the chatbots need
to keep their systems up-to-date and need to adapt to necessary developments in the environment. The same study by
Trivedi stated that responding as quickly as possible increases the customer experience and that delays negatively impact
the customer experience. However, Gnewuch and colleagues declared that being faster is not always better 3%, The
results of their study proved that chatbots with dynamic response delays have a positive effect on the customer
experience. The reason for this outcome is that dynamically delayed messages from chatbots were perceived as more
natural and human-like than instantly sent messages 8. Chatbots have the purpose of providing the customers with a
good experience on a website or app while helping the customers with their comments and or questions in real-time (81,
Ashfaq and colleagues declared that chatbots are used to make it easier for both the customers and organizations
because of the accessibility, response time, and availability B4, That is in line with the studies by Ba and Johansson and
Van Der Goot and Pilgrim which declared that a website's ease of use leads to a more extraordinary customer experience
(191491 At the same time, when individuals perceive the use of a chatbot as complex, the consumer experience is affected
negatively (261,

The quality of the information sent by the chatbot is of high importance. The information must be accurate, relevant, and
valuable. If the chatbot does not understand the customer and provides the wrong information, the accuracy and reliability
failed, which gives the customer a bad experience B850, Other studies stated that a response that was not that accurate



enough is not immediately linked to a bad experience, as long as the chatbot provided a follow-up conversation with a
human agent (1811201

Service quality consists of both information and system quality and refers to the assurance, responsiveness, and empathy
during a conversation 28, Van Vuuren et al. cited Balaji by stating a significant relationship between the total perceived
quality and customer experience and, in turn, on customer satisfaction 14!, Besides, chatbots impact stronger on word-of-
mouth and intention to reuse B, Overall, if a chatbot works (system quality), is accurate and provides quality information
(information quality), and lastly, provides a good service (service quality), the customer experience will stimulate a
consumer to continue using chatbots in the future.

2.3. Complaint Handling

Complaint handling might be one of the most critical factors to gain customer experience, from minor to big complaints. It
is crucial to handle complaints as fast as possible to keep the customer satisfied 24, Even due to handling complaints, a
company can improve the quality of its service B2l As multiple studies described, a chatbot serves as an excellent way
to support customers. According to Hwang et al., customer service by chatbots needs to involve responsiveness,
customization and guarantee a good customer experience to satisfy the users 2. That statement is similar to studies by
Chung and colleagues and Trivedi 281491, Besides, exceeding customers’ expectations while taking care of their problems
positively affects the customer experience and satisfaction 2. Cheng and Jiang stated that chatbots might be better at
problem-solving than human agents because chatbots are more accurate and efficient 11,

2.4. Privacy Paradox and Personalization

An experiment by Brandtzaeg and Fglstad revealed that ease of use, speed, and convenience are the main reasons
customers could use a chatbot . Mentioning this, productivity seems to be a fundamental reason to make use of a
chatbot. Besides, the results of the experiment by Brandtzaeg and Fglstad declared that the assistance and access to
information that chatbots provide were reasons to use a chatbot. Although chatbots are predicted to play a significant key
role nowadays and in future customer support, researchers noticed that the chatbot adoption among consumers is lower
than expected 43l Reasons for the low chatbot adaption might be that conversations with chatbots are perceived as
unnatural, impersonal, and too informal B, Besides, Nordheim and colleagues’ experiment showed that the majority
would use the innovative chatbot 43l However, not all their participants adopted the chatbot; about one-third of their
participants did not want to communicate with the chatbot, mainly because it would cost individuals’ jobs. At the same
time, privacy concerns lead to resistance of chatbots, and in turn to negative usage frequency 22,

The construct privacy paradox can be related to customer trust 24531 websites that offer personalized services might
create concerns about the collected personal information 22531541 The social presence of a chatbot is a significant driver
for trust on a website (231241251261 At the same time, those personalized services might bring convenience while using a
website 411, For the use of chathots, trust is a crucial factor because users do not want to share too much personal
information if they have privacy concerns EII4155] An essential part of trust consists of anthropomorphism, which is all
about attributing human traits to chatbots 8. For instance, if a chatbot is more human-like and approaches customers
personally, it can reduce the privacy issues and raise the trust in the chatbot [2228157] przegalinska and colleagues
argued that individuals nowadays might trust information systems, such as chatbots, more than humans because
automation might make fewer mistakes 22, Araujo stated that a human-like conversation felt better for customers and is
enlarging customer trust (28], Besides, giving the chatbot a name and image fosters the chatbot’s human likeness 28],

Chatbots can offer a new dimension of support by providing personalized service where customers’ needs are met
anytime and anywhere 49, Stating this, the personalization of chatbots is playing an increasingly important role because
multiple studies argued that customers prefer personalized conversation with chatbots L8lI27133] Tg personalize a chatbot
to make it more human-like B8, its language style needs to be altered BABUBA, Overall, chatbots’ human-like and

personalized approach has a significant impact on the customer experience, which in turn can lead to customer loyalty 22
[59]

2.5. Customer Experience and Customer Loyalty

A connection between customer experience and customer loyalty can be made. A chatbot with high system quality and
high-quality service and information leads to a more remarkable customer experience. In turn, when customers are
experiencing good service, they are satisfied with the service they received 28, Based on this customer satisfaction, the
customers will get more trust in that specific organization, leading to commitment. Satisfaction, trust, and commitment in



and with a company have customer loyalty as a result [4. Figure 1 visualizes the connection between customer
experience and customer loyalty.
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Figure 1. Customer experience and
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customer loyalty.

| 3. Conclusions

Herein obtains insight into the influence of chatbots on customer loyalty and how chatbots can respond to the changing
needs of today’s customers. The endless online offer and the ease of online developments have changed the wishes and
needs of the customer today, which has changed the achievement of customer loyalty as well. The “new customer in
2022" expects to be able to reach a company anytime and anywhere, regardless of time, location, and channel, and
expects to spend less time doing so. In this digital age where the continuous availability of businesses is crucial,
optimizing the customer experience is more essential than ever to achieve customer loyalty.

Herein provides an overview of the state of the art of the influence of chatbots on customer loyalty and boosts researchers
to continue with empirical studies to advance in this line of research. More and more companies have implemented
chatbots on their websites to provide support to their visitors all day. System quality, service quality, and information
quality are crucial dimensions that a chatbot must meet to provide good customer experience. Further, a good customer
experience results from a focus on customer satisfaction. Because satisfaction leads, in turn, to loyalty, a chatbot likely
has an impact on customer loyalty.

Although the chatbot market is on the rise, there has been low adoption of the chatbot. Customers argue that a chatbot is
unnatural and impersonal. To make a chatbot more personal, companies can alter the language style. Human-like
chatbots lead to greater satisfaction and trust among customers, leading to greater adoption of the chatbot. Therefore, the
role of anthropomorphism and the perceived social presence of chatbots should be further studied. Besides, some
customers suffer from privacy paradoxes because of personalization. Companies should find the balance for customers
regarding their personal information and expose this in exchange for an offer.
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