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Introduction: AI-powered virtual chatbots are transforming the way businesses communicate 

with their customers, offering round the clock support and personalized experiences (Abbasi 

et al., 2024). These artificial intelligence bots are progressively implemented in handling 

relationship with customers, user engagement and customised services (Armenia et al., 2024; 

Bai et al., 2024). However, the influence of AI-chatbots on consumer trust and loyalty, 

particularly in a cross-cultural environment is relatively untapped(Bilal et al., 2024; Brüns & 

Meißner, 2024; Buyukbalci et al., 2024). The research aims to perform a systematic review of 

existing literature to explore the impact of AI chatbots on these two crucial factors across 

various cultural contexts. 

Research objective: The objective of this systematic literature review is to investigate how 

AI-chatbots influence consumer trust and loyalty across diverse cultural settings. Specifically, 

the research seeks to: 

● Investigate the factors that foster trust in AI chatbots. 

● Assess the significance of AI chat bots in raising customer loyalty 

● Analyze how the association between AI Chatbots and consumer behaviour is 

influenced by of cultural differences 

● Pinpoint gaps in the literature to guide future research on AI-driven consumer 

engagement across cultures. 

Methodology: A systematic literature review will be undertaken in order to explore 

comprehensively into the area. A structured search will be conducted in major academic 

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

"AI-chatbots," "consumer trust," "consumer loyalty," and "cross-cultural." The inclusion 

criteria will prioritize research articles and industry reports published within the past decade. 

The study will document the selection process following PRISMA guidelines. The chosen 

studies will undergo critical analysis regarding the factors that influence trust and loyalty in 

chatbots, as well as their applicability across different cultural contexts.  

Findings: Initial research from the literature indicates that consumer confidence in AI-chatbots 

is impacted by factors, such as the chatbot's capacity to mimic human-like 

interactions(Chakraborty et al., 2024a; Eggenschwiler et al., 2024), transparency(Chakraborty 
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et al., 2024b), personalisation(Chen et al., 2024), and dependability(Dong et al., 2024). As 

observed from extant literature in domain of customer trust and customer loyalty, customer 

trust is a foundation to build customer loyalty (Dwivedi et al., 2024; Fang et al., 2024; Hajian 

et al., 2024). However, because of cultural variations in technology acceptance(Grimm & 

Walz, 2024), communication styles (Hagen et al., 2024), and customer service expectations 

(Ki et al., 2024; Latinovic & Chatterjee, 2024), these relationships differ significantly. Cultures 

that are resilient to change and belong to developed economies, are open to interacting with AI 

chatbots (X. Ma et al., 2024; Y. Ma & Xing, 2024), while those with limited awareness and 

economic resources are hesitant (Park & Ahn, 2024; Ram et al., 2024). Additionally, 

consumers from individualistic cultures may prioritize efficiency and personalization (Patrizi 

et al., 2024), while those from collectivist cultures may value empathy and relationship-

building in chatbot interactions (Tsai, 2024; Volles et al., 2024; Wang et al., 2024). 

Contribution to the Field: This systematic review contributes to the growing body of 

literature on AI in customer engagement by highlighting the role of cultural context in shaping 

consumer trust and loyalty. The findings will provide valuable insights for businesses operating 

in global markets, guiding them in designing AI-chatbots that cater to the specific cultural 

preferences of their target audiences. Additionally, this review will identify key gaps in the 

current research and propose directions for future studies. 

Conclusion: As AI-chatbots continue to play an essential role in customer service and brand 

engagement, understanding their impact on trust and loyalty across different cultural contexts 

is critical. This systematic literature review will provide a holistic view of the existing 

knowledge, underscore the importance of cultural considerations in AI-driven consumer 

interactions, and offer actionable insights for businesses seeking to optimize their digital 

strategies in a globalized marketplace. 

Keywords: AI-chatbots, consumer trust, consumer loyalty, cross-cultural environment, 

systematic literature review, digital strategy, customer engagement. 

 

 

References 

Abbasi, A. Z., Qummar, H., Bashir, S., Aziz, S., & Ting, D. H. (2024). Customer engagement 

in saudi food delivery apps through social media marketing: Examining the antecedents and 

consequences using pls-sem and nca. Journal of Retailing and Consumer Services, 81, 104001. 

doi:https://doi.org/10.1016/j.jretconser.2024.104001 

Armenia, S., Franco, E., Iandolo, F., Maielli, G., & Vito, P. (2024). Zooming in and out the 

landscape: Artificial intelligence and system dynamics in business and management. 

Technological Forecasting and Social Change, 200, 123131. 

doi:https://doi.org/10.1016/j.techfore.2023.123131 

Bai, S., Yu, D., Han, C., Yang, M., Gupta, B. B., Arya, V., Panigrahi, P. K., Tang, R., He, H., 

& Zhao, J. (2024). Warmth trumps competence? Uncovering the influence of multimodal ai 

anthropomorphic interaction experience on intelligent service evaluation: Insights from the 

high-evoked automated social presence. Technological Forecasting and Social Change, 204, 

123395. doi:https://doi.org/10.1016/j.techfore.2024.123395 

https://doi.org/10.1016/j.jretconser.2024.104001
https://doi.org/10.1016/j.techfore.2023.123131
https://doi.org/10.1016/j.techfore.2024.123395


Bilal, M., Zhang, Y., Cai, S., Akram, U., & Halibas, A. (2024). Artificial intelligence is the 

magic wand making customer-centric a reality! An investigation into the relationship between 

consumer purchase intention and consumer engagement through affective attachment. Journal 

of Retailing and Consumer Services, 77, 103674. 

doi:https://doi.org/10.1016/j.jretconser.2023.103674 

Brüns, J. D., & Meißner, M. (2024). Do you create your content yourself? Using generative 

artificial intelligence for social media content creation diminishes perceived brand authenticity. 

Journal of Retailing and Consumer Services, 79, 103790. 

doi:https://doi.org/10.1016/j.jretconser.2024.103790 

Buyukbalci, P., Sanguineti, F., & Sacco, F. (2024). Rejuvenating business models via startup 

collaborations: Evidence from the turkish context. Journal of Business Research, 174, 114521. 

doi:https://doi.org/10.1016/j.jbusres.2024.114521 

Chakraborty, D., Kumar Kar, A., Patre, S., & Gupta, S. (2024a). Enhancing trust in online 

grocery shopping through generative ai chatbots. Journal of Business Research, 180, 114737. 

doi:https://doi.org/10.1016/j.jbusres.2024.114737 

Chakraborty, D., Polisetty, A., G, S., Rana, N. P., & Khorana, S. (2024b). Unlocking the 

potential of ai: Enhancing consumer engagement in the beauty and cosmetic product purchases. 

Journal of Retailing and Consumer Services, 79, 103842. 

doi:https://doi.org/10.1016/j.jretconser.2024.103842 

Chen, Y., Wang, H., Rao Hill, S., & Li, B. (2024). Consumer attitudes toward ai-generated ads: 

Appeal types, self-efficacy and ai’s social role. Journal of Business Research, 185, 114867. 

doi:https://doi.org/10.1016/j.jbusres.2024.114867 

Dong, L., Wu, Z., Ji, T., & Tu, Y. (2024). Informing or persuading? Unveiling the complex 

dynamics of live chat in online labor markets. Journal of Retailing and Consumer Services, 80, 

103910. doi:https://doi.org/10.1016/j.jretconser.2024.103910 

Dwivedi, Y. K., Balakrishnan, J., Mishra, A., Bock, K. W. D., & Al-Busaidi, A. S. (2024). The 

role of embodiment, experience, and self-image expression in creating continuance intention 

in the metaverse. Technological Forecasting and Social Change, 203, 123402. 

doi:https://doi.org/10.1016/j.techfore.2024.123402 

Eggenschwiler, M., Linzmajer, M., Roggeveen, A. L., & Rudolph, T. (2024). Retailing in the 

metaverse: A framework of managerial considerations for success. Journal of Retailing and 

Consumer Services, 79, 103791. doi:https://doi.org/10.1016/j.jretconser.2024.103791 

Fang, X., Wang, X., Shao, Y., & Banerjee, P. (2024). Examining the effect of a firm’s product 

recall on financial values of its competitors. Journal of Business Research, 176, 114586. 

doi:https://doi.org/10.1016/j.jbusres.2024.114586 

Grimm, A., & Walz, R. (2024). Current and future roles of the automotive and ict sectoral 

systems in autonomous driving - using the innovation system approach to assess value chain 

transformation. Technological Forecasting and Social Change, 198, 122990. 

doi:https://doi.org/10.1016/j.techfore.2023.122990 

Hagen, D., Spierings, B., Weltevreden, J., Risselada, A., & Atzema, O. (2024). What drives 

consumers to use local online retail platforms? The influence of non-place-specific and place-

specific motives. Journal of Retailing and Consumer Services, 77, 103649. 

doi:https://doi.org/10.1016/j.jretconser.2023.103649 

Hajian, A., Daneshgar, S., Sadeghi R, K., Ojha, D., & Katiyar, G. (2024). From theory to 

practice: Empirical perspectives on the metaverse's potential. Technological Forecasting and 

Social Change, 201, 123224. doi:https://doi.org/10.1016/j.techfore.2024.123224 

Ki, C.-W., Chenn, A., Man Chong, S., & Cho, E. (2024). Is livestream shopping conceptually 

new? A comparative literature review of livestream shopping and tv home shopping research. 

Journal of Business Research, 174, 114504. doi:https://doi.org/10.1016/j.jbusres.2024.114504 

https://doi.org/10.1016/j.jretconser.2023.103674
https://doi.org/10.1016/j.jretconser.2024.103790
https://doi.org/10.1016/j.jbusres.2024.114521
https://doi.org/10.1016/j.jbusres.2024.114737
https://doi.org/10.1016/j.jretconser.2024.103842
https://doi.org/10.1016/j.jbusres.2024.114867
https://doi.org/10.1016/j.jretconser.2024.103910
https://doi.org/10.1016/j.techfore.2024.123402
https://doi.org/10.1016/j.jretconser.2024.103791
https://doi.org/10.1016/j.jbusres.2024.114586
https://doi.org/10.1016/j.techfore.2023.122990
https://doi.org/10.1016/j.jretconser.2023.103649
https://doi.org/10.1016/j.techfore.2024.123224
https://doi.org/10.1016/j.jbusres.2024.114504


Latinovic, Z., & Chatterjee, S. C. (2024). Value co-creation: Balancing b2b platform value and 

potential reverse-value effects. Journal of Business Research, 175, 114518. 

doi:https://doi.org/10.1016/j.jbusres.2024.114518 

Ma, X., Chen, H., Lang, X., Li, T., Wu, N., & Duong, B. (2024). Research on the impact of 

streamers’ linguistic emotional valence on live streaming performance in live streaming 

shopping environments. Journal of Retailing and Consumer Services, 81, 104040. 

doi:https://doi.org/10.1016/j.jretconser.2024.104040 

Ma, Y., & Xing, T. (2024). Encourage sustainable consumption among the elderly through 

generativity. Journal of Retailing and Consumer Services, 81, 104053. 

doi:https://doi.org/10.1016/j.jretconser.2024.104053 

Park, J., & Ahn, S. (2024). Traditional vs. Ai-generated brand personalities: Impact on brand 

preference and purchase intention. Journal of Retailing and Consumer Services, 81, 104009. 

doi:https://doi.org/10.1016/j.jretconser.2024.104009 

Patrizi, M., Šerić, M., & Vernuccio, M. (2024). Hey google, i trust you! The consequences of 

brand anthropomorphism in voice-based artificial intelligence contexts. Journal of Retailing 

and Consumer Services, 77, 103659. doi:https://doi.org/10.1016/j.jretconser.2023.103659 

Ram, P. K., Pandey, N., & Persis, J. (2024). Modeling social coupon redemption decisions of 

consumers in food industry: A machine learning perspective. Technological Forecasting and 

Social Change, 200, 123093. doi:https://doi.org/10.1016/j.techfore.2023.123093 

Tsai, P.-H. (2024). Exploring consumer purchase intention in cross-boundary retail alliances 

with gamified omo virtual-physical fusion services. Journal of Retailing and Consumer 

Services, 77, 103698. doi:https://doi.org/10.1016/j.jretconser.2023.103698 

Volles, B. K., Park, J., Van Kerckhove, A., & Geuens, M. (2024). How and when do virtual 

influencers positively affect consumer responses to endorsed brands? Journal of Business 

Research, 183, 114863. doi:https://doi.org/10.1016/j.jbusres.2024.114863 

Wang, P., Li, K., Du, Q., & Wang, J. (2024). Customer experience in ai-enabled products: 

Scale development and validation. Journal of Retailing and Consumer Services, 76, 103578. 

doi:https://doi.org/10.1016/j.jretconser.2023.103578 

 

https://doi.org/10.1016/j.jbusres.2024.114518
https://doi.org/10.1016/j.jretconser.2024.104040
https://doi.org/10.1016/j.jretconser.2024.104053
https://doi.org/10.1016/j.jretconser.2024.104009
https://doi.org/10.1016/j.jretconser.2023.103659
https://doi.org/10.1016/j.techfore.2023.123093
https://doi.org/10.1016/j.jretconser.2023.103698
https://doi.org/10.1016/j.jbusres.2024.114863
https://doi.org/10.1016/j.jretconser.2023.103578

