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ABSTRACT  

Purpose- This study aims to investigate the relationship between customer perceptions of AI 

virtual assistant service quality and its influence on customer loyalty in the context of               

e-commerce. The study also examines the sequential mediating role of perceived value, trust, 

and satisfaction in this relationship. 

Design/methodology/approach- A descriptive quantitative research design was employed, 

and data were collected through an online survey from a sample of 729 e-commerce 

customers. Structural equation modelling (SEM) analysis was conducted to test the 

hypothesized relationships. 

Findings- The findings indicate that AI virtual assistant service quality significantly 

influences customer loyalty, perceived value, satisfaction, and trust. Perceived value 

partially mediates the relationship between service quality and loyalty, as does trust. 

However, satisfaction does not mediate service quality's influence on loyalty. 

Originality- The originality of this study lies in its investigation of the relationship between 

customer perceptions of AI virtual assistant service quality and customer loyalty in the 

context of e-commerce. While prior research has explored the influence of service quality on 

loyalty, this study specifically focuses on AI virtual assistant services, which represent a 

novel and growing area in customer service. Moreover, this research extends existing 

knowledge by examining the sequential mediating roles of perceived value, trust, and 

satisfaction in this relationship. The findings contribute to the originality of this study by 

providing unique insights into the factors that drive customer loyalty in the context of AI 

virtual assistant services, offering theoretical and practical implications for businesses 

operating in the e-commerce industry 
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𝑛 =
𝑍2 ∗ 𝑝 ∗ (1 − 𝑝)

𝑒2
=
(1.96)2 ∗ 0.5 ∗ (1 − 0.5)

0.052
= 385 < 729



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[77] 

 

 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[78] 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[79] 

:

 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[80] 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[81] 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[82] 

    

    



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[83] 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[84] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[85] 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[86] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[87] 

 

 

 

 

 

 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[88] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[89] 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[90] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[91] 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[92] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[93] 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[94] 

https://www.statista.com/study/20918/online-shopping-behavior-in-the-united-states/


 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 62 – No. 2 – March 2025 

  

[95] 

 

 

 

 

 

 

 

 

 

 

 



 Enhancing Customer Loyalty in E-commerce: The Role of AI Virtual Assistant Service Quality and Mediating Factors 

[96] 

 

 

 

 الافتراضةةةةةةة   المسةةةةةةة  د خدم  ج دة ح ل  العملاء تصةةةةةةة را  بين العلاق  في التحقيق إلى الدراسةةةةةةة  هذه تهدف: الهدف

 ال سةةةةةةةةةةي  الدور  الدراسةةةةةةةةةة  تت  ول  كم . الإلكتروني  التج رة سةةةةةةةةةةي   في العملاء ولاء  لى وتأثيره  الاصةةةةةةةةةة    ي ب لذك ء

 .العلاق  هذه في والرض  والثق ، المدرك ، للقيم  المتسلسل

 الإنترنت  بر اسةةةتني ن خلال من البي ن   وجمعت وصةةة  ، كم  بحث  تصةةةمي  ا تم د ت : ال هج/الم هجي /التصةةةمي 

  729 من مك نة   ي ة  من
ً

 لاختبة ر (SEM) الهيكلية  المعة دلا  نمةذجة  تحليةل إجراء ت . الإلكترونية  التجة رة في  ميلا

 .الم ترض  العلاق  

 العملاء، ولاء  لى كبير بشكل تؤثر الاص    ي ب لذك ء الافتراض   المس  د خدم  ج دة أن إلى ال ت ئج تشير: ال ت ئج

 وال لاء، الخدم  ج دة بين العلاق  في الجزئ  ال سةةةةةةي  دور  المدرك  القيم  تلعب. والثق  والرضةةةةةة ، المدرك ، والقيم 

 .ال لاء  لى الخدم  ج دة تأثير الرض  يت س  لا ذلك، ومع. الثق  وكذلك

 المسةةةةةةةةةةة  د خدم  ج دة ح ل  العملاء تصةةةةةةةةةةة را  بين العلاق  في التحقيق في الدراسةةةةةةةةةةة  هذه أصةةةةةةةةةةة ل  تكمن: الأصةةةةةةةةةةة ل 

 ج دة تأثير الس بق  الأبح ث ت  ولت بي م . الإلكتروني  التج رة سي   في العملاء وولاء الاص    ي ب لذك ء الافتراض  

 تمثل والت  الاصةةةةةةة    ي، ب لذك ء الافتراضةةةةةةة   المسةةةةةةة  د خدم    لى تحديدًا الدراسةةةةةةة  هذه تركز ال لاء،  لى الخدم 

 
ً

 فحص خلال من الح لي  المعرف  الدراسةةةةةةةةةةةة  هذه ت سةةةةةةةةةةةةع ذلك،  لى  لاوة. العملاء خدم  في ومت  ميً  جديدًا مج لا

 من الدراسةةة  أصةةة ل  في ال ت ئج تسةةةه . العلاق  هذه في والرضةةة  والثق ، المدرك ، للقيم  المتسةةةلسةةةل  ال سةةةي   الأدوار

 بةة لةةذكةة ء الافتراضةةةةةةةةةةةة   المسةةةةةةةةةةةةة  ةةد خةةدمةة   سةةةةةةةةةةةةيةة   في العملاء ولاء تةةدفع الت  الع امةةل ح ل  فريةةدة رؤى تقةةدي  خلال

 .الإلكتروني  التج رة ق  ع في الع مل  للشرك   و ملي  نظري  دلالا  يقدم مم  الاص    ي،

 العملاء، ولاء العملاء، تج رب الآلي ، الدردشةةةةةةة  الاصةةةةةةة    ي، ب لذك ء الافتراضةةةةةةة   المسةةةةةةة  د

 ج دة الرضةةةةةةةةةةةةة ، المةةدركةة ، القيمةة  النشةةةةةةةةةةةةريةة ، الخةةدمةة  بةةدائةةل الإلكترونيةة ، التجةة رة العملاء، تصةةةةةةةةةةةة را 

 .الثق  الخدم ،
 

.


