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Introduction: The rapid proliferation of artificial intelligence (AI) in digital
platforms, particularly through the use of intelligent chatbots, is fundamentally
transforming how customers interact with online services. These Al-powered
agents offer the potential to enhance customer experience through immediate,
personalized, and efficient service, yet their impact on actual purchase behavior
remains a critical area of inquiry. This research aims to present a model explaining
the impact of Al-based chatbot characteristics on customer purchase behavior,
with the mediating roles of customer satisfaction and loyalty, specifically within
the context of the SnapFood online food delivery platform in Iran. The study is
grounded in a robust theoretical framework integrating the Technology
Acceptance Model (TAM), Uses and Gratifications Theory (UGT), Trust Theory,
Social Exchange Theory (SET), and the Theory of Planned Behavior (TPB) to
posit five key chatbot features—user-friendliness, communicability, reliability,
security/privacy, and usefulness—as antecedents of satisfaction and loyalty. The
primary objective is to empirically test the direct and indirect effects of these
features on purchase behavior and to identify the most potent drivers of customer
satisfaction in a digital service environment.

Methodology: This research is applied in its purpose and descriptive-survey in
its nature, employing a quantitative approach to test the proposed conceptual
model. The statistical population comprised all users of the SnapFood platform
in Tehran who had at least one documented interaction with the platform's Al
chatbot within the three months leading up to October and November 2025. Due
to the large and undefined nature of this population, an available sampling method
was employed. Data were collected through a self-reported online questionnaire
distributed via social media channels and online platforms associated with
SnapFood. To ensure the relevance of responses, an initial screening question was
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used to confirm that respondents had direct experience with the chatbot, leading
to the exclusion of 60 out of 210 collected responses, resulting in 150 valid
questionnaires for analysis. The questionnaire, designed by the researchers based
on validated scales from prior studies, measured eight constructs (five chatbot
features, customer satisfaction, customer loyalty, and purchase behavior) using a
five-point Likert scale. The instrument's validity was confirmed through content
validity by three academic experts, while its reliability was assessed using
Cronbach's alpha (with most constructs exceeding 0.70) and Composite
Reliability (all above 0.70). Convergent validity was partially confirmed through
Average Variance Extracted (AVE), with most constructs meeting the 0.50
threshold. Data analysis was conducted using Structural Equation Modeling with
Partial Least Squares (PLS-SEM) through SmartPLS software. The analysis was
performed in two stages: first, the measurement model was evaluated for validity
and reliability, and second, the structural model was tested to examine the
hypothesized relationships, with a bootstrapping technique employed to
determine the statistical significance of the path coefficients.

Main Findings:The results of the measurement model confirmed adequate
reliability and validity after refining the questionnaire items, leaving 43 valid
items from an initial 60. The structural model analysis revealed that all five
chatbot features had a positive and significant effect on customer
satisfaction. User-friendliness emerged as the strongest predictor (f = 0.342, p <
0.001), followed by communicability (B = 0.306, p < 0.001), reliability (B =
0.243, p <0.001), security and privacy (f =0.226, p <0.05), and usefulness (p =
0.172, p < 0.05). Furthermore, customer satisfaction demonstrated a strong
positive influence on customer loyalty (B = 0.597, p < 0.001), and customer
loyalty exhibited the strongest direct effect on purchase behavior (B = 0.655, p <
0.001). The model effectively explained a substantial portion of the variance, with
an R? of 0.62 for customer satisfaction, 0.35 for loyalty, and 0.43 for purchase
behavior. Analysis of indirect effects confirmed the significant mediating roles of
satisfaction and loyalty. The indirect effect of satisfaction on purchase behavior
through loyalty (B = 0.391, p < 0.001) and the chain-mediated paths from all
chatbot features to purchase behavior through satisfaction and loyalty were all
statistically significant, confirming the study's hypotheses.

Discussion and Conclusion: This research offers compelling empirical evidence
that the strategic design of Al-based chatbots is instrumental in driving customer
purchase behavior, not through direct influence but via a sequential pathway of
enhanced satisfaction and strengthened loyalty. The most significant and
innovative finding of this study is the confirmation of this chain mediation, which
underscores that an investment in chatbot technology is an investment in a
sequential psychological process. The results clearly indicate that user-
friendliness and communicability are the primary levers for boosting satisfaction,
highlighting that a seamless, intuitive, and responsive interaction is the
cornerstone of a positive digital customer experience. Furthermore, the strong



linkage between loyalty and purchase behavior reinforces the notion that a
positive experience, when transformed into a sustained preference, yields tangible
behavioral outcomes. This study advances the existing literature by integrating
and testing a comprehensive, multi-theoretical model that distinguishes between
motivational (e.g., user-friendliness) and governance (e.g., security) features,
providing a more nuanced understanding of how chatbot design influences
customer psychology. For managers, the practical implications are clear:
prioritizing user-centered design and conversational quality in chatbot
development is paramount. Furthermore, integrating chatbots into a broader
brand loyalty strategy—utilizing them for smart reminders, personalized offers,
and loyalty rewards—can significantly increase customer lifetime value. Future
research should explore this model across different industries, incorporate actual
behavioral transaction data to supplement self-reported measures, and conduct
longitudinal studies to capture the dynamic evolution of these relationships over
time.
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