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ABSTRACT

This research was carried out with the aim of testing and analyzing the influence of perceived
artificial intelligence on perceived Anthropomorphism, Interaction Quality, Confirmation, the
impact of Perceived Anthropomorphism on Interaction Quality, Confirmation, the influence of
Interaction Quality on Confirmation and Customer Experience, the influence of
Confirmationaffects Customer Experience and the impact of Customer Experience on Loyalty
Intention. The type of research used is quantitative research with research hypothesis testing.
The sample collection method used purposive sampling with a sample of 218 respondents. The
analysis tool used by SEM is using AMOS 23 software. The findings showed that Perceived
Acrtificial Intelligence was proven to have a positive effect on Perceived Anthropomorphism,
Confirmation, and Interaction Quality; perceived Anthropomorphism had a positive effect on
Interaction Quality but was not proven to have a positive effect on Confirmation, Interaction
Quality was proven to have an impact positive for Confirmation but not proven to have a
positive effect on Customer Experience. Confirmation has been proven to affect Customer
Experience positively, and Customer Experience has been proven to impact Loyalty Intention
positively. The managerial implications in this study show that Artificial Intelligence is an
essential variable in increasing customer loyalty in the form of digital banking services through
the development of Al sensitive to user needs, namely through convenient service through
application features that can improve the banking system's stability.

Keywords: Artificial Intelligence, Perceived Anthropomorphism, Confirmation, Interaction
Quality, Customer Experience, Loyalty Intention.

A. INTRODUCTION

Customer satisfaction is an important foundation in shaping loyalty in the banking
industry. Customers who are satisfied with the service received tend to develop greater trust in
the bank, ultimately driving loyalty. Good service quality, ease of access, and quick response
to customer needs significantly affect satisfaction, increasing customers' desire to continue
using services from the same bank [1] and [2]. Artificial intelligence technology in banking
can improve customer satisfaction through personalized service and efficient responses to
customer needs, ultimately contributing to greater loyalty. The Technology Acceptance Model
(TAM) shows that a positive attitude toward new technologies, such as Artificial Intelligence
(Al), can increase customer satisfaction and loyalty if the technology is considered relevant
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and useful. Thus, a strong relationship between customer satisfaction and loyalty suggests that
high satisfaction is a major trigger for loyalty intent among customers[3] and [4].

In the digital era, technology, such as Al, plays a big role in building customer loyalty
intentions. Al technology allows companies to provide more personalized, fast, and responsive
services. With the convenience provided by Al, such as 24-hour service and service process
speed, customers feel that their needs are better met. Al has brought significant changes in
various sectors, including banking, improving efficiency and service quality. As a technology
capable of mimicking human intelligence, Al speeds up operations and improves customer
satisfaction by providing more accurate solutions [5], [6] and [7]. Various empirical studies
related to the influence of Al have experienced significant development with the ultimate goal
of including continuous intention loyalty intention—word of mouth using mediation or
moderation variables. The empirical studies conducted resulted in the finding of a significant
favorable influence of Al on the interpretation of things or events related to artificial
intelligence from computer programs that occurred. [8], [9] and [10] Perceived
Anthropomorphism). Al in banking services can increase customer confidence in the services
offered by banks, where customers feel higher satisfaction with Al than with traditional
services.

The results of the empirical study prove a positive influence [8], [9] of Perceived
Intelligence on Confirmation.lA makes it easier for customers to use banking services because
they feel that the quality of interaction of Qlnteraction provided by | A is easier, faster, and
more accurate than conventional services. The empirical study's results resulted in a significant
positive influence on Al interaction quality. Positive customer perception of the existence of
Al can increase customer satisfaction in using Al services compared to conventional services,
as can be seen from the results of empirical studies. Positive perceptions from customers
towards Al can also affect the quality of interaction felt by customers, primarily related to the
convenience, speed, and accuracy of the services provided by Al compared to conventional
services. The results of the empirical studies prove a positive influence of [8] and [9]Perceived
Anthropomorphism on Interaction Quality.

The quality of interaction from the existence of Al positively influences customer
satisfaction when utilizing Al compared to conventional services. The results of the empirical
study found a positive influence of [9]Interaction Quality on confirmation. The quality of
customer interaction also impacts the consumer experience in utilizing Al services compared
to conventional services. The results of the empirical study support the positive influence of
[11] Interaction Quality on Quality Experience. The satisfaction felt by customers from using
Al compared to conventional services has an impact on increasing customer experience, and
the results of empirical studies prove that there is a positive influence of [9]Confirmation on
Customer Experience. The positive experience customers feel from using Al compared to
conventional services will create a desire for customers to continue using banking services that
provide Al facilities. This is supported by empirical studies where [12] and [13] Customer
Experience positively affects Loyalty Intention. T

This research needs to be conducted by looking at the Al perspective from the positive
benefits aspect, namely how Al can increase customer loyalty intention by using the mediating
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variables of Perceived Anthropomorphism, interaction quality, confirmation, and customer
experience. Based on the background explanation above, the problem formulation proposed in
this study is:

1. Does Perceived Artificial Intelligence have a positive effect on Perceived
Anthropomorphism?

Does Perceived Artificial Intelligence have a positive effect on Interaction Quality?

Does Perceived Artificial Intelligence have a positive effect on Confirmation?

Does Perceived Anthropomorphism have a positive effect on Interaction Quality?

Does Perceived Anthropomorphism have a positive effect on Confirmation?

Does Interaction Quality have a positive effect on Confirmation?

Does Interaction Quality have a positive effect on Customer Experience?

Does Confirmation have a positive effect on Customer Experience?

Does Customer Experience have a positive effect on Loyalty Intention?

©oN Ok 0N

The purpose of this study, based on the formulation of the problem above is to :

=

Analyze the positive influence of Perceived Artificial Intelligence on Perceived
Anthropomorphism.

Analyze the positive influence of Perceived Artificial Intelligence on Interaction Quality.
Analyze the positive influence of Perceived Atrtificial Intelligence on Confirmation.
Analyze the positive influence of Perceived Anthropomorphism on Interaction Quality
Analyze the positive influence of Perceived Anthropomorphism on Confirmation.
Analyze the positive influence of Interaction Quality on Confirmation.

Analyze the positive influence of Interaction Quality on Customer Experience.

Analyze the positive influence of Confirmation on Customer Experience.

Analyze the positive influence of Customer Experience on Loyalty Intention

© Nk W

B. LITERATURE
Loyalty Intention

One of the outcomes to be achieved from company-customer interaction is customer
loyalty. In looking for customer loyalty, companies try to find the best reasons to keep
customers returning. Since customer experience positively impacts loyalty, the results provide
several benefits for the company, such as trust, customer loyalty, increased commitment, and
positive word-of-mouth promotion. Perception of relevant customer experience can lead to a
more significant commitment to the company, reflected in customer loyalty. In a competitive
business environment, understanding the factors that affect customer loyalty becomes crucial
to the sustainability of an organization. Research shows that customer loyalty influences repeat
purchase decisions and creates profitable word-of-mouth promotions. Therefore, researchers
and practitioners need to understand the dynamics underlying [1], [2], [3], [4], and [5] loyalty
intention to improve more effective marketing strategies..

The Influence of Perceived Artificial Intelligence on Perceived Anthropomorphism
160
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The level of perception of intelligence that a person has towards an entity can affect the
extent to which the entity is seen as having human qualities. The perception of intelligence
plays a vital role in shaping a person's view of an object's level of anthropomorphism,
especially in interactions with technologies such as robots or virtual assistants. The higher the
perception of intelligence (Artificial Intelligence), the more likely the individual will perceive
the entity as human-like in its traits or behavior (Perceived Anthropomorphism). The results of
the empirical study conducted produced findings that there is a positive influence of Al on [1],
[2] and [3]Perceived Anthropomorphism. Based on the explanation above, the hypothesis
proposed in this study is::

H1: Perceived Artificial Intelligence has a positive effect on Perceived Anthropomorphism

The Effect of Perceived Artificial Intelligence on Confirmation

A person's perception of an entity's level of intelligence, such as an individual or A person's
perception of an entity's level of intelligence, such as an individual or technological system,
can affect the extent to which they are likely to receive and confirm the information provided
by that entity. The higher the perceived artificial intelligence, the more likely a person will trust
the accuracy of the information and decisions made by the entity. This shows that perceived
artificial intelligence is essential in validating information and confirming the trust or decision.
The study's results positively influenced [1] and [2]Perceived Intelligence on Confirmation.
Based on the explanation above, the hypothesis proposed in this study is:

H2: Perceived Artificial Intelligence has a positive effect on Confirmation

The Effect of Perceived Artificial Intelligence on Interaction Quality

The perception of the intelligence of an entity, such as a human or a technology-based
system, can affect the quality of interaction experienced by individuals. The higher the level of
perceived intelligence, the more positive the interaction experience will be, as individuals tend
to perceive the entity as more capable of understanding, responding, and adapting to their
needs. Perceived intelligence is essential in determining satisfaction and effectiveness in
interactions, both in interpersonal contexts and with technology. The results of the research
prove that Perceived Intelligence has a positive influence on Interaction Quality [2]. Based on
the explanation above, the hypothesis proposed in this study is:

H3: Perceived Artificial Intelligence has a positive effect on Interaction Quality

The Effect of Perceived Anthropomorphism on Interaction Quality

Perceived anthropomorphism explains how humans interpret non-human objects as
entities that have human characteristics, creating strong emotional bonds, as seen in the
interaction between humans and robots. Research shows that robots with friendly face and
voice designs can increase user trust and comfort. The more anthropomorphic an object is, the
more likely individuals feel connected and respond positively. Attractive and friendly product
designs, such as technology with features that resemble human faces, also increase the level of
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anthropomorphism that consumers perceive. Anthropomorphism affects the quality of
perceived interactions, where a high level of Perceived Anthropomorphism can make
interactions considered more personal and satisfying. The research supports the positive
influence of Perceived Anthropomorphism on Interaction Quality, so the hypothesis in this
study focuses on this relationship [4] and [2]. Based on the explanation above, the theory
proposed in this study is:

H4: Perceived Anthropomorphism has a positive effect on Interaction Quality

The Influence of Perceived Anthropomorphism on Confirmation

The perception that an entity possesses human traits can affect the extent to which an
individual is willing to confirm or believe the information provided by the entity. When a
person considers an entity more human-like, they tend to trust and validate the information or
decisions produced by that entity. Perceived anthropomorphism increases emotional
connectedness, which in turn can reinforce the tendency to receive and confirm information
more easily. The research results proved the positive influence of [1] and [2] Perceived
anthropomorphism on Confirmation.Based on the explanation above, the hypothesis proposed
in this study is:

H5: Perceived Anthropomorphism has a positive effect on Confirmation

The Effect of Interaction Quality on Confirmation

Interaction Quality is important for understanding interactions between individuals or
organizations, significantly impacting customer satisfaction, loyalty, and organizational
performance. Research shows that the higher the quality of the interaction, the more likely
customers are to remain loyal and recommend the service. Interaction Quality involves clarity,
responsiveness, and communication reliability, which can affect the user interaction
experience. Good interaction quality creates a positive customer experience, increases value
for the organization, and encourages individuals to confirm and trust the information provided
more easily. The research supports the positive influence of Interaction Quality on
Confirmation, so the hypothesis in this study focuses on this relationship [5] and [6]. Based on
the explanation above, the hypothesis proposed in this study is::

H6 : Interaction Quality has a positive effect on Confirmation

The Effect of Interaction Quality on Customer Experience

The quality of interaction between customers and entities, be it companies, services, or
technology, plays a crucial role in shaping the overall customer experience. The better the
interaction quality, which includes clarity of communication, convenience, responsiveness, and
empathy, the more positive customers perceive the experience. High Interaction Quality can
increase customer satisfaction, trust, and loyalty, thereby contributing to a better customer
experience with a particular brand or service. The results of the research prove that [2] and [7]
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Interaction Quality has a positive influence on customer experience. Based on the explanation
above, the hypothesis proposed in this study is:

H7: Interaction Quality has a positive effect on Customer Experience

The Effect of Confirmation on Customer Experience

Confirmation is an evaluation process by individuals to verify and justify the decisions
taken. This process is essential in the context of decision-making, as it allows individuals to
assess the effectiveness and suitability of actions that have been previously taken. In many
situations, individuals seek Confirmation of their decisions to reduce uncertainty and increase
confidence in the results obtained [1]. In the psychology literature, it is often defined as a
positive reinforcement of an existing decision or belief and explained that [2] Confirmation
functions as a cognitive mechanism that helps individuals to corroborate decisions made based
on information or previous experience. This process involves searching for supporting and
conflicting information, known as confirmation bias [3]. This shows how Confirmation can
affect how individuals process information and make better decisions.The confirmation
process in which customers validate and trust the information, services, or products they
receive can significantly affect the customer experience. When customers feel that their
expectations are being met and the information received is accurate, their satisfaction and trust
in the brand or service increases. Conversely, the mismatch between expectations and reality
can degrade the quality of the customer experience. Therefore, Confirmation is important in
shaping customer perception and influencing their satisfaction, loyalty, and overall experience.
The results of the research prove that Confirmation has a positive influence [4] on customer
experience. Based on the explanation above, the hypothesis proposed in this study is:

H8: Confirmation has a positive effect on Customer Experience
he Effect of Customer Experience on Loyalty Intention

Customer experience refers to the cognitive and affective states resulting from creating
meaning in a cultural context[5]. From an individual perspective, customer experience is a
psychological, subjective, and multidimensional response that ranges from ordinary
experiences to extraordinary experiences. Developments, such as digitalization, e-commerce,
mobile app marketing, and social media marketing, affect the dynamics of [6]customer
experience [7]. In both fintech and online environments, the digital and social realms are
joining forces to offer personalized customer experiences. The company navigates to
standardize [8] the customer experience across multiple domains by improving connectivity
and integration. A positive customer experience can significantly affect the customer's
intention to be loyal to a brand or service. The better the customer experience, including
satisfying interactions, product quality, and after-sales service, the more likely they will return
to the product or service. A positive experience increases satisfaction and encourages
customers to recommend the brand to others, thus reinforcing loyalty intentions. Thus,
Customer Experience plays a crucial role in building and maintaining customer loyalty. The
research results prove a positive influence of [9] and [10] Customer Experience on Loyalty
Intention. Based on the explanation above, the hypothesis proposed in this study is:
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H9: Customer Experience has a positive effect on Loyalty Intention

Based on the literature review and empirical studies explained earlier, this research was
conducted by relating artificial intelligence to customers' intention to remain loyal to the bank
services used (Loyalty intention) by using Perceived Anthropomorphism, Confirmation,
interaction quality, and customer experience as mediating variables, as can be seen in the
following framework of thought.

()

Figure 1 Conceptual Framework of the Research
Source : Bhatnagr and Rajesh (2024) ; Barbu et al (2021)

C. RESEARCH METHOD

This study uses a quantitative approach with hypothesis testing, namely testing the
relationship between independent and dependent variables and measuring the direct effect.
Seven variables are studied: artificial intelligence, perceived anthropomorphism, interaction
quality, confirmation, customer experience, and loyalty intention.

The unit of analysis used is the bank included in the KBMI 4 group namely banks with a
core capital of more than Rp 70 trillion [11]. The sampling method in this study used purposive
sampling, namely the sampling sample using several criteria
1. Respondents are customers of one of the following banks (BNI, BRI, Mandiri or BCA)

2. Respondents have been customers of one of the following banks for at least 1 year (BNI,
BRI, Mandiri or BCA).

The determination of the number of research samples used the Hair et al (2019) criteria,
namely the minimum number of samples used is 10 times the number of indicators used. With
the number of indicators for measuring research variables as many as 20 indicators, the
minimum number of samples is 10 x 20 indicators = 200 research samples. From the results of
data distribution via Google Form, a sample of 218 respondents was obtained, which means
that it meets the minimum sample requirement of 200 respondents.

Judging from the variables based on their function, this study uses one independent
variable, namely perceived artificial intelligence (measured through three indicators), one
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dependent variable, namely loyalty intention (measured by three indicators), and there are four
mediating variables: 1) Perceived Anthropomorphism ((, measured by three indicators); 2)
Interaction Quality, measured by five indicators; 3) Confirmation (, measured by three
indicators); and 4) Customer Experience (, measured by three indicators) The scale used is a
Likert scale from 1 to 5 (strongly disagree to agree strongly) [12] and [13].

The analytical tool in this study is the Structural Equation Model (SEM) with the following
processing stages:

1. Create a research model based on literature reviews and previous empirical studies as shown
in figure 2

-
@ @
1 1 1

Artificial Imeracllon
Intelllgence Qualny e 55
1 1
Customer Loyalty
Experience Intention
1
1
[Par |

g 1 Perceived @ @ @ 4 ! 4
Anthropomorphism
e ! - @ @ @
@
1 1 1
@ @ @

Figure 2 SEM Research Model

2. Testing of Variable Instruments

a. Validity testing
Validity testing is carried out to test whether the indicators used to measure a variable
are proven to measure what is to be measured Validity testing is carried out using factor
loading testing where a sample size of 218 produces the criteria for a variable to be said
to be valid if it has a factor loading> 0.40

b. Reliability Testing
Reliability testing is carried out to test the consistency of answers from respondents who
measure a variable. The analysis tool used to conduct reliability testing is the Cronbach's
Alpha Coefficient, where the basis for making a decision on whether an indicator is
reliable or not is: If the Cronbach's Alpha Coefficient > 0.60 then all statements in the
guestionnaire are proven to be consistent or reliable and if the Cronbach's Alpha
Coefficient < 0.60 then all statements in the questionnaire are not consistent or reliable.
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3. Model Fit Testing
Model fit testing is a test that must be carried out as a prerequisite before testing the research
hypothesis using the SEM model. There are 8 model fit criteria that will be used in the study,
namely the p-value of chi square, GFI, RMSEA, NFI, IFI, TLI, CFl and CMIN/DF with the
determination of the model fit can be seen in the table 1

Table 1. Indikator of Model Fit Testing

Type of Measurement Model Fit
Measurement Decision
Absolute fit measures Chi-square low Chi Square
p-value Chi-Square > 0,05
GFlI >0,90
RMSEA <0,10
NFI > 0,90
IFI > 0,90
TLI > 0,90
CFlI > 0,90
Parsimonious fit measures CMIN/DF Antara 1 sampai 5

Source : Hair et al., (2019)

4. Hypothesis Testing Theory
Hypothesis testing theory is used to test the effect of each independent variable on its
dependent variable. The hypothesis is carried out in stages
Ho: b1 = 0 The independent variable does not affect the dependent variable
Ho: b1#0 The independent variable affects the dependent variable
Decision making:
If the p-value of t < a then Ho is rejected
If the p-value of t> a then Ho is accepted
For testing the research hypothesis, the error rate used (o) uses 2 types, namely 5% and 10%.

D. RESULT AND DISCUSSION
D.1. Result

The results of the instrument test and descriptive statistics for the research variables can be
seen in Table 1. The table shows that for the artificial intelligence variable consisting of 3
measurement indicators, all indicators are proven valid because they produce a loading factor
> 0.40 and are proven reliable because they produce Cronbach alpha values of 0.872 > 0.6. All
indicators of the measurement of perceived anthropomorphism variables consisting of 3
indicators were proven valid because they produced a loading factor of > 0.40 and a Cronbach
alpha value of 0.854> 0.6. The validity test of the interaction quality variable consisting of 5
indicators showed that all measurement indicators were proven valid because they produced a
loading factor > 0.40 and proved consistent, as shown by the Cronbach Alpha value of 0.944
> 0.6. The validity test for the confirmation variable consisting of 3 indicators showed that all
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measurement indicators were proven valid because they produced a loading factor > 0.40 and
proved consistent, as shown by the Cronbach Alpha value of 0.941 > 0.6. The validity test for
the customer experience variable consisting of 3 measurement indicators showed that all were
proven valid because they produced a loading factor of > 0.40 and were consistent, as shown
by the Cronbach alpha value of 0.919 > 0.6. The validity test for the Loyalty Intention variable
consisting of 3 measurement indicators showed that all measurement indicators were proven
valid because they produced a loading factor > 0.40 and proved consistent, as shown by the
Cronbach alpha value of 0.935 > 0.6.

Table 1 Testing of Validity and Reliability and Descriptive Statistics of Research Variables

Validity Testin Reliability Testin
Indicators ’ ’ i ’ Average Star?d?rd
Factor . Alpha . Deviation
loading Conclusion Transcript Simplan
Artificial Intelligence 3.75
All 0.861 Valid 3.697 1.09
Al2 0.776 Valid 0.872 Reliable 3.931 0.969
Al3 0.873 Valid 3.623 1.049
Perceived Anthropomorphism 4.204
PAl 0.875 Valid 4.463 0.895
PA2 0.905 Valid 0.854 Reliable 4.293 0.903
PA3 0.726 Valid 3.857 1.057
Interaction Quality 3.897
101 0.853 Valid 3.889 0.968
1Q2 0.842 Valid 3.995 0.986
1Q3 0.907 Valid 0.944 Reliable 3.899 0.964
1Q4 0.906 Valid 3.894 1.003
1Q5 0.889 Valid 3.807 1.015
Confirmation 3.88
C1 0.923 Valid 3.867 1.018
C2 0.909 Valid 0.941 Reliable 3.867 0.962
C3 0.916 Valid 3.908 0.96
Customer Experience 3.984
CEl 0.889 Valid 4.078 0.982
CE2 0.863 Valid 0.919 Reliable 3.922 0.973
CE3 0.911 Valid 3.954 0.929
Loyalty Intention 4177
LI1 0.934 Valid 4.156 0.975
LI2 0.929 Valid 0.935 Reliable 4.16 0.982
LI3 0.865 Valid 4.215 0.966

Source : data processed with AMOS 23 and SPSS 25
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Descriptive statistics for the artificial intelligence variable produced an average value
of 3,750, which showed that the respondents felt they had enough of an advantage from
artificial intelligence. The average score for the perceived anthropomorphism variable of 4.204
indicates that you feel a good emotional connection with Al. Respondents felt good about the
interaction quality, as shown by the average score for the variable interaction quality 3,897.
The average score of 3,880 for the confirmation variable shows that respondents agree that
guidelines related to digital banking services using Al (both online and physical) are easy to
follow. Descriptive statistics for the customer experience of 3,984 showed respondents who
agreed that guidance related to digital banking services using Al. Respondents' perception that
they will say positive things about the bank where they are customers to others is shown by the
average value of the loyalty intention answer of 4,177.

The results of the fit model test of this study are presented in Table 2, of the eight
criteria of the fit model used to test the model's fit. Based on the information in the table, of the
eight criteria for testing the Fit model, 6 criteria produce the conclusion of the Fit Model,
namely RMSEA, NFlI, IFI, TLI, CFIl, and CMIN/DF. One criterion produces a marginal fit
conclusion, namely GFI, while another produces a poor fit conclusion, namely the Chi-Square
p-value. Since most of the fit models are met, the testing of the theory hypothesis can continue.

Table 2 Model Conformance Testing Indicators

Measurement Measurement Fit Model Processe Decision
Type Results d
Products

Absolute fit Chi-square low Chi Square 465,711

measures p-value Chi-Square > 0.05 0,000 Poor Fit
GFI >0.90 0,812 Marginal Fit
RMSEA <0.10 0,093 Model fit
NFI >0.90 0,906 Model fit
IFI >0.90 0,937 Model fit
TLI >0.90 0,925 Model fit
CFlI >0.90 0,936 Model fit

Parsimonious
fit measures
Source: Hair et al., (2019)

CMIN/DF Between 1to 5 2,893 Model fit

The results of processing for testing theoretical hypotheses can be seen in Table 3. The
information from the table shows that perceived artificial intelligence has a positive effect on
perceived AnthropomorphismAnthropomorphism (H1), perceived artificial intelligence has a
positive effect on confirmation (H2), perceived artificial intelligence has a positive effect on
interaction quality (H3), perceived AnthropomorphismAnthropomorphism has been proven to
have a positive effect on perceived anthropomorphism interaction quality (H4), interaction
quality has a positive effect on confirmation (H6), confirmation has a positive effect on
customer experience (H8), and customer experience has a positive effect on Loyalty Intention
(H9). A total of 7 hypotheses are supported because they produce the resulting estimation
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coefficient value has a positive sign and the p-value of t statistical t <0.05. Perceived
AnthropomorphismAnthropomorphism was not proven to have a positive effect on
confirmation (H5), and interaction quality was not proven to have a positive effect on customer
experience (H7) because it produced a positive sign estimation coefficient value but had a p-
value from t statistical > 0.05.

Table 3 Testing of Theoretical Hypotheses

Hypothesis Estimate C.R. P Conclusion
H1 Perceived Artificial
Intelligence Has a
Positive Effect on 0,628 9,480 0.000 Supported
. hypothesis
Perceived
Anthropomorphism
H2  Perceived Artificial
Intelligence Has a Supported
. ,261 : : .
Positive Effect on 0.26 3,558 0.000 hypothesis
Confirmation
H3  Perceived Artificial
Intelligence Has a Supported
. 0,552 7,378 0.000 .
Positive Effect on hypothesis
Interaction Quality
H4  Perceived
Anthropomorphism .
Has a Positive Effect 0,324 3,826 000p  Hypothesis
. Supported
on Interaction
Quality
™ ,I:re;':f:?(l)ve:mor hism Hypothesis
pomorp 0,101 1,513 0.065 is not
Has a Positive Effect Subported
on Confirmation PP
H6 Interaction Quality .
Has a Positive Effect 0,673 7,987 0000  ypothesis
. . Supported
on Confirmation
H7 Interaction Quality
Has a Positive Effect 0.216 1561 0.059 Hypothesis
on Customer not
Experience supported
H8  Confirmation Has a
Positive Effect on 0,713 5,356 0.000  Hypothesis
Customer supported
Experience PP
H9  Customer
Experience Has a 0,778 13,204 0.000  Hypothesis
Positive Effect on
Supported

Loyalty Intention
Source : data processed with AMOS 23
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D.1. Discussion

The findings of hypothesis 1 show that Artificial Intelligence positively affects Perceived
Anthropomorphism, which increases personal Interaction in digital banking services [15].
Perceived anthropomorphism, the customer's perception of Al's ability to interact like a human,
encourages emotional attachment that can increase loyalty [16]. Previous research indicates
that Al facilitates Interaction and forms a strong emotional connection with customers, who
see Al as a responsive and empathetic entity [12]. With a strong perception of
anthropomorphism, customers feel more comfortable interacting, which impacts satisfaction
and intention to use the service continuously [17]. Overall, the application of Al with
anthropomorphic characteristics strengthens customers' emotional attachment, trust, and
loyalty to Al-based banking services [18]

The findings of hypothesis 2 show that Artificial Intelligence positively affects
Confirmation, which refers to the Confirmation of users' perception that digital services meet
their expectations[12]. The application of Al in digital banking enhances this Confirmation by
meeting customer expectations through a satisfying experience [19]. Research shows that the
higher the convenience and benefits felt, the higher the Confirmation of the service, which
leads to increased satisfaction [20]. When Al provides an intuitive interaction experience,
customers feel their expectations are met, reinforcing loyalty to Al-based services [21]. These
findings align with research showing that accessible and responsive Al improves customer
satisfaction [20][18]. The achievement of high confirmations contributes to customers'
emotional attachment and encourages the continued use of digital banking services [22].
Overall, the presence of Al designed to meet customer needs not only strengthens emotional
attachment but also increases satisfaction and loyalty [21]

Hypothesis 3 finds that Artificial Intelligence positively affects Interaction Quality in
digital banking services, especially by improving the reliability and responsiveness of
communication between Al and customers [12]. Interaction quality refers to customer
perceptions regarding Al services' accuracy, speed, and effectiveness, which are crucial for
creating a positive user experience [23]. When Al provides accurate and fast answers, customer
satisfaction increases, fostering stronger emotional attachment [11]. This research aligns with
previous studies showing that customers consider Al-based services more reliable and accurate
[3], where Al can be relied on to provide quick and precise responses (Bhatnagar & Rajesh,
2024). Al designed for responsive communication creates a more natural interaction
experience, adding to user comfort and satisfaction [8] Empirically, this study confirms that Al
in digital banking improves the quality of interactions and facilitates access to information,
which contributes to customer satisfaction and loyalty [12]

Hypothesis 4 shows that Perceived Anthropomorphism positively affects Interaction
Quality in Al-based banking services, where the perception that the system has human traits
improves the quality of Interaction [3]. Customers who experience human characteristics in Al
tend to be more trusting and comfortable, resulting in more personal and in-depth interactions
[13]. Al designs that mimic human communication through intuitive and empathic responses
create a satisfying user experience [14] and reinforce customer trust and emotional engagement
[11]. These findings align with a study by [7], which states that anthropomorphic elements in
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Al create more meaningful interactions, increasing customer engagement with digital services
[9]. The trust and comfort that develops from the perception of anthropomorphism strengthen
the customer's relationship with the financial institution, impacting their loyalty. This research
confirms that anthropomorphic approaches in Al help improve the quality of Interaction and
emotional attachment, encouraging customers to use and trust the system more often ([8]

Hypothesis 5 finds that Perceived Anthropomorphism does not significantly affect
Confirmation in digital banking services, although it is theoretically expected to strengthen
emotional connections and user trust [15]. Although some studies show that when customers
feel Al behaves like humans, they tend to be more engaged, this can also lead to skepticism
about the reliability of the information provided [16]. The presence of anthropomorphic
elements can reduce the tendency of users to confirm information directly, as there are doubts
regarding the objectivity and independence of Al [17]. These findings contrast studies by [7]
and[3], which state that anthropomorphism can improve emotional connection and
Confirmation. This study reinforces the view that while anthropomorphic Al can create
emotional bonds, it does not necessarily support the reception or reception of information, thus
negatively impacting confi[1] Perceive confi

Hypothesis 6 found that Interaction Quality positively impacts Confirmation, where
interaction quality refers to how well the human and Al system provides an accessible and
responsive communication experience [20]. High interaction quality increases user trust,
reinforcing the acceptance of information provided by Al-based digital banking systems [26].
Essential components such as responsiveness and clarity of communication create a sense of
comfort, thereby strengthening customer trust and facilitating the confirmation process [18]).
These findings align with the research of [20], which shows that good interactions increase the
likelihood of customers confirming information. This study confirms that comfortable and
responsive interactions make customers more confident in the accuracy of information and
decisions generated [12] and illustrates the importance of interaction quality in creating a
positive user experience that has an impact on long-term customer trust and satisfaction [24]

Hypothesis 7 finds that Interaction Quality does not positively impact the Customer
Experience, indicating that while the quality of interactions—including clarity of
communication, convenience, responsiveness, and empathy—can be improved, it is not enough
to shape the overall customer experience. These results show that high Interaction Quality does
not increase customer satisfaction, trust, and loyalty, thus not contributing to a better
experience in customer relationships with a particular brand or service. This finding is in
contrast to previous research by [12] and [32]

Hypothesis 8 tests whether Confirmation positively impacts Customer Experience,
emphasizing that interaction quality plays a vital role in creating a comfortable customer
experience and increasing trust in service [33]. Factors such as clarity of communication,
responsiveness, and empathy are meant to result in a personalized and satisfying experience,
contributing to customer loyalty [26]. Although some studies have shown a positive correlation
between quality interactions and customer experience [34], the study found that in the context
of Al-based services, interaction quality does not have a significant impact due to emotional
and contextual elements that are often difficult for Al-based systems to capture [35]. The results
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of this study contradict studies by [12], which stated that quality interactions can improve
customer experience. This study confirms that good interactions do not automatically guarantee
a positive customer experience, especially when emotional expectations are high [20]. It
showed that although interaction quality improves communication, it still needs to meet
customer needs for an immersive experience in Al-based digital banking.

Hypothesis 9 shows that Customer Experience positively influences Loyalty Intention,
which means that customers with a positive experience are more likely to want to use the same
product or service in the future. A good customer experience can include satisfactory
Interaction, high product quality, and optimal after-sales support. When customers feel
satisfied, their emotional attachment to the brand increases, encouraging loyalty [1]. Positive
experiences also increase customer advocacy, reinforcing loyal intentions in the long run [3].
This research aligns with previous findings that show a close relationship between customer
experience and customer loyalty, emphasizing the importance of a pleasant experience in
creating brand loyalty b. Therefore, focusing on improving the quality of customer interaction
and support [12]is an essential step for companies to build long-term loyalty [13]

E. CONCLUSION

The findings of the above research show that 7 out of 9 hypotheses proposed in the study
are supported. Namely, artificial intelligence positively affects perceived anthropomorphism,
confirmation, and interaction quality. Perceived anthropomorphism also has a positive effect
on interaction quality, interaction quality has a positive impact on confirmation, confirmation
has a positive effect on customer experience, and customer experience has been proven to have
a positive impact on Loyalty Intention, A total of 2 unsupported hypotheses, namely perceived
anthropomorphism has not been proven to have a positive effect on confirmation and
interaction quality has also not been proven to have a positive impact on customers Experience
means that while quality interactions can increase confirmations, they don't always have a
direct effect on the customer experience. Overall, the study found that Artificial Intelligence
significantly influences various variables, including Perceived Anthropomorphism,
Confirmation, and Interaction Quality, which in turn affects Customer Experience and Loyalty
Intention. However, some elements, such as Perceived Anthropomorphism and Interaction
Quality, do not directly impact some related variables.

This study aims to optimize the loyalty intention of bank customers or clients through the
identification and analysis of variables that influence the loyalty intention. The implications of
this study are: 1) One important factor that can influence customer loyalty is the use of Artificial
Intelligence (Al) in digital banking services. Al has great potential to improve the efficiency
and quality of services, but in order to function as an effective problem solver, several aspects
of its implementation need to be continuously improved and developed. 2) Digital banking
services with Al require a strong emotional bond between humans and Al by increasing
Perceived Anthropomorphism. One important policy is to develop Al to be more sensitive to
user needs. Customers need to feel served in a more humane and comfortable way, and this can
be achieved through improving more intuitive application features and increasing system
stability to avoid frequent disruptions.; 3) In addition, it is important for banks to improve
interaction quality by improving the quality of two-way communication between customers
and Al. Higher quality interactions will provide a more enjoyable experience and in accordance
with customer expectations, which can ultimately strengthen the relationship between
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customers and banks.; 4) Confirmation is a variable that must be improved to generate loyalty
intention from bank customers through increased interaction with Al. Companies also need to
simplify digital service guides to make them easier for customers to understand. Many
customers are confused by guides that are too complicated, so by using Al to provide clearer
and more concise guides, banks can reduce existing obstacles; 5) In addition, optimizing user
experience by providing attractive, easy-to-use services that comply with applicable
regulations will further increase customer satisfaction. By continuing to improve these
elements, Al can play an important role in increasing customer satisfaction and strengthening
their loyalty to digital banking services in the future.

This study has limitations in the relationship between variables that are still direct, does not
consider the relationship of indirect influence, and uses a too-general model without paying
attention to demographic factors such as gender, age, education level, and income. Therefore,
the suggestion for future research is to include indirect influences in the conceptual framework
used and improve the quality of the model by expanding the demographic variables so that the
research results are more comprehensive and of high-quality.
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