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Objective: This study aimed to examine the impact of generative artificial intelligence
(Al) on brand experience recreation and digital customer loyalty.

Methods and Materials: This mixed-method research employed both qualitative and
quantitative approaches. In the qualitative phase, thematic analysis using MAXQDA14
was conducted to identify dimensions and components related to the role of generative
Al in brand experience. The qualitative population consisted of marketing and business
faculty members from Iranian universities with over 15 years of experience, selected
through purposive sampling until theoretical saturation (15 participants). In the
quantitative phase, a descriptive—survey design was used. Data were collected from
220 employees and customers familiar with the technological services of Pasargad
Bank in Tehran using the standardized Brakus Brand Experience Scale and the
Srinivasan et al. (2002) Digital Loyalty Questionnaire. Data were analyzed using SPSS
and Smart PLS software.

Findings: The results indicated that generative Al had a strong and significant effect
on brand experience recreation (f = 0.854, t =26.380) and a substantial effect on digital
customer loyalty (B = 0.800, t = 18.157). The coefficient of determination (R?) was
0.730 for brand experience and 0.640 for digital loyalty, confirming the model’s strong
explanatory power.

Conclusion: Generative Al not only reshapes brand experience but also enhances
emotional and behavioral loyalty through intelligent personalization, creative content
generation, and algorithmic trust. By integrating generative technologies, brands can
create personalized, emotionally engaging, and ethically responsible experiences that
foster sustainable differentiation and long-term customer commitment in the digital
marketplace.

Keywords: Generative Artificial Intelligence, Brand Experience Recreation, Digital
Customer Loyalty, Dynamic Personalization, Algorithmic Trust
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EXTENDED ABSTRACT
Introduction

Artificial intelligence (Al) has become a transformative force in reshaping how organizations
interact with customers, deliver value, and sustain competitive advantages in the digital era (Tian, 2024).
Across industries—particularly in banking, retail, and e-commerce—AI is redefining the customer
experience through intelligent automation, predictive analytics, and generative capabilities that mimic
human cognition and creativity (Costa & Ghosh, 2025). The emergence of Al-driven customer engagement
systems has enabled brands to provide seamless, personalized, and emotionally intelligent interactions
that go beyond traditional service models (Ersoy, 2024).

In the banking industry, the integration of Al has enhanced efficiency, accuracy, and risk
management while transforming customer service journeys (Abdulsalam & Tajudeen, 2024). Al-powered
tools enable banks to analyze vast datasets, identify customer preferences, and predict behavioral patterns,
allowing for customized financial services that increase satisfaction and trust (Nagarajan et al., 2023). These
developments align with the growing emphasis on creating adaptive, data-driven ecosystems where
technology personalizes every stage of the customer journey (Giang et al., 2025).

Generative Al, in particular, represents the next frontier of intelligent customer interaction. Unlike
rule-based Al, generative systems use deep learning models to produce unique textual, visual, and
conversational content that humanizes the digital experience (Costa & Ghosh, 2025). This technology
enables businesses to create emotionally resonant brand narratives and provide context-aware responses
that enhance engagement and brand authenticity (Singhal, 2024). Research across service sectors shows
that such applications lead to measurable improvements in user satisfaction, affective loyalty, and
customer retention (Sardesai, 2024).

AT’s role in shaping user experience is evident in e-commerce platforms and digital marketplaces,
where algorithms dynamically adapt content to users’ previous searches and preferences (Giang et al.,
2025). Personalized interactions driven by Al improve not only transactional efficiency but also the
emotional dimension of brand relationships, leading to higher loyalty and trust (Sharma, 2023). For
example, chatbots and virtual assistants are increasingly capable of recognizing emotional cues, enabling
them to deliver empathic, contextually appropriate communication that strengthens users’ sense of
connection to brands (Zhu et al., 2023).

However, as Al technologies become more pervasive, they bring ethical and psychological
implications. Concerns surrounding data transparency, algorithmic bias, and employee job security have
surfaced as critical issues in the digital economy (Eshiett & Eshiett, 2024). The coexistence of automation
and human service requires careful balancing: while Al can enhance responsiveness and personalization,
the human element remains essential for building authentic trust and empathy (Sardesai, 2024). Thus, a
hybrid model—integrating machine precision with human sensibility—emerges as a strategic imperative
for service excellence (Putra, 2024).

Within retail and hospitality contexts, studies show that the quality of Al-based services
significantly affects satisfaction and loyalty. The convergence of technological service quality and human
service quality yields superior customer experiences, demonstrating that Al does not replace human value
but rather amplifies it through efficiency and emotional augmentation (Sardesai, 2024). Similarly, in the
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digital marketplace, Al-driven personalization fosters engagement by creating immersive, emotionally
charged environments that align brand communications with customer identities (Terenggana, 2024).

In emerging economies, Al has proven vital for elevating service standards and bridging
technological divides. In Africa and Southeast Asia, for instance, businesses adopting Al in customer
service report greater engagement and trust among consumers, provided that cultural and linguistic factors
are considered in system design (Giang et al., 2025; Nwachukwu & Affen, 2023). Furthermore, Al-powered
gamification strategies in online platforms have been shown to boost purchase intentions by increasing
user motivation and emotional immersion (Santy & Iffan, 2023).

At the organizational level, employee awareness of smart technologies—referred to as STARA
(Smart Technology, Artificial Intelligence, Robotics, and Algorithm)—has a double-edged effect. On one
hand, it improves proactive service behaviors through enhanced engagement and resilience; on the other,
it can induce anxiety about job displacement (Teng et al., 2025). Therefore, organizations must foster
adaptive learning cultures that empower employees to collaborate effectively with intelligent systems
while maintaining well-being and creativity (Sharma et al., 2024).

Overall, contemporary literature converges on the idea that Al is more than a technological
instrument—it is a strategic enabler of customer-centric transformation (Costa & Ghosh, 2025; Tian, 2024).
By combining analytics, automation, and empathy, Al facilitates the recreation of brand experience and
strengthens customer loyalty in ways that were previously unattainable (Parsakia & Jafari, 2023).
Nonetheless, realizing its full potential requires ethical governance, transparency in data handling, and
alignment between algorithmic decisions and human values (Eshiett & Eshiett, 2024; Sharma et al., 2024). In
this light, the present study investigates how Al applications contribute to the recreation of brand
experience and digital customer loyalty in the context of technology-based banking services.

Methods and Materials

This study employed a mixed-method research design integrating both qualitative and quantitative
approaches. In the qualitative phase, semi-structured interviews were conducted with fifteen academic
experts in business and marketing from Iranian universities. Participants were selected using purposive
sampling based on their experience (minimum 15 years) and expertise in artificial intelligence and
customer engagement. Data were analyzed using thematic analysis with the aid of MAXQDA14 software
to identify the core dimensions, components, and indicators of AI’s role in customer experience recreation.

In the quantitative phase, a descriptive—survey method was applied. The population consisted of
employees and customers familiar with the technological services of Pasargad Bank in Tehran. A total of
220 participants were selected through Cochran’s formula and stratified random sampling. Data collection
instruments included the standardized Brakus Brand Experience Scale and the Srinivasan et al. (2002)
Digital Loyalty Questionnaire, both measured on a five-point Likert scale. Reliability was confirmed via
Cronbach’s alpha (>0.80), and convergent validity was verified using AVE (>0.50). Data analysis was
performed using SPSS and SmartPLS to test the measurement and structural models through partial least
squares (PLS-SEM).

Findings



The qualitative analysis generated 300 initial codes, which were refined into 35 indicators, 9
components, and 4 overarching dimensions: (1) intelligent and personalized brand interaction, (2) brand
experience recreation, (3) digital attachment and loyalty, and (4) data ethics and algorithmic trust.

In the quantitative analysis, the structural model revealed that generative Al significantly
influenced brand experience recreation (B = 0.854, t = 26.380, p < 0.001) and digital customer loyalty (8
= 0.800, t = 18.157, p < 0.001). The coefficient of determination (R2) was 0.730 for brand experience
recreation and 0.640 for digital customer loyalty, indicating a strong explanatory power of the model.
Model fit indices also confirmed robustness, with GOF values within the acceptable range.

Reliability tests showed that Cronbach’s alpha for all constructs exceeded 0.70, composite
reliability (CR) was greater than AVE, and convergent validity was confirmed. Factor loadings for all
items surpassed 0.3, confirming the adequacy of measurement indicators. The PLS-SEM analysis
validated all hypothesized paths, establishing that Al-driven personalization, emotional engagement, and
transparency collectively contribute to recreating brand experience and reinforcing customer loyalty.

Discussion and Conclusion

The findings demonstrate that artificial intelligence plays a pivotal role in reconstructing customer-
brand relationships by merging cognitive precision with emotional intelligence. The significant influence
of Al on brand experience recreation underscores its capacity to humanize digital interactions. Through
dynamic personalization, Al adapts to individual customer behaviors, creating emotionally resonant
experiences that deepen psychological engagement with the brand. This aligns with global research
emphasizing Al’s transformative power in fostering both functional satisfaction and affective loyalty.

Moreover, the study confirms that brand experience acts as a mediating mechanism linking Al
capabilities to long-term digital loyalty. When customers perceive interactions as personalized, authentic,
and emotionally engaging, they are more likely to develop a sense of trust and commitment toward the
brand. These emotional bonds translate into behavioral loyalty—manifested in repeat purchases, positive
word-of-mouth, and sustained engagement. The high R? values confirm that the proposed model
effectively captures this dynamic relationship between technology and customer psychology.

Importantly, the study extends the theoretical understanding of Al-driven brand experience by
emphasizing ethical and transparent data practices as foundations of digital trust. In an era where
algorithmic decision-making increasingly shapes consumer interactions, transparency about data usage
and fairness becomes critical to maintaining credibility. Brands that disclose their use of Al ethically and
ensure unbiased algorithmic outcomes are more likely to sustain loyal relationships with customers.

From a managerial standpoint, these findings highlight the necessity of adopting an integrative
approach to customer experience management. Organizations should not view Al merely as a cost-saving
automation tool but as a co-creator of emotional and relational value. By aligning Al capabilities with
human empathy, businesses can build adaptive systems that resonate with customers’ identities,
expectations, and ethical values.

Furthermore, the study underscores the importance of employee readiness and digital literacy in
implementing Al-based systems. Empowering frontline service staff to collaborate effectively with Al
technologies can mitigate resistance, enhance service performance, and improve the overall customer
journey. Balanced integration of human and machine intelligence ensures that the emotional authenticity
of service delivery is preserved while operational efficiency is optimized.
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In conclusion, this research provides empirical evidence that artificial intelligence is a catalyst for
recreating brand experience and fostering digital customer loyalty. It bridges the gap between
technological innovation and emotional connection, demonstrating that meaningful customer relationships
can emerge from intelligent, transparent, and empathetic systems. By embedding ethics, personalization,
and engagement into Al strategies, organizations can transform digital interactions into sustainable
sources of trust and loyalty—redefining what it means to be customer-centric in the era of intelligent

technology.
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