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Abstract

This study focuses on how consumers in e-commerce settings cognitively attribute the causes of
service failures involving Al customer service, and how this attribution process—together with the
social interaction cues displayed by the Al—jointly influences consumers’ continuance trust and
platform loyalty. The research develops a theoretical model that integrates attribution pathways with
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the moderating role of social interaction cues, proposes and tests multiple hypotheses, and conducts
an empirical analysis based on questionnaire survey data. The study provides practical guidance for
optimizing the design of Al customer service systems. The findings indicate that when the system can
make reasonable attributions for service anomalies and support natural, credible social interaction,
it can not only effectively buffer the negative emotions triggered by service failures, but also help re-
build trust and strengthen emotional connection, thereby tangibly enhancing users’ intention to con-
tinue using the service and their loyalty.
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Figure 1. Theoretical model of service failure in e-commerce Al customer service
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Figure 2. The impact of attributions of e-commerce Al customer service failures on consumer behavior
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Table 3. Standardized factor loadings for each item
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Figure 3. Path of influence
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