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Abstract

Consumers' behavior is different when using human-
imitating smart products. The purpose of this research is to
investigate the effect of interaction with smart voice
assistant and perceived risk and brand authenticity on trust
as a mediating variable and their effect on brand loyalty.
The statistical population of this research consists of 156
Iranian consumers of smart voice assistants, who were
tested using a questionnaire. Data analysis was performed
using SPSS 26 and SmartPLS 3 software to test research
hypotheses.

The findings showed that the effect of interaction with the
smart voice assistant and brand authenticity on trust is
positive and significant. The effect of perceived risk on
trust was not significant. Interaction with the smart voice
assistant had not a significant effect on brand loyalty, but
brand authenticity and trust had a positive and significant
effect on brand loyalty. Overall, the results indicate that the
factors influencing the creation of trust and loyalty have
changed in the age of artificial intelligence. Interaction with
voice artificial intelligence has different results than
interaction elsewhere, and also reducing the perceived risk
of using artificial intelligence does not

create trust. However, brand authenticity is very important
in the world of artificial intelligence.
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