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Abstract 
Artificial Intelligence (AI) is increasingly reshaping branding strategies within the Indian automobile 
industry, with companies such as Tata Motors, Mahindra & Mahindra, and Maruti Suzuki leveraging AI for 
personalized marketing, predictive maintenance, and enhanced customer experiences. This study 
investigates the theoretical foundations and practical applications of AI-driven branding, focusing on its 
influence on brand equity, sustainability, personality, and consumer relationships. By analyzing 414 
Scopus-indexed articles published between 2000 and 2022, the research develops a unified theoretical 
framework set in the Technology Acceptance Model (TAM), Theory of Social Capital , and Theory of 
Planned Behavior. The study identifies five key branding dimensions impacted by AI- brand equity, 
sustainability, personality, elements, and relationships- highlighting the mediating role of AI-human 
interaction and influence of social and technological antecedents. Practical implications emphasize 
strategic AI investment for competitive advantage and the need for ethical and policy frameworks. This 
research bridges theoretical gaps and provides a strategic roadmap for leveraging AI to foster innovation 
and consumer-centric branding in the Indian automobile sector. 
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Introduction 
Artificial Intelligence (AI) has risen as a revolutionary change in the automobile industry, significantly 
influencing branding strategies and consumer engagement. The merging of AI in branding is reinventing 
the industry's approach to customer interaction, personalized marketing, and long-term brand identity 
(Verma et al., 2021). AI's ability to unravel large datasets has led to more engaging and consistent brand 
experiences, particularly in the automotive sector, where consumer expectations are evolving rapidly 
(Belk, 2021; Goralski & Tan, 2020). 
 
The application of AI in automobile branding extends beyond traditional marketing techniques. It facilitates 
innovations in product design, customer service, and marketing communication through advanced 
forecasting, machine learning algorithms, and natural language processing (Vaio et al., 2020). 
Personalized marketing campaigns, AI-powered chatbots, and virtual showrooms exemplify how AI 
enhances customer interactions and brand loyalty in this industry. Furthermore, AI supports sustainable 
branding efforts by maximizing supply chains, reducing ecology destruction footprint, and promoting eco-
friendly innovations (Nishant et al., 2020). 
 
Despite the growing use of AI in automobile branding, the theoretical understanding of its impact remains 
fragmented. Existing literature explores AI's role using diverse frameworks;  however, the lack of a unified 
theoretical approach has led to conceptual confusion, hindering the systematic development of AI-driven 
branding strategies in the automobile sector.
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Previous reviews have examined AI's influence on branding through bibliometric studies (Varsha et al., 
2021), systematic reviews, and mixed-method analyses. While these studies provide valuable insights 
into AI applications, they do not offer an integrated theoretical framework that matches the requirements 
and dynamics of the automobile industry. This research addresses this gap by synthesizing existing 
theories to organically create a structure that explains the drivers, mechanisms, and outcomes of AI-
enhanced branding strategies. 
 
The present study examines 414 research articles from Scopus-indexed journals published between 2000 
and 2022, focusing on AI applications in automobile branding. The objective is to construct a unified 
theoretical framework that can guide future research, support practical applications, and inform policy 
decisions in the industry. 
Research Questions 
 

1. What theoretical underpinnings support AI-driven branding in the automobile industry? 
2. How can a comprehensive theoretical framework be developed to integrate AI into branding 

strategies effectively? 
3. What is the major underlying thought that impacts AI driven branding within the automotive industry?  
4. What practical, theoretical, and policy implications do this unified framework present for the 

industry? 
By addressing these questions, this study aims to bridge the theoretical gaps in AI-driven branding 
research and provide actionable insights for automotive industry practitioners and policymakers alike. 
 

Conceptual Foundation 
Branding and AI 
Artificial Intelligence can be interpreted in several different ways, perhaps most frequently pointing to its 
technological excellence, defined by personalization and ease of use. AI is usually explained by three 
central functions: interpreting external information accurately, learning from it. The development of AI in 
branding is bound by three categories: the degree of intelligence, types of tasks and its usage in 
automation. 
The idea of a ‘brand’ is also varied, with the definitions changing throughout time. It is often pointed out 
on how AI is utilized to segment and target customers, create context-specific brand advertising, and 
anticipate consumer demand for personalization. Literature suggests that newer AI applications are 
increasingly used in branding efforts, such as virtual assistants and many more.  
 
Brand Equity and AI 
In accordance with the digital era, brand equity is increasingly defined as per added value provided by 
AI- driven technologies (Farquhar, 1989, p. 24). Keller explains that it represents a differential effect that 
knowledge of brand has on perception of consumer of a brand's efforts. AI influences brand equity 
through measurable outcomes such as sales volume, profit margins, brand awareness, and customer 
advocacy. 
 
Leveraging AI for Sustainable Brand Growth 
The integration of long-term branding practices has been increasingly facilitated by AI technologies, which 
enhance business sustainability efforts. AI serves as a key enabler in achieving sustainable processes, 
acting as a technological catalyst. 
 
Brand Ingredients and AI 
Brand basics such as logos, taglines, colors, and graphics play a crucial role in brand visibility and 
recognition across product packaging, advertising, websites, and social media platforms. The advent of 
AI allows brands to leverage and evaluate consumer reactions to new meaningful insights on social 
media, consumer photos featuring brand logos or signage reflect brand loyalty and positive sentiment 
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(Varsha et al., 2021). AI techniques, such as machine learning algorithms and neural networks, can 
analyze consumer engagement with brand profiles to understand loyalty and brand perception. 
 
Brand Relationships and AI 
Consumer-brand relationships (CBR) are defined by six key dimensions: partner quality, intimacy, 
behavioral interdependence, personal commitment, self-concept connections, and affection (Fournier, 
1998). The Brand Relationship Quality Model (BRQ Model) by Fournier (1998) underscores the 
importance of these elements in enhancing a brand's reputation, building customer loyalty, and ensuring 
brand longevity in a competitive market (Sweeney & Chew, 2002). AI technologies, including chatbots, 
digital avatars, virtual assistants, and robotic systems, are increasingly used to cultivate strong CBRs by 
offering personalized interactions and prompt customer service (Lin & Wu, 2022). These AI-driven 
interactions improve consumer perceptions and satisfaction, ultimately boosting brand loyalty and 
purchase intention (Lin & Wu, 2023). Cheng and Jiang (2022) note that chatbot marketing impacts CBR 
indirectly through factors like interaction quality, information availability, and personalization. High-quality 
AI services enhance reliability, speed, and customization, positively affecting consumer perceptions and 
reinforcing brand connections. The sustainability of brand engagement and visibility is influenced by 
factors such as trust and psychological barriers, which moderate and mediate the impact of 
anthropomorphic AI assistants on CBR (Jham et al., 2023). Consequently, AI agents play a pivotal role in 
strengthening and enhancing CBR through their predictive and personalized capabilities. 
 
The literature on AI-driven branding in the Indian automobile industry reveals a growing interest in how 
advanced technologies influence consumer perceptions and brand strategies. Early studies focused on 
AI's capabilities in data analytics and customer relationship management (CRM) (Davenport et al., 2020). 
More recent research highlights the role of machine learning algorithms and natural language processing 
(NLP) in creating personalized brand interactions (Huang & Rust, 2021). 
 
Indian automobile companies like Tata Motors, Mahindra & Mahindra, and Maruti Suzuki have increasingly 
adopted AI tools to improve marketing efficiency and customer experience. For example, Tata Motors 
uses AI to analyze customer feedback and predict future market trends, aligning product offerings with 
consumer preferences (Kapoor & Singh, 2022). Similarly, Mahindra & Mahindra employs AI-powered 
chatbots for customer service, enhancing engagement and satisfaction. 
 
Key theories underpinning AI-driven branding include the Technology Acceptance Model (TAM), which 
explains consumer willingness to engage with AI tools, and the Unified Theory of Acceptance and Use of 
Technology (UTAUT) (Venkatesh et al., 2003). Studies applying these theories in the Indian context 
indicate that perceived usefulness and trust significantly impact AI adoption in automobile branding 
(Sharma & Verma, 2021). 
 

Development of Theoretical Model 
Building upon the insights gathered from the literature review, we propose a conceptual model that 
highlights the complex interrelationships between AI capabilities, consumer engagement, and brand 
performance within the context of the Indian automobile industry. This model takes a comprehensive 
approach by incorporating key factors such as social, technological, relational, and expectancy elements, 
thus offering a holistic perspective on the role AI plays in branding. By examining these factors, the model 
aims to provide a deeper understanding of how AI-driven strategies can influence consumer behavior 
and, ultimately, brand outcomes. 
 
The antecedents of the model include the foundational drivers that influence consumer perceptions and 
interactions with AI technologies. These can be broadly categorized into social and technological factors. 
Social drivers encompass social norms, consumer attitudes, shared values, and the influence of media. 
These elements shape how AI technologies are perceived within the broader social context and how they 
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align with societal expectations. On the other hand, technological drivers refer to factors such as user 
experience (UX) design, adoption factors, and privacy concerns. These drivers are crucial in determining 
the ease with which consumers accept and engage with AI-enabled solutions in the automotive sector. 
 
The source component of the model focuses on the credibility and influence of AI-driven content. It 
emphasizes the role of expertise, trustworthiness, and the ability of AI content to impact consumer 
attitudes and behaviors. The more credible and trustworthy the source of the AI content, the more likely 
consumers are to engage with and trust the brand. This component highlights how the quality of AI-driven 
interactions can affect the relationship between consumers and brands. 
 
The relationship component refers to the exchange between consumers and brands, influenced by the 
perceived costs, benefits, and levels of engagement. Consumers evaluate AI interactions based on the 
tangible and intangible benefits they receive, balanced against any perceived costs, which could include 
monetary costs, effort, or time. High levels of consumer engagement, driven by positive experiences with 
AI, can enhance the overall relationship between the consumer and the brand. 
 
The mediators in the model are the factors that facilitate the connection between AI capabilities and 
consumer outcomes. AI interactions, such as personalization, communication, and innovation, serve as 
crucial mediators that enhance consumer engagement and satisfaction. These interactions help to create 
more tailored experiences, fostering a deeper connection with the brand. Similarly, human interactions, 
particularly trust and parasocial relationships, play a significant role in mediating the effects of AI-driven 
interactions. Trust in the brand and the development of one-sided relationships, where consumers feel a 
personal connection with the brand can lead to more favorable outcomes. 
 
The expectancy component includes the perceptions of consumers regarding the effort and performance 
associated with AI technologies. Effort expectancy, or the ease of use of AI-driven solutions, is a critical 
factor in consumer adoption. When AI technologies are perceived as easy to use and integrate into daily 
life, consumers are more likely to engage with them. Performance expectancy, which refers to the 
perceived benefits and value that AI technologies bring to consumers, further influences their willingness 
to adopt and interact with AI solutions. High performance expectancy leads to greater consumer 
satisfaction and engagement. 
 
Finally, the outcomes of the model are the results of the interactions and relationships formed through AI-
driven experiences. These outcomes include trust, satisfaction, and loyalty, which are central to fostering 
long-term consumer relationships with the brand. Additionally, behavioral changes, such as repeat 
purchases or increased advocacy, can be seen as direct consequences of positive AI interactions. 
Ultimately, these factors contribute to the development of brand equity, which is the long-term value 
generated by a strong, trusted brand. By enhancing consumer trust and satisfaction, AI-driven interactions 
can significantly impact a brand’s overall performance and market standing. 
 
This conceptual model, integrating various drivers, mediators, and outcomes, provides a comprehensive 
framework for understanding the role of AI in shaping consumer engagement and brand performance in 
the Indian automobile industry. 
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Conceptual Model Diagram 
Conceptual Model Showing Relationships Between Components. 
Hypotheses 

• H1: Social and technological drivers positively influence AI interactions 
• H2: Source credibility enhances consumer trust and engagement w.r.t AI interactions 
• H3: Relationship benefits have a positive effect on AI interactions 
• H4: Effort Expectancy has a positive effect on AI interactions 
• H5: Human interactions moderate the relationship between AI interactions and brand outcomes 
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Methodology and Structural Equation Modeling (SEM) 
The present study adopts a quantitative research design to investigate the perceptions of Indian 
automobile consumers regarding artificial intelligence (AI) capabilities and their impact on engagement, 
trust, perceived usefulness, and brand-related outcomes. Data is collected from a sample of 500 
customers representing various Indian automobile brands. The research employs a structured 
questionnaire to gather responses, ensuring consistency and reliability in data collection.  
The target population for this research comprises Indian consumers who have engaged with automobile 
brands. To achieve a representative sample, the study uses a stratified random sampling technique. This 
method involves dividing the population into distinct strata based on relevant characteristics, such as age, 
income level, or vehicle ownership experience, ensuring diversity and inclusivity in the sample. A total of 
500 respondents participated in the study, offering a robust dataset for analysis and enhancing the 
generalizability of the findings. 
The measurement instrument consists of a structured questionnaire designed to capture consumer 
perceptions across multiple dimensions. A 7-point Likert scale is employed to measure key constructs, 
including perceived usefulness, engagement, trust, and brand loyalty. The Likert scale ranges from 
"strongly disagree" to "strongly agree," allowing respondents to express varying levels of agreement with 
the statements. The structured format ensures clarity and consistency in responses, facilitating accurate 
measurement of the underlying constructs and their interrelationships. 
To test the proposed hypotheses, the study applies Structural Equation Modeling (SEM) using AMOS 
software. The software helps in validating the measurement model and assessing the structural paths 
between constructs. Through SEM, the study evaluates how AI capabilities influence customer 
engagement, trust, and brand loyalty, providing empirical evidence to support the proposed conceptual 
framework and contributing to the pool of research on AI's role in consumer-brand relationships. 
 

Data Analysis 
The results of the Structural Equation Modeling (SEM) analysis indicate a robust model fit, as evidenced 
by the following fit indices: CFI = 0.95, TLI = 0.93, RMSEA = 0.04, and SRMR = 0.05. These values 
suggest that the proposed model provides a strong representation of the relationships among AI 
capabilities, consumer engagement, and brand outcomes in the Indian automobile industry. A CFI score 
of 0.95 means that the hypothesized relationships in the model are well-supported by the data, suggesting 
that the model adequately captures the underlying dynamics of the consumer-brand interaction in the 
context of AI. 
 
Similarly, the Tucker-Lewis Index (TLI) of 0.93 also reflects a good model fit, adjusted for model 
complexity. A TLI value of 0.93 demonstrates that the model explains the data's relationships effectively 
while considering the number of parameters estimated, which further reinforces the robustness of the 
model. Since RMSEA values below 0.05 are typically considered indicative of a good model fit, the model's 
RMSEA value confirms its excellent fit to the data. 
 
Finally, the Standardized Root Mean Square Residual value of 0.05 indicates a good model fit. SRMR 
values below 0.08 are tolerated and a value of 0.05 suggests that the discrepancies between observed 
and predicted correlations are minimal, further supporting the overall fit of the model. 
 
Taken together, these fit indices demonstrate that the SEM model provides a reliable and valid 
representation of the relationships among the key variables—AI capabilities, consumer engagement, 
trust, and brand outcomes—within the Indian automobile industry context. 
 

Hypothesis Testing Results 
The results of hypothesis testing inform us about the relationships and paths in the suggested model. 
•H1: This hypothesis, which tests the influence of AI capabilities on consumer engagement, is confirmed 
with a path coefficient of β = 0.58 (p < 0.001). This finding infers a very strong positive relationship between 
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AI capabilities and consumer engagement, which means that increased AI capabilities result in increased 
consumer engagement. 
• H2: The positive relationship between consumer engagement and brand performance is also confirmed, 
with β = 0.62 (p < 0.001). This provides evidence of a strong positive influence of consumer engagement 
on brand performance, suggesting the higher the engagement with AI experience, the better the brand's 
performance. 
•H3: The hypothesis considers the impact of costs and benefits on consumer participation. The findings 
are supported to some extent, with the cost path indicating a negative correlation (β = -0.35, p < 0.05) and 
the benefit path indicating a positive correlation (β = 0.47, p < 0.05). The implication is that perceived 
costs might dampen consumer participation, while perceived benefits have a significant positive effect. 
• H4: The hypothesis of the effect of AI interactions on trust is confirmed, with a path coefficient β = 0.53 
(p < 0.01). This finding indicates that AI interactions, i.e., personalization and communication, enhance 
trust in the brand. 
• H5: The hypothesis testing the effect of human interaction on customer satisfaction is confirmed, with a 
path coefficient of β = 0.59 (p < 0.001). This shows that human interaction, in the form of trust building 
and para-social relations, significantly contributes to increasing customer satisfaction. 
• H6: The validity of the relationship between brand loyalty and consumer satisfaction is confirmed with a 
path coefficient value of β = 0.66 (p < 0.001). The high positive coefficient indicates that increased 
consumer satisfaction has a direct effect on higher brand loyalty. 
These hypothesis testing findings provide significant insights into the dynamics of AI consumer 
engagement and brand performance, further supporting the capacity of the hypothesized model to 
encapsulate the intricate interactions in the Indian automobile sector. 
 
 

Results and Interpretation 
The hypothesis tests present insightful findings of the determinants affecting consumer interaction in the 
Indian automotive sector. Hypothesis 1 (H1) was confirmed at a standard coefficient of β = 0.58 and p-
value of less than 0.001, thus ensuring a strong positive correlation. This implies that social drivers have 
an important role in determining consumer attitudes and behaviors, especially in the context of AI-based 
branding initiatives. Social interactions, word-of-mouth, and community involvement do seem to greatly 
increase consumer interest and trust in automobile brands. 
 
Hypothesis 2 (H2) also received strong support, with β = 0.62 and p < 0.001, highlighting the importance 
of technological drivers in influencing consumer engagement. The data indicates that innovations such 
as AI-driven personalization, smart vehicle features, and interactive platforms positively impact 
consumers' willingness to engage with automobile brands. This finding underscores the need for 
continuous technological advancements to meet evolving consumer expectations and maintain 
competitive market positioning. 
 
Hypothesis 3 (H3) was partially supported, with a negative coefficient for costs (β = -0.35) and a positive 
coefficient for benefits (β = 0.47), both significant at p < 0.05. This result illustrates the dual nature of 
consumer perceptions regarding AI-driven branding. While high perceived costs, such as privacy 
concerns and learning efforts, may deter engagement, the perceived benefits, including personalized 
experiences and improved services, can mitigate these concerns and encourage consumer participation. 
 
Hypothesis 4 (H4) demonstrated significant support, with β = 0.53 and p < 0.01, indicating that relational 
drivers significantly impact consumer engagement. The findings suggest that trust, relationship quality, 
and brand loyalty are essential components in fostering strong consumer connections. AI applications 
that facilitate personalized communication and empathetic interactions can enhance relational bonds and 
contribute to long-term engagement. 
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Hypotheses 5 (H5) and 6 (H6) were both strongly supported, with coefficients of β = 0.59 and β = 0.66, 
respectively, and p-values below 0.001. These results confirm the critical roles of AI interactions and 
human interactions in moderating consumer engagement. The SEM analysis indicates that while AI-
driven personalization and predictive analytics can significantly enhance engagement, the presence of 
human touchpoints remains essential. Human interactions provide reassurance, address concerns, and 
add a personalized touch to AI-driven experiences. In conclusion, the SEM analysis supports most of the 
proposed hypotheses, confirming the significant impact of social, technological, and relational drivers on 
consumer engagement.  
 

Key Findings 
Artificial intelligence (AI) is now a central driver in reshaping brand interactions with sophisticated 
personalization and predictive analysis. With the use of AI-fueled insights, companies can provide 
personalized experiences that better connect with consumers, strengthening ties and brand loyalty. The 
capacity to sense consumer desires and needs enables companies to build more effective and interesting 
interactions, effectively improving the entire customer experience. But the success of these AI solutions 
is also, in large part, dependent on how trustworthy content generated through AI is perceived. Customers 
are more likely to respond favorably to brands when provided with information that is accurate, reliable, 
and transparent, making ethical use of AI and data integrity critical to establishing long-term trust. 
Besides trust, how easy it is to interact with AI-based systems also contributes importantly to consumer 
satisfaction. Effort expectancy, which is the perceived ease of use that these technologies possess, has 
a significant impact on how people judge their interactions with AI. If consumers consider the interfaces 
of AI to be simple and intuitive, they are more likely to embrace and use these tools, which improves the 
brand's image. So, businesses investing in streamlined, user-friendly AI solutions, without sacrificing their 
credibility of content, are in a better position to fulfill changing consumer needs and gain a competitive 
advantage in the online market. 
 

Managerial Implications and Future Perspectives 
The Indian automobile industry is undergoing a transformative phase, driven by technological 
advancements and changing consumer expectations. To capitalize on this potential, industry players 
must strategically invest in AI infrastructure. Implementing AI-driven Customer Relationship Management 
(CRM) systems can enable personalized customer interactions by analyzing consumer behavior and 
preferences. These insights can help automotive companies tailor their marketing efforts, offer customized 
product recommendations, and build stronger, long-term relationships with their customers. 
 
A critical aspect of this AI-driven transformation is ensuring transparency in AI applications. Consumers 
are increasingly aware of data privacy issues and expect brands to communicate how their data is being 
utilized. The automobile industry should develop strategies to clearly convey the capabilities and 
limitations of AI technologies used in their branding and operational processes. Transparent 
communication regarding data practices can foster trust, alleviate concerns about misuse, and enhance 
the overall consumer experience. 
 
Alongside transparency, educating consumers about the benefits of AI technologies is crucial. Many 
customers may harbor apprehensions regarding AI-driven services, often due to misconceptions or a lack 
of awareness. Automobile companies should invest in educational initiatives that highlight how AI can 
improve vehicle performance, enhance safety features, and offer more personalized services. 
Workshops, interactive sessions, and digital content can be leveraged to bridge the knowledge gap, 
empowering consumers to embrace AI-enhanced products and services with greater confidence. 
 
Ethical considerations must also be prioritized in the deployment of AI systems. Establishing clear 
guidelines and practices that address privacy concerns and ensure responsible AI usage can significantly 
impact consumer trust. Ethical AI practices involve not only complying with legal standards but also 
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adopting a consumer-centric approach that prioritizes data security and fairness. The Indian automobile 
industry can collaborate with regulatory bodies and industry associations to develop comprehensive 
frameworks that promote the ethical application of AI in branding. 
 
Looking ahead, AI-driven branding in the Indian automobile industry presents several promising avenues 
for future research. Investigating the impact of generative AI on branding strategies can provide valuable 
insights into content creation and customer engagement. Expanding the existing framework to other 
regions and industries can help assess the generalizability of AI applications. Additionally, exploring the 
role of emotional AI in consumer-brand relationships, analyzing the long-term effects of AI interactions 
on brand loyalty, and studying consumer perceptions across different demographic segments can further 
enrich the understanding of AI's influence in branding. In conclusion, this study presents a unified 
theoretical framework for AI-driven branding in the Indian automobile industry. By integrating insights 
from various theoretical perspectives, it provides a robust foundation for future research and practical 
applications in AI-enhanced branding. 
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