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Abstract  

 

Artificial Intelligence (AI) is widely employed in engaging customers while improving 

customer experience by offering ease and flexibility, and providing personalized settings. AI 

can carry out cognitive functions until recently, only possible for humans, and it does that by 

learning from data. This work project is an empirical investigation of how AI technologies 

influence customers' purchase behavior by discovering their role at different customer 

journey stages. Insights into different strategies and guidelines for companies targeting 

divergent customer segments with different attitudes towards AI are further provided.  
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1. Introduction 
 

The extensive use of AI by businesses is essential for a company’s future in the rising digital 

era (Awan 2021). As Evan (2019) quoted, by acquiring a better understanding of consumers' 

buying habits and behaviors, AI technologies, in particular, can potentially enhance customer 

experience. Companies may reap significant benefits and boost customer satisfaction by 

wisely utilizing AI technologies at several critical consumer touch points (Nisreen Ameen 

2020). Furthermore, the effectiveness and efficiency of navigation afforded by AI 

technologies help companies to improve their targeted customers’ perception of and 

interaction with the products and service offerings (De Bruyn 2020). According to Statista 

(2022), by 2025, the worldwide AI software industry will be worth $126 billion. 

As Stephen (2016) stated, Artificial intelligence (AI)-powered digital technologies may be 

used to track clients' purchasing habits and influence them to make impulsive purchases. 

According to Makridakis (2017), digitalization has radically changed consumers' shopping 

patterns. Moreover, the growth of AI technology opened many opportunities for the 

marketing industry to entice customers to make repeat purchases. Consumers still appear to 

lack sufficient awareness of the potential roles that AI may play and how AI may affect their 

choices, behaviors, and results (Ventura, 2021). This project aims to address these issues, 

exploring the role of AI throughout the whole customer journey and investigating its impact 

on customer purchase behavior and the intrinsic correlation between online shopping 

frequency and customer-AI engagements.  

 

2. Theoretical Background  

 

2.1 Awareness of Artificial Intelligence  
 

Purchase intention is influenced by customers' Internet literacy based on the interaction model 

created by Hadjikhani and Bengtson (2006). In other words, the likelihood of a purchase 
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improves as customer knowledge grows. The theory is also further supported by the report 

executed by BEUC, the European Consumer Organization (2020). The report shows that the 

vast majority of 1000 respondents from 6 EU countries think AI will benefit them in various 

situations. However, regarding privacy protection, 71% of Belgian customers and 68% of 

German respondents report low levels of trust, as most of them desire the freedom to refuse 

automated decision-making and control over those processes (BEUC 2020). Even though 

consumers’ perspectives on AI applications are positive, they still regard the benefits of AI as 

not yet materialized (BEUC 2020).  

2.2  Digital Consumer Behavior  
 

The phrase "digital consumer behavior" refers to a wide range of topics. Mainly, it describes 

how consumers and potential groups connect with brands while using social media, browsing, 

buying, and engaging with advertisements (A. T. Stephen 2016). The utmost point from 

digital origins to the present is customers' freedom to make their own decisions and discover 

ways to access the information and content they want to view most (Dodoo 2021).  

Besides the perceived convenience of the website (Sima 2020), customers' purchase decisions 

are easily influenced by online reviews (Fu, et al. 2020). Safari and Thilenius (2013) also 

pointed out that previous shopping experiences significantly impact the future potential online 

shopping experience. There are two crucial elements for motivating customers' online 

purchases: first is the resources of suppliers and goods and second is the validity of different 

sources (Lynch 2001). These two aspects allude to information sharing and trust in consumer 

behavior (Mukherjee 2007), with trust being the essential intent of online purchasing (Chang 

2013). Moreover, if customers learn how to use the Internet during online shopping, they are 

more likely to contemplate a purchase than those who do not know (Lindh 2016).  
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2.3   Influencing Factors of Customer Loyalty & Customer Satisfaction  

 

Customer satisfaction refers to their experience of receiving adequate compensation during a 

purchase in exchange for a specific cost (Al-Alak 2009) (Jeong 2016). Customers are satisfied 

when they receive advantages that outweigh their costs (Liu 2010). Therefore, customers who 

are satisfied with their purchase experience are prone to have a higher purpose of 

repurchasing and of suggesting the good or service to others than those who are not (V. A. 

Zeithaml 1996). Also, loyalty and client satisfaction are positively correlated. (Balci 2018) 

(Chen 2017). Based on Jose (2011)'s study, it is feasible to conclude that satisfaction is an 

essential prerequisite for the existence of loyalty online, and committed customers will 

continue to purchase from the same brand regardless of cost or comfort. 

 Customer satisfaction increases the likelihood of a repeat purchase (Lu Juan, 2009) as AI has 

an apparent complementary effect in promoting customer loyalty. By automating 

straightforward, recurring operations and detecting quickened patterns at the most 

fundamental level, and AI can facilitate a delightful customer experience and higher 

satisfaction levels (Hanifin, 2019).  

2.4   AI-powered Tools   

 

AI-powered techniques and tools are improving the growth of emerging markets (Anshu 

2022). For example, as Rana, Gaur & Singh et al. (2022) summarized the functions of AI-

powered tools, real-time Chatbot assistance with consumer concerns and the buying process; 

similar to Netflix’s personalized recommendation lists, YouTube’s video recommendations 

system provides viewers a tailored list of videos based on individual searching history. 

Marketers must balance and intergrade AI to provide a smooth consumer experience while 

mapping out the customer journey (Jyoti Rana 2022). As Adobe (2019) reported, 47% of 

marketers find it difficult to create significant amounts of content; however, with the help of 
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AI-assisted curation, the vast scale of personalized materials can be produced more quickly 

and precisely.  

2.5   Willingness to Use and Accept Artificial Intelligence  
 

Actual consumer behavior is driven mainly by customers' intentions and willingness to utilize, 

as Fishbein & Ajzen (1975) pointed out in the Theory of Reasoned Action. The hedonic 

motivation was outlined by Niemelä, Arvola, and Aaltonen (2017) as the main element 

affecting customers' desire to use AI. Moreover, Stock and Merkle (2017) also discovered that 

consumers' expectations of AI technology in a general digitalized environment impact users' 

intentions to utilize AI applications. Vijayasarathy (2004) found a correlation between 

consumers' attitudes regarding online purchasing and their perceptions of its utility, usability, 

and security. Additionally, customer attitudes, self-efficacy, and views about online shopping 

significantly impact decision-making. 

Notwithstanding, some criticisms of customers' acceptance of AI technology were raised by 

Schepman and Rodway (2020). Both of them contend that consumers are passively 

encouraged to accept and utilize AI while purchasing online since only merchants have the 

authority to determine whether to incorporate AI technology into web shops. However, based 

on the result of the work project, which will be presented later, the choice to employ AI 

technology, such as interacting with AI-powered tools, is still independent of each customer.  

2.6  Customer Decision Journey in Digitalization  
 

The generally accepted stages of the customer journey conclude the customer's shopping 

experiences through awareness, assessment, purchase, and post-purchase phases, as this 

simple concept is adaptable to a broad range of items and buying scenarios (Silvia Vázquez 

2014).  
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Furthermore, according to Lazarus & Gursoy (1991) (2019), consumers initially judge the AI 

technology at the awareness stage, while performance and effort expectations are assessed at 

the secondary appraisal. The development of feelings about the use of AI technology is thus 

influenced by these expectations, resulting in an expected perception from customers of AI 

adoption, either positively or negatively (Gurosy 2019) (Lu 2019).  

Numerous pieces of research have examined the primary factors influencing online 

purchasing decisions. According to Brown et al. (2003), the kind of goods, previous internet 

purchases, and gender may impact shoppers' online buying decisions. Furthermore, website 

quality is also an issue (M. Brown 2003), which is aligned with the study conducted by 

Ramsey, McCole, Ibbotson, and Compeau (2009). The aesthetic display of website items may 

also be related to consumers' purchasing intents (J. Park 2005).  

2.7    Data Privacy Concerns in Artificial Intelligence Initiatives  
 

Security and privacy are two essential issues for online customers in their decision-making 

process (F. Belanger 2002). Privacy has been examined in a substantial body of studies as a 

significant element that influences people's decision-making and interaction motivations in an 

AI-powered shopping environment (T. Dinev 2013). Parallel to the above opinions, security is 

undoubtedly one of the critical factors that may accurately predict an individual's propensity 

to complete an online transaction (Ganapathy 2002). On the other hand, cybercriminals regard 

the Internet as an open platform where constant access is available (Mohammadreza 

Mousavizadeh 2016). Vendors and the customer data they hold are always at risk from 

various assaults, including hacking, social engineering, and the spread of malware (Lazzarotti 

2014). According to a global survey on consumer confidence about personal online data 

(Statista 2022), over 90% of online shoppers worldwide expressed at least one serious worry 

about data privacy, among which 47% of respondents are concerned about cyber criminals 

further compromising possessive information in a data breach. 
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Therefore, concerns on data protection are considered while investigating features that act on 

consumers' acceptance of AI adoptions and motivation to purchase. The existing body of 

research offers some hints as to how customers' interactions and awareness of Artificial 

Intelligence could potentially affect their purchase behavior, as well as potential risks 

harnessing acceptance of Artificial Intelligence in the Big Data era. However, given that 

individuals have different preferences and perspectives of AI, and the frequency of customer 

consumption is also likely to affect their acceptance of the technology, which further 

influences customer purchase behavior, a study is needed to explore the intrinsic relationship 

between shopper's online frequency and perceptions of AI technology.  

3. Research Question  

 

Although the background literature shows several potentially relevant elements, the paucity of 

study in understanding the role AI plays and other intrinsic subtle connections led to an 

exploratory approach in this work project. Another objective of this work project is to 

delineate further the diversified views and perceptions of different customer groups on AI for 

companies to study customer behavior better when inserting AI-powered features. The 

following three questions built on the generally-accepted purchase conceptual model was the 

research query that guided the investigations:  

At the pre-purchase stage, what are the gaps in customer perception of the level of AI 

technology already existing?  

What determinants convince/influence customers' purchase behavior in an AI-powered 

shopping environment at the purchase stage?  

How would AI technology affect customer satisfaction and loyalty at the post-purchase stage?  
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4. Methodology 

 

Qualitative research is chosen in this work project as the objective is to develop information 

and insight about society while learning about people's experiences (Ahmad 2019). Moreover, 

qualitative research is adaptable to new information while giving a comprehensive view of the 

investigated objective and helping the researcher to become immersed in the inquiry 

(Bouikidis 2018). Therefore, to deepen the understanding of customer experience, qualitative 

research methodology is used to develop a semi-structured interview study to get rich, in-

depth insight. 

4.1   Study Participants and Context  
 

A universe of potential candidates was thus mapped between two dimensions: the online 

shopping frequency and degree of awareness and acceptance of AI technology. A pre-selected 

question was designed to ensure that all participants have experience with online shopping, 

asking the candidates whether they have ever shopped online. As answers were cheerful, 

invitations for one-on-one deep in-depth interviews were extended. The in-depth interview 

was targeted to obtain enough people over the mapped universe to reach diversity in gender, 

age, and race of samples. Ten interviews were conducted in English, as shown in Figure 1 

below. Numerical numbers also replace the names of the participants for privacy reasons. 

Noteworthy, customers with low interaction with technology or repulsive behavior towards 

technology were not found in this study, and most customers have had a moderate to a high 

level of interaction with AI. This may guide further research and companies to study 

measurements coping with the low categories and how to take benefits from AI advocators 

and supporters who use AI technology frequently and well. 
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Figure 1  Representative Customer Group with different Behavior & Attitude towards AI technology 

 

Participants range in age from 24 to 55, are of European, African, Asian, and North American 

heritage, and work in various sectors. 20% work in the government sector, 13% in banking, 

and 13% are still college students, while the rest work in diverse industries such as marketing, 

product management, or consulting.  

Because of geographic differences, the interviews were performed through Microsoft Teams. 

Additionally, all of them were taped with the interviewees’ consent to facilitate the analysis 

and then further transcribed. The semi-structured interview consisted of 16 questions to help 

direct the talks; the interview guidelines are indicated in figure 2 in the Appendix section, and 

the interview lasted around 30 to 40 minutes.  

4.2 Research Material and Data Analysis 

   

The interview contains open-ended questions based on three divergent phases of purchase 

processes throughout the whole customer journey on the following elements:  

• Shopping channel preferences and habits  

• Initial personal perspectives on AI-featured online settings 

• Focused values during online shopping 
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• Trigger of online purchasing behavior 

• The impact of AI technology on customer behavior changes  

• Personal preferences on AI-embedded website  

• Reasons affecting the change in the shopping environment 

• Impressions and perspective of AI technology after purchase journey  

 

The participants were urged to openly consider the experience and feedback on interaction 

with AI to explore the most authentic thoughts on AI. As the current literature review stated, 

the more fabulous awareness customers have of AI technology, the higher acceptance and 

more positive perception they have. Therefore, the degree of awareness of AI-powered tools 

was asked primarily during the interview.  

Interview transcripts are a common source for qualitative content analysis (Christen 

Erlingsson 2017). However, as Christen and Petra (2017) noted, many inexperienced 

researchers discover that analyzing qualitative data is surprisingly complex and time-

consuming as the data cannot be subjected to a step-by-step analytics procedure like a pattern 

cutter. Therefore, to navigate the ambiguity between the various stages of qualitative content 

analysis, the data analysis template used in this paper is based on the approach proposed by 

Christen and Petra (2017). The qualitative content analysis aims to distill the dense body of 

information into a concise, well-structured summary of the key conclusions. From low levels 

of abstraction with similar meaning to the text and manifest content to high levels of 

abstraction reflecting the interpreted text, the connections and relationships are revealed 

through analysis of the raw data from verbatim transcribed interviews (Lundman 2004) 

(P.Mayring 2000). Condensation is developed to keep the first core idea of the transcript. A 

code then identifies the subject of a certain condensation. The codes are next analyzed and 

grouped to communicate a greater degree of abstraction and category. Finally, in the content 
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analysis process, themes are identified, which explain why, how, or what as a means of the 

highest level of abstraction. 

5 Results 

 

All of the interviewees have some awareness of AI technology. More than half of them (6 out 

of 10) are identified as advanced technology users, while three also know how to make AI 

work better for themselves. Few customers can make AI work intelligently, regardless of their 

online shopping experience. Due to investigations into this subject, a rough outline of the AI-

related variables that can impact a customer's decision journey will be provided.  

5.1  Customer Initial Perspective of AI Applications at the Pre-purchase Stage 
 

Most participants are aware of and approve of AI technology's benefits from the collected 

data. For instance, as the following quotes from Participants 2, 5, and 6 on recommendations 

show:  

- I like how Big Data tracked my search history and then recommended to me products 

I've longed for before (Participant 3) 
- I can always discover new products I like or need based on similar product 

recommendations (Participant 4) 
Relevant codes are thus extracted that provide value to customers, fulfill their needs, and 

motivate purchase.  

Even more so, participants also mentioned the timeless response of Chatbot when 

encountering questions. Multiple participants particularly mentioned the benefits of Chatbot 

during off-duty hours. However, Chatbot's distinct disadvantages in autonomous control were 

also stated. For example, as in one of the condensations:  

- I prefer to interact with a natural person for customer service as this makes me feel 

everything is under control (Participant 5)  
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Consequently, the perspective category on Chatbot can be concluded as Chatbot are worse for 

specific customer segments who value autonomy. Moreover, personalized ads could also lead 

to a bad experience for the customer segments who seek product authenticity.  

-  I am annoyed when the quality of products recommended online is inconsistent as in 

real life (Participant 2) 
Even more so, personalized ads could also have a little or negative effect on already bought 

products as one condensation denoted:  

- Consistently pushed ads to annoy me when I have bought the products 

Nevertheless, half of the participants still claimed that personalized ads are convenient and 

easy to use in the summarized condensations:  

- By getting pushed with personalized ads, I can save time and effort to get the wanted 

product (Participant 1)  
- Personalized ads remember search history and predict preferences which make the 

shopping experience more convenient (Participant 4) 

 

5.2   Focused Values during Online Shopping Purchase Stage  
 

The most focused value participants raised were the performance of AI-related tech features 

and the product itself, for example, as in the following participant report. 

- Whether the recommendation tool gives me the most wanted products and the energy and 

time saved to find the most appropriate product is what I care about most when shopping in 

an AI-powered environment. (Participant 8) 

The accuracy of recommendations and energy saved for getting matched products from 

recommendations are corresponding codes representing customers’ focused values. Some 

participants also reflected on the performance of Chatbot as in the following condensations:  

- The 24/7 customer service whenever I need support (Participant 9) 
- Live chat 24/7 possibility provides timeless service for my online shopping 

(Participant 7)  
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Online Chatbot fast response informativeness is the summarized code in this context. 

Moreover, the performance of the website was also considered as a category since several 

statements were brought:  

- What I care about most is the unmistakable design of websites with a navigation panel 

(Participant 4) 
- I think the FAQ section is the most essential element (Participant 5) 
- How easy the online payment method is (Participant 10)  

 

Under the above condensations, user-friendly website design, the possibility of self-inquiry 

information, and ease of payment result from codes in this context.  

In addition to AI-powered tools, the performance of the product itself is also necessary for 

several participants concerning the values of online shopping:  

- The product quality is what I focus on most (Participant 2)  
- I always care about how accurate the description matches the actual product 

(Participant 6)  
- The fast delivery of products is the reason why I shop online (Participant 1) 

Respective codes are initiated by conforming to the above condensations: Quality of product, 

Value of money, and Product consistency between online and offline.  

5.3   Trigger for Online Purchase  
 

Big Data recommendations do play a role in motivating customers' purchase behavior, as 

stated by a few participants:  

- I could match the garments with other pieces worn by the models online (Participant 

8) 
- My purchase motivation is escalated when recommendations give me discounted 

products (Participant 7)  
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In the statement of appeal, AI plays the role of stimulating customers' potential desire to buy. 

What is more, from the perspective of customer concerns during online shopping, purchase 

motives can also be inferred: the excellent performance of the product. As for ones who are 

less familiar with AI technology, the focus on the product itself is greater than the technical 

aspects: 

- Mostly the product functionality and reviews convinced me to buy (Participant 5) 

- I will purchase without hesitation if the products I need have reasonable prices and 

positive comments (Participant 1) 

- A perfect combination of all product factors, including price, product feature, and 

discounts, will facilitate my purchase decision (Participant 10)  

 

Since the purchase journey is made online, the unique features that merely the online channel 

can offer cannot help but be mentioned as the below condensations: 

- I would buy when the products are exclusively sold online (Participant 3)    

Interestingly, the online price advantage supported by AI technology is also noted:  

- I always order without second thoughts when the algorithm gives me 

recommendations on discounts (Participant 8)  

Thus, besides the category, namely the specific benefits provided through exclusive channels, 

another category, AI-related resolution to personal pain points, is also the drive of desire for 

online purchase. Within this category, match of the need and personal preferences for 

products are the compacted two codes based on the following announcements:   

- When I am attracted to a product recommended by a personalized ad and do not want 

to let go of that product information (Participant 2)  

- When the products recommended match my needs perfectly at the moment, I will 

probably proceed to the checkout page even though I do not know the product brand 

(Participant 4)  
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5.4   AI-related Factors that change Customer Purchase Behavior  

 

The principal goal of the interview was to investigate how technology affected and played a 

part in the customer journey. The identified condensations may be roughly divided into two 

high-level themes: the impact of AI-powered tools and personal preferences of AI-embedded 

web designs. Correspondingly, the codes are thus generalized from more than one-third of 

participants' arguments: Recommendations complete product offers and enhance customer 

purchasing power. The following condensations can confirm this:  

- The recommendations offer me a complete product portfolio, thus converting me to 

buy things I sometimes do not need (Participant 8)  

- I buy lots of stuff not because I need them but because I am interested (Participant 7) 

- When a personalized ad is pumped out several times, I get interested in the product 

and want to learn more about it (Participant 9)  

In this sense, AI expands the range of customer interests in unknown products for potential 

buying motivation. On top of that, AI act as a predictor and persuader for purchase is the 

category summarized from the following condensation:  

- The Big Data learns my behavior and predicts my preferences, thus converting my 

purchase (Participant 5) 

Nevertheless, on the other hand, there is also one particular category in which customer 

segments are unaffected by technology changes as technology is indifferent to their purchase 

behavior based on the quote:  

- The technology has not changed my purchase behavior as I merely buy stuff I need 

(Participant 6)  

- I do not see that the technology applied online has much changed my purchase 

behavior (Participant 2)  

 

It is worth mentioning that personal preference for web design and a tech-powered 

environment can also influence purchasing behavior. During the interview, participants were 

asked to imagine two different scenarios of online shopping: one is very sophisticated 



 
 

18 

regarding the features, and another is simple for shopping easily. The three derived categories 

are relatively straightforward. From one perspective, AI is a guide and support throughout the 

customer journey; from another perspective, customer segments have specific criteria on 

preferences for an AI-powered environment. Another category cannot be ignored as customer 

segments are uninterested in AI-powered environments. For the first category, two detailed 

condensations show the strong preferences argued by participants:  

-  I prefer a more sophisticated search model as I want more AI-inserted features to 

guide me through the whole shopping journey (Participant 9) 

- I need help from AI-embedded designs when I do not know what to buy (Participant 1)  

- I get inspired by shopping in an AI-powered environment from personalized ads and 

recommendations, as these technologies provide more options and fun (Participant 7)  

 

Furthermore, for the second category, clear shopping rules determine the interests as only 

when customers encounter uncertain situations they would prefer AI-embedded websites:  

- I need more AI-embedded websites when I do not know what to buy and vice versa, as 

the simple model is more time- & energy-saving (Participant 4)  

- If I have a clear product/brand preference in mind, I prefer the simple one but vice 

versa when I do not know what to purchase (Participant 3)  

 

The customer segments from the third category are relatively pragmatic because they only 

care if the necessary modules are available on websites. The below condensations serve as a 

generalization for the third category:  

- I prefer a less sophisticated website with fewer AI-inserted designs as long as all 

necessary functions are available (Participant 6)  

- As I only care about corresponding comments on the products, a simple website would 

be all I need for shopping (Participant 4)  
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5.5   The Effect and Customer Perspective of AI in the later Stage of the Journey  

 

Towards the end of the study, the participants were also interviewed for post-purchase 

feedback and an impression of AI technology at the end of the shopping experience. 70-80% 

of interviewers are satisfied with the overall online shopping experience, while 9% are only 

satisfied when purchasing specific product categories, such as clothing. One participant 

proposed that convenience is the most significant factor for an always-on satisfactory 

experience with online shopping: 

- Even though the products bought may not be satisfactory, online shopping creates a 

possibility to return the unsatisfied products immediately (Participant 3)  

Loyalty is the closing loop of a journey and the factor that most directly influences the trigger 

of starting the next journey. Consequently, this study also looks into how AI affects consumer 

loyalty. According to the interview transcript, two customer segments with low and high 

loyalty degrees are outlined. In terms of impacting factors of online shopping loyalty, the 

following condensations represent a relatively less loyal customer base:  

- When the products on another website have better quality or lower price, I will change 

the website to shop (Participant 5)  

- When my friends or following vloggers recommend other websites, I will try on 

another website (Participant 6)  

For the above two statements in which customer loyalty is more affected by the performance 

of product and e-WOM, the category can be concluded as having a less significant impact of 

the use of AI on customer loyalty. For another customer segment, loyalty is closely related to 

the previous shopping experience, where the embedding of the technology remains doubted. 

The following quotation reflects the viewport:  

- If the last online shopping experience is dissatisfying, I will change the website 

(Participant 4)  
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- I will switch my shopping site if the website has provided me with upset service, 

unreliable quality, and complicated payment steps (Participant 2)  

 

The impact of AI on loyalty is unclear from the condensations above, as the degree of AI-

applications embeddedness varies significantly between websites. Another category can thus 

be derived from them: the depth and scope of AI application determine how AI affects 

loyalty. It was also reasoned that two participants had a high degree of loyalty. Nonetheless, 

this scenario has no apparent correlation between AI and loyalty. 

. 

- I usually shop on specific brand websites as I have unique preferences for the brand, 

so switching to another shopping environment would not be the case for me 

(Participant 4)  

- My main concern is always how many products are available on the website I need, so 

once I find the product I want, I will not change the site quickly (Participant 10)  

 

Extrapolating from the condensations quoted above, strong attachment to brands can enhance 

loyalty and same as for personal preferences on products. Based on these two codes, the 

category, in turn, was deduced: the influence of AI is indifferent to the customer segment with 

solid brand affiliation.  

After enlighteningly exploring the journey of each participant's interaction with AI 

technology, the overall view of AI was again asked. On the one hand, such a closing question 

allows participants to better review their communication with AI in a guided manner to avoid 

personal bias, and on the other hand, it allows for comparison concerning each individual's 

perception of AI before starting the journey. 27% of the interviewers declared that AI 

simplifies shopping, helps customers make better choices, and provides innovation and 

inspiration.  

 -I think AI technologies are promising as they know me better and more than myself 

(Participant 9)  
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- AI technologies provide me with many incredible shopping experiences, so I think it is good 

to have them (Participant 7)  

- I like using AI as it makes my life easier (Participant 8)  

 

The mentioned feedback derives from the formulated category: AI brings tangible benefits as 

a value driver. 44% of participants stated that their positive attitude towards AI is based on 

certain preconditions such as the represented condensations underneath:  

- Overall, I have a positive attitude, except sometimes I am worried about data privacy 

(Participant 4)  

- Cybersecurity and personal data leakage are the only points I am concerned about 

most while using AI (Participant 6)  

- As long as my right and privacy are ensured, I would love to try AI technologies as 

much as I can (Participant 1)  

 

Interestingly enough, the lack of technical development of AI was also pointed out by 2 

participants as they hope the new technology could always bring innovation instead of a 

disaster. AI needs to be developed before it works on customer behavior in the category 

generated from these quotations. One-third of the participants also mention the pros and cons 

of AI. 

- I am open-minded to new technologies, but I do not think I can adapt and apply them 

well (Participant 10)  

- New customer education is needed for me to get more used to new AI applications 

(Participant 4)  

 

AI development brings uncertainty to the inferred conclusion for the above less convinced 

behavior performance. More noteworthy is that few participants are strong AI-advocators as 

they do not only have high acceptance of the technology but proactively persuade others to 

try: 
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- I recommend friends to try more AI-inserted features during online shopping, and I 

support more technological advancement (Participant 7)  

- If everyone is open enough to try new AI technologies, this can further promote the 

development of AI for the benefit of human life (Participant 9)  

For this customer group, AI triggers enthusiasm and motivates potential user promoters is the 

category summarizing the role of AI.  

6 Discussion  

 

The main points of the interview research on discovering the role and impact of AI 

technology throughout the customer journey have been provided.  

Following the format of the work project, the overview of the impacts of AI through various 

stages of customer behavior in several ways will be firstly presented, while the new 

arguments found merely based on the analysis of this work project are marked in blue in the 

table. Based on the quadrant chat on the relationship between online shopping frequency and 

degree of interaction with AI, the paper will further suggest how enterprises can develop 

complementary strategies for various customer groups. The final portion will discuss the 

study's shortcomings and provide ideas for more research. 

6.1   The Potential and Threats of AI in the Development of Interaction with Customers 
 

At the beginning of the purchase journey, customers' perceived potentials and threats of AI 

are the fundamental factors influencing their interaction with the technology. The table below 

is therefore conducted to present the respective findings at the initial stage of the customer 

journey. 

 
Customer Journey Phase The Role of AI in this 

Phase 

The Impact of 

AI at this Phase 

Supportive Arguments & 

Findings 

Initial Pre-Purchase Stage Supportive Push more 

accurate product 

recommendations 

based on learning 

and 

understanding of 

customer buying 

behavior 

1. Customers are primarily 

concerned with how well the 

products can match their pain 

points and needs instead of 

innovation of AI technology  

2. Customers care more about 

the product itself than what AI 

can bring to them at the 
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beginning of the purchase 

journey  

Findings related to this Phase 

New Findings based on the Work Project 

Relevant Theoretical Background 

AI-related Potentials AI-related Threats 
Existing Perspective on 

AI-related Potential 

Existing Perspective 

on AI-related Threats 

1. 24/7 Chatbot provides 

more tremendous 

advantages during off-

hours simulating 
customers' desire to further 

interact with AI. 

2. Recommendations are 

pretty valuable and helpful 

as they fulfill customers' 

needs and act as assistants 

driving the consumer 

purchasing power. 

3. Benefits of AI 

technology have all been 

well recognized by all 
participants. 

1. Customers are not 

entirely receptive to AI 

technology because it 

limits their choice and 
access to a certain 

extent. 

2. Too many inaccurate 

persistent personalized 

ads result in the 

annoyance of customers. 

1. Van Doorn (2010) & 

Roy (2017): greater 

involvement is facilitated 

by the perceived 
convenience of Chatbot 

2. Salesforce (2022):  

Customers hold a positive 

attitude towards AI as 

long as it significantly 

enhances customer 

experiences 

Schepman & Rodway 

(2020):  

Customers would lose 

more active buying 
power in an AI-

overwhelmed 

environment 

 

 

6.2   The Extent of AI Technology affecting Customer Behavior Change  
 

Due to store closures caused by COVID-19 in the past several years, customer buying 

behavior has been changing tremendously (Lavuri 2021). The relevant findings on different 

customer segments and behaviors are summarized in the table below by exploring the degree 

of impact of AI on changing customer behavior.  

Customer Journey 

Phase 

The Role of AI at this 

Phase on Customer 

Purchase Behavior  

The Impact of AI at this 

Phase on Customer Purchase 

Behavior 

Supportive 

Arguments & 

Findings 

Evaluation Stage Inspirer  Recommendation Algorithms 

give customers inspiration 

based on items with 

comparable properties. 

Customers get 

inspired by the 

content-based 

recommendation 
system, increasing 

their purchasing 

power and desire. 

Purchase Stage Predictor and  Persuader Recommendation Algorithms 

promote relevant products 

based on the customer's 

browsing history, generating 

their interest in new products, 

and promoting their purchasing 

behavior. 

Customers without 

clear brand and 

product preferences 

need guidance from 

AI to explore their 

interests. 

  

Findings related to this Phase 

New Findings based on the Work Project 

Relevant Theoretical Background 

Customer Segments Customer Segments Existing Perspective on Existing Perspective 
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focusing more on the 

Shopping Experience 

focusing more on 

Product Performance 

Customer Segments focusing 

on Shopping Experience 

on Customer 

Segments focusing 

on Product 

Performance 

Personalized settings 

are a significant factor 

in promoting customer 

purchases. 

 

The use of AI has little 

effect on their buying 

behavior. 

Ameen (2021), Paschen (2019) 

& Arco (2019): the 

fundamental idea underlying 

AI’s success is using tailored 

information to provide product 

suggestions by examining data 

from current internet users.  

n/a  

Customer Behavior 

with clear Brand & 

Product Preferences 

Customer Behavior 

without clear Brand & 

Product Preferences 

Existing Perspective on 

Customer Behavior with 

clear Brand & Product 

Preferences 

Existing Perspective 

on Customer 

Behavior without 

clear Brand & 

Product Preferences 

AI becomes irrelevant 

to them as the 

performance of 

products is the 

fundamental solution to 

their pain points. 

AI works as a predictor 

and persuader for 

purchase while guiding 

and supporting the 

whole shopping 

journey. 

n/a  Duan (2019): AI has 

been a vital element 

in consumer 

decision-making 

while being used to 

persuade customers 

to proceed with 

impulsive purchases. 

 

6.3   AI’s Function in keeping Customer Loyalty and achieving Customer Satisfaction  
 

From a certain point of view, customer loyalty is influenced by iterative technology updates. 

Nevertheless, AI does not work in every scenario but would only play a relative role in 

influencing customer loyalty if the previous shopping experience happened in an AI-powered 

environment. In the survey, customer loyalty is influenced by different factors, of which some 

minor the existing theories while others oppose them.  

Customer Journey 

Phase 
The Role of AI in this Phase 

The Impact of 

AI at this 

Phase 

Supportive Arguments & 

Findings 

Post-purchase Stage  It helps to shorten the gap of 

the perceived difference 

between expected outcomes 

and experience. 

More advanced 

AI applications 

would change 

customers' 

loyalty to 

specific AI-

powered 

shopping 

environments.  

1. Customer loyalty to specific 

shopping environments would 

change due to more advanced 

AI applications. 

2. Better online service quality, 

proving the core competence of 

AI technology in influencing 

customer loyalty compared to 

other factors. 

3. Effective only when the 

whole purchase journey has 
happened in an AI-powered 

environment. 

Findings related to this Phase 

New Findings based on the Work Project 

Relevant Theoretical Background 
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Influencing Factors of Customer Loyalty in an AI-

powered Environment 

Existing Perspective on influencing Factors of 

Customer Loyalty in an AI-powered 

Environment 

1. Customer loyalty is more tied to preferred brand 

relationships rather than exclusively to AI 

2. The more profound the preference for the brand, the 

higher the customer's loyalty. 

3. Customer loyalty is more closely related to the 

ongoing shopping environment and the satisfaction level 

of previous shopping journeys. 

4. Customer satisfaction is only a mere and insufficient 

influence condition.  
5. Satisfaction could diminish when the vast difference 

between expected product quality and ones 

recommended by personalized ads exists. 

6. For customers focusing on product authenticity, AI 

could have a negative effect as the consistency of the 

product's offline and online performance cannot be 

guaranteed.  

1. Safari, A. and P. Thilenius (2013): the 

previous shopping experience could affect the 

current shopping journey.  

2. Ranaweera (Ranaweera 2003): unhappy 

clients are more inclined to stick with their present 

service provider. 

3. Lu Juan (Lu Juan 2009): Service quality, 

customer satisfaction, and perceived value are 

the three most significant influencing aspects of 

customer loyalty.  

4. Mirzaee (Mirzaee 2001): Consumer loyalty 

was a required but not yet sufficient prerequisite 

for customer happiness. 

5. Han (Han 2007): Customer happiness and 

emotional reactions to consuming experience 

affect the likelihood of return visits. 
Examples of Effect of AI on Customer Satisfaction 

1. The timeless response of Chatbot helps customers shorten the waiting time for answers. 

2. Diversification of product online presentation of Recommendations helps customers restore a more 

comprehensive offline shopping scene to enrich the online shopping experience. 

 

6.4  Future Implications for Leveraging AI on Customer Relationship Development  
 

Although this study only took a small sample, companies can target strategic solutions for 

customer groups with divergent behavior based on the quadrant chart.  

Accordingly, the followings are the main ramifications for developing targeted strategies 

companies should adopt.  

Customer Segments with different 

Degrees of Online Shopping 

Frequency and Interaction with 

AI Technology 

Corporate Strategies for 

the Application of AI 

Technology 

Arguments & Findings in Support 

of Strategic Approach 

New Findings based on Work 

Project 

Medium online shopping frequency  1. Provide more exclusive 

offers through online 

channels while leveraging 

consumers' preferences for 

the brand.  
2. By offering more online 

shopping specificity on 

product categories and 

discounts, an increase in 

online shopping frequency 

would be possible. 

1. Ignorance of the benefits of online 

shopping could affect their choice of 

shopping channels. 

2. Customers' bond with the brand 

would probably also transfer to 
motivation in shopping in an AI-

powered environment. 

3. Strategically leveraging branding 

on individuals may produce a more 

positive response to technology 

engagement. 

High online shopping frequency Personalization settings as 

the priority.  

 

Customers in this segment are looking 

for a personalized online shopping 

environment because of the 

limitations of an offline shopping 

environment.  

Low- & medium interaction with AI  1. More self-service 1. The lost power of partial autonomy 
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alternatives are needed while 

ensuring customer autonomy 

of choice.  

2. Design AI as a guider 

rather than a dominator when 

applied in a shopping 

scenario  

of choice is a significant reason for 

customers having reservations about 

interactions with AI 

2. Customers are the passive recipient 

of technology embedding, given that 

merchants have the right to decide 

how AI is embedded and works. 

For all levels of interactions with 

AI, especially for the low degree of 

acceptance of AI  

Show utmost care in 

protecting personal data and 

privacy by elaborating 

companies' special care on 

personal data protection  

1. Most concerns are stemmed from 

personal information leakage. 

 2. To further improve the interaction 

between customers and AI  

High online shopping frequency and 
AI technology advocates  

1. Introduce more innovative 
technologies to evoke 

stronger personal preferences 

on AI.   

2. Take advantage of AI 

advocates by pitching them 

with more advanced AI usage  

3. Motivate those AI 

champions to be the 

educators and leaders for 

other customer groups.  

Preferences for AI strengthen 
perceptions of the technical quality, 

which in turn enhances customer 

contentment and improves 

engagement with the brand. 

 

6.5   Limitations and Agenda for Future Research  

 

This work project aims to establish a foundation for understanding the role and impact of AI 

in customer decision journeys and purchase behavior. An exploratory interview with open-

ended questions was conducted to pursue this objective, and there are several significant 

limitations. In this section, three constraints are brought up in particular.  

First off, ten shoppers were interviewed, which limits our findings. Consequently, the 

universality of the findings may be questioned for a broader scope. Future research may 

involve more participants in both quantitative and qualitative studies. 

Secondly, this work project did not cover all customer groups with different behaviors 

towards AI. Thus, it does not provide adequate solutions and strategies for AI-averse 

customer segments or is never used to shopping online. Future studies would need to develop 

corresponding guidelines to convert those existing customer groups into AI-receptive and 

online shoppers mentioned in this study.  
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Last but not least, since there is no available definite structure that may be used as a guide for 

examining the role and effect of AI in the shopping journey and exploratory interviews 

merely drive the result, the inability to have sufficient theoretical evidence to support this 

study results can act as a limitation. The results of this work project would hopefully provide 

fundamental insights for constructing such a framework in the future.  

7.  Conclusion 

 

This exploratory interview study identifies AI's diverse roles at different journey stages. The 

behavioral activities of various customer groups have also been divided depending on the 

depth of interaction with AI. Along with exploring the part AI plays in the purchasing 

process, this work project also serves as the first step towards a theoretical framework of how 

companies should better connect with their customers by designing AI applications to work 

and solve pain points from various customer groups. It is therefore necessary to provide more 

illuminating data on how AI affects customer engagement and buying motivation, enabling a 

better development of AI in serving the customer base. 
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9.  Appendix 

 

A. Theoretical Conceptual Model of Customer Journey 

CUSTOMER JOURNEY 

Consumption 

Stage 

Pre-Purchase Purchase Post-Purchase 

Behavioral Stage Need identification; 

Information Search; 

Alternatives 

Evaluation 

Choice Decision; 

Configuration; 

Personalization 

Trust Establishment; 

Upgrade; 

Replacement 

Source: (Julie S. Sexton 2010) 

B. Interview Guidelines & Transcript  

Interview Guide 

 

Stages Pre-purchase 

(Awareness)  

Purchase  

(Conversion)  

Post-purchase  

(Impact) 

Research 

Objective 

To compare consumers’ 

perspectives of AI tools 

to the existing AI tools  

To study the 

determinants that 

influence/convince 

customers’ purchase 

behavior while AI-

powered tools are 

inserted during shopping 

online  

To study the effect of 

AI tools on the 

degree of customer 

satisfaction 

 

The goal of this interview: to discover the relationship between AI and consumers in the 

context of awareness; existence; perspective; impact (satisfaction; loyalty)  

 

Introduction: Hi! My name is … I am researching technology and online shopping 

experiences for my Master's thesis. Today, I would like to learn from you about your online 

shopping experience. This interview, with your permission, is recorded to facilitate the 

analysis. I will be the only person who can access your interview. The recording will be on 

my computer and deleted upon successful defense of my Master Thesis. Note that you can 

retract your interview at any point until my defense, send me an email to request it, and your 

data will be deleted from my registries.  

 

Pre-purchase:  

 

1. Do you prefer shopping online or offline?  

 

2. How often do you shop online?  
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3. Think about your most enjoyable online shopping experiences. Can you walk me through 

why you opt for it though how it happens, and why it is so enjoyable? (Note to the 

interviewer: When suitable, but without interrupting the flow, take the interviewee to 

explain the interaction with technology more resounding.) 

 

4. Did you have a chance to benefit from the Artificial Intelligence during your shopping 

experience? How? 

 

(Note to interviewer) If no AI-powered tools are mentioned – go with the next question 

5. Which technological features of online shopping make you happy or frustrated?  

 

6. How much are you aware of the technology you’ve just mentioned during online 

shopping?  

 

(If no AI-powered tools are mentioned, ask further by giving AI-powered tools examples)  

 

7. What do you value most during online shopping?  

 

8. How do you feel about the technology you just mentioned during your online shopping? 

Do they provide any "added value" to your shopping experience? Would you like more 

technology features? 

 

Purchase:  

 

9. What makes you buy products when shopping online?  

 

 

10. Can you think of two examples of online websites? Where one is very sophisticated 

regarding the features it provides you to make your online shopping more accessible, and 

the other is very simple .Which one is better for you and when? 

 

 

11. When does technology apply to online shopping change your purchase behavior?  

How does it change it? 

 

Post-Purchase:  

 

12. Thinking back about your online purchases, those you can remember, are you satisfied 

with the online shopping experience and your purchases?  

 

13. Do you go to the same websites for your online shopping?  

 

14. What might be why you switch to another website to do your shopping? 

 

15. When will you shop online again, and where?  

 

16. What is your overall perspective on the technology inserted on websites during your 

online shopping?  
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 C. Interview Data Analysis  

Purchase 

Phase 

Theme Condensations Codes Categories 

 

 

 

Pre-

purchase  

Shopping 

channel 
preferences and 
habits  

-I prefer shopping online  Strong preference for a 

channel 

Strong preferences 

-I prefer both but am inclined to 
choose online shopping  

-I have a spontaneous shopping style Without specific rules 
when using a channel  

No rules 

-Sometimes I go online for 
convenience, sometimes I go offline 

for the discounts  

Convenience and 
discounts determine 

the channel 

Clear rules for 
channel usage 

-Product category depends on my 
way of shopping   

The shopping channel 
depends on the buy 
category 

-I buy things that are not in urgent 
need online but offline for urgent 

needs  
 

Urgency determines 
the shopping channel. 

The initial 
perspective of AI 
applications 

-My attitude toward feeds and 
algorithms is positive 

Feeds and algorithms 
generate a positive 
impression 

An algorithm has a 
positive impact on 
customers  

-After seeing multiple ads, I would 

have broader consideration and 
much more choices 

Ads augmenting 

choice set 

-The recommendation function 
caters to my needs accurately 

Recommendation 
fulfills the needs 

Recommendations 
provide value to 
customers  

-I like how Big Data tracked my 
search history and then 
recommended products I've longed 
for before 

Recommendation 
motivates the purchase 

-I will discover the one I like based 
on a similar item's recommendation 

Recommendations 
seem valuable and 
helpful 

-I don't enjoy Chatbot but real 
salespeople  

Negative attitude to 
Chatbot and positive 
attitude to humans 

For specific 
customer segment 
who values 
autonomy, chatbots 
are worse  

-I prefer to interact with a natural 
person for customer service as this 
makes me feel everything is under 
control 

Prefer natural person 
interaction due to 
better self-control  

Chatbots do not 
give customers 
much autonomous 
control  

-I like the automatic reply function 

during off-hours when I need instant 
answers for my quires  

Customer recognition 

of benefits offered at 
special times by 
Chatbot 

Chatbot provides 

significant benefits 
during off-hours  

-By getting pushed with 

personalized ads, I can save time and 
effort to get the wanted product 

Perceived ease of use 

from personalized ads 

Personalized ads 

are easy to use and 
convenient  

-Personalized ads remember search Perceived convenience 
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history and predict preferences 

which make the shopping experience 
more convenient 

from personalized ads 

-Consistent pushed ads annoy me 
when I’ve bought the products 

Persistent ad push can 
bring adverse effects 

to customers after 
being effective  

Personalized ads 
for sold products 

are of little use  

-I'm annoyed when the real quality 
of products recommended online is 
inconsistent as in real life 

The inconsistency of 
product 
recommendations 

causes trouble  

Personalized ads 
could bring 
negative effects for 

customers who 
seek product 
authenticity  

 

 

 

 

 

 

 

 

 

 

 

 

Purchase 

Focused value in 
an AI-powered 

environment 
during online 
shopping  

-I care most whether the 
recommendation tool gives me the 

wanted product  

Accuracy of 
recommendations  

Performance of AI 
recommendations  

-How much energy 
recommendations save for me to 
find a satisfying product is what I 
care about most  

Energy saved for 
getting the matched 
product from 
recommendations  

-The product quality is what I focus 
on most 

Quality of product Performance of 
product features 

-Price of products is what I care 
utmost 

Value of money 

-I always care about how accurate 
the description matches the actual 

product 

Consistency of product 
features online and 

offline  

-The fast delivery of products is the 
reason why I shop online  

Product delivery speed  Region-
independent 
product quick 
arrival times 

-The variety of products online is 
what I value most during online 
shopping  

Possibility of product 
diversification options  

Product online 
diversification 

-What I care about most is the 
apparent design of websites with a 
navigation panel  

User-friendly website 
design  

Performance of 
website features 

-I think the FAQ section is the most 
important element  

Possibility of self-
inquiry information  

-How easy the online payment 
method is 

Ease of payment way 

-The 24/7 customer service 
whenever I need support  

Online Chatbot fast 
response 
informativeness  

Performance of 
Chatbot 

-Live chat 24/7 possibility provides 
timeless service for my online 
shopping  

Trigger for 
online shopping 

-Mostly, the product functionality 
and the reviews convince me to buy 

Quality and feedback 
of products  

Good performance 
of the product  

-I will purchase without hesitation if 
the products I need have reasonable 
prices and positive comments 

Price and feedback of 
products  

-A perfect combination of all factors, 
including price, product feature, and 

Comprehensive 
performance of 
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discounts will trigger me to purchase  product features  

-I could match the garments with 
other pieces worn by the models 
online 

Potential inspirations 
from recommendations 
given to customers  

Recommendations 
provide added 
value to customers 

-The algorithm can give me 
recommendations on discount  

Price-wise channel 
specificity  

Specifical benefits 
provided through 
exclusive channel 

-The products are exclusively sold 

online 

Product-wise channel 

specificity  

-When I urgently need the product  The urgency of the 
need for products 

Solutions for 
specific pain points 
are provided  

-When products are closely aligned 
with my needs  

Match the need for 
products 

 

 

The impact of AI 
technology on 

customer 
purchase 
behavior change 

-The similar items recommended by 

AI catch my attention and interest in 
discovering and buying new things  

Similar product 

recommendations 
expand customer 
interest 

Expanding the 

range of customer 
interest in 
unknown products 
for potential 
buying motivation -The recommendations offer me a 

more complete product portfolio, 

thus converting me to buy things I 
sometimes do not need   

Recommendations 
complete product 

offers and enhances 
customer purchasing 
power 

-I buy lots of stuff I don't need but is 

recommended by an algorithm 
which arouse my interests  

Recommendations 

arouse customer 
interest and facilitate 
purchase  

-When I see a personalized ad 
several times, I get interested in the 

product and want to learn more 
about it 

Continuous 
personalized ads 

trigger customer 
interest in exploring 
and buying products  

-The Big Data learns my behavior 
and predicts my preferences, thus 

convert my purchase  

Customers change 
purchase behavior 

based on Big Data 
predictions  

AI as a predictor 
and persuader for 

purchase  

-The technology hasn’t changed my 
purchase behavior as I only buy 
things I need  

Technology is 
indifferent to customer 
purchase behavior  

Customer segment 
unaffected by 
technology changes 

-I don’t think the technology applied 
online has much changed my 
purchase behavior  

Personal interests 
in AI technology-
embedded web 
design during the 
shopping journey  

-I prefer a more sophisticated search 
model as I want more AI-inserted 
features to guide me through the 
whole shopping journey  

Strong preference for 
AI-powered 
environment  

AI as a guide and 
support throughout 
the customer 
journey 

-I need help with AI-embedded 
designs when I do not know what to 
buy  

 -I prefer a less sophisticated website 

with fewer AI-inserted designs as 
long as all necessary functions are 
available  

Not interested in an 

AI-powered 
environment with a 
focus on non-AI-
related points  

Customer segment 

uninterested in AI-
powered 
environment   

-I prefer the simple website as I only 
care about corresponding comments 
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on the products  

-If I have a clear preference in mind, 
I prefer the simple one but vice versa 
when I don’t know what to buy  

Brand attachment and 
personal preferences 
determine the interests  

Customer segment 
with clear rules on 
interests of AI-
powered 

environment  -I need more AI-embedded websites 
when I don't know what to buy and 
vice versa, as simple model is more 
time- & energy-saving  

Clear shopping rules 
determine the interests. 

-I prefer more AI-inserted websites 
as I like to have more fun with more 
multiple operation space  

Perceived cognitive 
enjoyment arouses 
interest on an AI-
powered environment  

AI provides 
benefits for 
hedonic customers  

Post-

purchase 

Influence factor 
of online 
shopping loyalty  

-I will change the website if the 
previous one has an unstable 
technical environment and 
complicated payment steps  

website performance 
influences customer 
behavior  

Unstable 
technology 
performance on the 
website affects 
customer loyalty 

-Only when other websites offer 
what my current website doesn't do 
well do I change the shopping site 

Perceived advanced 
technology design 
influences customer 
behavior 

Better technology 
features from other 
websites affect 
customer loyalty  

-When another website has better 
product descriptions and broader 
product choices, I will change my 
shopping site  

Perceived 
diversification of 
choices influences 
customer behavior 

-I will change the website based on 

what my friends or vloggers 
recommend 

Advocates from 

friends and 
surroundings influence 
customer behavior  

e-WOM affects 

customer loyalty  

-I sometimes jump to other websites 
when they pumped out on the 

current one and arouse my interests  

Bid Data 
recommendation 

triggers customers to 
explore new websites 

Intelligent 
recommendations 

of AI affect 
customer loyalty   

-I sometimes get distracted by other 
websites as they seem to be more 
fun to shop  

Big Data 
recommendation 
brings customers 

perceived enjoyment 

-I do not always do shopping on 
marketplaces but on brand websites, 
so I would not switch websites as I 

have specific preferences for the 
brand  

Customer behavior is 
indifferent to website 
design because of 

strong brand 
attachment  

Strong brand 
attachment and 
personal preference 

affect customer 
loyalty  

Impression and 
acceptance of AI 
technology after 

purchasing 

-I like using AI technology as it 
makes my life easier 

AI simplifies the 
shopping process  

AI brings tangible 
benefits as a value-
driver  

-I think AI technology is good as it 
knows me better and more than 
myself 

AI helps customers 
make better choices  

-AI technology provides me with 
many incredible shopping 
experiences, so I think it's pretty 
good  

AI provides innovation 
and inspiration to 
customers  

-The premise for a good perspective 
on AI is that I can take control of the 
whole shopping journey as not all 
info pushed by AI is needed  

AI should give more 
operation autonomy to 
customers  

AI somehow 
impedes customer 
autonomy of 
choice 



 
 

43 

-Inserted AI technology needs to be 

refined as some are still immature 
and bring no innovation but disaster  

AI has room for 

further improvement 
business-wise 

The imperfect 

development of AI 
affects public 
acceptance 

-I recommend friends to try more 

AI-inserted features during online 
shopping, and I support more 
technological advancement  

High acceptance of AI 

and willingness to 
convert to technology-
advocator  

Customer segment 

as robust 
technology- 
advocator with 
high enthusiasm 
for interacting with 
AI  

-As long as my right and privacy can 
be ensured, I am fine with AI 
technology 

Concern about 
personal data security 
serves as a potential 
hindrance to accepting 
AI  

Personal data 
security is a hidden 
danger affecting 
the full spread of 
AI applications -Overall, I have a positive attitude, 

except sometimes I am worried 
about data privacy 

-Cybersecurity and personal data 

leakage are the only things I am 
concerned about most during 
interaction with AI  

 

 

 


