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Abstract

This empirical study investigates the influence of Al-driven interactions on shaping consumer purchase
intentions, focusing on the transition from online engagement to offline purchasing behaviors. As
artificial intelligence becomes increasingly integrated into marketing strategies, its impact on
consumer decisions remains a critical area of research. This study utilizes a mixed-method approach,
combining quantitative data analysis from online consumer interactions with qualitative interviews
from 300 participants who have experienced Al-driven customer service tools such as chatbots,
personalized recommendations, and virtual assistants. The primary aim is to evaluate how these Al
features affect consumers' willingness to make a purchase in a physical store after an online
interaction. Results from logistic regression analysis suggest that personalized Al interactions
significantly enhance the likelihood of offline purchases, with a 40% increase in consumer transition
rates from online browsing to in-store buying. The qualitative data further reveal that effective Al
interactions contribute to a heightened sense of trust and satisfaction, which are pivotal in influencing
purchase intentions. However, the study also identifies challenges, including privacy concerns and the
impersonal nature of some Al interactions, which could inhibit consumer conversion. This research not
only sheds light on the pivotal role of Al in modern consumer behavior but also offers valuable insights
for retailers looking to optimize their integrated online-to-offline marketing strategies. The findings
are particularly relevant for enhancing customer engagement and tailoring Al tools to meet evolving
consumer expectations in the digital age.

Keywords: Consumer Purchase Intentions, Al Interactions, Online Shopping, Online Consumer
Behavior, Content Marketing.

1. INTRODUCTION

In the digital age, the landscape of consumer behavior has experienced transformative shifts,
particularly with the integration of Artificial Intelligence (Al) in marketing strategies (Christos Ziakis,
2023). This study delves into the pivotal role of Al-driven interactions in shaping consumer purchase
intentions, emphasizing the crucial transition from online engagement to offline purchasing
behaviors. As consumers increasingly interact with Al tools such as chatbots, personalized
recommendation systems, and virtual assistants, it is imperative to understand how these interactions
influence their subsequent buying decisions in physical stores (Chintalapati, S, 2022).

The rapid proliferation of Al technologies offers unique opportunities and challenges for marketers
aiming to enhance consumer engagement and sales conversion rates (A Haleem, 2022). This research
explores the extent to which personalized Al interactions facilitate a seamless consumer journey from
the digital sphere to the tangible, in-store experience. By examining both the statistical impact and
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personal consumer experiences, the study provides a comprehensive analysis of the effectiveness of
Al in bridging the online-to-offline (020) gap.

Furthermore, this inquiry addresses the nuances of consumer trust, satisfaction, and the perceived
value of Al interactions, factors that are critical in converting online engagements into actual sales.
Through a robust empirical methodology that includes linear regression analysis of quantitative data,
this study aims to offer a detailed perspective on the dynamics of Al-driven consumer interactions and
their potential to transform traditional retail models.

2. BACKGROUND

In recent years, the evolution of consumer behavior has been markedly influenced by digital
technologies, particularly through the integration of artificial intelligence (Al) in various consumer
touchpoints (H. Nurgiil Durmus Senyapar, 2024). This shift is primarily driven by the increasing
ubiquity of the internet and mobile devices, which have transformed how consumers interact with
brands and make purchasing decisions (Maram Alanmi, 2023). Traditional retail strategies have been
disrupted as consumers now expect a seamless integration of online and offline experiences (Santiago
Gallino, 2013). The rise of e-commerce platforms and digital marketplaces has fostered an
environment where initial consumer engagement often happens online, setting the stage for further
interactions, potentially culminating in offline purchases (Roderick J. Brodie, 2011).

Al has emerged as a critical tool in the arsenal of modern marketers, reshaping engagement strategies
across the consumer journey. Al-driven tools like chatbots, recommendation engines, and virtual
assistants are no longer novelties but necessities that enhance the consumer experience through
personalized interactions (A Kumar, 2024). These technologies are designed to understand consumer
preferences, predict behaviors, and deliver customized content that can influence purchasing
decisions. The ability of Al to analyze large datasets with precision allows for more effective targeting
and segmentation, leading to more efficient marketing campaigns (MH Huang, 2021).

Despite the growth of online shopping, physical stores remain vital, providing tangible experiences
that cannot be fully replicated online (Anil Bilgihan, 2016). This juxtaposition of mediums has led to
the development of the Online-to-Offline (020) commerce model, which seeks to connect digital and
physical experiences in a manner that maximizes the benefits of both platforms (Pinyi Yao, 2022).
Understanding the mechanisms through which online interactions influenced by Al can lead to offline
purchases is crucial for retailers aiming to leverage the full spectrum of consumer engagement
(Christine Sung, 2021).

This study is justified by the need to fill these gaps in the literature and provide empirical evidence on
the role of Al in enhancing the 020 transition. By focusing on consumer interactions that start online
and potentially lead to offline purchases, this research aims to offer insights into how Al can be
strategically implemented to not only draw traffic to physical stores but also to convert that traffic
into sales. Understanding these dynamics is crucial for retailers and marketers as they adapt to the
changing landscape of consumer behavior in the digital age.

3. LITERATURE

Over the years, the sophistication of Al technologies in retail has grown exponentially. The emergence
of machine learning and deep learning has allowed for more advanced applications, including
personalized recommendation engines that adapt in real-time, chatbots that handle customer service
inquiries, and virtual assistants that provide shopping assistance (E Adamopoulou, 2020). These tools
have fundamentally changed how consumers interact with brands online, offering a customized
experience that anticipates needs and preferences.
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The personalization capabilities of Al have proven particularly effective in enhancing online consumer
engagement (Taugeer Ahmed, 2023). By analyzing vast amounts of data, Al can identify patterns in
consumer behavior that are not immediately apparent, enabling brands to target users with precision
(A Haleem, 2022). This targeted approach not only improves the online experience by making it more
relevant and engaging but also influences purchase intentions by presenting consumers with options
that closely match their interests and needs (Chenggang Wang, 2023).

The influence of Al extends beyond online interactions. One of the critical challenges for retailers
today is leveraging online engagements to drive offline traffic and conversions—a key component of
the 020 commerce strategy (Yulius Lie, 2019). Al-driven tools are playing a pivotal role in this by
creating a seamless bridge between online and offline experiences (David Ajiga, 2024). For example,
personalized emails or app notifications powered by Al can encourage a customer who browsed
products online to visit a store to finalize a purchase, especially when coupled with incentives like in-
store discounts or personalized shopping assistance.

Al can enhance the offline experience itself through applications like in-store navigation, smart fitting
rooms, and cashier-less checkout systems, all designed to streamline the shopping process and
enhance customer satisfaction (J/ Chen, 2023). These innovations not only cater to the modern
consumer’s expectations for efficiency and personalization but also directly influence their purchasing
decisions and overall perception of the brand (Shobhana Chandra, 2022).

Despite its benefits, the deployment of Al in retail is not without challenges. Privacy concerns, the
potential for biased outcomes, and the impersonal nature of some Al interactions can detract from
customer trust and satisfaction (Williamson SM, 2024). Addressing these issues is crucial for
businesses aiming to fully capitalize on Al’s potential to influence purchase intentions (Rohit Bhagat,
2022). Looking forward, the key for retailers will be to balance the technological capabilities of Al with
a human touch, ensuring that Al-driven interactions remain personal, trustworthy, and transparent
(lonut Anica, 2021). This balance will be essential as retailers continue to navigate the complex
interplay between online engagements and offline purchasing behaviors.

Prior research has extensively documented the impacts of digital marketing and Al on consumer
behavior, primarily focusing on online environments. However, there is a relative dearth of empirical
studies that systematically analyze how Al-driven online interactions translate into offline behaviors
and purchase intentions. Questions remain about the effectiveness of these Al interactions in
actualizing offline sales, the degree to which they influence consumer trust and satisfaction, and how
they can be optimized to overcome potential barriers such as privacy concerns and the perceived
impersonality of Al.

4. PROBLEM STATEMENT

This study addresses the critical gap in empirical research concerning the effectiveness of Al-driven
online interactions in influencing offline purchasing decisions. Despite the increasing use of Al tools
like chatbots and personalized recommendations in retail, there is a significant lack of concrete
evidence on how these technologies affect consumer transitions from online browsing to in-store
buying. Issues such as consumer trust and satisfaction, arising from concerns about privacy and the
impersonal nature of some Al interactions, also need thorough investigation.

The challenges related to seamlessly integrating Al across online and offline channels, adapting these
technologies to meet evolving consumer expectations, and developing robust methods to measure
and optimize their impact on offline purchase intentions are pivotal. This study seeks to fill these gaps
by empirically examining how Al-driven interactions shape consumer behaviors and purchase
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decisions, providing insights that could help retailers enhance their strategies to meet modern
consumer demands effectively.

5. OBIJECTIVE OF THE STUDY

The primary objective of this study is to empirically investigate the impact of Al-driven online
interactions on offline purchase intentions among consumers. Specifically, the study aims to quantify
how personalized Al tools such as chatbots, recommendation engines, and virtual assistants influence
consumers' decisions to make purchases in physical stores after initial online engagement.
Additionally, this research will explore the roles of consumer trust and satisfaction in this process,
assess the integration challenges faced by retailers implementing Al across multiple channels, and
develop strategies for measuring and optimizing the effectiveness of Al-driven interactions.

6. METHODOLOGY

This study employs a mixed-method approach, blending quantitative and qualitative data to explore
how Al-driven online interactions influence offline purchase intentions. Independent variables include
Satisfaction with Al-driven online interactions (i.e. Al Clarity, Al Responsiveness, Al Accuracy, Al
Interaction Ease and Al Personalization), Perceived trustworthiness of Al-driven online interactions (Al
Data Security, Al Reliability, Al Transparency, Al Consistency, Al Ethics) and Frequency of Al-driven
online interaction (Chatbot Interaction Frequency, Al Recommendation System Usage Rate, Virtual
Assistant Interaction Regularity, Al Customer Support Engagements and Al Product Search and
Navigation Frequency), while the dependent variable is the Offline Purchase Intent Post Al Online
Interaction.

Al Clarity

Al Responsiveness . - . . H1
£l Ay Satisfaction with Al-driven

Al Interaction Ease online interactions
Al Personalization

DR )

« Al Data Securil
« Al Reliabilit;: Ity Offline Purchase

« Al Transparency Perceived trustworthiness of} H2 Intent
« Al Consistency Al-driven online interactions Post Al Online
*+ Al Ethics Interaction

= Chatbot Interaction Frequency
+ Al Recommendation System Usage Rate
= Virtual Assistant Interaction Regularity Frequency of Al-driven online
+ Al Customer Support Engagements interaction
+ Al Product Search and Navigation
Frequency

H3

Figure 1: Research Model

A sample comprising 450 individuals, who have engaged with Al tools during online shopping within
the past six months, is being studied. The data collection is conducted through an online
guestionnaire, which includes Likert scale questions for the quantitative measurement of attitudes
and open-ended questions designed to gather qualitative insights. For data analysis, linear regression
is employed to evaluate the influence of Al-driven interactions on the likelihood of making offline
purchases. This statistical approach helps to understand the direct relationship between Al
interactions and consumer behavior regarding offline purchasing decisions.
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Hypotheses:

Hi: Consumers who experience high satisfaction with Al-driven online interactions are more likely
to have intentions to purchase offline.

Hz: The perceived trustworthiness of Al-driven online interactions positively influences offline
purchase intentions.

Hs: The frequency of Al-driven online interaction is positively related to offline purchase intentions.

These hypotheses are formulated to explore different facets of how Al-driven tools impact consumer
behavior across digital and physical retail environments, considering psychological (trust and
satisfaction) and behavioral (interaction frequency) dimensions. Through this comprehensive
approach, the study aims to uncover actionable strategies to enhance the effectiveness of Al in retail,
thereby supporting a seamless online to offline shopping continuum.

7. RESULTS

Hi:: Consumers who experience high satisfaction with Al-driven online interactions are more
likely to have intentions to purchase offline.

This hypothesis underscores the importance of the quality and effectiveness of Al features such as
chatbots, recommendation systems, and virtual assistants in shaping consumer attitudes towards
making a transition from digital to physical storefronts. By examining the link between satisfaction
derived from Al interactions and the inclination to engage in offline purchases, the study aims to
highlight how enhanced online experiences can directly influence and potentially increase offline
sales. Validating this hypothesis could provide actionable insights for retailers to refine their Al
strategies, thereby fostering a seamless online-to-offline customer journey and enhancing overall
business performance.

Table 1: High Satisfaction ==> Intention to Purchase Online

Dep. Variable: High Satisfaction with Al Interactive Tools
R-squared: 0.668
Model: OLS Adj. R-squared: 0.664
Method: Least Squares F-statistic: 178.4
No. Observations: 450 Prob (F-statistic): 8.24e-104
Df Residuals: 444 Log-Likelihood: -179.97
Df Model: 5 AIC: 3719
BIC: 396.6
Coef. stderr t P>|t]| [0.025 0.975]
High Satisfaction with
Al Interactive Tools 0.5708 0.071 8.091 0.000 0.432 0.709
Al Clarity 0.2835 0.028 10.141 0.000 0.229 0.338
Al Responsiveness 0.0883 0.033 2.656 0.008 0.023 0.154
Al Accuracy -0.0197 0.044  -0.445 0.656 -0.107 0.067
Al Interaction Ease 0.2989 0.021 14.309 0.000 0.258 0.340
Al Personalization 0.3509 0.038 9.273 0.000 0.277 0425
Omnibus: 10.706 Durbin-Watson: 1.873
Prob(Omnibus): 0.005 Jarque-Bera (]B): 10.684
Skew: 0.347 Prob(]B): 0.00479
Kurtosis: 2.703 Cond. No. 18.8
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The analysis from Table 1, strongly supports H;, suggesting that high satisfaction with Al-driven online
interactions significantly correlates with increased intentions to purchase offline. The OLS regression
model yields an R-squared of 0.668, indicating that approximately 66.8% of the variance in offline
purchase intentions can be explained by the variations in Al interaction satisfaction. The model’s
coefficients reveal that clarity, responsiveness, interaction ease, and personalization of Al significantly
contribute to consumer satisfaction, with particularly strong effects from Al interaction ease and
personalization, as evidenced by their coefficients and very low p-values (p < 0.0001). Notably, Al
accuracy did not significantly affect satisfaction, which could suggest that even if information is not
perfectly accurate, other aspects of Al functionality are more critical in driving consumer satisfaction.
This interpretation justifies the emphasis on refining Al attributes that enhance user experience, as
these are directly linked to potential increases in offline purchasing behaviors, highlighting the need
for retailers to focus on optimizing these aspects of Al to improve customer conversion rates from
online interactions to offline sales.

H,: The perceived trustworthiness of Al-driven online interactions positively influences offline
purchase intentions.

This hypothesis posits that the perceived trustworthiness of Al-driven online interactions positively
influences offline purchase intentions. This hypothesis reflects the critical role that trust plays in the
consumer decision-making process, especially in the context of Al technologies. As Al systems handle
increasingly sensitive consumer data and influence shopping behaviors through personalized
interactions, consumers' trust in these systems becomes pivotal. If consumers feel confident that their
data is handled securely and that the Al systems are reliable and transparent, they are more likely to
follow through with the recommendations provided by Al, including making purchases in physical
stores. Validating this hypothesis could provide valuable insights for retailers on the importance of
building robust, secure, and transparent Al systems to enhance consumer trust and subsequently
drive higher conversion rates from online engagements to offline sales.

Table 2: Trustworthiness of Al ===> Offline Purchase Intentions

Dep. Variable: Offline Purchase Intention R-squared: 0.466
Model: OLS Adj. R-squared: 0.460
Method: Least Squares F-statistic: 77.53
No. Observations: 450 Prob (F-statistic): 2.51e-58
Df Residuals: 444 Log-Likelihood: -286.65
Df Model: 5 AlC: 585.3
BIC: 610.0
coefl std err t P>|t [0.025  0.975]
Offline Purchase Intention 1.3862 0.096 14.365 0.000 1.197 1.576
Al Data Security 0.4158  0.071 5.887  0.000 0.277 0.555
AT Reliability -0.0859 0.060 -1.429 0.154  -0.204 0.032
AT Transparency -0.2147  0.059 -3.635 0.000 -0.331 -0.099
AT Consistency -0.1705 0.046 -3.724  0.000 -0.261 -0.081
Al Ethics 0.5024 0.091 5.542 0.000 0.324 0.681
Omnibus: 87.964 Durbin-Watson: 2.807
Prob(Omnibus): 0.000 Jarque-Bera (JB): 149.377
Skew: -1.156 Prob(JB): 3.66e-33
Kurtosis: 4.620 Cond. No. 28.7

The analysis provides substantial support for H,, which posits that the perceived trustworthiness of
Al-driven online interactions positively influences offline purchase intentions. With an R-squared

April 2024 | 33



Hunan Daxue Xuebao/Journal of Hunan University Natural Sciences
ISSN : 1674-2974 | CN 43-1061/N

DOI: 10.5281/zenodo.11064995
Vol: 61 | Issue: 04 | 2024

value of 0.466, the model explains nearly 47% of the variance in offline purchase intentions, indicating
a significant effect of trustworthiness on consumer behavior. Key components contributing to this
outcome include Al data security and ethics, both showing strong positive coefficients and highly
significant p-values, underscoring their importance in fostering trust among consumers. Notably, Al
reliability and transparency present mixed results; while reliability did not significantly impact
trustworthiness, transparency had a negative coefficient, suggesting potential concerns among
consumers about how transparent Al actually is, and its implications on their decision-making. Al
consistency also negatively influenced trust, indicating that inconsistency might lead to decreased
trust and, therefore, lower offline purchase intentions. This interpretation justifies the focus on
enhancing Al security and ethical standards as crucial strategies for increasing consumer trust and
driving successful offline conversions. It suggests that maintaining high ethical standards and robust
security measures in Al systems can significantly boost consumer confidence and encourage more
frequent transitions from online engagement to offline purchasing.

Hs: The frequency of Al-driven online interaction is positively related to offline purchase
intentions.

This hypothesis suggests that the frequency of Al-driven online interactions positively influences
offline purchase intentions, emphasizing the potential cumulative effect of repeated Al engagements
on consumer behavior. This hypothesis is crucial for assessing how regular exposure to Al tools like
chatbots, recommendation engines, and virtual assistants can enhance consumer familiarity, increase
comfort with the technology, and build trust in Al recommendations. If validated, this relationship
indicates that more frequent Al interactions could lead to a greater likelihood of consumers visiting
physical stores to complete purchases initiated online. By exploring this hypothesis, the study aims to
provide insights that could encourage retailers to increase Al interaction touchpoints, thereby
enhancing the effectiveness of omnichannel strategies that integrate digital browsing with physical
purchasing, optimizing overall consumer engagement and sales.

Table 3: Frequency of Al Interaction ===> Offline Purchase Intentions

Dep. Variable: Offline Purchase Intentions R-squared: 0474
Model: OLS Adj. R-squared: 0.468
Method: Least Squares F-statistic: 80.06
No. Observations: 450 Prob (F-statistic):  8.95e-60
Df Residuals: 444 Log-Likelihood: -283.25
Df Model: 5 AIC: 578.5
BIC: 603.2
coef stderr t P>t [0.025  0.975]
Offline Purchase Intentions 1.5381 0.105 14.701  0.000 1.332 1.744
Chatbot Interaction -0.1357  0.032 -4.267 0.000 -0.198 -0.073
Recommendation System -0.0193  0.033 -0.587 0.558 -0.084 0.045
Virtual Assistant -0.1123  0.050 -2.267 0.024 -0.210 -0.015
Customer Support 0.1594 0.049 3282 0.001 0.064 0.255
Search and Navigation 0.3617 0.029 12485 0.000 0.305 0.419
Omnibus: 50.640 Durbin-Watson: 1.740
Prob(Omnibus): 0.000 Jarque-Bera (IB): 67.324
Skew: -0.826 Prob(JB): 2 .40e-15
Kurtosis: 3.929 Cond. No. 40.8
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The analysis of Hs, which posits that the frequency of Al-driven online interactions is positively related
to offline purchase intentions, reveals significant findings. The OLS regression model reports an R-
squared of 0.474, indicating that nearly 47.4% of the variation in offline purchase intentions can be
explained by the frequency and type of Al interactions. The model highlights a particularly strong
positive coefficient for search and navigation features, substantially influencing offline purchase
intentions, as indicated by its high t-value and significant p-value. Interestingly, interactions via
chatbots and virtual assistants are associated with negative coefficients, suggesting that not all Al-
driven interactions equally enhance the likelihood of offline purchases. Conversely, customer support
features show a positive impact, reinforcing the importance of supportive Al interactions in promoting
offline buying. These results underscore the nuanced role of different Al functionalities in shaping
consumer behavior, suggesting that while frequent Al interactions can drive offline purchases, the
nature of the interaction plays a critical role in determining their effectiveness. This finding justifies
the need for retailers to strategically enhance Al features that directly support consumer purchase
processes, particularly focusing on optimizing search and navigation functionalities that have shown
strong positive impacts on purchase intentions.

8. DISCUSSIONS

The analysis highlights a nuanced understanding of how different Al-driven online interactions
influence offline purchase intentions. Notably, the positive impact of search and navigation
functionalities highlights their critical role in guiding consumers towards making offline purchases,
suggesting that these features effectively bridge the gap between online browsing and physical store
visits. However, the negative coefficients associated with chatbot interactions and virtual assistants
indicate that not all Al tools are perceived equally or are as effective in enhancing consumer purchase
intentions. This could be attributed to these tools not meeting user expectations or lacking in areas
that foster trust and personalization. On the other hand, the positive influence of customer support
functionalities reinforces the importance of support-oriented Al interactions in building confidence
and persuading consumers to complete purchases offline. These insights suggest that while Al has the
potential to significantly boost offline sales, the deployment of these technologies must be
strategically tailored to enhance user experiences, focusing on functionalities that directly assist and
engage consumers throughout their shopping journey. This strategic focus will enable retailers to
maximize the efficacy of their Al investments, ensuring that they not only attract but also convert
online engagements into tangible offline sales.

9. SUGGESTIONS

Based on the analysis, several suggestions can be made to enhance the effectiveness of Al-driven
online interactions in promoting offline purchases. First, retailers should prioritize the development
and optimization of Al functionalities that directly aid the shopping process, such as search and
navigation tools, which have shown a strong positive impact on driving offline purchase intentions.
Improving these features to be more intuitive and user-friendly can significantly increase their
effectiveness. Secondly, given the negative impact observed with chatbots and virtual assistants, it is
advisable for retailers to revisit the design and implementation of these tools. Enhancements could
include better natural language processing capabilities to improve understanding and responsiveness,
as well as incorporating more personalized interactions that build trust and engagement. Additionally,
strengthening customer support features within Al applications could further encourage offline
purchases, as positive experiences with customer support are correlated with increased buying
intentions. Finally, implementing continuous feedback mechanisms to gather consumer insights and
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adapt Al tools accordingly will help in maintaining relevance and effectiveness, ensuring these
technologies meet evolving consumer expectations and preferences.

10. CONCLUSION

The study effectively underscores the significant role of Al-driven online interactions in influencing
offline purchase intentions, revealing a complex interplay between various Al functionalities and their
impact on consumer behavior. The findings highlight that while certain Al features like search and
navigation significantly enhance the likelihood of offline purchases, others such as chatbots and virtual
assistants might detract from these intentions if not optimally designed. The positive correlation
between effective customer support via Al and offline buying intentions further emphasizes the need
for strategic Al implementation that prioritizes consumer needs and preferences. These insights not
only contribute to the academic understanding of Al's role in modern retail but also offer practical
guidance for businesses looking to leverage Al technology to bridge the gap between online
engagement and offline sales. Moving forward, retailers should focus on refining Al interactions that
directly support and enhance the consumer journey, ensuring these technologies are both effective
and aligned with consumer expectations to maximize their impact on offline purchase behaviors.
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