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Abstract

Acrtificial Intelligence in the online retail sector is not a new phenomenon. However. During and
after the Covid-19 pandemic, along with the dependency on online shopping, integration of
Acrtificial Intelligence for the customer support services has also increased. Based on the diffusion
of innovation theory, this article has reviewed literature witnessing the factors affecting the
Acrtificial Intelligence for the customer support services in the online retail sector organizations. It
is found that, the integration of Artificial Intelligence for the customer support services is widely
based on the features including relative advantage, transparency, and value creation. These
services are accompanied by chatbots and Natural Language Processing (NLP) systems that add
more value to the presence of Artificial Intelligence for the customer support purposes. Notably,
these services are accompanied by problem-solving, quick response to the customers’ queries, and
providing them with the most suitable solutions. Consequently, the online retail sector
organizations are widely preferring aligning their customer support systems with the Artificial
Intelligence technology to attain customer satisfaction and loyalty in a best possible manner. The
article concludes that Artificial Intelligence (Al) is transforming the customer support experience
in the online retail sector and is crucial for businesses looking to stay ahead in a highly competitive
market. Finally, the study limitations and recommendations for the future research are discussed.

Keywords: Artificial Intelligence, Customer Support Services, Chatbots, Online Retail, Diffusion
of Innovation

Introduction

Technology plays a crucial role in online retail, enabling retailers to reach a larger customer base,
streamline operations, and personalize the shopping experience for consumers (Grewal et al.,
2020). Riegger with his team argued that one of the most significant benefits of technology in
online retail is the ability to reach a global customer base (Riegger et al., 2021). Online retail allows
businesses to sell their products and services to customers worldwide. This increased accessibility
is made possible by technologies such as e-commerce platforms, digital payment systems, and
logistics and fulfilment solutions. Shankar’s team further stated that technology helps online
retailers streamline their operations, making it easier to manage inventory, process orders, and
track customer data (Shankar et al., 2021). As a result, these organizations enjoy cost savings and
increased efficiency, which can help retailers remain competitive in the market. Riar stated that
technology enables online retailers to personalize the shopping experience for their customers
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(Riar et al., 2021). Here Bonetti cited an example of the use of data analytics and machine learning
that are helping retailers to gain insights into consumer behaviour and preferences, which can be
used to tailor the shopping experience to individual customers (Bonetti et al., 2018). This includes
personalized product recommendations, targeted marketing campaigns, and customized pricing
and promotions. According to Roggeveen & Sethurama, as today, more and more consumers use
their smartphones to shop online, retailers are investing in mobile-optimized websites and apps to
ensure a seamless shopping experience on any device (Roggeveen & Sethuraman, 2020).
Additionally, these online stores also have various products and services available regardless of
geographical barriers. Customers can access these stores and buy what they find more consistent
and suitable to their needs. Chen noted, technology plays a vital role in online retail. It enables
retailers to reach a larger customer base, streamline operations, and personalize the consumer
shopping experience (Chen et al., 2022). This allows online retailers to compete effectively in the
market and meet the growing demands of their customers (Chiu et al., 2021).

Similarly, these online retail stores update their systems and integrate more technology-enabled
solutions to improve customer service (Savastano, 2019). An example can be cited from the
integration and use of Artificial Intelligence by these online stores, providing better services,
customer support, and even the implemented recommendation systems adding more value to the
role of technology in the online retail sector organizations (Andrade & Tumelero, 2022). As noted
by Qin, Artificial Intelligence (Al) is increasingly important in customer support in the retail sector
(Qinetal., 2022). Artificial Intelligence-powered tools and technologies are helping organizations
improve the customer experience, reduce costs, and increase efficiency. According to (M.-H.
Huang & Rust, one of the keyways that Artificial Intelligence (Al) is used in customer support is
through chatbots and virtual assistants (M.-H. Huang & Rust, 2018). These tools use natural
language processing (NLP) and machine learning to understand and respond to customer queries,
providing quick and accurate answers to common questions. This allows retailers to provide instant
customer support without requiring human staff to be always available. Besides, Artificial
Intelligence (Al) also analyses customer data, including browsing and purchase history, to provide
personalized recommendations and targeted marketing messages to individual customers. This can
help retailers increase sales and customer loyalty by providing customers with products and
services tailored to their specific needs and preferences (Buhalis & Moldavska, 2021). Ping also
cited an example of Artificial Intelligence (Al) in customer support systems which provides an
automated customer service (Ping et al., 2019). Self-service kiosks and interactive voice response
(IVR) systems are being developed to help customers resolve issues and make purchases without
human assistance. Thus, Savastano argued that Artificial Intelligence (Al) is increasingly
important in customer support in the retail sector as it helps organizations to improve the customer
experience, reduce costs, and increase efficiency, by automating repetitive tasks, providing
personalized recommendations and reducing the need for human assistance (Savastano, 2019).

Study Objectives

Artificial Intelligence (Al) is considered as an important part of customer support and sometimes,
customer management systems in the online retail sector organizations. Despite, the Artificial
Intelligence (Al) in the retail sector is not a new phenomenon, during an dafter the Covid-19 a
greater reliance on the online retail stores is seen. Consequently, this research is aimed to discuss
and highlight the factors that may contribute to a greater preference being given to the Artificial
Intelligence (Al) in the retail sector organizations worldwide. Based on the theory of diffusion of
innovation, the researchers have discussed the relevant phenomenon. In this regard, the primary
research questions involve:
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RQ1: How does competitive advantage affect the Artificial Intelligence (Al) integration in the
online retail stores for customer support purposes?

RQ2: How does transparency affect the Artificial Intelligence (Al) integration in the online retail
stores for customer support purposes?

RQ3: How does Value Creation affect the Artificial Intelligence (Al) integration in the online
retail stores for customer support purposes?

Methodology

According to Andrade & Tumelero (Andrade & Tumelero, 2022), the diffusion of Artificial
Intelligence is one of the leading concepts today. Although this diffusion is observed in diverse
fields, its role in retail sector organizations remains comparatively prominent. Especially when
talking about its adoption and integration, several factors are attributed to improving its value. As
a result, despite many studies that have focused on the relevant phenomenon, synthesizing some
of the prominent studies under the Diffusion of Innovation theory is the reason that current research
is novel. This study is based on a review of the existing literature to provide empirically witnessed
results and a conclusion. More specifically, the researchers implied the applied descriptive review
method (Mazouz et al., 2019a). The primary focus is to highlight the three factors under the Uses
and Gratification theory, magnifying the application of Artificial Intelligence in online retail sector
organizations. However, from the epistemological viewpoint, we can consider it based on a
pragmatic approach that will help the readers empirically witness the conclusion (Al-Shibly et al.,
2019).

Diffusion of Innovation- Artificial Intelligence

The Diffusion of Innovation theory is a widely accepted framework for understanding how new
ideas, technologies, and practices spread within a social system (Al-Jabri & Sohail, 2012). The
theory was developed by Everett Rogers in 1962 and proposed that the adoption of an innovation
follows a bell-shaped curve, with early adopters leading the way, followed by the majority of
people who tend to adopt later, and finally, the laggards who resist change (Sartipi, 2020). In the
context of Artificial Intelligence (Al), Huang and his team argued that the Diffusion of Innovation
theory can be applied to understand the adoption of Artificial Intelligence -based technologies in
various industries (A. Huang et al., 2021). As Artificial Intelligence-based technologies evolve
and mature, early adopters’ experiment with them to gain a competitive advantage and improve
their operations. However, Kai & Brock stated that, most organizations are still in the early stages
of adoption and are evaluating the potential benefits and risks associated with implementing
Artificial Intelligence-based technologies (Kai & Brock, 2019).

According to Tussyadiah, one of the critical factors influencing the adoption of Artificial
Intelligence-based technologies is the perceived relative advantage of the technology (Tussyadiah,
2020). Organizations that perceive a high relative advantage of the technology are more likely to
adopt it, while those who perceive a low relative advantage are less likely to adopt it. Additionally,
the complexity of the technology, the trialability of the technology, and the compatibility of the
technology with existing practices also play a role in the adoption process. Hentzen further noted
that the Diffusion of Innovation theory also helps to understand the different levels of adoption
and usage of Aurtificial Intelligence-based technologies within an organization (Hentzen, 2021).
Some departments or teams may be early adopters and fully embrace the technology, while others
may need guidance and support to change. Understanding these different adoption and usage levels
can help organizations develop effective strategies for implementing and scaling Artificial
Intelligence-based technologies across the organization. Therefore, the Diffusion of Innovation
theory provides a useful framework for understanding the adoption of Artificial Intelligence-based
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technologies in different industries and organizations (Di Vaio et al., 2020). The relevant theory
can be used to identify the key factors that influence the adoption process and the different levels
of adoption and usage within an organization to further indicate the strategies for successfully
implementing and scaling Artificial Intelligence-based technologies (Jabeen et al., 2022).

Competitive Advantage

Artificial Intelligence (Al) in online retail provides customers with innovative solutions to their
problems and questions. Through advanced technologies such as natural language processing
(NLP) and machine learning, online retailers can understand and respond to customer queries in a
more personalized and effective way (C. Li et al., 2020). According to Song et al (Song et al.,
2022), one of the crucial aspect is that Artificial Intelligence (Al) is being used in online retail is
through chatbots and virtual assistants. These tools use natural language processing (NLP) and
machine learning to understand and respond to customer queries, providing quick and accurate
answers to common questions. This allows retailers to provide support to customers without the
need for human staff to be always available. In their study, Dagar & Smoudy explored the impact
of Atrtificial Intelligence (Al) on enhancing customer experience in the Palestinian retail sector
(Dagar & Smoudy, 2019). The researchers focused on using Artificial Intelligence (Al)
technologies such as natural language processing, machine learning and chatbots to improve
customer support and provide personalized customer recommendations. Results revealed a
significant positive effect of natural language processing (NLP) and Machine learning (ML) on
customer experiences. The respondents indicated positive experiences during the search and
decision-making and showed satisfaction regarding the aftersales services. Guha further noted that,
Artificial Intelligence (Al) also analyses customer data, including browsing and purchase history,
to provide personalized recommendations and targeted marketing messages to individual
customers (Guha et al., 2021). This can help retailers increase sales and customer loyalty by
providing customers with products and services tailored to their specific needs and preferences.
To further validate these propositions, Pantano & Pizzi examined the impact of Artificial
Intelligence (Al) on online customer assistance by analyzing chatbot patents in the United
Kingdom (Pantano & Pizzi, 2020). The study employed the method of chatbots’ patent analysis to
identify the trends and developments in the field of Al-powered chatbots for customer service.
Results revealed that, a large number of online retailers in the UK are preferring chatbot agents to
improve their customer support services. These chatbots are rapidly drawing interferences and
using the customers’ data and search keywords to further manipulate and provide the best possible
solutions that are relevant to their needs. According to Buhalis & Moldavska, Artificial
Intelligence (Al) has transformed the automated customer services. Self-service kiosks and
interactive voice response (IVR) systems are being developed to help customers resolve issues and
make purchases without human assistance (Buhalis & Moldavska, 2021),. This can reduce costs
and improve the efficiency of customer service operations.

Ughulu emphasized using Artificial Intelligence (Al) to start, automate and scale businesses for
Entrepreneurs in Turkey to add more value and innovativeness to their services (Ughulu, 2022).
The researcher employed a literature review approach to understand the potential of Artificial
Intelligence (Al) in helping entrepreneurs worldwide to start, automate and scale their online retail
businesses. Findings revealed that the potential use cases of Artificial Intelligence (Al)
implementation in the entrepreneurial online retail sector organizations indicate the automation of
customer support services that further aim to improve the online customer experiences. As a result,
entrepreneurs prefer implementing Artificial Intelligence (Al) in their online retail stores to ensure
maximum customer support, customer satisfaction, and customer loyalty. Thus, Kreutzer &
Sirrenberg stated that online retail Artificial Intelligence (Al) provides customers with innovative
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solutions to their problems and questions (Kreutzer & Sirrenberg, 2020). It helps retailers to
understand and respond to customer queries in a more personalized and effective way. It provides
customers with products and services tailored to their specific needs and preferences. This
ultimately helps online retailers to increase their sales and customer loyalty.

Trialability

According to Luo and his team, transparency in online retail customer support is important because
it helps to build trust and credibility with customers (Luo et al., 2019). When customers know they
can rely on a retailer to provide accurate and timely responses to their inquiries, they are more
likely to return to that retailer for future purchases. Additionally, transparent customer support also
reduces customer complaints and negative reviews, which may damage a retailer's reputation.
Transparency in customer support can also help retailers to identify patterns and common issues,
which can be addressed proactively, thus improving overall customer satisfaction. As a result,
today, Artificial Intelligence has contributed much to improving the transparency in online
customer support systems.

A study conducted by Ameen investigated how implementing artificial intelligence (Al) in
shopping has enhanced customer experience in the United Kingdom (Ameen et al., 2021). The
data was gathered by using online surveys for customers of different cosmetic brands. Results
revealed that, trust and perceived sacrifice play a significant role in mediating the effects of
perceived convenience, personalization, transparency, and Artificial Intelligence-enabled service
quality on customer experience. Additionally, the study also found that relationship commitment
has a direct effect on Al-enabled customer experience. According to Felzmann, Artificial
intelligence (Al) has enabled transparency in online retail customer support by providing
customers with more accurate and efficient responses to their inquiries (Felzmann et al., 2019).
This is done through natural language processing (NLP) and machine learning (ML) algorithms
that can understand and interpret customer queries in a way that mimics human communication.
B. Li cited an example of how Atrtificial intelligence (Al)is used in online retail customer support
as chatbots (B. Li et al., 2017). This Atrtificial intelligence (Al)-enabled systems can interact with
customers in real time, answering their questions and providing relevant information. This can
significantly improve the customer experience, as they can quickly get the information, they need
without waiting for a human customer service representative to become available. As noted by
Schmidt, the use of artificial intelligence (Al) in assistive technology to aid human decision-
making has become prevalent (Schmidt et al., 2020). The Artificial intelligence (Al) in assistive
technology often reaches accuracy levels similar to or even better than human experts.

Mogaji & Nguyen also highlighted the role of Artificial intelligence (Al) in analyzing customer
feedback or reviews. Retailers can use natural language processing and machine learning
algorithms to extract insights from customer feedback and reviews (Mogaji & Nguyen, 2017).
These reviews can help retailers to identify patterns and common issues and then take action to
address them. Regarding suggestions and decision-making, Zhang noted that Artificial intelligence
(Al) also enables retailers to provide personalized customer recommendations based on their
browsing and purchase history leading to improved customer experience and increased sales
(Zhang, 2021). Thus, Cheng & Jiang argued that Artificial intelligence (Al) has enabled online
retail customer support transparency by making it more efficient, accurate, and personalized
(Cheng & Jiang, 2021). This ultimately benefits the customer and the retailer.

Value Creation

According to Cao, value creation in customer support services is critical in online retail as it
directly impacts customer satisfaction, loyalty, and retention (Cao, 2021). Providing excellent
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customer support in the highly competitive online retail market can be a crucial differentiator for
businesses and lead to increased sales and revenue. NOjd argued that one of the main ways online
retailers can create value in customer support services is by providing quick and efficient customer
assistance (No6jd et al., 2020). This can include providing accurate and relevant information,
solving problems quickly, and handling complaints effectively. Moriuchi stated that online
retailers can create value by offering a wide range of support options, such as live chat, phone,
email, and social media, to meet the diverse needs of customers (Moriuchi et al., 2021). As a result,
today, Artificial intelligence (Al) is increasingly used in online customer support to enhance value
creation for retailers and customers (Bag et al., 2021). Kasilingam further cited an example of
chatbots, which are computer programs designed to simulate conversation with human users.
Chatbots can be integrated into a company's website or mobile applications (Kasilingam, 2020).
These chatbots provide customers with quick and convenient access to information and assistance.
According to Nichifor & Trifan, one of the main advantages of using chatbots in online customer
support is that they are readily available that assist customers at any time (Nichifor & Trifan,
2021). These chatbots are useful for retailers and e-commerce platforms that operate globally.
Arajuo & Casais noted that chatbots could handle multiple customer interactions simultaneously,
which reduces wait times and improve overall customer satisfaction (Arajuo & Casais, 2019). An
empirical study by Bassano the conceptualization of technology as an operant resource and the
role of Artificial Intelligence (Al) in value co-creation processes (Bassano et al., 2020). The study
framework was based on Service Science, the Viable Systems Approach, and the Variety
Information Model. Results showed that, different types of Al technology correspond to different
levels of co-creation. Further, Artificial Intelligence-enabled chatbots, with their client profiling
capacity, achieve unity in a luxury goods context, thus interpreting customer expectations.
Riikkinen highlighted Natural Language Processing (NLP) as an important aspect of chatbots
regarding value creation in online customer services. As noted, chatbots understand natural
language, which means that customers conversationally interact with them, just like a human
customer service representative (Riikkinen et al., 2018). Natural Language Processing (NLP)
makes the customer support experience more human-like and less frustrating for customers.
Additionally, chatbots can be trained to recognize and respond to specific customer inquiries,
which can improve the accuracy and efficiency of the customer support process.

In their study, Lalicic & Weismayer aimed to understand the relationship between consumers'
values and their attitudes toward using artificial intelligence (Al)-enabled travel service agents
(chatbots) (Lalicic & Weismayer, 2021). The results obtained from the mixed-method approach
show personalized experiences and intuitive response mechanisms were prominent determinants
of consumers' intent to use Artificial intelligence-enabled travel service agents. As a result, these
two factors were responsible for value creation leading to improved customer experiences. Jiang
also investigated the impact of artificial intelligence in the retail industry on consumer behavior,
and how the social characteristics of anthropomorphic intelligent services (chatbots) influence
consumer behavioral intentions (Jiang et al., 2022). The findings reveal that the social presence of
chatbots has a direct and positive impact on retailer experience innovativeness and intimacy, and
that retailer experiential innovativeness, intimacy, and sense of empowerment mediate the
influence of the social presence of chatbots on consumers' behavioral intentions. Additionally, the
communication styles in the low-level social presence are very conducive for promoting the
relationships between social presence and experiential innovativeness, whereas formal
communication styles can play a key role in promoting relationships when the level of social
presence is improved.
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Discussion

The reviewed literature have extensively highlighted the factors affecting the Artificial Intelligence
in the online retail industry in the light of diffusion of innovation theory. It is found that, the
diffusion of Artificial Intelligence (Al) in the online retail industry has been vast and far-reaching.
Al has enabled businesses to increase their efficiency and customer engagement and deliver a
higher quality of customer service (Cao, 2021). According to Cheng & Jiang, Artificial
Intelligence (Al) has enabled retail businesses to streamline operations and customer management
(Cheng & Jiang, 2021). Artificial Intelligence-powered technologies such as chatbots and virtual
assistants can respond to customer inquiries quickly and accurately, freeing up staff to focus on
more significant tasks. Artificial Intelligence (Al) can also help companies better understand
customer preferences and behavior, allowing them to develop better products and services.
Besides, the evidence from the current literature also indicated that Artificial Intelligence (Al) has
allowed retail stores to increase customer engagement (Kasilingam, 2020). It is widely used to
personalize customer experiences, tailor product recommendations, and provide more accurate
product descriptions (Shankar et al., 2021). Further, Aurtificial Intelligence-powered
recommendation engines also help customers find the right product and increase sales. Song
further stated that, Artificial Intelligence (Al) has enabled businesses to provide a higher quality
of customer service (Song et al., 2022). Artificial Intelligence-powered customer service chatbots
handle simple inquiries and route customers to the right person if a more complex issue needs to
be addressed. According to Zhang, Artificial Intelligence can also predict customer needs and
address issues before they become a problem (Zhang, 2021). Bag, stated that chatbots can identify
customer needs and provide suggestions based on the customer’s input (Bag et al., 2021). These
chatbots recommend products and services based on the customer’s preferences or provide
answers to common questions in these retail stores. Additionally, they provide personalized
recommendations based on the customer’s past purchases or interactions. Chatbots are becoming
increasingly popular for retail stores to provide a better customer experience and increase customer
satisfaction.

It is notable that customers also acknowledge using chatbots for customer support. Customers
appreciate the convenience and immediacy of accessing support through a chatbot. It allows them
to quickly get answers to their questions or resolve issues without having to wait on hold or
navigate through phone menus. Additionally, the availability of chatbots is a benefit for customers
who need assistance outside of regular retail business hours (C. Li et al., 2020). However,
Upadhyay argued that the effectiveness of chatbots as a customer support tool depends on the
implementation's quality and the customer's specific needs (Upadhyay et al., 2021). If a chatbot is
well-designed and able to understand and respond to a wide range of customer inquiries, it can be
a valuable resource for customers. But if the chatbot cannot provide helpful responses or if
customers feel they are not getting the help they need, they may prefer to use other forms of
customer support. Therefore, it is assumed that the diffusion of Artificial Intelligence (Al) in the
online retail industry has been an immense success and has greatly improved customer
experiences. With its ability to streamline operations, increase customer engagement, and provide
better customer service, Artificial Intelligence (Al) has become an invaluable tool for online retail
sector organizations (Hentzen, 2021).

Conclusion

This research affirmed that role of Artificial Intelligence (Al) in upgrading and improving the
customer support services in the worldwide retailer sector. We found that Artificial Intelligence
(Al) has become an indispensable tool for customer support in the online retail sector. Artificial
Intelligence-enabled chatbots and virtual assistants provide assistance to customers, improving
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their experience and increasing customer satisfaction. They can handle simple queries and tasks
such as product information, order status, and returns, freeing human agents to handle more
complex issues. Additionally, the literature also witnessed that Artificial Intelligence (Al) also
helps streamline and automate various processes such as ticket routing, prioritization, and
resolution, thus reducing response times and increasing efficiency. It also helps provide
personalized recommendations and offers, leading to increased sales and customer loyalty. Finally,
the role of Artificial Intelligence (Al) in analyze customer behavior and feedback to identify areas
for improvement and optimize the support process is also affirmed. Thus, this research concludes
that Artificial Intelligence (Al) is transforming the customer support experience in the online retail
sector and is crucial for businesses looking to stay ahead in a highly competitive market.

Limitations and Recommendations

Although this research has extensively reviewed the theoretical literature affirming the diffusion
of Artificial Intelligence for customer support services, it also contains some limitations. First, this
study has adopted only three characteristics of the innovation, whereas the original theory specified
a minimum of five characteristics. Second, this research does not contain any primary data, which
limits its scope. Finally, the third limitation is that this study needs to be focused on a specific
country or geographical region, which also narrows its scope. Thus, the researchers suggest more
studies based on the role and effect of Artificial Intelligence on the consumer sector. Specifying
the type of retail services and focusing on any specific region can further highlight in-depth
findings of the relevant phenomenon.
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