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Antecedents to purchase intention in virtual
market space in India: an empirical investigation

Smitha Nayak®, Mendon Suhan?, Raveendranath Nayak?, Cristi Spulbar®, Ramona Birau®* and
Sangam Mahesh Gull?

Abstract: This research attempts to integrate the Virtual Try-On technology, an
application of image integrative technology, and the technology acceptance fra-
mework to examine the influence of interactivity and customer involvement on the
online shopping experience. It attempts to empirically test the conceptual model to
establish how the virtual trial of apparel attributes influences conative responses
towards an apparel retail website. The antecedents of the conative response (pur-
chase intention) have been empirically validated for a sample size of 410 internet
users in India specifically of the millennial cluster. Result reveals the importance of
confidence in apparel fit, utilitarian value, and hedonic value in strengthening the
purchase intention of an online shopper.Body esteem is also a significant antece-
dent to purchase intention, while customers shop online. This research endeavor
affirms the role of a virtual trial in strengthening the purchase intention in the
virtual market space. The outcomes of this study add to the body of knowledge

about the efficacy of Image Integrative Technology.

Subjects: Psychological Science; Economics; Environmental Economics

Keywords: body esteem,; virtual try-on; utilitarian value; purchase intention; confidence in
apparel fit; hedonic value; consumer behavior; retail sector; online shopping
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in high-impact journals indexed in Scopus and
Web of Sciences. This research examines if and
how utilizing a virtual 3D model to try on gar-
ments affects cognitive, emotional, and conative
responses to a retail Web site, focusing on one
type of IIT, the “virtual try-on” (VTO).

PUBLIC INTEREST STATEMENT

The absence of direct experiential information in
the online digital market space limits the sales of
apparel electronically. Technological advances
have been designed to bridge this gap and facil-
itate virtual trails that will have a significant
influence on consumers’ conative responses.
Virtual experiences are enabled by Image
Interaction Technologies (IIT) which provides an
opportunity to the consumer to try the apparel
“virtually”. This research endeavor attempts to
empirically test the conceptual model to establish
how the Virtual Try-On, which is one of the appli-
cations of IIT, of apparel attributes influences
conative responses towards an apparel retail
website. The antecedents of the conative
response (purchase intention) have been empiri-
cally validated for a sample size of 410 internet
users in India specifically of the millennial cluster.
The outcomes of this study add to the body of
knowledge about the efficacy of Image
Integrative Technology and would significantly
benefit apparel e-tailers.
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1. Introduction

The e-commerce industry in India has grown exponentially. According to a report published by the
Associated Chambers of Commerce of India (ASSOCHAM) titled Resurgent India, there have been
more than 100 million consumers who purchased online in 2019, and the e-retail business is
predicted to grow at 65 percent in 2020. In terms of volume, the sale of physical goods via digital
channels in India would amount to 25.076 US dollars in 2018 and 58.301 billion US dollars by 2022.
Globalization has offered online consumers a global market space to shop from and the consumers
are also influenced by the fashion trends from all over the world, which implies that the number of
factors affecting their purchase decision increases. Technology has driven the internet to enable
consumers to connect with people all over the world, obtain information from different sources.
For the fashion industry, the virtual territory has become the most prominent domain, because
over the years the number of people getting involved with the internet is increasing. This has
forced fashion retailers to shift from traditional marketing techniques to currently popular virtual
tools, like blogs, social networking, and virtual reality.

Although online fashion retailers are large in number, and online shopping has penetrated the
market to a large extent, this growth has failed to reflect in the apparel sector. Customers are
exposed to a high level of perceived risk in online purchases as compared to conventional
modalities, according to previous studies in this subject (Panjaitan et al., 2019; Mukherjee &
Nath, 2003; Wang et al.,, 2003). One of the primary antecedents to the high level of perceived
risk is the inability of the customer to get a direct experience on an online platform, more
specifically, the inability of the client to try the apparel before purchasing. This lack of direct
customer experience has a substantial impact on customer enjoyment which is an integral
component of customers’ online shopping experience (De Angeli et al., 2006; Huang & Liao,
2015; Jaiswal & Singh, 2020).

Technological innovation has attempted to bridge this gap and enhance the virtual experience
of online shoppers in the absence of demonstrative evidence. Image Interactive Technologies
(IIT) has been designed to bring the customer closer to the e-tailers and enable customers to
enhance their level of enjoyment while shopping online that has a direct significant impact on the
perceived risk they are exposed to (Barnes, 2016; Flavian et al,, 2019). 2D and 3D product
representations and mix and match image interactivity are some of the novel technological
advancements that have been implemented by marketers (Huang & Liao, 2015; Li et al., 2001,
2002, 2003) and have been explored by researchers (Fiore & Jin, 2003). The latest technological
innovation that attempts to take the online shopper closer to a tangible experience is the “Virtual
Try-On” (VTO)(Kamani et al., 2014; Qerem, 2017). VTO provides the customer with an opportunity
to customize a 3D virtual model that aids as a platform to virtually try the attire and enables the
customer to come closer to reality. Researchers have explored the non-personalized VTO on
consumers’ conative responses (Aurélie et al., 2012; Delafrooz et al., 2011; Fiore et al., 2005;
Kim & Forsythe, 2007).

The focus of relationship marketing is on how marketers can construct interactive, productive
sustainable relationships with their customers (Nwakanma et al., 2007). Prior research has empha-
sized that marketers should not only strengthen customers’ intention to adopt interactive tech-
nology but they must also focus on encouraging customers to constantly use interactive
technology (Chiou & Shen, 2012). Three dimensions of sustainable relationship behavior that
have been examined in research are relational behavior, relationship investment, and re-
patronage investment. All three dimensions can be used to predict a customer’s intention to
continuously use information technology. VTO adds value to a customer’s experience and offers
experiential benefit in addition to the functional benefit offered which shopping in virtual market
spaces.
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A review of the literature reveals a void of research in the domain of technology acceptance
exploring consumer response towards personalized VTO. The research question posed here is:

1.1. Does a personalized virtual trial of apparel enhance the experiential value of an online
shopper thereby firmly establishing the conative response of a customer?

This research endeavor attempts to integrate two dimensions of innovation acceptance with
specific reference to fashion e-tailing. This initiative attempts to explore the influence of VTO on
consumers’ cognitive and conative responses of consumers with specific reference to fashion
e-tailers. The applicability of IIT to enhance customer experience is explored.

This paper is structured as follows: the first section discusses the formulation of the proposed
model based on an exhaustive reviewof the literature. The effect of antecedents of perceived risk
reduction of an online consumer namely, self-congruity, confidence in apparel fit, body esteem,
and internet shopping trust, on the conative response of a consumer is explored. Next, the
methodology employed to collect data is discussed. The concluding section of the paper provides
a discussion on research findings, research limitations, conclusions, and directions for future
research.

2. Review of literature

IIT comprises all technological innovations that enable a consumer to have a more realistic
experience while shopping online. This technology allows the consumer to modify features of
the product, view the merchandise from multiple angles, and in certain cases, simulate the
operation of the product yielding rich information to the customer utilizing visual cues. In the
context of shopping apparel online, the virtual experience is holistic, implying that the experience
must facilitate product evaluation (Kim & Forsythe, 2009), influence brand attitude (Li et al., 2002),
enhance consumer’s response towards the retailer (Ayanso & Yoogalingam, 2009) and strengthen
the purchase intention of the customer (Sirgy & Samli, 1985). The cognitive, conative, and affective
responses of consumers need to be explored in the backdrop of the Technology Acceptance Model.
Empirical evidence suggests that acceptance of technology is an integral antecedent to an
individual’s adopt information technology. Exploring the factors that shaped these intentions
would allow an organization to promote acceptance and thus enhance use (Venkatesh & Davis,
2000). In the context of VTO, which is an application of IIT, online apparel retails require to explore
the factors that shape a consumer’s perceived risk reduction with VTO which inturn strengthens
a consumer’s attitude and purchase intention. These cognitive and affective responses have
a significant influence on the conative response. Consumer’s attitude and perception towards
the virtual try-on is a result of perceived risk, usefulness, and entertainment. VTO affects the
usage and evaluation of the website. It has more influence on the hedonic value rather than the
utilitarian value. Studies done by researchers show that virtual try-on provides a two-fold benefit
to consumers in two. First, they create telepresence i.e. a sense of being present in an environ-
ment, as there is a high level of interactivity with the website. Secondly, it is developed through
image interactivity which means that there will be more and better provision of information to the
customers, as the interaction also allows them to manipulate the product according to their
requirements. Greater accessibility to information helps decrease the uncertainty and perceived
risks of consumers.

Consumer adoption, purchase intention, purchase, and attitude are all initiated by their risk
perceptions. “Perceived risk refers to the personal expectation of loss that might arise from the
purchase of goods or services” (Levy et al., 2008). In an online ecosystem, consumers are restricted
from obtaining only visual information which paves the way to uncertainty, leading to higher
perceived risk. Online websites are subject to greater perceived risk as there is an inability to try on
the products especially apparel products (Khakimdjanova & Park, 2005). Therefore, perceived risk
and its reduction depend on the product-related information available. In this context, researchers
have established that IIT applications would play an instrumental role in the reduction of per-
ceived risk exposure to consumers while shopping apparel online (Jones et al., 2006; Kim &
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Forsythe, 2007, 2008). Thus it is proposed to test this finding on the VTO application of IIT. Hence it
is proposed that VTO significantly influences perceived risk on online shopping thereby strengthen-
ing the purchase intention of consumers. Against the backdrop of the Theory of Technology
Acceptance, this research intends to explore the precursors to purchase intention in the domain
of the Virtual Try-on sphere of e-commerce. This research initiative intends to explore the influence
of the following antecedents, namely, body esteem, hedonic value, model self-congruity, desire to
stay online, utilitarian value, and confidence in the apparel fit on a consumer purchase intention
while shopping on an apparel website that offers virtual try-on services.

2.1. Confidence in apparel fit

When the model on the website is perceived as self-congruent by the consumers, they become
more confident in their choice of product or brand. Studies have discovered that self-congruency
has a positive influence on confidence related to apparel fit E.-Y. Kim and Kim (2004). 3D virtual
try-on models are beneficial as they offer apparel fit-related information. This plays a significant
role in enhancing the confidence of the consumers in apparel fit. Through this technology, con-
sumers can create their self-representing model, as per their requirements and measurements,
and examine the product. Works of literature have suggested that confidence in apparel fit
enhances the consumers’ utilitarian value addition to the overall shopping experience. The con-
fidence in the apparel fit enables them to perceive lower risk about the fit of the apparel when they
utilize the 3D Virtual model that matches their self-concept (Lim et al., 2008). Hence it is proposed
that:

H1: Higher levels of confidence in the fit of apparel in the personalized VTO will lead to
a stronger purchase intention.

2.2. Body esteem

Body Esteem is defined as “self-valuation of one’s body or appearance”(McFerran et al., 2010).
Many pieces of research (Mendelson et al., 2001; Sirgy et al., 1991; Smeesters & Mandel, 2006),
opine that a consumer evaluates their bodily appearance as compared to others and this influ-
ences their intentions or responses as well as the perception about their own body (Fiore & Jin,
2003) Researchers have argued that one’s evaluation of their own body impacts the level of
involvement of a consumer in the purchase with the apparel and ultimately the confidence in
the fit as well as their purchase intention. When a consumer perceives the model on the website as
self-congruent, they believe that the product is tried on a representative of their own body
Constantinides (2004). If the self-concept belief and the perception about the product are positive,
then the consumers are more likely to have a positive purchase intention, since both the concepts
are motivating them. Consumers with a higher degree of self are more satisfied with their clothes
selection and purchase, indicating that they are more confident in the fit and the purchase(Jamal
& Goode, 2001).Hence, it is proposed that:

H2: Body esteem positively influences purchase intention.

2.3. Hedonic and utilitarian value

According to Babin et al. (1994), the appraisal of a shopping experience can be divided into two
categories: utilitarian and hedonic value. Hedonic value is tied to satisfaction through the virtual
shopping experience, whereas utilitarian value is dependent on the goal attained, which is the
conative reaction buy intention While shopping is pleasurable, entertaining, and exciting, it has
hedonic value. According to research, IIT, specifically VTO, will have a favorable impact on con-
sumer perceptions. (Calver & Page, 2013; Chen et al., 2019; Lee et al.,, 2006). Hence this research
proposes that
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H3: Hedonic value positively influences purchase intentions.
H4: Utilitarian value significantly influences purchase intentions.

2.4. Self-congruity

Model self-congruity is one of the least studied constructs in the VTO literature. People desire to
interact with brands that are comparable to their self-image, according to the self-image con-
gruence theory, which results in positive customer attitudes. This self-image congruence will retard
the perceived risk of consumers thereby facilitating purchase (Fiore & Jin, 2003). The model on the
website must be perceived as self-congruent, they must believe that it is the “real me” (Fiore et al.,
2005). Therefore, the websites must have realism, if they wish to influence consumers’ intentions.
Furthermore, when a customer is exposed to individualized content online, they interpret stimuli
differently, resulting in increased brand recall, a more favorable attitude, and increased consumer
decision confidence (Aurélie et al., 2012).This research proposes that:

H5: Higher model self-congruity on a personalized VTO platform will lead to a stronger pur-
chase intention.

2.5. Online shopping experience

Research proves that an online store environment that is an online atmosphere will have an
influence on the shopper’s attitude, satisfaction, and approach/avoid behavior towards the online
retailer. (Kim & Forsythe, 2007). A pleasing environment will lead to consumer pleasure and
arousal, ultimately leading to an approach

attitude towards the online retailer. Another research showed a positive linkage between
website quality and shopper’s behavioral intentions to return to the site (Li et al., 2002). Consumers
are bound to stay online with the website if the website has an interesting and pleasing environ-
ment. Hence, it is proposed that:

H6: More the desire to stay online with the website will positively influence purchase intentions.

3. Research methodology

The research philosophy of positivism rationalizes the quantitative approach adopted in this
research endeavor. This study primarily emphasizes understanding the risk perception of consu-
mers on e-tailing websites offering virtual try-on in its process and its influence on the purchase
intention of customers. The purpose of a structured questionnaire is to collect data from respon-
dents and test hypotheses. The research tool was created using scales found in the relevant
literature. The scales were adapted from previous research.Model self-congruity, apparel fit, body
esteem (Merle et al., 2012); Purchase Intention (Song & Zinkhan, 2008); hedonic value and
utilitarian value scales are adopted from Aurélie et al. (2012). All items in the questionnaire
were measured with a five-point Likert scale, 5 being rated as “strongly agree” and 1 as “strongly
disagree”.

The proposed conceptual model is tested with an experimental design. 410 students from
Manipal Academy of Higher Education specializing in technology, management, health science,
and hospitality management. The sample size is calculated based on the number of items on
the rating scale which is multiplied by 10 (J. F. Hair et al., 2017). Participation in this exercise
was voluntary. The research group chooses college students as, online apparel shopping is
undertaken highest by people in the age group of 18-32 years (Statista Consumer Survey,
2018). A purposive sampling technique was employed to identify the samples. All participants
had online apparel shopping experiences in the past, which was an inclusion criterion. Subjects
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Table 1. Descriptive statistics of the respondents characteristics (N = 410)

Characteristics Sample
Gender Male 42
Female 168
Age 18-22 96
23-27 87
28-32 27
Domain of Specialization Technology 63
Management 109
Health Sciences 22
Hospitality Management 16

Source: Authors own

were exposed to the concept of VTO with the help of a video titled “Virtual fitting Room for
e-commerce” downloaded from YouTube. Subjects were also advised to visit an apparel website
that offers the VTO application, and they were informed that they would be reviewing the
website. Participants were given thirty minutes to explore the website and make purchases,
after which they were mailed a pre-tested questionnaire to record their responses. Data is
analyzed using SMART-PLS 3.0 software. Table 1 summarizes the characteristics of the respon-
dents. The Reflective-Reflective technique was used to analyze the data since all 22 items in the
questionnaire are reflective indicators.

4. Data analysis

A two-phased approach is adopted to construct measurement and data analysis. Firstly, construct
validity and reliability are established. Secondly, the relationship between constructs is established
to test the hypothesis proposed.

To ensure that the relevant items utilized for the constructions agree, a convergent reliability
test was performed. The factor loadings, composite reliability, indicator reliability, and average
variance extracted were used as indicators to evaluate the convergent validity, as indicated by J.
F. Hair et al. (2013).From Table 1,it can be inferred that for the construct Apparel Fit (AP) which
has 4 items AP1, AP2, AP3,AP4 has outer loading values of 0.831,0.861,0.871,0.814 respectively,
these values are above the threshold limit of 0.70 (Henseler et al., 2012). Similarly, for all the
other items of respective constructs (Table 2) the outer loading values are more than the thresh-
old value of 0.70. The composite reliability values of each construct exceed the threshold of 0.80
(Daskalakis & Mantas, 2008), thus establishing the composite reliability on the constructs. Also,
the average variance extracted values of each construct are in the range of 0.709-0.860 which
exceeds the threshold value of 0.50 (Wixom & Watson, 2001). Hence, it is proved that convergent
reliability is established. To ensure that the measurements don’t reflect other constructs,
a discriminant validity test was performed. This is evidenced by the low correlations between
the measures of interest and the measures of other constructs. (Cheung & Lee, 2010).
Discriminant validity can be tested by comparing the squared correlation between the constructs
and the variance extract, as recommended by Fornell and Larcker (1981). Thus discriminant
validity is upheld.

4.1. Hypothesis testing

In the second phase, the analysis of structural models and hypotheses were assessed. The results
indicate that the influence of Apparel fit (8 = 0.193, p < 0.011), Hedonic value (f = 0.310, p < 0.011),
andUtilitarian value (B = 0.215, p < 0.049) on purchase intention are positive and significant
because of the t- values being higher than 1.96 and also the values are within the limits as
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Table 2. Reliability and convergent validity: validations of the measurements

Constructs Item Factor Indicator Construct Construct
Loading Reliability Reliability Validity

Apparel fit
(AP)

AP1—The AP1— 0.831 0.691 0.90 0.71
apparel will fit
right

AP2-The AP2 0.814 0.663

apparel will look
good on me

AP3-The AP3 0.861 0.741
apparel will
match my style

AP4-These AP4 0.871 0.758
clothes will
make the right
impression

Body Esteem
(BE)

BE1-I feel BE1 0.872 0.761 0.93 0.81
satisfied with
the way my
body looks right
now

BE2-1 feel good | BE2 0.921 0.848
about myself

BE3-I am BE3 0.914 0.836
pleased with
my appearance
right now

Hedonic
Value(HV)

HV1-During the | HV1 0.851 0.724 0.88 0.70
navigation
process, I feel
the excitement
of the hunt

HV2-Compared | HV2 0.836 0.700
to other things
I could have
done, the time
spent shopping
online at this
website was
truly enjoyable

HV3-I enjoyed | HV3 0.839 0.704
this online
shopping trip for
its own sake,
not just for the
apparel items

I could
purchase

Model Self
Congruency
(MSC)

(Continued)
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Table2. (Continued)

Constructs Item Factor Indicator Construct Construct
Loading Reliability Reliability Validity

Apparel fit

(AP)

MSC1-The MSC1- 0.919 0.845 0.91 0.79

model I used to
try on clothes is
consistent with
how I see
myself

MSC2-The MSC2 0.892 0.795
model I used to
try on clothes
reflects who
Iam

MSC3-The MSC3- 0.857 0.734
model I used to
try on clothes is
a mirror image
of me

Purchase
Intentions (PI)

PI1-Ifit were |PI1 0.942 0.887 0.94 0.86
possible, I could
imagine buying
apparel from
this website

PI 2 -The next PI 2 0.931 0.867
time I buy
apparel, T will
take this
website into
consideration

PI 3 -If it is PI 3 0.910 0.827
possible to buy
products on it,
I would be very
interested in
buying apparel
on this website

Stay on the
website (SOW)

SO 1-T would SO1 0.808 0.653 0.90 0.75
like to stay at
this online store
as long as
possible

SO 2-I enjoyed | SO 2 0.906 0.821
spending time
at this online
store

SO 3-I would SO 3 0.894 0.800
probably spend
more time
shopping on
this retailer’s
Web site than
I planned

Utilitarian
Value(UV)

(Continued)

Page 8 of 15



Nayak et al., Cogent Business & Management (2022), 9: 2003502 ﬁ;‘ Cogent P b us | Nness & mana gement

https://doi.org/10.1080/23311975.2021.2003502

Constructs Item Factor Indicator Construct Construct
Loading Reliability Reliability Validity

Apparel fit
(AP)

UV1- If Twant | UV1 0.860 0.739 0.90 0.76
to buy apparel
on the Web,

I could
accomplish just
what I might
need on this
Web site

UV 2-Shopping | UV 2 0.894 0.800
on this website
would make my
life easier

uv 3-If uv 3 0.875 0.765
I wanted to buy
apparel on the
Web, the
information and
services on this
website would
be what I would
look for

Source: Author’s own

Table 3. Validation of Measurements: Discriminant Validity

AP BE HV_ MSC PI o) uv
AP 0.845
BE 0.512 0.903
HY 0528 0.438 0.842
MSC 0.4ty 0.395 0.506 0.890
PI 0.609 0.453 0.692 0474 0.928
SOW 0551 0391 0747 | 0375 0.632 0.871
uv 0.644 0.4609 0.690 0492 0.677 0.703 0.876

Source: Author’s own.

Note: N = 410. Values that have been highlighted in bold are the square root of the average variance extracted.
Apparel fit (AP), BE (Body esteem), HV (Hedonic Value), MSC (Model Self Congruency), PI (Purchase Intention), SOW
(Stay on Website),Utilitarian Value(UV)

compared with the Bias Corrected range as mentioned in Table 3. The results pointed out that the
model fit of explaining 59.7% of the purchase intention, and root mean square error of
approximation(RMSEA) = 0.69. The lower is RMSEA value, the better is the fit. However, the
RMSEA value of 0.69 is within the commonly accepted range of 0.5-0.8 (Hu & Bentler, 1999).
Nonparametric bootstrapping was applied (J.F. Hair et al., 2013) with 5,000 replications to test the
structural model and the direct effects of the specified model (Table 4, Figure 1).

5. Discussions

This study adds to our understanding of the impact of conative cognitive and affective consumer
responses to an apparel website with a VTO application. The results of this empirical research
provide support on the significance of utilitarian value and hedonic value as strong predictors of
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Figure 1. Structural model of
antecedents of virtual try-on.

Table 4. Hypothesis testing

Relation Path t-value p-value Bias Corrected
AP -> PL 0.193 2.546 0.011 (0.041,0.335)*
BE -> PI 0.069 1.130 0.259 (-0.058,0.184)
HV_->PI 0.310 3.991 0.000 (0.164,0.463)*
uv -> PI 0.215 2.774 0.0049 (0.066,0.369)*
MSC -> PI 0.064 1.135 0.256 (-0.041,0.184)
SOW -> PI 0.092 1.174 0.241 (-0.065,0.243)
Source: Author’s own, *Hypothesis supported
AP1
- MSC 1
AP4 '__20'292 ‘""89021
22168 MSC2  4—4n.812
T e 35038
e MSC 3
AP3 AP MSC
BE 1 .
*~ 14150 2546 1135
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42749
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uv 501
HV 1 ‘-“22.67?
40005 02 W69
HV2 426042 57472
o254 S
HV3 S0

HV

purchase intention in online market spaces with Virtual Try-on on apparel. It also contributes
significantly to the literature on the IIT sphere and provides insights into the influence of VTO on
an e-commerce website. The proposed research is based on the Theory of Planned Behavior and
assesses the impact of antecedents of purchase intention among customers in the domain of
e-commerce and VTO, which is a vacuum in prior literature. There were no significant gender
differences observed in adoption on Virtual Try-on. This finding is contradictory to previous
research findings where the adoption of technology in online shopping is reported to be different
in females.

Results demonstrate the prominent drivers of the dependent variable Purchase Intentions
(PI) are Utilitarian value (UV) and Hedonic value (HV). These relations are supported by prior
research studies (Calver & Page, 2013; Chen et al., 2019; Merle et al., 2012). The results reveal
that consumers have a strong association with an apparel website if the perceived hedonic
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value and utilitarian values they derive are above the expectations. Utilitarian and hedonic
values both have been investigated and found significant in the previous literature studies
(Childers et al., 2001).Results also reveal that the confidence in Apparel Fit (AP) is also the
significant independent variable that explains the Purchase Intentions (Dependent variable), i.e.
apparel fit has a direct and significant relationship with the purchase intentions. Previous
research (Merle et al., 2012) recommended that there is a direct connection between Apparel
Fit and Body Esteem, which leads to consumers’ perceived utilitarian value, but in the current
study, it was found that Apparel Fit Confidence has a direct impact on purchase intentions.The
researchers wanted to see how VTO affected customer response (dependent variable = purchase
intention) by using body-related factors like body esteem and model self-congruity in this
study. Results prove that, in the Indian context, these body-related constructs do not have
a significant influence on consumer response in the VTO domain. The research findings contest
the propositions of McFerran et al. (2010), Sirgy et al. (1991), and Smeesters and Mandel
(2006). This research endeavor concludes that body esteem and model self-congruity do not
explain consumer response.

6. Managerial implications and conclusions

A comprehensive approach that considers understanding cognitive, conative, and affective con-
sumer response p could help us better understand how this VTO technology influences online
shoppers’ purchasing intent.n addition, this study uses a different analytical strategy to investigate
this research subject by employing the PLS approach to validate the research model. This study
demonstrates the viability of using sophisticated PLS approaches to examine online behavior,
notably in the field of VTO adoption and impact in online fashion retailing.

In the e-commerce market space, fashion apparel has the biggest issue with online returns
(Seewald et al., 2019). Return of apparel bought online is almost twice as high for fashion apparel
bought online, resulting in increased inventory carrying costs for e-tailer. It is a challenge for
shoppers to abandon the trial of apparel before purchase which makes it even more pertinent for
e-tailers to adopt technology to bridge this gap. Adoption of personalized VTO by e-tailers will
enable customers to enhance utilitarian value derived from the website. Because of its value
addition, VTO technology plays a prominent role in customers’ online purchasing decision-
making processes, and the risk connected with it is reduced in this study. Online apparel retailers
must take full advantage of new technology like the one examined in this study to help customers
make better purchasing decisions.

Furthermore, online fashion retailers should work on building consumer trust in VTO technology, as
trust is a critical factor in increasing purchase intention. VTO technology deployment tactics tailored
to a specific age group may be considered by online retailers who appeal to a specific audience.

E-tailers must be cautious while investing in the IIT (Image Interactive Technologies). The
results of the paper reveal that the antecedences Apparel Fit (AP), Utilitarian Value (UV), and
Hedonic value (HV) are the prominent factors that will have the highest impact on the consumers
when any consumer is going through an apparel website. This study mainly focuses on
Personalized Virtual Try-On facilities and how it influences consumers’ purchase intentions.

The paradigm changes taking in the information technology sector have given birth to many
applications that could be adopted by e-commerce websites. As these applications drain the
company financially, managers must take their decisions judiciously.

In the context of the antecedents explored in this manuscript, Inference from the Apparel fit
(AP) construct indicates the main drivers. Item AP3-“The apparel will match my style”, ‘AP4-“these
clothes will make the right impression” have a significant factor loading. Hence, with this, we can
conclude that if VTO is good enough to persuade consumers with these aspects of matching with
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the style and make the right impression then the VTO application will help the companies to trigger
the consumers by enhancing their purchase intentions.

The main driver of the Utilitarian value construct was item indicator “UV 2- Shopping on this
website would make my life easier. This implies that if VTO delivers place utility to the consumer, it
significantly influences consumers” conative response. The convenience offered to the consumer
due to the VTO application can contribute enormously to the top lines and bottom lines of an
e-tailer.

Hedonic value also proved to be significant in the research carried out. Hedonic value implies the
fun factor or the enjoyment that the consumers derive from the specific website. Hence e-com-
merce websites should emphasize active consumer engagement. A customer-centric website will
add greater perceived value to customers.

In conclusion, the major drivers of VTO in the e-commerce sphere are confidence in the clothes
fit, hedonic value, and utilitarian value. E-tailers must realize and grasp the significance of these
aspects, as well as devise recommendations for enhancing their e-commerce website.

7. Limitation and directions for future research

Further research can be undertaken to explore the influence of other dimensions like the brand
image of the e-commerce website, post-purchase delivery processes, and customer query handing
technique and return policy. These constructs would have to assess among apparel websites that
offer VTO applications. Qualitative research undertaken might reveal significant insights into the
antecedents considered in this study.

Inherent within the study are a few limitations that may inhibit the generalizability of the
findings. The sample size of this research endeavor might caution generalizability. Second, while
assessing the customer experience, the volume of apparel is not taken into consideration. This
could be related to the strength of the purchase intention. Further generalizability could be
explored in broader samples size. We also acknowledge the inherent limitation of the sample
being skewed in terms of gender. More effective representation would strengthen generalizability.
Additionally, future research, can also consider product categories and assess the influence of the

brand on purchase intention.
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