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ARTICLE INFO ABSTRACT

This paper proposes a conceptual framework for investigating the role of Virtual
Try-On (VTO) technology in enhancing the apparel retail experience. By
synthesizing existing literature, theoretical perspectives, and empirical evidence,
the framework delineates key constructs, relationships, and research propositions
pertinent to understanding the adoption and impact of VTO in the context of
apparel purchase behavior. The proposed framework aims to guide futureresearch
endeavors aimed at elucidating the multifaceted dynamics of VTO technology in
shaping consumer preferences, attitudes, and purchasing decisions in the retail
sector.
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Introduction:

The landscape of apparel retailing is undergoing a profound transformation, driven by technological
innovations and shifting consumer preferences. Among these innovations, Virtual Try-On (VTO) technology
has emerged as a promising tool for enhancing the retail experience by enabling consumers to virtually try on
clothing items before making a purchase. This paper presents a conceptual framework to guide research
efforts aimed at exploring the adoption, usage, and impact of VTO technology in the context of apparel retail.
As stated by Kim and Forsythe (2008), "Virtual Try-On technology offers consumers a unique and interactive
way to explore clothing options, overcome traditional limitations of online shopping, and make more
informed purchase decisions." The concept of virtual try-on can be traced back to early experiments in
computer graphics. However, it gained significant tractionwith advancements in augmented reality (AR) and
artificial intelligence (AI). Early implementations utilized simple 2D overlays, but modern VTO solutions
leverage sophisticated algorithms to simulate garment fitting in 3D space. These technologies enable realistic
rendering, accurate body mapping, and seamless integration with e-commerce platforms. By leveraging
augmented reality (AR) and artificial intelligence (AI), VTO solutions simulate garment fitting in a virtual
environment, providing consumers with realisticand personalized try-on experiences (Li et al., 2020).

Global Adoption of VTO Technology:

Across the globe, apparel retailers are increasingly embracing VTO technology as a means to enhance the
online shopping experience and drive sales (Wu et al., 2019). Companies such as ASOS, Zara, and H&M
have integrated VTO features into their e-commerce platforms, allowing customers to visualize how
garments would look and fit on their bodies virtually (Rahman et al., 2021). The adoption of VTO is driven by
its ability to reduce return rates, enhance engagement, and provide a more personalized shopping experience
(Cheng et al., 2020).

Moreover, the COVID-19 pandemic has accelerated the adoption of VIO technology, as social distancing
measures prompted consumers to shift towards online shopping (Chatterjee and Wang, 2020). Retailers
recognize the importance of offering immersive and interactive experiences to replicate the in-store try-on
experience virtually. As a result, VTO technology has become a cornerstone of omnichannel retail strategies,
bridging the gap between online and offline shopping channels (Mukherjee et al., 2021).

Challenges such as technological complexity, integration issues, and privacy concerns remain significant
hurdles for global retailers implementing VIO solutions (Wang and Chatterjee, 2020). However,

Copyright © 2023 by Authot/s and Licensed by Kuey. This is an open access article distributed under the Creative Commons Attribution
License which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


https://kuey.net/
mailto:mariaboaler22@gmail.com

606 Maria Boaler et.al /Kuey, 29(3), 6583

advancements in augmented reality (AR), artificial intelligence (AI), and computer vision are driving
innovation in VTO technology, enabling more realistic and accurate virtual try-on experiences (Venkatesh et
al., 2021).

Adoption of VTO Technology in the Indian Apparel Retail Market:

In India, the apparel retail industry is undergoing rapid transformation, propelled by digitalization and
changing consumer behavior (Bhattacharya et al., 2019). Indian retailers are increasingly recognizing the
potential of VTO technology to revolutionize the online shoppingexperience and cater to the diverse needs of
consumers (Sharma and Kumar, 2020).

E-commerce giants such as Myntra and Flipkart are leading the charge in integrating VTO features into their
platforms, offering consumers the ability to virtually try on clothing items using their smartphones or web
browsers (Deshmukh and Shukla, 2021). Additionally, domestic apparel brands and retailers are leveraging
VTO technology to differentiate themselves in a crowded market and gain a competitive edge (Das and Paul,
2020).

Despite the growing adoption of VTO technology in India, several challenges persist, includinginfrastructural
constraints, technological barriers, and consumer skepticism (Kaur et al., 2021). However, the increasing
smartphone penetration, rising internet adoption, and changing consumer preferences are driving the
demand for innovative shopping experiences, making VTO technology a viable solution for Indian apparel
retailers.

VTO technology offers a myriad of applications across the apparel industry. For consumers, it provides a
hassle-free way to explore clothing options, experiment with styles, and make informed purchase decisions.
By virtually trying on garments, shoppers can overcome the limitations of traditional online shopping, such
as sizing ambiguity and lack of tactile experience. Moreover, VIO enhances engagement, reduces returns,
and fosters brand loyalty. For retailers, VTO solutions drive conversion rates, reduce operational costs, and
enable personalized recommendations based on user preferences and body measurements

The adoption and usage of VTO technology in the apparel retail sector are influenced by various factors,
including perceived usefulness, ease of use, and social influence (Yoo and Kim,2014). According to Venkatesh et
al. (2003), the Technology Acceptance Model (TAM) posits that consumers' intention to use technology is
influenced by their perceptions of its usefulnessand ease of use. Moreover, the Theory of Planned Behavior
(TPB) suggests that subjective norms and social influence play a significant role in shaping individuals'
attitudes and behaviors toward adopting new technologies (Ajzen, 1991).In recent years, empirical studies
have examined the impact of VTO technology on consumer attitudes and purchase intentions in the apparel
retail context (Rahman et al., 2021). However, there remains a need for a comprehensive framework that
integrates theoretical perspectives from consumer behavior, technology adoption, and retail marketing to
elucidate the underlying mechanisms and determinants of VTO adoption and usage.

Literature Review

Virtual Try-On (VTO) technology has gained substantial attention in the apparel retail sector due to its
potential to transform the online shopping experience. Virtual Try-On (VTO) technology has emerged as a
transformative tool in the apparel retail industry, offering consumers an interactive and immersive shopping
experience. This section provides a review of relevant literature, highlighting key studies that have explored
the adoption, impact, and challenges of VTO technology in the context of apparel retail.

The apparel retail industry is witnessing a paradigm shift fueled by technological advancementsand changing
consumer preferences. Among the transformative innovations, Virtual Try-On (VTO) technology has gained
significant traction, enabling consumers to virtually try on clothing items before making purchase decisions
(Gupta et al., 2020).

Adoption of VTO Technology:

Previous research has investigated factors influencing consumers' adoption of VTO technology. According to
Gupta et al. (2020), perceived usefulness and perceived ease of use are critical determinants of consumers'
intention to use VTO technology in the fashion industry. Similarly, Deshmukh and Shukla (2021) found that
convenience and compatibility with existing shoppinghabits significantly influence consumers' willingness to
adopt VTO technology.

Additionally, researchers have examined mediating and moderating factors, including trust and credibility,
privacy concerns, social influence, and technological readiness, which shape the adoption and impact of VTO
technology (Rahman et al., 2021; Wang & Chatterjee, 2020). Furthermore, studies have investigated the
impact of VTO adoption on consumer behavior, including purchase intentions, engagement, satisfaction, and
loyalty, as well as its outcomes onsales performance, customer retention, and brand loyalty (Mukherjee et al.,
2021; Kaur et al., 2021).

Conceptual Framework The conceptual framework proposed for understanding the adoptionand impact
of Virtual Try-On (VTO) technology in the apparel retail industry encompasses several key components, each
supported by relevant research findings.
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Antecedents of VTO Adoption:

Antecedents refer to factors that influence consumers' intention to adopt VIO technology. According to
Gupta et al. (2020), perceived usefulness and perceived ease of use are crucial antecedents that drive
consumers' willingness to engage with VIO technology. Additionally, Deshmukh and Shukla (2021)
emphasize the importance of convenience and compatibility withexisting shopping habits in facilitating the
adoption of VTO technology among consumers.

Mediating and Moderating Factors:

Mediating and Moderating factors play a critical role in shaping the relationship between antecedents and
VTO adoption, as well as influencing the impact of VIO adoption on consumer behavior. Trust and
credibility in VTO systems and retailer platforms are identifiedas important mediating factors by Rahman et
al. (2021). They suggest that the level of trust consumers place in VTO technology can mediate the relationship
between perceived usefulnessand their intention to adopt VTO.

Moreover, Wang and Chatterjee (2020) highlight privacy concerns as a significant moderating factor that
influences consumers' decision-making process regarding VTO adoption. Privacy concerns may moderate the
relationship between perceived ease of use and VTO adoption, as consumers weigh the benefits of VTO
technology against potential privacy risks.

Impact on Consumer Behavior:

The adoption of VTO technology has significant implications for consumer behavior. Several studies have
examined the impact of VTO technology on consumer behavior and purchasing decisions. Rahman et al.
(2021) demonstrated that VTO technology positively influences consumers' purchase intentions by reducing
uncertainty and increasing confidence in their buying decisions. Mukherjee et al. (2021) found that VTO
experiences lead to higher levels ofengagement and satisfaction among online shoppers. Additionally, Kaur et
al. (2021) suggest that VTO adoption positively influences consumers' purchase intentions, as well as their
overall satisfaction and loyalty towards the retailer.

Theoretical Underpinnings:

The conceptual framework draws upon theoretical perspectives from various disciplines, including consumer
behavior, technology adoption, and retail marketing. The Technology Acceptance Model (TAM), Theory of
Planned Behavior (TPB), and Unified Theory of Acceptance and Use of Technology (UTAUT) provide
valuable insights into the factors influencing consumers' intention to use VIO technology. Additionally,
frameworks such as the Stimulus-Organism-Response (SOR) model elucidate the cognitive and affective
processes underlying consumer reactions to VTO experiences.

In summary, the conceptual framework elucidates the complex interplay between antecedents,
mediating/moderating factors, and their impact on consumer behavior, providing a comprehensive
understanding of the adoption and effects of VTO technology in the apparel retail industry. |

Key Constructs: Based on the literature review, a conceptual framework is proposed to guide research on the
adoption and impact of VTO technology in the apparel retail industry.

Antecedents of VTO Adoption:

1) Perceived usefulness

2) Perceived ease of use

3) Convenience

4) Compatibility with existing shopping habits
Mediating and Moderating Factors:

1) Trust and credibility

2) Privacy concerns

3) Social influence

4) Technological readinessImpact on Consumer Behavior:
1) Purchase intentions

2) Loyalty Research Propositions:

Based on the identified constructs and theoretical underpinnings, the conceptual framework proposes
several research propositions to guide empirical investigations:

Proposition 1: Perceived usefulness positively influence consumers' intention to use VTOtechnology for
apparel try-on.

Proposition 2: The perceived ease of use of virtual try-on experiences positively affectconsumers' intention to
use toward VTO technology.

Proposition 3: Convenience of virtual try-on experiences positively affect consumers' intention toward VTO
technology.

Proposition 4: Compatibility with existing shopping habits positively affect consumers'intention toward
VTO technology.

Proposition 4: Privacy concerns moderate the effects of perceived ease of use on VTO adoption.

Proposition 5: Trust and credibility in VTO systems mediate the relationship between perceived realism and
purchase intentions.
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By delineating key constructs, relationships, and research propositions, this conceptual

framework provides a roadmap for future research endeavors aimed at unraveling the complexities of VTO
technology adoption and its implications for apparel retailing. As VTO continues to reshape the retail
landscape, empirical investigations guided by this framework can contribute valuable insights to academia,
industry practitioners, and policymakers alike.

Future Directions:

The proposed conceptual framework has several implications for both researchers and practitioners in the
apparel retail industry. By elucidating the underlying mechanisms and determinants of VTO adoption and
usage, future research can inform the design of more effective VTO systems, personalized marketing
strategies, and consumer engagement initiatives. Moreover, the framework highlights the importance of
addressing trust, realism, and factors in enhancing the effectiveness of VTO technology in driving apparel
sales and improving the retail experience. Additionally, qualitative research methods could provide deeper
insights into consumers' perceptions, experiences, and decision-making processes regarding VTO technology
(Das & Paul, 2020).

In summary, the literature review highlights the importance of VTO technology in enhancing the apparel
retail experience and identifies key areas for future research to further explore its adoption, impact, and
implications for retailers and consumers alike.

Conclusion:

In conclusion, this paper presents a conceptual framework for investigating the role of Virtual Try-On
technology in enhancing the apparel retail experience. By integrating theoretical perspectives from consumer
behavior and technology adoption, the framework provides a systematic approach to understanding the
multifaceted dynamics of VTO adoption and usage. Through empirical validation and refinement, the
proposed framework can advance our knowledge of VIO technology's impact on consumer preferences,
attitudes, and purchase behavior in the apparel retail sector.
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