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Abstract 

The emergence of immersive technologies such as Augmented Reality (AR) and Virtual Reality (VR) has revolutionized the landscape of digital retail, giving 

rise to Immersive Commerce (I-Commerce)—a paradigm that merges sensory engagement with online shopping experiences. In the fashion industry, AR/VR-
driven marketing enables customers to virtually try on garments, visualize fit, texture, and style, and make informed purchase decisions without physical trials. 

This paper investigates the impact of AR/VR-based marketing interventions on consumer behavior, purchase intention, and brand perception in online garment 

retail. The proposed analytical model integrates the Technology Acceptance Model (TAM) and Stimulus-Organism-Response (S-O-R) framework to evaluate 
the cognitive, emotional, and behavioral dimensions of user engagement. Empirical findings derived from a survey of 500 online fashion consumers reveal that 

immersive visualization significantly enhances perceived usefulness, enjoyment, and trust, thereby increasing purchase likelihood by 34% compared to 

traditional e-commerce interfaces. Furthermore, virtual try-on and 3D product customization features strengthen brand loyalty and reduce return rates by 22%. 
The study concludes that AR/VR-powered immersive marketing not only bridges the gap between physical and digital retail experiences but also establishes a 

transformative pathway toward higher consumer satisfaction and sustainable growth in fashion e-commerce. 

Keywords: Immersive Commerce (I-Commerce), Augmented Reality (AR), Virtual Reality (VR), Fashion Retail, Online Shopping Behavior, Consumer 

Engagement, Purchase Intention, Virtual Try-On, Technology Acceptance Model (TAM), Stimulus-Organism-Response (S-O-R) Framework, Brand Loyalty. 

1.Introduction 
The fashion industry is currently undergoing one of the most significant transformations in its history, driven by the convergence of digital technology, artificial 
intelligence (AI), and immersive experiences. The rise of Immersive Commerce (I-Commerce)—which integrates Augmented Reality (AR) and Virtual Reality 

(VR) into the e-commerce ecosystem—has revolutionized how consumers interact with fashion brands, visualize garments, and make purchasing decisions. 
Unlike traditional online shopping models that rely solely on static images and textual descriptions, AR/VR technologies enable interactive, 3D, and sensory-

rich shopping experiences that closely replicate in-store interactions. This evolution is particularly relevant in the post-pandemic era, where digital engagement, 

personalization, and virtual experiences have become dominant forces shaping consumer expectations and retail innovation. 
Immersive commerce operates at the intersection of technology and consumer psychology, blending digital immersion with emotional engagement to enhance 

decision-making and brand perception. The fashion industry, characterized by its emphasis on aesthetics, fit, and style, benefits significantly from these 

technologies. AR enables virtual try-ons—allowing consumers to see how clothes, accessories, or footwear would appear on their bodies using smartphone 
cameras—while VR creates entirely simulated shopping environments where users can browse collections, attend virtual fashion shows, and experience brand 

narratives in a lifelike digital setting. These immersive interactions not only strengthen consumer trust and satisfaction but also improve the overall online 

shopping experience by bridging the gap between physical and virtual retail. 
However, despite these advantages, integrating AR/VR technologies into online fashion platforms presents several challenges. Traditional e-commerce interfaces 

are designed for linear browsing and two-dimensional display, whereas immersive experiences demand high computational power, optimized rendering, and 

seamless user interfaces that maintain engagement without inducing fatigue or motion discomfort. Moreover, there are psychological and behavioral 
considerations—such as users’ willingness to adopt new technologies, perceived realism, and privacy concerns—that influence the effectiveness of AR/VR-

driven marketing. Fashion consumers often seek authenticity and emotional connection, and technological novelty alone cannot guarantee long-term loyalty 

unless it is aligned with personalized experiences and brand value propositions.Existing marketing models, while effective in conventional e-commerce settings, 
often fail to capture the complex dynamics of immersive environments. The Technology Acceptance Model (TAM) and Stimulus-Organism-Response (S-O-R) 

frameworks have proven useful in understanding consumer technology adoption and emotional response patterns. However, these models must be adapted to 

reflect the multi-sensory, interactive, and experiential nature of AR/VR marketing. Factors such as perceived enjoyment, interactivity, presence, and trust play 
critical roles in determining consumer attitudes toward immersive fashion shopping. For instance, virtual try-on technologies increase perceived usefulness and 

reduce purchase anxiety, while immersive brand storytelling enhances emotional engagement and brand recall. These cognitive and affective mechanisms 

collectively influence behavioral outcomes such as purchase intention, satisfaction, and loyalty.To address these complexities, this research proposes an analytical 
framework titled “Immersive Commerce in Fashion: Evaluating the Influence of AR/VR-Driven Marketing on Online Garment Purchase Decisions.” 

The objective is to systematically investigate how AR/VR-enhanced experiences impact consumer perception, engagement, and purchasing behavior in the 

context of online fashion retail. The study integrates behavioral modeling and data-driven analysis to evaluate the relationship between immersive experience 
quality and decision-making effectiveness. By combining theoretical insights from TAM and S-O-R models with empirical consumer data, this research aims to 

identify key technological and psychological determinants that drive purchase intentions in immersive environments. 

The novelty of this research lies in its multi-dimensional evaluation framework, which integrates human-computer interaction, marketing analytics, and 
consumer psychology to quantify the effects of immersion on buying behavior. The proposed study focuses on five major components that collectively define 

the immersive commerce ecosystem: 

  Augmented Reality (AR) virtual try-ons that enhance product visualization and personalization by mapping garments onto users’ digital avatars in real time. 

 Virtual Reality (VR) experiential showrooms that replicate the sensory and social elements of physical stores in 3D digital spaces. 

 Cognitive engagement modeling to measure how immersion, interactivity, and realism influence user attention, emotion, and trust. 

 Behavioral analytics to assess changes in purchase intention, satisfaction, and loyalty resulting from immersive brand interactions. 

 Sustainability and return reduction metrics, evaluating how accurate visualization and fitting experiences contribute to fewer returns and environmentally 

sustainable practices. 

Unlike conventional e-commerce marketing approaches that focus primarily on visual presentation and discount-based persuasion, this immersive commerce 
framework emphasizes experiential authenticity and emotional resonance. The fusion of AR and VR technologies with real-time behavioral data enables fashion 

brands to deliver hyper-personalized and psychologically persuasive experiences. Furthermore, the integration of AI-driven analytics can dynamically adapt 

virtual environments to individual consumer preferences, thus enhancing engagement efficiency and conversion rates. 
In addition, the proposed research explores the trade-offs between technological complexity and user comfort—an essential consideration in AR/VR marketing 

adoption. While high-fidelity virtual environments offer realism, they may also increase cognitive load and require advanced hardware compatibility. The study 
evaluates optimal levels of immersion that balance realism with accessibility, ensuring inclusivity across diverse user demographics and devices. 

In summary, this research seeks to bridge the gap between immersive technology innovation and consumer behavior theory in the context of digital fashion 

retail. By examining the psychological, experiential, and technological dimensions of AR/VR-based marketing, the study provides comprehensive insights into 
how immersive commerce transforms online garment purchasing decisions. The remainder of this paper is organized as follows: Section 2 reviews existing 

literature on immersive technologies and consumer engagement in fashion e-commerce; Section 3 introduces the theoretical and analytical frameworks 

underpinning the research; Section 4 presents the proposed model and methodology; Section 5 discusses the experimental evaluation and key findings; and 
Section 6 concludes with implications for industry practitioners and directions for future research. 

2. Related Work 

2.1 Theoretical Foundations: Technology Acceptance Model (TAM) and Stimulus–Organism–Response (S–O–R)The Technology Acceptance Model 
(TAM) and the Stimulus–Organism–Response (S–O–R) framework provide the dual theoretical lens through which AR/VR adoption in fashion e-commerce can 

be analyzed. TAM, proposed by Davis (1989), posits that users’ behavioral intentions toward technology are shaped by perceived usefulness and perceived ease 
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of use. In immersive commerce, these constructs translate into how effectively AR/VR features—such as 3D garment visualization and virtual try-ons—enhance 
shopping convenience and decision confidence (Lee & Choi, 2022). Studies have extended TAM by incorporating perceived enjoyment and trust to account for 

the hedonic and affective aspects of immersive retail (Swaharani & Qastharin, 2024).Complementing TAM, the S–O–R paradigm (Mehrabian & Russell, 1974) 

frames consumer behavior as a psychological process: stimuli (AR/VR visuals, interactivity) trigger organismic responses (emotional engagement, cognitive 
appraisal), leading to responses (purchase intention, loyalty). In fashion retail, immersive technologies serve as multi-sensory stimuli that generate higher 

presence and emotional resonance (Jang & Park, 2024). Recent empirical work confirms that immersive intensity mediates the link between perceived realism 

and purchase intention, aligning both models under a unified experiential framework (Yang et al., 2022). Thus, the integration of TAM and S–O–R provides a 
holistic explanation for why consumers embrace AR/VR as both functional and affective shopping tools. 

2.2 Augmented Reality in Fashion Retail: Virtual Try-On and Fit VisualizationAugmented Reality (AR) technologies have revolutionized online garment 

shopping by enabling virtual try-on and fit visualization, bridging the experiential gap between physical and digital stores. Early 2D product displays limited 
consumer confidence due to poor spatial and tactile perception; AR mitigates this by overlaying realistic 3D models onto a user’s live image, allowing real-time 

interaction (Başeğmez & Yaman, 2022). Recent developments—such as Snap’s “Dress Up” platform and Amazon’s AR try-before-you-buy—demonstrate AR’s 

growing commercial traction (Dhianita & Rufaidah, 2024).Empirical findings highlight AR’s influence on perceived product fit, satisfaction, and purchase 
confidence. Huang et al. (2023) found that consumers using AR try-on tools reported a 25–30% higher purchase likelihood compared to those viewing static 

images. The realism and motion tracking accuracy of AR interfaces foster cognitive trust by reducing uncertainty about garment size and fabric drape (Jang, 

2023). Additionally, AR experiences align with consumers’ self-presentation motives, encouraging identity-expressive purchases. However, challenges such as 
device compatibility, data privacy, and avatar realism persist. Overall, AR functions as both a utilitarian and hedonic enhancer, providing a tangible bridge 

between imagination and transaction. 

2.3 Virtual Reality Showrooms: Creating Emotional and Sensory Engagement.Virtual Reality (VR) environments offer fully immersive 3D retail spaces 
where consumers explore garments through embodied presence rather than passive browsing. Unlike AR’s overlay approach, VR simulates a complete sensory 

world, allowing users to “walk” through virtual showrooms, examine digital fabrics, or interact with avatars (Lee & Choi, 2022). The key driver here is 

telepresence—the feeling of “being there.” Studies have shown that high levels of telepresence directly correlate with positive affect, enjoyment, and purchase 

intention (Jang & Lee, 2021).VR showrooms also enable storytelling and brand differentiation. For instance, Dior’s VR runway experiences and Gucci’s “Vault” 

metaverse platform create emotional narratives that strengthen brand attachment. Consumer research confirms that immersion activates both affective (pleasure, 

excitement) and cognitive (curiosity, confidence) responses, aligning with S–O–R theory (Yang et al., 2022). Furthermore, social VR allows peer interaction, 
replicating the social validation of physical shopping (Lu & Abdul Lasi, 2025). Despite hardware barriers, the emotional and sensory engagement offered by VR 

is pivotal to building long-term consumer-brand relationships in the digital fashion ecosystem. 
2.4 Consumer Experience and Immersion Theory in Digital Environments.Immersion theory suggests that deeper psychological absorption in an 

environment enhances emotional involvement and behavioral commitment. In immersive commerce, this translates to consumers losing awareness of their 

physical surroundings as they engage with 3D clothing models or virtual stores (Jang, 2023). Empirical evidence indicates that flow experience—a state of 
optimal engagement—mediates the relationship between interactivity and purchase intention (Swaharani & Qastharin, 2024). 

Immersion in fashion AR/VR environments encompasses three dimensions: cognitive immersion (focus and understanding), emotional immersion (aesthetic 

pleasure, excitement), and sensory immersion (visual and spatial realism). When combined, these evoke a “try-before-you-buy” authenticity that traditional e-
commerce lacks. Jang and Lee (2021) demonstrated that immersive engagement predicts both short-term conversion and long-term loyalty, especially among 

Gen Z consumers accustomed to digital realities. Furthermore, immersion amplifies brand experience value, making shopping not merely transactional but 

experiential. Hence, immersion theory underpins the shift from convenience-driven to emotion-driven digital consumption. 

2.5 Factors Influencing Purchase Decisions in AR/VR Contexts (Trust, Perceived Usefulness, Enjoyment, Interactivity) 

The adoption of AR/VR in fashion retail hinges on a complex interplay of cognitive and affective factors. Trust remains foundational; AR-based visualizations 

reduce uncertainty and strengthen consumer confidence in product authenticity and fit (Dhianita & Rufaidah, 2024). Perceived usefulness—central to TAM—
reflects how much AR/VR enhances decision accuracy and convenience. Studies show that when consumers perceive AR try-ons as useful, their purchase 

intentions rise by up to 40% (Huang et al., 2023). 

Enjoyment functions as a hedonic motivator, encouraging exploratory behavior and prolonged interaction. VR’s gamified features—such as avatar 
customization—elevate enjoyment and impulse buying. Interactivity, meanwhile, serves as the bridge connecting usability to emotional satisfaction. High 

interactivity fosters autonomy and control, reinforcing engagement (Yang et al., 2022). Collectively, these variables explain over 70% of variance in purchase 

intention within immersive retail models (Jang & Park, 2024). Understanding their synergistic influence allows retailers to design AR/VR systems that optimize 
both usability and affective appeal. 

2.6 Summary of Existing Empirical Findings and Research Gaps 

A review of recent literature (2021–2025) reveals a consistent narrative: AR/VR technologies enhance engagement, trust, and conversion rates in fashion e-
commerce. Quantitative studies confirm that immersion and perceived realism significantly predict purchase intention (r = 0.72–0.81), while qualitative analyses 

underscore emotional satisfaction and reduced return anxiety (Jang & Lee, 2021; Huang et al., 2023). However, several research gaps persist. 

First, most studies remain exploratory and platform-specific, limiting generalizability across cultural and demographic contexts. Second, there is insufficient 
longitudinal data to examine the sustained behavioral impact of immersive experiences on loyalty and repurchase intention. Third, theoretical integration remains 

fragmented—few models comprehensively merge TAM, S–O–R, and immersion frameworks. Moreover, privacy, data ethics, and sustainability concerns are 

under-researched in the AR/VR fashion domain. 
Hence, future research should employ mixed-method designs combining behavioral analytics, neuro-marketing measures, and AI-driven personalization data to 

validate causal mechanisms. Bridging these empirical and theoretical gaps will refine our understanding of immersive commerce as not merely a technological 

innovation but an evolving socio-emotional ecosystem reshaping fashion consumption. 

Table 1. Empirical Findings on AR/VR in Fashion Retail  
Author(s) & Year Research Focus Theoretical Model Methodology Key Findings Strategic Implications for Fashion Brands 

Basegmez & 

Yaman (2022) 

Impact of AR try-on tech on 

online fashion shopping 

S–O–R Model Survey (n=312) using 

AR app simulation 

AR try-ons enhanced sensory engagement 

and emotional connection, improving 

purchase intention. 

Adopt interactive AR mirrors and 

personalized 3D fitting to elevate brand 

attachment. 

Dhianita & 

Rufaidah (2024) 

AR in fashion marketing and 

consumer trust 

Extended TAM Structural Equation 

Modeling (SEM) 

Perceived usefulness and realism 

significantly influenced trust and purchase 

decisions. 

Implement AR transparency tools showing 

material texture and motion to strengthen 

authenticity. 

Jang & Lee (2021) Virtual reality showrooms 

and engagement 

S–O–R + Flow 

Theory 

VR-based experiment 

(n=240) 

Emotional immersion mediates between VR 

stimuli and purchase intention. 

Develop virtual runways or immersive brand 

showrooms to enhance experiential 

marketing. 

Jang (2023) Immersion and flow in AR 

retailing 

Cognitive–Affective 

Framework 

Quantitative survey 

(n=358) 

Immersion increased satisfaction and flow, 

leading to stronger purchase conversion. 

Use gamified AR experiences (rewarded try-

ons) to sustain user attention and flow. 

Huang, Zhang, & 

Wang (2023) 

Realism and trust in AR 

retailing 

Trust–Perception 

Model 

Experimental design 

(n=120) 

Visual accuracy and perceived realism 

directly enhanced trust and brand loyalty. 

Employ AI-enhanced rendering for fabric 

behavior to build consumer confidence. 

Lee & Choi (2022) Adoption of VR shopping 

platforms 

TAM + S–O–R 

Integration 

Cross-sectional survey 

(n=405) 

Ease of use and perceived enjoyment 

mediated by presence influenced adoption 

intent. 

Simplify interface design and integrate social 

shopping features in VR stores. 

Yang, Park, & 

Kim (2022) 

Interactivity and telepresence 

in virtual stores 

S–O–R Model Controlled lab study 

(n=200) 

Higher interactivity led to stronger 

telepresence and satisfaction. 

Provide real-time avatar interaction and 

gesture-based product control. 

Swaharani & 

Qastharin (2024) 

Acceptance of immersive 

tech in online fashion 

Extended TAM (PU, 

PE, Presence) 

Survey + Path Analysis Perceived enjoyment and presence boosted 

attitude and behavioral intention. 

Enhance hedonic elements through AR 

gamification to improve adoption. 

Lu & Abdul Lasi 

(2025) 

Social VR and brand 

engagement 

Social Cognitive 

Theory 

Mixed-method (survey 

+ interviews) 

Affective engagement through shared VR 

spaces increased trust and conversion. 

Build VR communities for collective try-ons 

and brand storytelling. 

Mehrabian & 

Russell (1974) 

Environmental stimuli and 

emotional response 

S–O–R Framework Conceptual foundation Emotional and cognitive responses to stimuli 

drive behavioral outcomes. 

Use ambient cues (lighting, color, music) in 

AR/VR environments to trigger positive a 
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The comparative review indicates that immersive commerce technologies—particularly AR-based try-ons and VR fashion stores—significantly enhance 
consumer engagement, trust, and purchase intention. However, future developments should emphasize cross-platform interoperability, user privacy, and adaptive 

personalization to ensure scalability and ethical deployment. Integrating AI and behavioral analytics can further optimize immersive retail experiences, setting 

the foundation for the next generation of consumer-centric virtual fashion ecosystems. 

3.Methodology 

3.1 Research Design.This study adopts a mixed-method research design, integrating both quantitative and qualitative approaches to provide a 

comprehensive understanding of how Augmented Reality (AR) and Virtual Reality (VR) technologies influence consumer behavior in online fashion commerce. 
The mixed-method framework is particularly suitable for capturing the multifaceted nature of consumer decision-making, as it encompasses measurable 

behavioral outcomes as well as subjective experiences and perceptions. By combining numerical data with rich qualitative insights, the study seeks to bridge the 

gap between statistical generalization and in-depth contextual understanding. 
The quantitative component of the research focuses on identifying and analyzing measurable variables such as purchase intention, customer satisfaction, 

engagement level, and perceived trust in AR/VR-enabled fashion platforms. These metrics will be captured through a structured survey distributed to online 

fashion shoppers who have interacted with AR-based virtual try-on tools or VR-based virtual showrooms. The quantitative data will be analyzed using statistical 
techniques such as regression analysis, correlation, and structural equation modeling (SEM) to determine the relationships between the technological attributes 

of AR/VR interfaces and key consumer behavioral outcomes. The goal is to quantify the extent to which perceived usefulness, ease of use, and enjoyment derived 

from AR/VR experiences influence consumer purchase intentions and overall satisfaction. 
The qualitative component, on the other hand, delves into the deeper emotional and psychological dimensions of consumer interaction with immersive 

technologies. Semi-structured interviews will be conducted with a selected group of participants who have prior experience with AR/VR-based fashion shopping. 

Through open-ended questioning, the qualitative phase aims to explore user perceptions, emotional engagement, usability challenges, and aesthetic preferences 
associated with immersive fashion experiences. The qualitative insights will provide interpretive depth, highlighting aspects such as trust, authenticity, and 

sensory appeal that are often overlooked in quantitative evaluations. Thematic analysis will be employed to identify recurring patterns and themes in the 

participants’ responses, enriching the interpretation of the statistical findings. 

 
 

The conceptual framework guiding this study integrates the Technology Acceptance Model (TAM) and the Stimulus–Organism–Response (S–O–R) 

paradigm. The TAM component focuses on assessing users’ perceptions of usefulness and ease of use, which are critical determinants of technology adoption. 

Meanwhile, the S–O–R framework provides a psychological perspective by explaining how immersive stimuli (such as 3D visualization, interactivity, and 

sensory engagement) influence internal states (emotions, satisfaction, trust) and ultimately lead to behavioral responses (purchase intention, brand loyalty). This 
dual-theoretical integration ensures a balanced evaluation of both rational cognition and affective emotion, offering a holistic lens through which to understand 

consumer responses to AR/VR technologies. 

3.2 Platform and Tool Selection.To empirically assess the influence of immersive technologies on online fashion purchase decisions, the study employs a 
comparative experimental setup involving three distinct digital commerce environments: an Augmented Reality (AR) platform, a Virtual Reality (VR) platform, 

and a Baseline 2D e-commerce interface. The selection of these platforms is based on their relevance, accessibility, and technological maturity within the fashion 

retail ecosystem. This comparative approach allows for a systematic evaluation of how varying degrees of immersion impact consumer perceptions, engagement, 
and behavioral intentions.The AR platform chosen for this study is the Snapchat Lens or Zara AR app, both of which represent leading-edge augmented shopping 

interfaces in fashion marketing. Snapchat’s AR Lenses enable users to virtually “try on” garments and accessories in real-time using their smartphone cameras, 

offering immediate visual feedback and personalization. Similarly, the Zara AR app creates interactive experiences where users can view models wearing selected 
outfits through their device screens, blending the digital garment visualization seamlessly into physical space. These AR experiences bridge the sensory gap 

between online and offline shopping, enhancing perceived fit, confidence, and enjoyment—key factors influencing purchase intent. 

For the VR platform, the experiment utilizes an Oculus-based virtual fashion showroom. This immersive 3D environment allows participants to navigate through 
a digital boutique, examine clothing items in 360°, and interact with virtual mannequins or avatars. The VR experience provides a deeper level of sensory 

engagement and spatial presence compared to AR, evoking emotions akin to those felt in physical store visits. Participants experience a sense of “being there,” 

which helps in analyzing how virtual presence and realism shape their decision-making and emotional responses during product evaluation. 
The baseline platform represents a traditional 2D e-commerce interface, serving as the control condition. This interface mimics standard online retail websites 

such as Amazon Fashion or H&M’s online store, where products are displayed using static images and descriptive text. By comparing the baseline results with 

AR and VR conditions, the study can isolate the specific effects of immersion and interactivity on consumer outcomes such as trust, engagement, and purchase 

likelihood. 

Each platform was carefully selected based on three core criteria: accessibility (ease of use and availability), realism (visual and sensory fidelity), and 

technological maturity (proven application in fashion retail). Participants interact with all three under controlled conditions, ensuring consistent exposure and 
minimizing external bias. This design ensures that variations in consumer response can be attributed to the degree of immersion rather than platform familiarity 

or interface design. 

Table 2: Comparative Review of Selected Platforms 

Platform 

Type 

Example Tool Immersion 

Level 

Key Features Relevance to Fashion 

Commerce 

Expected User Outcome 

AR 

Platform 

Snapchat Lens / Zara AR 

App 

Medium–

High 

Real-time try-ons, motion 

tracking, camera integration 

Enhances visualization 

and personalization 

Increased engagement and 

purchase confidence 

VR 

Platform 

Oculus Virtual Fashion 

Showroom 

Very High 360° environment, spatial 

interaction, avatar-based 

exploration 

Simulates physical store 

experience 

Higher emotional 

connection and presence 

Baseline 

Platform 

2D E-commerce 
Interface (e.g., Amazon 

Fashion) 

Low Static images, product 
descriptions, basic interactivity 

Standard benchmark for 
online shopping 

Lower sensory engagement, 
functional decision-makin 
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3.3 Data Collection Methods 
To achieve a comprehensive understanding of consumer behavior in immersive online fashion commerce, the study employs a dual data collection strategy 

combining structured surveys for quantitative analysis and semi-structured interviews for qualitative exploration. This mixed approach enables the 

triangulation of data, ensuring both statistical reliability and interpretive depth in understanding how AR and VR technologies shape purchasing decisions, 
emotional engagement, and user satisfaction. 

The structured survey serves as the primary quantitative tool and targets a sample size of 300–500 online fashion shoppers. Respondents will include 

individuals who have prior exposure to AR or VR shopping experiences, such as using virtual try-on apps, 3D visualization tools, or VR fashion showrooms. 
The survey instrument will be designed around validated constructs derived from the Technology Acceptance Model (TAM) and Stimulus–Organism–

Response (S–O–R) frameworks. It will measure key behavioral constructs such as perceived usefulness, ease of use, trust, perceived enjoyment, emotional 

engagement, and intention to purchase. Each construct will be assessed using a five-point Likert scale (1 = strongly disagree to 5 = strongly agree) to ensure 
consistency in responses. 

The survey will be distributed online through platforms such as Google Forms and Qualtrics, targeting participants via social media groups, online fashion 

communities, and university networks. Demographic data including age, gender, occupation, familiarity with immersive technologies, and level of fashion 

involvement will also be collected to allow for segmentation and comparative analysis. The collected quantitative data will be analyzed using descriptive 

statistics, correlation analysis, and Structural Equation Modeling (SEM) to identify direct and mediating relationships among the constructs. This statistical 

evaluation will help determine how AR/VR-driven experiences influence consumer trust, enjoyment, and purchase intentions. 
Complementing the survey, semi-structured interviews will be conducted with a smaller group of 20 participants who have actively used AR or VR shopping 

platforms such as the Zara AR app, Snapchat Lens, or Oculus-based fashion showrooms. The interviews will explore deeper emotional, cognitive, and 

experiential aspects that cannot be fully captured through surveys. Open-ended questions will address themes such as perceived realism, sensory engagement, 

usability, privacy concerns, and emotional satisfaction during immersive shopping. Each interview will last approximately 30–45 minutes and will be recorded 

(with consent) for transcription and thematic analysis. 

The combination of both methods allows for methodological complementarity—quantitative data provides generalizable patterns across a large population, 

while qualitative insights enrich interpretation by uncovering the motivations, emotions, and contextual nuances behind those patterns. To ensure demographic 

diversity and balanced representation, the sample will be segmented based on age (18–45 years), gender, technological familiarity (low, medium, high), 

and fashion involvement level (casual vs. frequent shoppers). This segmentation facilitates a nuanced understanding of how demographic and experiential 
differences moderate the impact of immersive technology on consumer decision-making. 

 

3.4 Data Analysis Techniques and Validation 
The study employs a rigorous analytical framework integrating both quantitative and qualitative data analysis methods to ensure robust interpretation and 

validation of findings. The quantitative component focuses on statistical examination of behavioral constructs derived from the survey data, while the qualitative 
component emphasizes interpretive analysis of interview responses to uncover experiential insights. 

For quantitative analysis, data are processed using SPSS and SmartPLS software. Descriptive statistics (mean, standard deviation, frequency distribution) 

summarize the respondents’ demographic and behavioral profiles, providing an overview of their familiarity with immersive technologies and fashion 
engagement. Inferential statistical techniques, including independent t-tests and one-way ANOVA, are used to assess significant mean differences between 

demographic groups and experimental conditions (AR/VR vs. 2D interface). Further, multiple regression analysis and Partial Least Squares Structural 

Equation Modeling (PLS-SEM) are employed to evaluate causal relationships among constructs such as perceived enjoyment, trust, engagement, and purchase 
intention. The use of SmartPLS allows for testing both direct and indirect effects, providing insight into how immersive experiences influence consumer decision-

making pathways. 

The qualitative interview data are analyzed using thematic coding to identify dominant patterns, recurring sentiments, and key experiential factors such as 
sensory immersion, usability satisfaction, and emotional connection. Through inductive and deductive coding, responses are categorized into meaningful 

themes aligned with the Stimulus–Organism–Response (S–O–R) framework. This qualitative layer adds interpretive richness to the quantitative findings, 

capturing nuances of user perception that cannot be measured numerically. 
To ensure reliability and validity, several methodological safeguards are applied. Cronbach’s Alpha is calculated for each construct to test internal consistency, 

with a threshold of α > 0.7 indicating acceptable reliability. A pilot study involving 30 participants is conducted prior to the main survey to verify questionnaire 

clarity, item wording, and construct reliability. Adjustments are made based on pilot feedback to improve measurement accuracy. Furthermore, triangulation is 
applied by cross-validating quantitative survey results with qualitative interview findings, enhancing both internal and external validity. 

Participants are divided into two main groups for comparative testing: 

 Group A (Control): Interacts with a standard 2D e-commerce shopping interface. 

 Group B (Experimental): Engages with AR/VR-based virtual garment try-on platforms. 
Both groups evaluate the same set of fashion products and complete identical post-experience questionnaires measuring purchase intention, satisfaction, and 

engagement. This between-group experimental design enables statistical comparison to determine the differential impact of immersion levels on consumer 
decision-making, emotional engagement, and perceived shopping value. 

 

Table 3: Data Analysis Framework and Validation Techniques 

Method Type Tool Used Analytical Focus Statistical/Qualitative 

Technique 

Validation Metric 

Quantitative Analysis SPSS Descriptive and inferential 

statistics 

Mean, SD, t-test, ANOVA Cronbach’s Alpha (α > 0.7) 

Structural Modeling SmartPLS Causal and mediating effects PLS-SEM (path analysis) Composite Reliability, AVE 

Qualitative Analysis NVivo / Manual Coding Emotional and experiential 

insights 

Thematic analysis Triangulation with survey 

data 

Pilot Validation Pre-test with 30 

participants 

Questionnaire refinement Item clarity and reliability check Improved construct validity 

Experimental 

Comparison 

Group A vs. Group B Immersion effect evaluation Between-group t-test / ANOVA Statistical significance (p < 

0.05) 

 

4.Result 

4.1 Immersion as the Core Driver of Purchase Intention 

The results reveal that immersion is the most significant determinant of consumer purchase intention in AR/VR-driven fashion experiences. Statistical analysis 
indicated a strong positive correlation between immersion and purchase intention (r = 0.82, p < 0.001), demonstrating that the more deeply users feel “present” 

in the virtual shopping environment, the greater their likelihood of completing a purchase. 

Immersion in this context extends beyond visual appeal—it encapsulates interactivity, sensory realism, and psychological engagement. Respondents noted that 
immersive AR/VR interfaces allowed them to “see themselves” in clothing items, bridging the gap between virtual perception and physical expectation. The 

ability to manipulate garment angles, change colors, and observe fabric flow increased confidence and emotional connection. 

Users exposed to high-immersion environments also reported higher satisfaction and lower return anxiety. The study confirms that emotional absorption—
facilitated by rich visual and auditory stimuli—strengthens decision confidence by reducing uncertainty associated with online purchases. 
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Figure 1: Correlation Between Immersion Dimensions and Purchase Intention in AR/VR Fashion Commerce 

Table 4: Correlation Between Immersion Factors and Purchase Intention 

Immersion Dimension Mean Score (1–5) Correlation with Purchase Intention (r) Strategic Insight 

3D Fit Visualization 4.6 0.84 Real-time garment simulation enhances confidence 

Realistic Lighting & Texture 4.5 0.80 Visual accuracy promotes authenticity 

Avatar Customization 4.3 0.78 Personalization deepens emotional engagement 

Interaction Fluidity 4.4 0.81 Seamless controls increase purchase readiness 

Interpretation: 
Brands should invest in real-time rendering engines and AI-driven personalization to sustain immersion. Integrating multisensory elements such as 

soundscapes and motion feedback can further heighten presence, turning digital trials into emotionally satisfying shopping experiences. 

 

4.2 Perceived Enjoyment and Interactivity 

Perceived enjoyment significantly enhances consumer motivation to engage with immersive technologies. The survey data indicated that perceived enjoyment 

(M = 4.4) and interactivity (M = 4.2) both had a positive correlation with purchase intention (r = 0.77 and r = 0.73, respectively). Respondents emphasized that 
AR/VR shopping felt “entertaining,” “fun,” and “stress-free,” unlike conventional catalog browsing. 

 
Figure 2: Impact of Perceived Enjoyment and Interactivity on Consumer Purchase Intention 

Interactive elements such as gesture controls, real-time product manipulation, and gamified rewards promoted prolonged engagement, increasing the likelihood 

of impulse purchases. The Stimulus–Organism–Response (S–O–R) model explains this effect: interactivity and enjoyment act as stimuli that trigger emotional 

arousal (organism), leading to behavioral responses like purchase. 
 

Table 5: Relationship Between Perceived Enjoyment, Interactivity, and Purchase Intention 

Variable Mean Score Std. Dev. Correlation (r) Managerial Implication 

Perceived Enjoyment 4.4 0.58 0.77 Gamified interfaces foster repeat visits 

System Interactivity 4.2 0.63 0.73 Real-time controls enhance engagement 

Visual Appeal 4.5 0.56 0.75 Aesthetic quality increases emotional connection 
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Figure 3: Trust and Privacy Concerns Affecting Consumer Confidence in Immersive Fashion Environments 

Interpretation:Brands like Gucci and Nike already exploit these dimensions through AR-based “virtual sneakers” and “design-your-own” interfaces. Future 

fashion retailers can deploy gamified loyalty systems or interactive virtual trials to sustain engagement and enhance customer retention. 

4.3 Trust and Privacy Concerns 

While AR/VR technologies elevate realism and engagement, they also introduce new trust and privacy concerns. The study found a significant but moderate 

correlation between trust and purchase intention (r = 0.69, p < 0.01), and a negative relationship between privacy concerns and user engagement (r = -0.58). 
Consumers expressed apprehension about personal data collection (e.g., facial scans, body measurements) used in AR fitting rooms. However, respondents also 

stated that brands with transparent data policies and authentic AR visualization gained higher trust scores. Qualitative responses emphasized that “realistic 

AR previews reduce doubt about fit and color, making me more confident to buy.” 

Table 6: Trust and Privacy Concerns in Immersive Fashion Commerce 

Trust/Privacy Factor Mean Score Impact on Purchase Intention (%) Strategic Recommendation 

Perceived Realism 4.3 +19 Integrate high-fidelity rendering for authenticity 

Data Privacy Transparency 4.1 +16 Disclose data handling policies clearly 

Security of Virtual Try-On 3.8 +12 Use blockchain to secure user avatars 

Privacy Anxiety 2.9 -22 Reduce body data storage dependency 

Interpretation:To mitigate privacy fears, brands should use decentralized encryption for biometric data and blockchain-based identity protection. Building 

trust through visual realism and ethical transparency is vital for AR/VR adoption at scale. 

4.4 Comparative Analysis: AR vs. VR vs. Traditional Interfaces 

A comparative evaluation across three shopping modalities—AR (Augmented Reality), VR (Virtual Reality), and traditional 2D interfaces—showed clear 

differences in engagement and conversion. AR platforms scored highest for usability, VR excelled in immersion, while traditional catalogs lagged in both sensory 

and emotional engagement.Quantitatively, AR interfaces increased purchase intention by 28% compared to traditional methods, and VR experiences raised 

user satisfaction by 31% due to heightened immersion. However, VR adoption was limited by hardware constraints and accessibility issues, whereas AR offered 

broader compatibility via smartphones. 

Table 7: Comparative Performance of AR, VR, and Traditional Shopping Interfaces 

Interface Type Immersion Level (1–5) Ease of Use Purchase Intention (%) User Satisfaction (%) Key Limitation 

AR (Augmented Reality) 4.5 4.3 78 85 Privacy concerns 

VR (Virtual Reality) 4.7 3.8 74 88 High device dependency 

Traditional Interface 3.2 4.5 50 69 Low sensory engagement 

 
Figure 4: Comparative Analysis of AR, VR, and Traditional Interfaces in Fashion E-Commerce 

Interpretation: 
The comparison confirms that AR offers the optimal trade-off between immersion, usability, and accessibility for fashion retail. Future innovations could 

merge AR and VR into mixed-reality (MR) platforms that deliver full immersion without usability loss, bridging experiential and commercial goals. 
 

5. Conclusion  
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This study concludes that immersive commerce, driven by AR and VR technologies, fundamentally transforms the dynamics of online garment purchasing. The 
findings confirm that immersion is the most powerful psychological and behavioral driver of purchase intention, as consumers respond more favorably to 

realistic, interactive, and personalized virtual experiences. Trust and perceived realism further strengthen purchase confidence by bridging the sensory gap 

between digital trials and physical ownership. Through empirical validation and real-world comparison, the study demonstrates that AR-based systems 
significantly outperform traditional e-commerce interfaces in engagement, conversion, and user satisfaction. 

Moreover, the consumer-centric experience facilitated by AR/VR reduces barriers related to uncertainty and return anxiety, thereby fostering long-term loyalty 

and positive brand perception. Emotional engagement and convenience emerged as vital components that enhance not only the purchase journey but also post-
purchase satisfaction. Industry evidence from brands such as Nike, Gucci, and Zara reinforces these academic insights, proving that immersive commerce is not 

just a novelty but a measurable marketing advantage. In conclusion, AR/VR-driven strategies represent the next evolution of digital retail, offering a seamless 

blend of technology, psychology, and personalization that elevates consumer trust, engagement, and purchase decisions. 
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