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ABSTRACT 
The rapid evolution of technology has presented both opportunities and challenges 
for the fashion retail industry. However, there remains a gap in understanding the 
acceptance of Virtual Fashion Retail Experience (VFRE) among consumers. This 
comprehensive review paper synthesises insights from existing literature on various 
aspects of technological advancements in the fashion retail sector, including virtual 
reality (VR), augmented reality (AR), and artificial intelligence (AI). Drawing from a 
diverse range of literature, the review examines the integration of smart technologies, 
virtual fitting rooms, customer experiences, and online sales optimization. 
 
The objective of this study is to investigate the acceptance of Virtual Fashion Retail 
Experience (VFRE) in fashion clothing. The methodology employed involves 
conducting a survey among consumers to gather insights into their perceptions and 
attitudes towards VFRE. Additionally, the study explores the ethical implications of 
using AI and VR technologies in fashion retail, including data privacy, consumer 
consent, and the environmental impact of virtual technologies. 
 
By analysing the survey findings, this study aims to shed light on the implications of 
VFRE on customer satisfaction, brand trust, and purchase intentions. Furthermore, 
the study examines the impact of 3D virtual try-on technology on online sales, 
customer satisfaction, and return rates. The integration of smart technologies with 
service design, such as the inclusion of salespersons in virtual fitting rooms, will be 
discussed in the context of enhancing the customer experience and maintaining a 
human touch in digital interactions. 
 
The paper concludes by highlighting key trends, challenges, and opportunities in the 
adoption of Virtual Fashion Retail Experience (VFRE) in the fashion retail sector. It 
underscores the importance of understanding consumer behaviours and preferences 
in shaping the future of fashion retail. Additionally, the study outlines potential areas 
for future research to further explore the intersection of technology, ethics, and 
community impacts in fashion retail. 
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INTRODUCTION 
The fashion retail industry has continued to evolve exponentially in these past few 
years due to rapid advancements in technology. (Akhtar et al., 2022). One promising 
aspect of this transformation is the development of the Virtual Fashion Retail 
Experience (VFRE), providing consumers with an immersive and interactive 
experience balancing the digital shopping experience with a traditional one. VFRE 
uses technologies such as Virtual Reality (VR), Augmented Reality (AR), and Artificial 
Intelligence (AI) to enhance the experience (2023). While multiple industries have 
utilized these technologies to their potential the fashion industry continues to attempt 
to understand the consumer perception and acceptance of these technologies. 
 
In recent times, the understanding of the potential of these technologies remains clear, 
however, there is a considerable gap in understanding consumer attitudes and 
behavior towards VFRE. While recent studies do suggest that there is an improvement 
in consumer satisfaction by implementing technologies such as Virtual try-ons and 
personalized experiences (Porterfield et al., 2020), there are still unanswered 
questions regarding, brand trust, consumer decision-making, and purchase 
intentions regarding the enabling of these technologies (Park & Kim, 2021). By 
studying consumer acceptance towards VFRE and analyzing how these smart 
technologies such as virtual fitting rooms and AI-driven recommendations affect 
shopping experiences, this study aims to address these gaps. 
 
In this paper, while studying existing literature on VFRE technologies and their 
applications in fashion retail, ethical concerns such as data privacy, consumer 
consent, and the environmental impact of these technologies are also discussed. 
Additionally, the need for human interactions to maintain a standard of shopping 
experience within the virtual environment and the possibility of integration of both is 
studied. 
 
The study uses a survey of consumer attitudes towards VFRE to provide insights into 
factors influencing the implementation of these technologies. The survey focuses on 
factors such as customer satisfaction, brand trust, and likelihood of purchase. The 
results obtained aim to contribute to research into a deeper understanding of these 
technologies and how they will shape the future of fashion retail. It also hopes to 
highlight both challenges and opportunities faced by organizations and brands 
regarding the integration of these technologies. 
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LITERATURE REVIEW 
Understanding Virtual Fashion Retail Experiences (VFRE) 
Virtual fashion Retail Experience (VFRE) is an up-and-coming tool, utilising 
technologies such as AR, VR, and AI. These technologies help enhance shopper’s 
experience and personalisation in fashion retail (Siregar & Kent, 2019). It offers more 
interactive experiences, allowing users to interact with products more convenient 
(Frattali & Hwang, 2020). 
 
Definitions of the core technologies are crucial to understanding VFRE. VR creates 
fully simulated environments, accessed through specialized headsets, offering 
immersive interactions (2023). AR overlays virtual elements on real-world settings, 
accessible through devices like smartphones (Minaee et al., 2022). AI uses data 
analytics to enhance personalization and decision-making (McCarthy, 2020). 
Together, these technologies bridge the gap between online and offline shopping. 
 
Adoption of VFRE faces multiple obstacles such as high implementation costs, 
accessibility, accurate representations and unfamiliar interfaces. However, it still has 
continued development proves to be a significant change for the retail industry. 
 
The Role of Technologies in Fashion Retail 
Continued developments in the technologies such as AR, VR and AI have helped 
VFRE grow as a concept. AR facilitates virtual try-ons and digital mirrors, allowing 
consumers to visualize products in real-time (Caboni & Hagberg, 2019). VR replicates 
in-store experiences by creating immersive environments, enabling consumers to 
browse collections virtually (D’Sousa et al., 2019). AI, meanwhile, elevates the 
shopping journey through personalized recommendations and predictive analytics 
(Kaur et al., 2020). 
 
AI’s use in VFRE improves customer loyalty and satisfaction by providing a more 
personalised and customised suggestions and experience. Furthermore, the 
optimisation of machine learning algorithms to better the visual aspects of the products 
such as fit and colour has helped improve a consistent concern of visual and size 
inconsistencies (Gong & Khalid, 2021). However, the accessibility issues still persist 
due to a limited availability of high- speed internet and advanced devices hinder the 
adoption of these technologies (Zor & Vuruşkan, 2019). 
 
Data Privacy and Security Issues 
The reliance of VFRE on consumer data, including body scans and behavioral 
analytics, raises significant concerns about data privacy and security (Ziccardi, 2020). 
Majority of consumers hesitate to engage with VFRE due to fears of data misuse or 
breaches. Lack of standardised protection protocols fuel these concerns even more 
(2023). 
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To ease these concerns, multiple brands are opting for better cybersecurity systems 
such as blockchain (Wylde et al., 2022). Blockchain, in particular, offers breach-proof 
solutions for data storage and sharing, building consumer trust. (Rawat et al., 2020). 
Developing transparent data policies with opt-in mechanisms can help further solve 
these concerns (Duy et al., 2020). As consumers nowadays expect better 
accountability, ethical data practices have become and integral part of VFRE 
adoption. 
 
Consumer Behavior and VFRE Adoption 
Consumer attitude and behaviour is an important factor for adoption of these 
technologies. While early users are keen on trying due to its convenience and 
distinctiveness, many consumers are still hesitant to try due to it unfamiliarity and 
complexity (Sagnier et al., 2020). The human aspect of shopping such as social 
interactions and tactile experiences are some of the other factors that influence 
consumer attitudes towards VFRE (Farah et al., 2019). 
 
Studies indicate that VFRE is often viewed as a complementary feature rather than a 
replacement for traditional shopping (Siregar & Kent, 2019). Features like 3D virtual 
try-ons and AI-based personalization significantly enhance the shopping experience, 
increasing conversion rates and reducing return rates (Smith & Patel, 2020). However, 
the success of VFRE depends on addressing consumer concerns and ensuring 
seamless integration into existing retail ecosystems. 
 
Economic Viability and Consumer Willingness to Pay 
The economic feasibility of VFRE is a critical factor in its adoption. While VFRE adds 
value to the shopping experience, consumer willingness to pay for such services 
remains low. Research indicates that most consumers expect VFRE to be integrated 
into standard offerings rather than being priced as a premium feature (Grewal et al., 
2012). 
 
For brands, demonstrating the long-term cost savings and competitive advantages of 
VFRE is key to justifying its implementation. As technology becomes more accessible 
and its benefits widely recognized, VFRE is likely to evolve from a niche offering to a 
mainstream retail feature. 
 
 
OBJECTIVES 

1. Analyze Consumer Acceptance of VFRE 
2. Evaluate Behavioral Impact on satisfaction and intentions 
3. Explore Ethical and Environmental Aspects and Concerns 
4. Identify Trends and Challenges in VFRE Adoption 
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RESEARCH DESIGN AND METHODOLOGY 
The study uses a survey-based methodology to understand and explore consumer 
perspectives on Virtual Fashion retail Experience (VFRE). They survey was designed 
in such a way that insights from both users and non-users, as well as consumers with 
a varying level of awareness and usage of VFRE. 
 
Research Instrument 
A structured questionnaire was designed and distributed online to efficiently collect 
data from a broad audience. The data was collected from 1110 respondents. The 
survey comprised the following question types: 

• Close-ended Questions: To gather measurable data on demographic details, 
technology usage, and shopping preferences. 

• Likert Scale Questions: To evaluate attitudes toward VFRE features, satisfaction 
levels, and perceptions of its impact on shopping behavior. 

• Open-ended Questions: To provide respondents with opportunities to share 
detailed insights about their experiences and concerns regarding VFRE. 

 
Rationale Behind Survey Design 
Each section was tailored to gather specific insights: 

• Demographics: To profile respondents and understand their shopping habits. 
• Awareness and Usage: To distinguish between various consumer groups 

(aware users, unaware users, and non-adopters) and their unique perspectives. 
• Emotional and Ethical Aspects: To explore deeper concerns and benefits tied 

to VFRE adoption. 
• Open-Ended Feedback: To capture nuanced opinions and emerging trends not 

covered in structured questions. Data Analysis 
• Quantitative data from close-ended questions were analyzed for patterns, 

trends, and correlations using statistical tools. 
• Qualitative responses from open-ended questions were categorized 

thematically to derive actionable insights into consumer behaviors and 
preferences. 

 
Ethical Considerations 
Respondents were assured of anonymity and confidentiality to encourage honest and 
uninhibited participation. 
 
 
FINDINGS 
Demographics 
The survey was conducted among a diverse demographic, with the majority of 
respondents aged between 18 and 29 years. Specifically, 43.6% were in the 18–24 
age group, followed by 32.7% in the 25–29 age group. Smaller proportions included 



 
 

IFFTI Annual Proceedings 
Vol.4, March 2025 

 

 
1193 

18.2% aged 30–34, 3.6% aged 35–44, and 1.8% aged 45 and above. The gender 
distribution leaned significantly towards female participants, comprising 69.1%, with 
male respondents accounting for 30.9%. 

 
Figure 1: Age of Participants 

 
 
 

 
 

Figure 2: Gender of Participants 
 
Shopping Behavior 
When asked about their primary shopping mode, the majority (60%) indicated they 
shop both in person and online. Meanwhile, 22.7% shopped exclusively in person, 
and 17.3% shopped exclusively online. Regarding online shopping frequency, 40.9% 
shop monthly, while 20.9% shop every two months, and 19.1% shop quarterly. A 
smaller segment shops yearly (6.7%) or weekly (10%). 
 
Factors influencing fashion purchase decisions were led by fit and style (80%) and 
price (68.2%). Brand reputation was important to 52.7%, while recommendations 
(23.6%), ethics and sustainability (19.1%), and other niche factors such as comfort 
and aesthetics or variety and ease of shopping (0.9% each) played a smaller role. 
 



 
 

IFFTI Annual Proceedings 
Vol.4, March 2025 

 

 
1194 

 
 

Figure 3: Primary mode of shopping of the participants 
 

 
Figure 4: Answer to how often do participants shop online. 

 
Awareness of Virtual Fashion Retail Experiences 
Most respondents (70.9%) were aware of Virtual Fashion Retail Experiences (VFRE), 
while 29.1% were not. However, when asked if they had used VFRE features while 
shopping, only 37.2% had, with 62.8% indicating they had not tried such 
technologies. 
 
When asked how they first learned about VFRE, social media emerged as the leading 
source (43.6%), followed by brand websites or apps (33.3%). Other sources included 
online articles and advertisements (14.1%), friends and family (6.4%), and minimal 
mentions of college or industry exposure (1.3% each). 
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Figure 5: Main factors influencing purchase decisions. 

 
 

 
 

Figure 6: Awareness of participants regarding VFRE 
 

 
Figure 7: Answer to how did participants learn about VFRE 
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Figure 8: Usage of VFRE technologies 

 
Consumer Experiences with Virtual Fashion Retail (VFRE) 
Curiosity about technology (62.1%) and the desire for better product visualization 
(65.5%) were the primary reasons for trying VFRE. Convenience and ease of use 
motivated 31%, while 13.8% were influenced by social factors such as friends or 
social media. Among the features used, 3D virtual try-ons were the most popular 
(79.3%), followed by AI-based personalized styling recommendations (34.5%) and 
virtual tours of fashion shows (27.6%). Virtual fitting rooms (17.2%) and visual 
interactions with sales representatives (3.4%) were less commonly used. 
 
 

 
 
 

Figure 9: Reasons for using VFRE 
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Figure 10: List of features/ technologies used by participants 
 
Analysis of Consumer Experience and Technical Satisfaction 
The accuracy of virtual representations in terms of fit, color, and style received mixed 
feedback, with most ratings centered around 3 (48.3%) or 4 (41.4%) on a 5-point 
scale. Similarly, ease of navigation and usability saw a peak at 4 (41.4%) and 3 
(37.9%). Responsiveness and functionality of platforms were rated slightly lower 
overall, with 34.5% rating them a 3 and 37.9% rating them a 4. Availability of diverse 
options for virtual try-ons received the most critical ratings, with 17.2% rating it 1 and 
only 3.4% giving it the highest score of 5. 
 
 

 
 

Figure 11: Rating by users of Virtual Representation 
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Figure 12: Rating by users of ease of navigation and usability 

 
 

 
 

Figure 13: Rating by users of responsiveness of the platform 
 
 

 
Figure 14: Rating by users of availability of options. 



 
 

IFFTI Annual Proceedings 
Vol.4, March 2025 

 

 
1199 

Perceptions of VFRE and Purchase Intentions 
Regarding trust in brands offering VFRE, 37.9% rated its impact on their trust as a 4 
on a 5-point scale, while 6.9% rated it a 5. VFRE’s role in reducing uncertainty and 
enhancing purchase confidence received mostly moderate to high ratings, with 
44.8% selecting 3 and 37.9% selecting 4. 
 
Respondents largely agreed that VFRE made online shopping more engaging, with 
41.4% giving it a 4 and 10.3% giving it a 5. Additionally, 55.2% stated VFRE 
influenced them to try new brands or styles. However, its direct impact on purchase 
behavior was less evident, as 72.4% reported no significant changes, while 27.6% 
noted increased purchases. 

 
Figure 15: Rating by users of increase in trust on brand due to VFRE 

 
 

 
 

Figure 16: Rating of VFRE reducing uncertainty in users 
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Figure 17: Rating on the increase enjoyment of shopping 

 
 

 
 

Figure 18: VFRE’s influence on users to try new brand or styles 
 

 
 

Figure 19: Answer to has VFRE impacted participants’ behaviour 
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Recommendations for VFRE-Enabled Brands 
51.7% said yes, 41.4% said maybe, 6.9% said no: A majority are inclined to recommend 
VFRE-enabled brands, though a notable segment remains uncertain. 
 
 

 
 

Figure 20: Answer whether participants would recommend VFRE to others 
 
Biggest Strengths of VFRE 
The survey highlighted that better visualization of products (79.3%) emerged as the 
most recognized strength of VFRE, emphasizing its role in bridging the gap between 
in-person and online shopping. Additionally, 44.8% of respondents valued the 
enhanced shopping experience for its immersive nature, while 34.5% appreciated the 
convenience VFRE offers, saving time and effort during the shopping process. 
Although less prominent, 20.7% acknowledged that VFRE reduces the need for 
returns, which represents a key benefit with potential cost-saving implications for 
retailers. 
 

 
Figure 21: Strengths of VFRE according to participants 
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Understanding VFRE 
A significant proportion of respondents (56.2%) found VFRE appealing, with 28.1% 
rating it 4 and another 28.1% rating it 5. While 25% viewed it with moderate interest, 
18.8% expressed low appeal, reflecting a divided yet optimistic reception. 
 
 

 
Figure 22: Appeal of VFRE 

 
 

 
Figure 23: Area of interest in VFRE 

 
Product visualization emerged as the most valued aspect (84.4%), emphasizing the 
importance of accurate virtual try-ons. Other key interests included the potential to 
reduce returns and exchanges (46.9%), convenience in shopping (40.6%), and AI-
driven personalization (28.1%). These findings highlight VFRE's practical benefits and 
advanced technological appeal. 
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Figure 24: Willingness to try VFRE 

 
A promising 71.9% of respondents expressed a willingness to try VFRE, indicating 
readiness for adoption. However, 21.9% were uncertain, and 6.3% were unwilling, 
suggesting the need to address hesitations and improve consumer confidence. 
 
 

 
Figure 25: Barriers to adoption of VFRE 

 
The most prominent barriers identified were concerns about data privacy and security 
(62.5%) and doubts about accuracy (43.8%). Additionally, 28.1% lamented the loss 
of tactile experiences, and 12.5% found the technology complex, emphasizing the 
need for secure, user-friendly solutions. 
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Figure 26: Key influential factors 

 
Cost-free access (62.5%) and privacy assurances (56.3%) emerged as critical factors 
for adoption. Trustworthy brands (53.1%), ease of use (50%), and positive user 
feedback (25%) were also influential, underlining the importance of accessibility and 
reliability in VFRE solutions. 
 
 

 
Figure 27: Preferred platforms by participants 

 
Brand websites (71.9%) and mobile apps (59.4%) were the most favored platforms, 
indicating trust and accessibility. Additionally, 53.1% showed interest in in-store 
AR/VR setups, highlighting the potential for hybrid models, while social media (25%) 
remained a less popular option. 
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Figure 28: Impact on shopping behaviour due to VFRE 

 
Perspective of non-users 
Among non-users, the primary reasons for not trying VFRE included satisfaction with 
traditional methods (40.8%), lack of awareness (30.6%), and concerns about reliability 
(22.4%). Motivations to try VFRE included free trials (57.1%), data privacy assurance 
(49%), and improved accessibility (49%). Realistic product visualization (79.6%) and 
accurate sizing recommendations (75.5%) were the most desired features. 
 

 
 

Figure 29: Reasons for not trying VFRE technologies 
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Figure 30: Motivations to try VFRE technologies 

 
 

 
 

Figure 31: Features/ benefits that would encourage users to use VFRE 
 
 

 
Figure 32: Answer to VFRE improve shopping experience 
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A majority of 40.8% of respondents believe VFRE could enhance online shopping, 
highlighting its potential to attract hesitant shoppers. However, 51% remain 
uncertain, reflecting a need for greater clarity about its benefits, while 8.2% are 
skeptical, emphasizing the importance of addressing concerns and improving trust in 
the technology. 
 
Emotional and Ethical Aspects of VFRE 
Respondents highlighted personalization (40.9%) as a strength, though 47.3% were 
undecided. While 72.7% viewed VFRE as a partial replacement for in-store shopping, 
13.6% believed it could fully replace physical experiences, and another 13.6% 
disagreed. Data privacy (65.5%) and loss of human interaction (52.7%) were key 
concerns, reflecting the emotional and ethical considerations tied to VFRE adoption. 
 
 

 
 

Figure 33: Answer to can VFRE offer a more personalised shopping experience 
 

 
 

Figure 34: Answer to whether VFRE solutions could replace in store-experience 
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Figure 35: Concerns about VFRE 
 
 

 
Figure 36: Willingness to pay more for VFRE solutions 

 
Most respondents (55.5%) were unwilling to pay more for VFRE solutions, with 33.6% 
undecided and 10.9% willing, indicating that cost sensitivity remains a challenge for 
premium pricing strategies. 
 
Feedback and future trends 
In this section, participants were asked two open ended questions, one regarding 
what features they would like to see in the future and second how VFRE can promote 
sustainability and ethical fashion practices. 
 
Many respondents emphasized the need for enhanced realism, such as real-time 3D 
rendering and improved fabric material changes, as well as stronger privacy and data 
security measures. Key suggestions included personalized features like color and 
body analysis, accurate fit and size, AI-driven styling recommendations, and 
interactive experiences such as live-streamed fashion shows and virtual try-ons for 
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plus-size body types. A smaller subset expressed interest in tactile simulations and 
practical features like color matching and customer incentives. Additionally, 
respondents highlighted that Virtual Fashion Retail Experiences (VFRE) can promote 
sustainability by reducing waste, overproduction, and carbon footprint through digital 
visualization, fewer returns, and less physical sample production. However, concerns 
about energy consumption and potential overconsumption were noted. 
 
 
ANALYSIS AND DISCUSSION 
The survey results reveal significant potential for the Virtual Fashion Retail Experience 
(VFRE) to redefine consumer interactions with fashion brands and transform the retail 
landscape. The following points outline the future scope of VFRE based on the insights 
derived from the study: 
 
Increased Personalisation and Customisation 
With 84.4% of respondents expressing interest in VFRE’s ability to visualize fit and 
appearance, there is immense scope for enhancing personalization. AI-driven 
recommendations, virtual try-ons, and fitting room simulations can cater to individual 
preferences, improving customer satisfaction and loyalty. The integration of these 
features could further drive engagement by providing immersive and interactive 
shopping experiences. 
 
Reduced returns and Environmental Impact 
A significant portion of respondents (46.9%) believe VFRE has the potential to reduce 
returns and exchanges, addressing a major challenge in online retail. Improved 
product visualization and accurate sizing tools can mitigate the dissatisfaction 
associated with mismatched expectations. This, in turn, can reduce the environmental 
footprint of reverse logistics, aligning with sustainable practices that are increasingly 
valued by consumers. 
 
Trust Building and Brand Differentiation 
The findings indicate that VFRE enhances trust in a brand’s quality and credibility. By 
offering transparent and accurate representations of products, brands can establish 
a competitive edge in the market. Additionally, data privacy and security concerns, 
cited by 62.5% of respondents, emphasize the importance of building robust systems 
to safeguard user information, thereby strengthening consumer trust. 
 
Integration Across Platforms 
Respondents showed a preference for using VFRE on brand websites (71.9%), mobile 
apps (59.4%), and in-store AR/VR setups (53.1%). This suggests a multi-channel 
integration strategy for VFRE, enabling seamless shopping experiences across digital 
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and physical touchpoints. Brands can invest in scalable solutions that ensure 
consistency across these platforms to maximize reach and adoption. 
 
Increased Inclusivity and Accessibility 
VFRE can also play a vital role in fostering inclusivity. Features such as diverse body 
type visualizations and adaptive clothing suggestions can cater to underrepresented 
demographics. Simplified interfaces and free trials, identified as motivators by 57.1% 
of non-users, can make VFRE tools more accessible, encouraging broader adoption 
across age groups and technical proficiencies. 
 
Integrating Physical and Virtual Fashion Retail 
As VFRE evolves, it is likely to bridge the gap between physical and digital shopping. 
Hybrid models that combine in-store and virtual experiences could emerge, offering 
consumers the best of both worlds. For example, virtual tours of stores and AR-
assisted product interactions can complement traditional shopping methods. 
 
 
CONCLUSION 
Virtual Fashion Retail Experiences (VFRE) provide the fashion retail industry with an 
evolutionary opportunity to enhance personalization and improve customer 
satisfaction, which this study highlights. Technologies such as AI-powered 
customization and 3D virtual try-ons address consumer demands while combining 
advanced technology with customer-focused solutions. 
 
Nevertheless, multiple concerns such as data privacy, usability issues, and loss of 
human and tactile experiences while shopping persist. To ease these concerns of the 
consumer, brands must focus on developing hybrid solutions that utilize the best of 
virtual and physical retail. Approaches such as integrating VFRE into existing 
environments such as in physical stores and e-commerce platforms would help ease 
the consumers into these technologies. 
 
Gaining consumer trust is essential for the adoption of VFRE. Brands must enable 
strict data protection measures and develop transparent policies to address users' 
ethical concerns. Moreover, creating awareness amongst consumers about the 
usability and advantages of using these technologies can help reduce hesitation and 
increase adaptability. 
 
As technology continues to evolve, it is anticipated that VFRE will become a 
standardized concept in the fashion industry. Features like accurate visual depictions, 
improving accessibility, and consumer shopping experience will contribute to this 
change. The findings of this study underscore the importance of continuous 
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development, cost-effectiveness, and advantageous consumer engagement are 
crucial to realize the potential VFRE carries fully. Conclusively, VFRE stands to 
transform the fashion retail landscape, providing it with innovative, ethical, and 
personalized experiences while ensuring a sustainable and technologically sound 
future. 
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