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Introduction

The fashion industry contributes to 2% of the global GDP. Recently, with the rapid growth of try-on
technology, virtual fitting rooms (VFR) are used as a promotional tool to enhance consumer experience
and attitude (e.g., fun and enjoyment) compared to traditional However, the current online apps and
websites deprive consumers, of products’ physical apprehension (Yang & Xiong, 2019). Among online
shopping, clothing has the first purchase frequency, but it has growth barriers because of the consumer’s
fear of matching clothing based on their size and complexion. As a result, the return rate is reaching up
to 60% more than in other e-commerce sectors (Rese et al., 2017). Fashion brands are focusing to restore
virtual try-on technologies. They can use try-on technology to increase consumer experience, improve
product visualization, and offer e-shopping sensory input. Consumers can use their images to grab the
virtual model’s apparel and accessories. It allows consumers to try sizes, styles, and colors on a computer
or smartphone screen. This experience is more meaningful; consumers can have sufficient information to
evaluate the products and minimize the associated risk (Rese et al., 2017).

Try-on technology can be a game changer for fashion brands if implemented intelligently while offering
robust solutions. Before implementation fashion brands should understand the issues in the existing try-
on technology. And its ability to complement the online ecosystem and offline experiences. Launching
the try-on technology in consideration of the consumers and technological characteristics in a wide range
is crucial. The existing literature on TOT is limited and we need a better understanding of this literature
because of (mixed findings, and no clear overview. Therefore, we believe that to conduct a systematic
literature review is to consider TOT with respect to existing issues that accounts for (technological
issues) and dimensions of national cultural values that account for (consumer characteristics). Hence, it
can be debated that the lack of existing research that has not considered the issues in try-on technology
such as limited try-on options, try-on products inconsistency, lack of look comparison and sharing
functionality, and national cultural values (e.g. uncertainty avoidance, masculinity/femininity,
individualism vs collectivism, long-term orientation, and high context vs low context). Social influence
(e.g.internalization, identification, and compliance). However, examining the existing issues and
possible solutions in try-on technology is more complex because it is in the developing process.
Therefore, we propose the following research questions.1) What similarities and differences are evident
in the try-on technology literature, regarding regions, research methods, and topics? 2) What are the
theories/frameworks/models adopted by studies considering try-on technology? 3) What are the key
antecedents and consequences of try-on technology? 4) What knowledge gaps are evident within the
extant literature on try-on technology?

To answer these questions, this study systematically classifies, highlights, and analyzes the prior studies'
key findings based on try-on technologies in the marketing and information system area. The literature
on try-on technology is growing gradually. Even though several studies are conducted on try-on
technologies. But this research area is still quite young and has varying findings from several research
methodologies. The inconsistent findings can’t be beneficial in understanding issues and advancing
future research. Discussing and critically identifying the gaps through systematic literature will be
beneficial. Thus, this study provides thorough literature about consumer engagement with try-on
technology.

Literature Review

The Concept of Try-on Technology (TOT)

Try-on technology (TOT) was introduced in 2005 for the first time and it was not widely studied until
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2010. The increase in studies increased with the advancement of technologies and the development of e-
commerce. Until the 2000s, the virtual try-on technology or virtual fitting room was primarily imaged
interactive technologies (IIT) that use 3D virtual simulation techniques, with the characteristics of 3D
product visualization, mix-and-match ability, and rotation properties. In the entire setting, 3D virtual
simulation creates virtual reality, and IIT focuses on virtual visualization based on users, products, and
the environment. In a simulated 3D world, it places users with virtual models in a computer-mediated
environment (Lee et al., 2021). TOT is a form of image interactivity Technology (IIT), that is used to
provide users with an online experience “real” by enabling them to make modifications in the viewing
background, features, distance, or other designs and features (Merle et al., 2012). Through visual cues,
the users can gain huge information regarding the product. Prior research studied three major types of
IIT, such as (1) 3D (PV) product visualization (Li et al., 2003), (2) mix-and-match (MM) product image
(Fiore et al., 2005; Fiore & Jin, 2003), and (3) try-on technology interface (e.g., VFR). Among these, all
PV and MM are considered the more complicated traditional product visualization (Merle et al., 2012).
Particularly, PV promotes the product in 3D as a replacement for 2D promotional images. While MM is
used as an interactive tool that allows users to manage the product on the screen by choosing the images
of the complimentary items (e.g., T-shirts, sandals, cosmetics, shorts; the images are often in 2D form.

Prior research emphasizes the value of media richness, vividness, and interactivity in the IIT systems, to
view better the entire outfit. This kind of technology enriches users’ understanding and perceived
analytics of the website (Jiang & Benbasat, 2004, 2007; Suh & Lee, 2005).As a higher rank of IIT, VFR
has the propensity to provide users with a realistic experience, where users can choose and personalize a
3D virtual model that reflects their actual looks and actual self can fit the cloth (Merle et al., 2012) In
contrast, PV and MM do not have this feature. While using these the users can’t choose the virtual model
and fit the cloth on their actual figure. By using advanced TOT the users can go with thorough
examination while trying on the blend of charted product images that are zoomable 360-degree views.

Previous studies examined the non-customized TOT (Fiore et al., 2005; Lee et al., 2006) with
standardized virtual models. And it is suggested that, for consumers, the non-personalized TOT is more
enjoyable and useful than zoomable 2D product representation. Most recent studies are examining
personalized TOT, where users can create customized models based on their faces and body figures. The
studies emphasize entertainment, usefulness, and ease of use of TOT (Kim & Forsythe, 2007, 2008,
2008, 2009) while another study focuses on the consumer's positive perceptions about personalized as
compared to non-personalized because personalized TOT there is higher self-congruity of the virtual
model (Merle et al., 2012). Virtual models share particular similarities to avatars in the virtual world (e.g.
second life). For example, a 3D virtual world environment has a positive and negative impact on brand
equity as compared to a 2D environment (Nah et al., 2011).

Data and Initial Results

Literature search

A systematic literature review SLR broadly recognize, assess, and synthesize all the related studies that
meet pre-determined requirements and method, to answer research questions (Antman et al., 1992;
Klassen & Alejandro, 1998). This study adopts the SLR approach recommended by Tranfield et al.
(2003). This kind of study must follow a replicable, scientific, and vibrant process, to reduce bias in field
coverage (Mulrow et al., 1997; Nightingale, 2009). This study commences with a comprehensive review
of the try-on technology using a concise cataloging system.

To conduct the review stage first, we searched for the published research papers using the keywords
(try-on technology OR virtual fitting room) on Scopus and Science Direct databases. Only two keywords
were used to specifically capture the publications that is based on try-on technology just in the fashion
context. Because when these keywords were used for searching. It produced more relevant results as per
requirements than using other keywords. Particularly VFR keyword contributed more effectively to
searching the relevant results.

Limited research studies were found based on try-on technology, particularly in the fashion context. The
publication time frame was selected from 2005 to 2022. Because the technologies transform with high
speed and try-on technology was introduced in 2005 for the first time and it was not widely studied until
2010 (Lee et al., 2021). Therefore, the start year 2005 is chosen and there have been limited studies up to
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now, particularly in the fashion context. The publications in which the participants were younger
between 18 to 35 were selected because in the fashion context the mentioned participants are more
involved in and using TOT for shopping for fashion products. So, their preference and evaluation can be
more useful for examining the concept.

Inclusion Criteria Exclusion Criteria

Review and research articles are | Published review or research articles that
written in English. are not written in English or other types
of articles such as conference, theoretical
papers, book chapters, Ph.D. or master’s
thesis, or other types of literature review
Published articles between the years | Published review or research articles

January 2005 to May 2022. before January 2005 and after May
2022.

Empirical studies (qualitative, | Research articles in which participants

quantitative, or mixed methods). are above 35 years old.

The studies in which participants are | The articles where try-on technology is
younger adults aged between 18 to 35). | mentioned but the focus was on other
areas (e.g.
learning/education/medical/health
care/engineering etc.).

Research articles only from MIS and
marketing fields.

The research articles (W and X
category) on HJRS (HEC Journal
Recognition System).

Research articles based on try-on
technology in the context of fashion.

Table 1. Inclusion and Exclusion Criteria

The final search was performed on 28t July 2022 followed by the review protocol, which includes
preliminary inclusion and exclusion search criteria. To characterize relevant studies, conduct an
assessment and critical analysis of each study (Marikyan et al., 2019). Finally, 32 publications met all our
requirements, were confined, and reviewed. Fig.1 illustrates the summary of the article identifying and
selecting process. The reporting and diffusion stage includes each study’s details. For example, year and
region, research methods, theories, antecedents, moderators/mediators, and consequences of TOT.
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Figure 1. Article Selection and Retention Process

Initial Findings

Years and Regions

The number of try-on technology (VFR) studies grew from 2017 onwards as shown in Figure 2. This
shows that this is an emerging research area. Out of 32 retained studies, only 1 study has conducted
cross-countries research. Among these 11 papers are conducted in the USA, 2 in India, 1, in Jordan, 5 in
Europe, 5 in China, 3 in South Korea, 3 in Turkey, and 1 in Taiwan.

Among these papers, the high percentage of papers published is in the USA and the starting year of the
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study in the USA is 2014, showing a growing trend gradually. Most of the published papers are from
2019 to 2022. In general, most of the studies are conducted in the USA. The other Asian countries (e.g.
China, South Korea, etc.), and the European countries are minimal (see Table 2).

Number of
articles (32)
USA 11
China
South Korea
Turkey
France
Sweden
India
Italy
Canada
Jordan
Taiwan

Country

Publications

iRk N[N[|N W W,

2005-2015 2017 2019 2021 2022
Year

Table 3. List of Countries and

Figure 3. Yearly Accumulated ToT Number of Studies

Publications

Methodologies Employed

After categorization, qualitative and quantitative studies were identified. In the literature on try-on
technology quantitative studies are predominant. The common approaches used by these studies were
surveys and experiments. Cross-sectional surveys were a commonly used approach compared to
longitudinal studies. Hence, cross-sectional studies can examine better the engagement with try-on
technology. Some studies have been carried out in non-English speaking countries and applied a
backward translation approach without reporting the translated version of the measurement scale.
Reporting translation is essential to establish construct validity and enables the comparison between
different studies. Lacking standardization of translated measurement scales can cause issues of construct
validity.

Research method Number of articles
(32)
Survey 18
Experiment 9
Quasi-experiment 1
Interview 2
Survey and Interview 1
Field Experiment 1
Table 4. List of Research Methods Used

Theories of Try-on Technology

Table 3 shows the core theories that have been implemented in the studies. Among the wide range of
theoretical lenses, the stimuli, organism response (S-O-R), and TAM were commonly adopted. TAM was
originally developed by Davis et al. (1992) to evaluate the adoption of novel information technology
within an organization or group of people, hypothesizing the constructs (perceived ease of use, perceived
usefulness) on technology adoption attitude. The (S-O-R) framework was proposed by Mehrabian &
Russell (1974) According to this, the environmental stimulus (S) can have an impact on the consumer’s
internal evaluation processing organism (O) that leads to behavioral responses (R). The S-O-R
framework has widely been used in studies that aimed to investigate the influence of environmental
factors on cognition and emotions, affecting behavioral approaches (e.g. adoption, and purchase
decisions).
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Core Theory Applied Authors Examination of studies
(Publication Venues)
S-O-R (Lee et al., 2022) Consumer’s evaluations of technology

attributes for the adoption of virtual try-
on technology

(Shin & Baytar, 2014)

Consumer’s apparel fit and size
concerns and Intentions to Use Virtual
Try-On

(Merle et al., 2012)

How and why consumers use virtual try-
on technology on a retail website.

(Animesh et al., 2011)

Impact of technological and spatial
environments on purchase intension of
virtual products

(Baytar et al., 2020)

Garments Evaluation in AR when online
shopping

Uses and gratification theory

(Zhang et al., 2019)

From utilitarian, hedonic, and risk
perspectives, how the use of try-on
technology affects consumers’ purchase
intension

(Yaoyuneyong et al., 2018)

AR dressing room media, purchase
intention, and mediation

Signaling theory,

(Tandon et al., 2021)

Pay on delivery (MOP), return policies,
and virtual try-on technology as
influencers of trust and repurchase
intension

(Tandon et al., 2020)

Impact of intangible product features
and e-commerce institutional mechanics
on consumer trust and repurchase
intention

UTAUT2 (unified theory of acceptance

and use of technology 2)

(Qasem, 2021)

Influence of personality traits on
consumer adoption behavior toward the
virtual fitting room

TR (Technology readiness)

(Qasem, 2021)

Influence of personality traits on
consumer adoption behavior toward the
virtual fitting room

The theory of interactive media effects

(Lee et al., 2021)

Adoption of AR-Virtual fitting room
based on interactive media effects
theory

TAM (Technology acceptance model)

(Han et al., 2020)

Telepresence, time distortion, and
consumer traits of virtual reality
shopping

(Lee et al., 2020)

Technology visibility, consumer
perceptions, and adoption intentions
between Chinese and Korean
consumers.

(Li & Xu, 2020)

The influence of two relevant
personality traits, fashion leadership,
and technology anxiety, on consumers’
VFRs adoption.

(Plotkina & Saurel, 2019)

The role of TOT and physical
appearance in M-retailing apparel

Flow theory

(Han et al., 2020)

Telepresence, time distortion, and
consumer traits of virtual reality
shopping

Utilitarian, hedonic, and risk

(Zhang et al., 2019)

Virtual try-on technology affects online
consumers’ purchase decision process
towards purchase intention, especially
from the integration of utilitarian,
hedonic, and risk perspectives

Virtual liminoid theory

(Huang & Liao, 2017)

Generating e-shopping multisensory
flow experience by AR interactive
technology

Table 5. Theories/Models/Framework of TOT

Antecedents of Try-on Technology
Previous studies have identified a total of 32 antecedents of try-on technology that we have characterized
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into two main groups namely technological and psychological factors. We come about a conceptual
model of antecedents, mediators, moderators, and consequences of try-on technology (TOT). An
enormous number of antecedents are found in the previous studies. This section only prioritizes the
antecedents that have been discussed often. Figure.3 consists of the list of antecedents and consequences

of try-on technology.

Antecedents

Technological Factor
Perceived usefulness
Perceived ease of use
Innovativeness
Perceived product risk
Perceived privacy risk
Perceived augmentation
Perceived socialization
Perceived interactivity
Technology visibility
Telepresence

Model’s ideal bodies
Model’s virtual bodies
Channel

AR-based  VTO
appearance fit)

Ethnic and body size fit with the

(complete

model

Ethnic fit with the model

Body Size fit with the model

No ethnic and no body size fit
with the model

Level of IIT

Innovativeness

Challenge

Psychological factors

Mediators

Consequences

Body ownership
Unfavorable body image
Favorable body image
Perceived enjoyment
Utilitarian shopping
orientation
Hedonic shopping
orientation

Playfulness

Media irritation
Technology anxiety
Optimism

Control

Performance expectancy
Effort expectancy

Hedonic motivation

Price Value

Utilitarianism

Attitude towards

VTO technology

Intended use of virtual try-
on

Convenience to examine the
product

Perceived ease of use
Perceived usefulness

Actual use

Perceived enjoyment

Telepresence

Moderators

Gender

Age

Technology anxiety
Innovativeness
Perceived concentration
Fashion leadership
Body image

Body satisfaction

Time distortion

Technology readiness

Behavioral Factors
Intention to adopt
Satisfaction

Perceived assortment
Post-evaluation of virtual
try-on
Attitude toward VTO
technology
Purchase Intension
Reuse SET for
apparel purchase
Revisit the site with SET for

online

online apparel purchases
Post-use evaluation
Behavioral Intention
Repurchase intension

Adoption

Figure 4. Conceptual Model of TOT’s Antecedents, Moderatos/Mediators, and
Consequences
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Conclusion

General Discussion

Our study considers the empirical literature on try-on technology published between the years January
2005 to May 2022. Table 3 shows the publication venue of the reviewed survey studies related to try-on
technology in the fashion context (e.g. clothing, glasses, shoes, and cosmetics). Unassumed empirical
studies on try-on technology (TOT) are found between the years 2005 and 2016. Only since 2017 the
empirical studies on try-on technology (TOT) been considered critically in the fashion context.
Particularly, in recent years, this agenda has taken a significant and observable foothold for the upward
trend since 2018 and to the year 2022 (the literature is considered until May, for the year 2022 and it can
be expected that this trend will rise). This shows that the agenda of try-on technology in the fashion
context is developing.

The Environment Try-on Technology is Used

Based on the primary finding, try-on technology is used for entertainment or online shopping purpose.
Try-on technology benefits the consumers with similar or sometimes more unique, pleasurable
experiences and detailed information as like physical stores. The main advantage is that it provides
consumers with the experience of try-on products virtually when they are unable to access them
physically. For example: At home, users can explore products in their intended surroundings, to get a
better idea of the product features before making a purchase decision (Brengman et al., 2019; Pantano et
al., 2017). In the physical stores, the users are provided the try-on possibilities and additional product
information through VR. Among advantages, in-store solutions can attract the consumer’s attention,
raise curiosity, and more convenient experience, playfulness, and satisfaction (Javornik, 2016) TOT is
more appropriate for the products that work at the consumer’s body extension (e.g., tools) rather than
body presentation such as clothes (Alzayat & Lee, 2021).

Devices Used

The hand-based mobile devices such as mobile phones and tablets (68.4%) are mostly employed to
evaluate the effect of try-on technologies for shopping purposes. By desktop PCs (21.1%) with a
combination of web cameras. Mobile devices are more favorable than desktop PCs due to their
maneuverability. The core advantage of try-on technology is its capability to superimpose virtual objects
and move and manipulate them via movement-based controls. Consequently, it seems credible that
mobile devices are the most popular choice for entertainment and shopping purpose through try-on
technologies. One of the features of try-on technology, users can view themselves virtually through
virtual or magic mirrors. For instance, eyewear (Beck & Crié, 2018; Hilken et al., 2017; Pantano et al.,
2017), makeup (Hilken et al., 2017; Javornik, 2016), and fashion-associated products (Beck & Crié,
2018). This feature can be practiced through a mobile device (e.g. by using built-in cameras) and desktop
PCs (e.g. by using web cameras).

We encountered only one study that examined augmented reality hardware such as HoloLens (Heller et
al.,, 2019), and another study examined product presentation via pseudo-holographic stereogram
(Morillo et al., 2019) However, mobile devices with built-in AR features are increasingly equipped and
rolled out than AR hardware. It is explicit that most of the literature reviews are on ubiquitous devices,
such as tablets and smartphones. Mobile devices are preferable because of their advantages such as
convenience, cost efficiency, and economic value compared to AR/VR hardware. Thus, a mobile device is
the focus of the use of try-on technologies. But the AR/VR hardware has its importance and useability,
and the device’s importance can be examined in future research.

Technological Characteristics

From the existing literature on try-on technology (TOT) various studies are found with inconsistencies.
The predictors which influence consumers to engage with try-on technology TOT are not just consumer
perception about the technology characteristics (e.g. Perceived interactivity, perceived augmentation,
perceived concern, perceived enjoyment, perceived privacy risk, visibility, etc.), but also consumer
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characteristics (optimism and innovativeness). Regarding technological characteristics, a study with its
extended version was published in two separate journals. The first study by Lee et al. (2021) investigated
the media characteristics (e.g. perceived interactivity and perceived augmentation) and revealed the
positive effect on consumers' perception of telepresence and adoption intention of try-on technology.
And an extended version

Lee et al. (2022) used a similar model, respondents’ gender, and age but with the addition of two
personality traits such as sensation-seeking tendencies and technology anxiety as moderators. As a
result, derived the positive impact of media characteristics on telepresence and consumers' adoption
intention of try-on technology and found the positive relation of moderators.

The impact of another technology characteristic such as technology visibility was examined with
mediated variables for instance (perceived functional benefits, perceived functional concern, perceived
control, perceived concentration, and perceived enjoyment) on consumers’ VFR adoption behavior in the
online shopping context. The result of the study is based on the cross-cultural comparison between
Chinese and Korean markets. The study represented the conclusion based on a dimension of national
cultural values (e.g. collectivism vs individualism). The Chinese consumers being more collectivist relied
on technology visibility for the adoption of VFR as compared to Korean consumers. And the perceived
concerns have a negative influence. In contrast, for Korean consumers, enjoyment, perceived benefits,
and perceived concentration have a significant influence on adoption intentions (Lee et al., 2020).

StudY by Zhang et al. (2019) suggests that perceived usefulness has a positive effect on consumers
adopting a new system. In contrast to these other studies suggest that among the three variables of TAM
perceived usefulness is found least influential on Chinese consumers the explanation behind this result is
that TOT is yet in the development process, as the avatars and the virtual models are not built accurately
yet. That appears like it is not fully capable to meet the consumers' needs and solve their problems
completely. The other reason can be the consumers' usage experience. As most Chinese consumers are
not confident enough yet to use TOT. Due to a lack of experience in using TOT consumers are not
confident enough whether this tool can be useful to improve their online experience (Li & Xu, 2020;
Jiang et al., 2022).

Consumer Characteristics

Individual characteristics (optimism and innovativeness) have a positive influence on performance
expectancy and price value when using try-on technology in the fashion context (Qasem, 2021). A
consumer’s body image can impact the consumer's intention to adopt try-on technology. An evaluation
based on a comparison of virtual try-on technology websites vs traditional web-based product
presentations suggested that consumers who are not satisfied with their body image have a favorable
evaluation of Virtual try-on compared to traditional web-based product presentations. In contrast,
consumers who are satisfied with their body image report no variance in the evaluation of both types of
representation (Yim & Park, 2019). Another study used a randomized field experiment method. They
provided the customers with two treatment conditions. 15t one is where the virtual fit information is
available. The second is where virtual fit information isn’t available. The result revealed that virtual fit
information increases the order value and conversion rate on other hand reduces the fulfillment costs
that arise from home try-on behavior (consumers order different sizes at home) and return. Virtual fit
information helps consumers and retailers both regard to consumers it helps them for making better
choice sets and reduces uncertainty about the size (Gallino & Moreno, 2018). The effect of the model’s
body on female consumers’ concern about their clothing size and fitness was investigated by two mock
websites (MVBs or MIBs) to simulate realistic online shopping. The result revealed that female
consumers who were more exposed to MVB’s experience had greater concern about the garment’s fit and
size than MIBs. And the female consumers who expressed less anxiety about apparel fit and size viewed
MIBs. And females who view their virtual models get negative thoughts about apparel fit and size.
Another study also tested the impact of body satisfaction levels (high vs low) on participants’ concerns
about apparel fit and size. The result revealed that females who are with a low level of body satisfaction
have greater anxiety about apparel fit and size than females who express a high level of body satisfaction
(Shin & Baytar, 2014).

The Website with Try-on Technology VS the Website without it

Some studies compare the website with and without try-on technology. For instance, website browsing
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with VR TOT was more effective than AR to increase purchase intentions. Both websites with VR/AR
were more effective compared to regular websites with no technology (Park & Kim, 2021). TOT on a
website effect positively the consumers' curiosity, offline/ online patronage, and purchase intentions.
This study considered the new TOT as an environmental new sales aid on a website. That helps the
consumers to develop exploratory behavior. It has used curiosity as a motivational variable. The increase
in curiosity increases the desires that motivate the consumers to get interested and attention to the
product. The mediation test also shows that when consumers become curious due to the TOT on the
website, they are more likely to patronage and purchase from the real store and website (Beck & Crié,
2018).

Moderators and Mediators

Different studies have used different mediators and moderators to examine the relationship between
technology, consumer characteristics, and engagement with try-on technology. For this reason, the
studies using distinct mediators and moderators are with distinct conclusions. For example, the level of
sensation seeking doesn’t vary in the relation between telepresence and perceived value. But technology
anxiety varies by level between technology attributes and telepresence. Perceived interactivity has a
significant influence on telepresence when consumers with low technology anxiety (Lee et al., 2022).
Hedonic motivation, performance expectancy, and price value significantly mediate between optimism
and innovativeness, and behavioral intentions except for effort expectancy (Qasem, 2021).

Knowledge Gap and Future Research

Existing Issues in the TOT

Based on the findings of existing studies there are existing issues in try-on technology systems that are
not considered yet. For example (limited try-on options for multiple products, Try-on product
inconsistency, lack of look comparison and sharing functionality, etc.).

Limited try-on Options

The purpose of the try-on technology should incline to make users experience shopping the way they
experience in a physical store. In other words, this process should have the eligibility to try-on various
products simultaneously altogether. Currently, try-on technologies are providing limited options. For
instance, Charlotte Tilbury’s sets of makeup products can’t be tried in different looks. F.Hinds users are
unable to create a set of matching rings and try them on all fingers. Thus, the users should be able to
utilize numerous products simultaneously as they do in a physical store or in actual situations to create
complementary sets and compare products. For fashion brands, this feature can be technically
challenging and costly its implement. The solution should have the propensity to users use any product
anywhere on the body as they can in physical stores. For instance, try the ring on any finger.

Try-on Products Inconsistency

When any brand offers the try-on option. Customers expect the availability of virtual try-on to be present
for all products. For instance, Charlotte Tilbury and F.Hinds users reviewed that the products they want
to try on have no option of trying on. And the brands have no explanation as to why. Candere users can
try on necklaces without bracelets.

Lack of look Comparison and Sharing Functionality

Try-on technology can compare and share different looks. But this feature is yet lacking in many regards.
During the UX audit, it is found that it is difficult and frustrating for the users to narrow down their
selections. For example, Ray-Ban and F.Hinds users reviewed that it isn’t easy for them to compare
products. Charlotte Tilbury’s solution has no options to compare products. The brands should add the
ability in the features so, users easily compare photos side-by-side, share the fitting room experience in
real-time utilizing audio and video, and show a few looks on the scrolling list or on a screen.

Forty-Third International Conference on Information Systems, Copenhagen 2022
10



Short Title up to 8 words

New try-on Solutions

Empirical studies have investigated the influence of technology and consumer characteristics on
engagement with try-on technology. Based on the evaluation of the paper conservative conclusions are
found. And they have not considered the new try-on solutions in the market (e.g. bespoke solutions,
technological flexibility, business alignment, holistic approach, etc).

Bespoke solutions are virtual try-on solutions tightly related to the needs of customers. It is customer-
centric and custom-made software that understands and meets the real needs of customers and end-
users for an effective solution. It focuses on the customer’s core needs, making sure the proposition
alignment with business strategy and matches the enterprise architecture landscape. The benefits of
bespoke software are that it only contains the features needed. And only used by a company for
competitive advantage. This point in the thematic gap yet has not had enough knowledge in positions of
how well bespoke solutions can stand up for the informativeness and purchase decisions of consumers.
Due to environmental pressure, the business needs to change continuously and discontinuously.
Technological flexibility in the business process is the set of activities that is constructed to produce a
specific output for certain customers or markets. Businesses should have the flexibility to choose the
technology that meets their projects. The result may be greater cost-effectiveness and quicker delivery.
Fashion brands Alignment Business goals are the center of activities performed. Businesses can
maximize the tangible advantages by adapting the try-on technology to suit a particular stage of the
marketing funnel. Fashion brands should adopt a holistic approach. To understand the relationship of
all parts of a whole. In this way, they can first identify the problems and then understand the situation to
get a comprehensive approach. For example depicted ecosystem, service blueprint, customer value
proposition, refreshing design, machine learning-backed suggestions, and data analytics.

Dimensions of National Cultural Values that Impact the Usage of Try-on
Technology

Cultural Values

Culture is the “belief system that an individual has towards human behavior, reality, truth, and
relationship. Individuals’ schemas about the world are built by belief systems. Culture plays a vital role in
affecting people’s social behavior (Leidner & kayworth, 2006). Cultural values distinguish one group
from another. The most famous conceptualization of national cultures is Hofstede's (1980,1983) that is
consist of five dimensions. Individualism/collectivism, masculinity/femininity, uncertainty avoidance,
power distance, long-term presentation, and the context introduced by Hall (1976) Based on these
taxonomies, every country persists in of different set of values based on its geographic regions (Leidner &
kayworth, 2006). However, the national cultural values research focuses on a few. Cultural values are a
critical variable to explain how a specific social group in a specific country interacts with information
technology. Some studies focused on the technology or system-based characteristics and some other
studies focused on individual/consumer traits perspectives. In this paper, we have considered national
cultural values and try-on technology as a global phenomenon. And national cultural values have been
studied widely in management and are IS kind of literature already.

Existing literature has already emphasized this aspect and has concluded how different nationality
perceptions differ (Lee et al., 2020). Future studies can consider the national cultural values to consider
the consumer's characteristics in a wider range. The consideration of national cultural values is more
effective to evaluate the consumer's perception nationally concerning the use of try-on technology. In
response, the try-on technology features can be customized based on the characteristics of the specific
customer’s national values. It can be used as a business strategy of customer value and meeting their
needs and demands to attract them to get engaged in using try-on technology.
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Short Title up to 8 words

Value Dimension Description of value Level National
Uncertainty avoidance Defines the degree of individuals who feel
Hofstede (1980,1983) vulnerable and unpredictable in an unknown National
situation (e.g. to adopt new technology)
Masculinity/Femininity Originally  defines biological gender

differences. And the traditional sex-role
stereotypes describe men as less emotional,
more independent, and, more aggressive
than women. But the current scenario refers National
to masculinity as the individual’s degree of
preference for accomplishments,
assertiveness, and material success. Nations
with a higher degree of masculinity can lead
to more new technology adoption behavior.

Hofstede (1980,1983)

Individualism Vs | Refers to the individual's inclination toward
- a social framework. Individualistic
Collectivism e . . .
individuals prioritize their own goals and
Hofstede (1980,1983) preferences. While collectivistic individuals'
decisions are based on group members'
consideration and expect that the group National

members do good in return for their loyalty.
Consequently, prioritize the needs of the
collective group over their own. The scenario
can impact the overall technology adoption

behavior.
Long-term orientation Refers to the degree of an individual’s
planning and contemplation for the future. National

Hofstede (1980,1983) Nations to compete in the world of

technology in the future can have more favor
for the adoption of novel technologies.

High context Vs Low In high-context cultures, individuals prefer
context an implicit communication style. In contrast,
Hall (1976) individuals in low-context cultures prefer National

direct, explicit, and quantifiable details.
Nations that have high context perception
have more adoption of novelties.

Table 4. Hofstede’s National Cultural Values

Dimensions of Social Influence

Social Influence can also impact a target’s behavior. It also changes the form of technology usage and
continuous intention. Different models of social influence have equal constructs of social influence. Each
construct indicates that people’s behavior can be influenced by how others evaluate when they use a
specific technology. Thus, a consumer can use TOT based on others’ views. The social impact includes
three dimensions. For example, internalization, identification, and compliance. @ These dimensions
correlate with groups of norms, social identity, and subjective norms.
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Forms of Social Influence Description of value Source

Internalization The individual adopts beliefs or behavior | (Kelman,1958)
that are consistent with their value system.
For Example: Adopting TOT because it’s
convenient to experience the products with
visualization.

Identification The influence of other people on the | (Kelman,1958)
individual in a social group. For Example,
people may adopt TOT to establish and
maintain a self-identity with another person
or a group.

Compliance The consent of an individual toward the | (Kelman,1947)
views and behaviors of others. For example,
individuals adopt TOT not because they
believe in its content but because of avoiding
disapproval.

Table 5. Kelman’s Social Influence Dimensions

Limitations and Future Research

This systematic literature review is based on 32 TOT-related articles published in marketing and
information system articles. This study categorizes the literature in conditions of years, and regions.
Theories, antecedents, moderators/mediators, consequences, and findings. After evaluation, a
conceptual model for TOT is identified to contribute to future research. This study consists of several
limitations. First, articles are accumulated just from two databases (Scopus and science direct). The
research articles published in other databases are not covered. The research on the TOT agenda is
growing rapidly, and the articles which are under review or preparation are not captured. Finally, the
knowledge gap is addressed briefly. However, we expect that this SLR related to TOT provides a helpful
summary of the current state and future directions.
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