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ABSTRACT

With the rapid advancement of digital transformation and immersive technologies, virtual fitting services
have become a key innovation in online fashion retail. These services address a major drawback of online
shopping—the inability to try on garments —by offering realisic and interactive try-on experiences. This study
examines the effects of three core technological features of virtual fitting services —immediacy, interactivity, and
avatar realism—on consumer behavior, focusing on the mediating role of telepresence. Drawing on the
Stimulus-Organism-Response (S-O-R) framework, the research explores how these technological stimuli influence
users” psychological sense of presence, shaping two behavioral outcomes: continuous use mtention and offline
store visit intention. Data were collected from 207 users with prior experience using virtual fitting technologies
and analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM). The findings show that in-
teractivity and avatar realism significantly enhance telepresence, which positively affects users’ itentions to con-
tinue using the service. However, telepresence does not significantly impact the intention to visit physical
stores, suggesting a boundary between immersive digital experiences and offline shopping behavior. This study
makes a valuable contribution to the existing literature by offering a deeper perspective on immersive experi-
ence design that goes beyond traditional acceptance models. Practically, it highlights the importance of enhanc-

ing interactivity and avatar realism to boost user engagement and foster long-term digital loyalty.

Key words: avatar realism(¢}FHFEF @A 74, continuous use intention(X] & AFE- 9] &),
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g7t 71¥3 HTMT (heterotrait-monotrait ratio)
q7b 71Ee ARt St Table 2). 7
AWMl AVE Algghol & AWt %
HAFERY A Yers o (Fornell & Larcker,
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{Table 1> Confirmatory Factor Analysis

Construct Factor t  AvE (g Crombachs
Loading a
Immediacy
1. The virtual fitting service allowed me to instantly switch to 808 5RIIF**
the clothes I wanted and see them immediately ’ ’ 08 804 763
2. The virtual fitting service helped me instantly check clothing 900 60465 ’ ' ’
and related information ’ ’
Interactivity
1. The virtual fitting service allowed me to control clothing and -
. . 822 22.35%
functions in the way I wanted
2. Whlle u'smg ‘Fhe virtual flttlng SeerC?, I felt as if I.Was 824 371 679 864 764
interacting with the system like having a conversation
3. The features provided by the virtual fitting service responded s
) . 825 29.97%
actively to my inputs
Avater Realism
1. T felt that the avatar in the virtual fitting service accurately -
. 855 38.16*
reflected my body shape and proportions
2. I thought the gvgtars mgvements gnd thg way clothe§ flowed 913 75.90%** 796 921 872
in the virtual fitting service were highly similar to reality
3. Seeing the clothes on the avatar made me feel as if they -
. 907 64.19*
were actually fitted to my own body
Telepresence
1. While u§1ng the virtual fitting service, I felt as if I were in a 894 5505k
real environment
2. 1 was so focused on the virtual fitting experience that I lost 923 8617*** 815 930 886
awareness of the real world
3. During the virtual fitting experience, I felt as if I were .
. . . 891 40517
physically present in the virtual space
Continuance use Intention
1. T intend to continue using virtual fitting services in the future 904 75.01%**
2. If virtual fitting features are available on other websites or 876 388THE
apps, I would actively use them ’ ’ 785 916 864
3. The next time I shop for clothes, I plan to use virtual fitting 878 45585
first
Offline store visit intention
1. After experiencing virtual fitting, I felt the desire to check the -
. . 851 44.11%*
clothes in a physical store
2. Althoggh I co.u.ld check'everythmg online, I still felt the 855 12824 711 881 797
intention to visit an offline store
3. 1 am willing to take the time to visit a store and try on the 893 2471%*

clothes I saw through the virtual fitting service

(001
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(Table 2> Discriminant Validity

Fornell-Larcker criterion

Heterotrait-monotrait ratio(HTMT)

IN (0)% TE IM CUI AR IN oV T IM CUI AR
IN 8242
oV 522° .843 .668
TE 675 463 903 .816 .552
IM 632 .588 468 899 832 750 .569
CUI .596 .629 .653 079 .886 721 758 737 709
AR .584 456 710 480 .603 .892 713 044 .803 .585 .680

Note. IN =Interactivity, OV =0Offline store visit intention,
intention, AR = Avater Realism

TE = Telepresence,

IM =Immediacy, CUI=Continuance use

# Bolded numbers represent the square root of the AVE for constructs.

> Other numbers indicate correlation estimates.

1981), HTMT 7l&% HF 9 o= yehd 2 S8 AT A BF 0 o UEy o5 &
HEFZA S SRS tH(Henseler al,, 2015). Aol d= Ao E eyttt
2. FrEHe| oSHpE 3. BZARZ0| 2HIRE X SHEol w9
2ol HEo| 0 01Xz P&

SmartPLS FAEY «dSAFEE Felsiolh
Z4Rd GFEFHAY BAL dEAES AW AR U] ASA YL} 2 zakel P
A3} VIF(variance inflation factor) %ol 1.61~ To mAE dTFE s Ay, Ao
2498 AR 5 wme 2 YEh tEdAdd A 2 AEAP e o JIFS vA=
7b itk e o® WA ARAS (RS A& YERTH =336, p=.001). wetr] 7HA
QAN D=6, AR E=5 omarel wr  Hl A9 HAt &1 97470 2zeel v
dE=30 et ARASI oW ok BIARAE felvld 9L AN e Aow
AwE, 50018 FXF Ao Awy 75od 2 VERR O (3=109, p=.260), ol°l we} 71 H2
Aigo g H7hett(Cohen, 1988). mekA 3~6 < 717E
o2 F7 Axe A¥¥EL Holy Utk %Y
(He 0 olgold alugdssl adans 4 JHIE SAo| AHMTZ 01X A
£ 49T g3l d3Fgs /AL dva

. . . 7HERE Auls 5401 SAAE 44407
4 A TH(Chin, 1998). SmartPLSelA Blindfoldiing
(Table 3> The Effect of Telepresence on Consumers’ Continuance Use Intention and Offline Visit Intention
Hypotheses Path coefficient t D Support
H1 TE — CUI 336 4.23 001%#* YES
H2 TE — OV 109 1.127 .260 NO

Note. TE =Telepresence, CUI=Continuance use intention, OV =0Offline store visit intention
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(Table 4) The Effect of Virtual Fitting Characteristics on Telepresence

Hypotheses Path coefficient t D Support
H3 IM — TE -.021 0.307 759 NO
H4 IN - TE 406 5.855 .001%%* YES
H5 AR — TE 483 8.128 0017 YES

Note. IM=Immediacy, IN=Interactivity, AR =Avater Realism, TE =Telepresence

oA #% GFL MAA B Ao vy
(8=-021, p=759). webA 7Hd H32 717591
7R E AUl A BEAJO] AFE RL A

r o

AAAAG) AT FEFE T RO v
som, ool wWel 44 HiE AAHH§=

o
o obuteh AUge ARAAL FolF JFL
W3 Aoz veht 4 HsE AEEAtHs
=483, p=.001).
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strapping) & #43te] LAAALY wiHEHE

F7F 2489t Table 5). 1 A3, 32843
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{Table 5> The Mediating Effect of Telepresence on The Relationship Between Virtual Fitting Service Characteristics,

Continuance Use Intention, and Offline Visit Intention

Path coefficient t D Support
IN - TE — CUI 136 4.057 001*** YES
IM — TE — OV -.002 0.229 819 NO
AR — TE — OV .053 1.054 292 NO
IM — TE — CUI -.007 307 759 NO
AR — TE — CUI 162 3.311 001%** YES
IN - TE — OV .044 1.165 244 NO

Note. IN =Interactivity, OV =0Offline store visit intention, TE = Telepresence, IM =Immediacy, CUI =Continuance use

intention, AR = Avater Realism
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