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Abstract

The integration of Artificial Intelligence (Al) and virtual try-on technologies has significantly transformed the online
fashion retail landscape by enhancing personalization and consumer engagement. Despite these advancements,
concerns regarding the accuracy of virtual clothing representations continue to affect consumer satisfaction and trust.
This conceptual paper examines the role of virtual clothing accuracy as a critical determinant of consumer satisfaction
in the context of Al styling recommendations. Drawing on established theoretical perspectives, including Expectation-
Confirmation Theory and the Technology Acceptance Model, the study proposes a conceptual framework that links
virtual clothing accuracy with consumer satisfaction through the mechanism of Al recommendation quality and
consumer trust. The paper argues that accurate visualization of clothing attributes such as fit, color, and texture
reduces uncertainty, aligns consumer expectations with actual product outcomes, and enhances the perceived
usefulness of Al-driven recommendations. By integrating technological and behavioral perspectives, this study
contributes to the growing literature on Al in fashion retail and highlights the importance of accuracy as a
psychological enabler of positive consumer experiences.
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Introduction

E-commerce has become an integral component of contemporary consumer behavior, fundamentally transforming the
retail landscape (Verhoef et al., 2021). The fashion industry, in particular, has witnessed substantial growth through
online platforms such as Myntra, Ajio, Amazon Fashion, and Zara. Consumers increasingly prefer online fashion
shopping due to its convenience, wide product assortment, competitive pricing, and access to global brands (Kim &
Kim, 2021).

Despite these advantages, online fashion retail is inherently associated with a high degree of uncertainty. Unlike
traditional brick-and-mortar stores, consumers are unable to physically interact with products— limiting their ability to
assess critical attributes such as fabric quality, garment fit, and overall comfort (Park et al., 2020). This lack of sensory
evaluation often results in dissatisfaction, product returns, and reduced trust in online platforms (Petersen & Kumar,
2015).

To address these challenges, Artificial Intelligence (Al) has emerged as a transformative tool in enhancing the online
shopping experience. Al-driven systems enable advanced personalization and visualization, thereby reducing decision-
making uncertainty (Huang & Rust, 2021). In particular, Al styling recommendation systems analyze multiple user-
specific factors, including body shape, fashion preferences, past purchase behavior, and current fashion trends, to
provide tailored outfit suggestions (Mustak et al., 2021). However, while Al has significantly improved
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personalization, its effectiveness is closely dependent on the accuracy of virtual representation. Prior research suggests
that inaccuracies in virtual try-on technologies can negatively influence consumer trust and satisfaction, thereby
limiting their adoption (Javornik, 2016; Poushneh & Vasquez-Parraga, 2017).

Problem Statement

Despite the rapid adoption of Al-driven virtual try-on and styling technologies in online fashion retail, consumers
continue to experience discrepancies between virtual representations and actual product outcomes. Issues such as
inaccurate sizing, unrealistic color rendering, and inadequate depiction of fabric quality often lead to a mismatch
between consumer expectations and real-world experiences. Although AI- based systems are designed to enhance
personalization and improve decision-making, their effectiveness remains constrained by the accuracy of virtual
clothing representation. This indicates a critical gap, as existing technologies focus more on recommendation
algorithms while comparatively less attention is given to the accuracy of visualization, which directly influences user
experience.

Research Objectives & Questions

Objectives

. To examine the role of Al-based styling recommendations in online fashion retail.

. To evaluate the perceived accuracy of virtual clothing in Al-enabled platforms.

. To analyze the effect of virtual clothing accuracy on consumer satisfaction.

. To assess the relationship between Al styling recommendation quality and consumer satisfaction.

Research Questions

. How do Al-based styling recommendations influence the online fashion shopping experience?
. How do consumers perceive the accuracy of virtual clothing in Al-enabled platforms?
. What is the effect of virtual clothing accuracy on consumer satisfaction?

Significance of the Study

The present study holds considerable significance in the context of the rapidly evolving digital fashion ecosystem.
From a practical perspective, the findings are highly relevant for UX designers, providing insights into how interface
design and visualization quality influence user experience. For fashion brands, improved accuracy can lead to better
alignment between consumer expectations and actual product experience, reducing return rates and enhancing brand
trust. Academically, this study bridges the gap between technological capabilities and consumer expectations, offering
a foundation for future research into trust and technology adoption.
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Review of Literature

Al-enabled systems, particularly virtual try-on (VTO) and styling tools, are designed to enhance personalization and
reduce uncertainty. According to Huang and Rust (2021), Al creates value by augmenting human decision-making.
However, the effectiveness of VTO systems is largely dependent on accuracy. Inaccuracies related to size, fit, and
color can create a discrepancy between expected and actual performance, leading to dissatisfaction (Poushneh &
Vasquez-Parraga, 2017). Drawing on Expectation- Confirmation Theory (Bhattacherjee, 2001), satisfaction is
determined by the degree to which perceived performance aligns with prior expectations. Furthermore, trust plays a
crucial role in facilitating technology adoption (Gefen et al., 2003). Accurate representations enhance consumer
confidence in both the platform and its recommendations.

Conceptual Model and Hypotheses

The study proposes a framework where Virtual Clothing Accuracy acts as a central mechanism influencing Al Styling
Recommendation Quality, which in turn affects Consumer Trust and ultimately Consumer Satisfaction.

H1: Virtual clothing accuracy has a positive and significant effect on Al styling recommendation quality.
H2: Al styling recommendation quality positively influences consumer trust.

H3: Consumer trust has a positive effect on consumer satisfaction.

Limitations and Future Research

This study adopts a conceptual approach and lacks empirical validation, which limits the ability to generalize the
proposed relationships. Furthermore, it does not incorporate factors like perceived risk or individual differences such
as body image perception. Future research should undertake empirical validation using structural equation modeling
(SEM) and explore moderating variables like age, gender, and digital literacy. Cross-cultural studies would also
provide valuable insights for global e-commerce platforms.

Conclusion

This study highlights that accuracy is not merely a technical attribute but a critical psychological determinant that
shapes consumer perceptions and trust. Accurate virtual representations reduce uncertainty and enhance the perceived
usefulness of Al recommendations. Improving virtual clothing accuracy emerges as a key priority for ensuring the
success and long-term adoption of Al-enabled fashion platforms.
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