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Abstract- This research paper investigates the effectiveness of
outfit suggesting websites in enhancing fashion engagement
and user satisfaction. With the proliferation of online
shopping and the increasing demand for personalized
recommendations, outfit suggesting websites have emerged as
valuable tools for consumers seeking fashion inspiration and
guidance. The study employs a mixed-methods approach,
combining algorithmic analysis with user feedback surveys to
evaluate the performance of outfit recommendation systems.
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I. INTRODUCTION

In recent years, the fashion industry has witnessed a
paradigm shift in consumer behavior, with an increasing
reliance on online platforms for shopping and style inspiration.
This transformation has been accompanied by the rise of outfit
suggesting websites, which leverage advanced algorithms to
provide personalized fashion recommendations to users. These
platforms offer a novel approach to navigating the vast
landscape of fashion choices, helping consumers discover new
styles, coordinate outfits, and stay ahead of trends.The appeal
of outfit suggesting websites lies in their ability to cater to
individual preferences and style sensibilities, offering a
curated selection of clothing and accessories tailored to each
user's unique tastes.

Il. IDENTIFY, RESEARCH AND COLLECT
IDEA

Research Objectives:

e To assess the effectiveness of virtual try-on technology in
enhancing user engagement and satisfaction.

e To examine the influence of virtual try-on technology on
online purchase intentions and conversion rates.

e To explore user perceptions and attitudes towards virtual
try-on technology in the context of online fashion retail.

e To identify factors that contribute to the success or failure
of virtual try-on implementations in online fashion stores.
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Methodology:

e Conduct a literature review to explore existing
research on virtual try-on technology, online fashion
retail, and consumer behavior.

e Design and administer surveys or interviews to
collect data on user perceptions, attitudes, and
experiences with virtual try-on technology.

e Analyze website analytics data to assess the impact
of virtual try-on technology on user engagement
metrics, such as time spent on site, bounce rates, and
conversion rates.

e Collaborate with online fashion retailers to gather
insights into their experiences with implementing
virtual try-on technology and its effects on sales
performance.

Expected Outcomes:

e Insights into the effectiveness of virtual try-on
technology in improving user engagement and
satisfaction in online fashion retail.

e Understanding of the factors that influence user
perceptions and attitudes towards virtual try-on
technology.

e Recommendations for online fashion retailers on how
to successfully implement and leverage virtual try-on
technology to enhance the online shopping
experience and drive sales.

I11. WRITE DOWN YOUR STUDIES AND
FINDINGS

Study: "The Impact of Augmented Reality on Consumer
Engagement: The Case of Retail Furniture Shopping" by Lee,
Kwon, and Kim (2019).

Findings: This study investigated the effects of AR
technology on consumer engagement in the context of retail
furniture shopping. The results showed that AR-based product
visualization significantly increased consumers' perceived
interactivity, enjoyment, and satisfaction with the shopping
experience. Additionally, participants who used AR to
preview furniture items demonstrated higher purchase
intentions compared to those who relied solely on traditional
methods.
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Study: "Augmented Reality in Retail: A Review of the
Literature and Future Research Directions™ by Xu, Buhalis,
and Weber (2017).

Findings: This literature review examined the existing
research on AR in retail and identified several key findings.
AR technology was found to enhance customer engagement
by providing interactive and personalized shopping
experiences. Moreover, AR-driven product visualization was
shown to improve customers' perception of product attributes
such as quality, fit, and design, leading to increased purchase
intentions and sales.
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VI. CONCLUSION

The studies and findings reviewed shed light on the
significant role of Augmented Reality (AR) in enhancing
customer engagement within the retail industry. Augmented
Reality has emerged as a transformative technology that
revolutionizes the traditional shopping experience by offering
immersive and interactive experiences to consumers.

APPENDIX
AR Retail Applications:

IKEA Place: IKEA's AR app allows users to visualize
furniture and home décor items in their own space before
making a purchase.

Sephora Virtual Artist: Sephora's AR feature enables users to
virtually try on makeup products and experiment with
different looks.

Adidas AR Shoe App: Adidas' AR app lets users try on virtual
shoes using their smartphone camera to see how they look and
fit.

ACKNOWLEDGMENT

I would like to express my gratitude to all the
researchers, scholars, and industry professionals whose work
and insights have contributed to the development of this
research paper. Their studies and findings have provided a
valuable foundation for understanding the role of Augmented
Reality (AR) in enhancing customer engagement in the retail
industry

www.ijsart.com



IJSART - Volume 10 Issue 5 — MAY 2024

REFERENCES

[1] Lowe's. Retrieved from https://www.lowes.com/

[2] L'Oreal. Retrieved from https://www.loreal.com/

[3] IKEA. Retrieved from https://www.ikea.com/

[4] Sephora. Retrieved from https://www.sephora.com/
[5] AR Insider. (n.d.). Retrieved from https://arinsider.co/

Page | 535

ISSN [ONLINE]: 2395-1052

www.ijsart.com


https://www.lowes.com/
https://www.loreal.com/
https://www.ikea.com/
https://www.sephora.com/
https://arinsider.co/

