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Introduction

My professional career as a professor in the higher education
has been only fourteen years yet my scholarly research endeavor
had started as a Ph.D. student at lowa State. My seminal work has
been heavily benefited from healthy debates and collaboration with
a number of wonderful colleagues and I sincerely note their great
inspiration and strong friendship for all those years. In this opinion
piece, I would like to discuss the empirical findings that my colleagues
and I have discovered to provide additional new knowledge to the
field of Clothing and Textiles around the unifying theme of advanced
technology and its impact in the fashion industry especially the
retail environment as communication, promotional, and transaction
platform between business and end-users/consumers. '

From the beginning human psychology has been the fascinating
subject matter to me. My colleagues and I have examined various
consumer socio-psychological variables to deepen the understanding
on consumer behavior in the ever-changing retail environment-for
instance, perceptions of value and quality with Mary Lynn Dam
horst, my dissertation advisor;® shopping orientations with Hyun-
Hwa Lee and Ann Marie Fiore; self-monitoring tendency and fashion
involvement with Kim Hahn to name a few. This opinion piece is
organized by the themes: Electronic commerce, image interactivity
technology, wait time in online apparel shopping, multichannel
retailing, mobile communication and commerce, and VR and AR for
the retail industry.

Electronic commerce (2000-2012)

During the mid 1990s we experienced the birth of the
e-commerce and it brought plethora of debate and predictions on
how the e-commerce will change the retail landscape. It certainly
provided fashion retailers with mail-order catalogs as promotional
and transactional channel a huge leg up (e.g., J. Crew, Lands’ End,
Victoria’s Secret).

During the turn of the 21st century, we experienced the dotcom
burst and only the truly viable e-commerce business survived from
the storm. It was a tough reality check on the positive and hopeful
predictions toward the e-commerce for both B2B and B2C. After the
dotcom burst, apparel and accessories ranked as the third best-selling
product category in B2C e-commerce sales.** One of the very first
researches was completed by E Yoh.! From a random national survey,
she found that consumers would be more willing to adopt the Internet
shopping for apparel if there are market incentives such as free and
convenient returns, innovative product presentation, and credit card
security. She also noted that prior experience with the Internet was
the strongest predictor of one’s adoption of the Internet for apparel
shopping.

Her research truly inspired me to decide to come pursue my
doctoral degree at the institution. Following the great footsteps of the
research effort of Yoh and her colleagues, Jihye Park and I invested
how the consumer’s attitude toward a fashion brand would influence
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their attitude toward the online channel of that fashion brand.® In this
particular study, we discovered that consumer’s attitude shift was
occurred from the brick and mortar retail channel to online channel.
For instance, consumer’s perception of their control and capacity
toward a shopping online and their intention to search apparel
product information via online channel boosted the consumer’s
purchase intention via the online channel. With this study, we added
an empirical support on the effectiveness of online business entry
strategy to the existing fashion brands. In addition, we highlighted the
importance of level of information delivered via e-commerce site can
be a very crucial factor determining one’s online purchase behavior.®

Image interactivity technology (2005-2010)

Another crucial aspect of the online apparel shopping has been the
hedonic benefits. With a great influence by Ann Marie Fiore and other
colleagues, I have investigated the hedonic impact of the interactive
online features on apparel retail website. For instance, a study by
Fiore, Jin & Kim? found that individual’s optimal stimulation level
influenced one’s recreational shopping tendency and trying image
interactivity on the apparel retailer site, which in turn, resulted in
higher emotional arousal and emotional pleasure as responses. Another
seminal work with Fiore and Lee, we found that 3-D virtual trying-on
model as an image interactivity technology (IIT) feature on apparel
retailer website supported the notion of fun/pleasure related aspects
could increase one’s sense of being on the shopping retailer site being
more pleasant (“telepresence”), perception of both instrumental and
experiential values.” In another study, this triad research team provided
important theoretical support on the application of Technology
Acceptance Model in the ecommerce setting using the ITT.® In third
piece of this triadic team effort, we found that ITT was a successful
variable to predict consumer’s online retailer patronage behavior
through enhanced store perception, enhanced shopping enjoyment
and involvement, in turn; they wanted to stay longer at the online store
and willing to return and shop again from the retailer.’
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Wait time in online apparel shopping (2001-2007)

In addition to all the fun and experiential factors involved
online apparel shopping, there were some concerns and downsides
to the consumers such as lacking of trying on opportunities and
delay in receiving and consuming the product ordered online. In
an experimental study, Park and I highlighted one of two critical
barriers of online apparel shopping, which we referred as perceived
consumption delay.'® Due to the relatively short life cycle that fashion
products yield, consumers would be sensitive to the consumption
delay as well as they may perceive higher risk in relation to time
which happens when one is shopping over the Internet or mail-order
catalog (even though during the 2000s, many consumers have already
adopted the Internet to complete their order of the products seen in the
mail-order catalog). Consumer’s perceptions of risk involved in time
related factors (in other words delivery time due to the perishability
of the nature of the fashion product) and delay involved in receiving
and wearing (consuming) the fashion products purchased online,
resulted in negative evaluation of the apparel website. And in turn,
these factors influence negatively on purchase intention of via online
fashion retailer site'® which were in line with previous findings in other
settings Hui et al."" Taylor."”> With the findings, we argued that online
apparel retailer should pay close attention to inventory control, order
fulfillment, and service recovery when the consumer expectation is not
met. In addition, we also stressed that online apparel retailer should
clearly communicate what the consumer should expect regarding the
delivery time and possibly update the consumers with the process of
fulfillment via email.

Multichannel retailing (2000-2014)

E-commerce research has a slight pivot toward the multichannel
retailing during the 2000s in order to full capturing the impacts of the
Internet as transactional channel in the retail industry. My research
journey on the broad topic of multichannel retailing started when [ was
a doctoral student at lowa State. Hyun-Hwa Lee and [ were overlapped
about three years in the Ph.D. course work and we naturally shared
similar interests on the topic. Early of the MCR studies investigated
the individual consumer’s various channel usages based on perceived
retail usefulness and consumer’s orientation and their satisfaction with
various retail channels.”* Another study examined how consumers
are transferring their attitudes and behavior in relation to the online
apparel retailer to the gift-giving context.'* Later another research
articulated the great needs of cross-channel integration strategies
and measuring its effectiveness such as consistency in retail policy,
product/assortments, price, and promotional efforts throughout the
various channels operated by multi-channel retailers.'> After the
economic recession started in 2008, the importance of understanding
the consumer psychology behind patronizing the multichannel mass
merchants such as Wal-Mart and Target, to name a few. Thus, in
another study the antecedents and consequences of multichannel
shopping value of mass merchant were investigated to highlight the
key impact that value perception contributes to the MCR industry.'

Mobile communication and commerce (2009-2017)

Some of the research endeavor within the realm of e-commerce
also highlighted the imperativeness of the mobile device as the
gateway for communication and commerce. Earliest work shed lights
on the matter of consumer adoption of mobile technology for fashion
products in collaboration with Maand Park!’ using the combined
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theoretical framework based on Technology Acceptance Model and
Theory of Reasoned Action. Due to the public visibility of the use
of mobile device, subjective norm was quite crucial factor to predict
the consumer’s attitude toward the mobile communication and in
turn, attitude toward the mobile-commerce for fashion products. This
piece was noted as one of the earliest attempt to understand fashion
consumers’ adoption of the mobile technology. In the subsequent
effort in this topic, Lee and I'® provided a conceptual framework called
mobile channel extension model providing the empirical support on
the effects of compatibility of the channel and media influence on
mobile use as the additional predictor of the consumer’s attitude
and behavior intention in relation to mobile shopping. More recent
body of research in collaboration with Kim Hahn has focused on the
individual consumer’s innate personal trait variables such as high tech
involvement, proclivity to experiment, fashion involvement," self-
moniotring tendency® and peer influences?' on mobile technology
adoption for communication and commerce. Another study we
compared the fashion major students against non-fashion students and
found empirical findings to support the old notion of self-monitoring
tendency, fashion involvement, and proclivity to experience with
appearance that was believed without the test results. In addition, we
found that fashion major students exhibited significantly higher score
on mobile dependency in comparison to the counterparts, which added
additional support to the application of extended self-concept to the
mobile technology adoption literature. Most recent piece examined
the consumer’s evaluative criteria of the mobile phone case evaluative
criteria and revealed that heavily dependent mobile users rated higher
importance of aesthetics, brand, expressiveness of individuality, and
functionality of the mobile case, comparing to the counterpart.?

VR and AR for the retail industry

Recently, Google Pixel 2 phone has been launched and it runs
the cooperative advertising promotion with Verizon at the moment.
Even though the mobile device market shares of the Google Pixel’s
first generation phone did not meet the firm’s expectation; yet Tango
AR platform by Google has been applied to the retail industry for
furniture sector such as Pottery Barn, Wayfair, Lowe’s and Houzz.
Initially, this Tango AR platform was only available to the Google
Pixel phone. Lately, Google ARCore technology allows the Android
users augmented reality without Tango, for instance, Asus Zen Fone
AR in mid-August in 2017. Google’s ARCore is similar to the Apple’s
ARKit. With all the advancement in the mobile technology especially
AR, the future of the retail industry triggers a lot of the healthy
debates and predictions for the consumer adoptions of its technology.
Even though this AR technology is, at the moment, mainly geared
toward the furniture sector of the retail industry; yet, I would carefully
anticipate the diffusion of such technology to the fashion retail
industry. Having said that, the marketers and researchers/educators
have a lot of new discoveries to do in the possibility around this topic
in the context of the Fourth Industrial Revolution.
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