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Abstract

With the rapid development of e-commerce retail market, new information interaction technolo-
gies are born constantly. For example, applications such as 2D picture display, mix-and-match, and
3D virtual fitting all provide consumers with more product information and perceptual experience
for online shopping. Existing research believes that the use of information interaction technology
can promote online sales. Through analyzing the effectiveness of virtual mix-and-match trial on an
apparel brand’s online sales, we found that virtual mix-and-match trial increased products’ online
sales. This study provides implications for fashion retailers, and guidelines future research on more

SCEFI A ORIEHE, B, R PSR & BT E R AT S 0], BT E B, 2025, 15(1): 1-9.
DOI: 10.12677/mom.2025.151001


https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2025.151001
https://doi.org/10.12677/mom.2025.151001
https://www.hanspub.org/

R, W)

advanced information interaction technology.
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Table 1. Applications of virtual mix-and-match
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Table 2. Control variables
2. THTE

A 5T X
price ik
discount #r4n
big day FEAAE KA (1 FoRAERALIAN, 0 FoRATE KAL)
top R R0 Fon BE, 0 KR T
Weekday m B A B =1,2,3,4,5,6,7)
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Table 3. Overall distribution of products with or without a “fitting room”

F3. BRERER “KXEE R KT

RO g i T P R quantity SR quantity i bt
i 3073 77.31% 532044 26.36%
T 902 22.69% 1486300 73.64%
St 3975 100.00% 2018344 100.00%
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Table 4. Monthly distribution of products with or without a “fitting room”
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Table 5. Prices and sales of products with or without a “fitting room”
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Table 6. Correlations of variables

Fo. BEMBEXXAR

quantity treat price discount big day top
quantity 1
treat 0.029* 1
price 0.001 0.157* 1
discount 0.009* -0.125" -0.090" 1
big day 0.080" -0.027" -0.010" 0.046" 1
top 0.012* 0.177* 0.175* -0.028" —0.003 1

E: 1%K PR,
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Table 7. The effect of “fitting room” on online apparel sales

F 7. “WiEE MiRkL LHERIER

- &)
A
In (quantity)
0.452"*
treat
(0.017)
In (price) -0.033™
n (price
P (0.013)
-0.372"*
discount
(0.035)
bia d 1.036™*
ig da
g (0.022)
0.177"*
to
P (0.016)
—0.363""
month 11
(0.023)
—0.062""*
month 12
(0.022)
0.094™*
month 13
(0.022)
—0.580™"
weekday 2
(0.028)
—0.842™
weekday 3
(0.028)
-0.640""
weekday 4
(0.028)
—0.255""
weekday 5
(0.028)
—0.162""
weekday 6
(0.028)
-0.319"
weekday 7
(0.028)
-4.219"*
MR
(0.075)
FURIELED 244,746
R? 0.019

VE: FEEAONRREER, " p<0.01, “p<0.05 *p<0.l.
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Table 8. Regression results grouped by price
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o )] 2 (3) (C))
A ) . : :
In (quantity) In (quantity) In (quantity) In (quantity)
0.149"* 0.799*** 0.405*** 0.539"*
treat
(0.032) (0.038) (0.033) (0.033)
0.555™ 0.684"* —0.846™"" —0.486™""
In (price)
(0.050) (0.240) (0.176) (0.042)
-0.370""" 0.063 —-0.822"" 0.832"*
discount
(0.061) (0.079) (0.089) (0.077)
0.980"*" 1.097** 1.201** 0.969"*
big day
(0.039) (0.048) (0.046) (0.044)
0.437" 0.321™* 0.258"™ 0.103™
top
(0.030) (0.035) (0.031) (0.041)
—0.246™" —0.701"" —0.589™" —-0.190™""
month 11
(0.039) (0.051) (0.046) (0.045)
-0.397"" —0.458"" —0.022 0.303™*
month 12
(0.039) (0.049) (0.044) (0.044)
0.043 -0.337""* -0.071" 0.374™*
month 13
(0.041) (0.050) (0.043) (0.044)
-0.410"* -0.618""" -0.676"" -0.640""
weekday 2
(0.051) (0.063) (0.056) (0.055)
-0.652"* -0.887"" -1.011™* -0.836""
weekday 3
(0.051) (0.063) (0.057) (0.055)
—0.424™" —0.730"" —-0.806™"" -0.627"""
weekday 4
(0.051) (0.063) (0.056) (0.055)
—-0.240™"" —0.335™" -0.261""" —-0.194™
weekday 5
(0.050) (0.062) (0.056) (0.054)
—-0.172"" —0.162" —0.110™ -0.203"""
weekday 6
(0.050) (0.062) (0.056) (0.054)
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weekday 7
(0.050) (0.062) (0.056) (0.054)
\ ~7.336"" —7.412" 0.437 —2.087"
o
(0.246) (1.231) (0.950) (0.248)
) 67,908 54,479 62,186 60,173
MG R
0.018 0.025 0.027 0.026

VE: FEEPONRREER, 7 p<0.01, " p<0.05," p<0.1.
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