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Table 1. Configure questionnaire questions.

Domain Question Reference
I differ from the ideal model(modified)
. I was disappointed with my body when I saw my avatar(modified) L.
Self discrepancy — Higgins et al.(1987)
I got to reevaluate my body when I saw Avatar(modified)
I don’t think my body is ideal

I'm satisfied around my waist

I'm satisfied with the circumference of my neck

I'm satisfied with my height
Body satisfaction I'm satisfied with my shoulder width Jourard & Secord(1955)

I'm satisfied with the circumference of my chest

I'm satisfied with the circumference of my thigh

I'm satisfied with body proportions

On the whole, I am satisfied with myself

I am able to do things as well as most other people

I don’t compare with others(modified)
Self esteem - - - Rosenberg(1965)
I am not influenced by other people’s evaluations(modified)

I certainly feel useless at times

I take a positive attitude toward myself

Chest

. Neck

Physical comfort Lebat & DeLong(1990)
Abdomen

Shoulder

A dress shirt gives a neat and tidy image

Dress shirts are courteous to suit the situation

Psychological comfort - - -
Dress shirts are seen as professional images

A dress shirt highlights my strengths Phase 1 Interview

The fit of this dress is satisfactory for purchase

Purchase intention The design of this dress is satisfactory for purchase

I got enough information to buy these clothes

Total 28 questions
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Table 2. Experience and awareness in online shopping for male consumers.

Theme Subtheme fa %b

Price competitiveness 3 1.22
2 0.81
2 0.81
4
1
1

Return issue

1.63
041
041
13 5.28

Online shopping Temporal and spatial constraints

Characteristics of online shopping

ES

1.63
1 0.41
4 1.63
9 3.66
3 122
3 1.22
2 0.81
2 0.81
3 122
Fitting model 2 0.81
1
6
2
4
6
5
3

Don’t buy clothes online

Items

Purchase behavior

041
244
0.81
1.63
2.44
2.03
1.22
13 5.28
1 041
3 1.22
84 3425

Purchase intentions

Size

Review

041
3.25
0.81
041
0.81
041
041
3.66
041
0.81
2.85
041
40 16.26

N | o0 | =

Acquisition of information on goods

—

Virtual fitting systems(Avatar)

O | == | N

Model vs Avatar

—

Self-discrepancy

2N
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Theme Subtheme fa %b
15 6.10
11 4.47
Unsatisfactory body part 7 2.85
Body satisfaction 3 12
2 0.81
41 16.67
1 041
Self-esteem Self judgement 2 0.81
3 1.22
9 3.66
7 2.85
‘When purchasing a dress shirt, you choose to 13 528
Physical comfort(dress shirts) take into consideration the body p ™
4 1.63
45 18.29
10 4.07
) , 8 325
Psychological comfort(dress shirts) Image 5 081
20 8.13
Total 246 100
gk 97, “upo} AlA] Afo] =7} HlSE F7) AR S BA 1626%7F AA|S] RS} %2] 5ol
& B s AR 5o v 2nRke] 5] upe} e Eojel strtal skglom, ofF el
2 03t Aol Ug 5 ool 9F £ AAE AR 9o A AA Aot Hgef
A e AEE 29, TS AYSE 3 WE AR AHY Junt FeE A=) o
2]l & Tl ool thet S5(34.25%)°] S g AES A7 1829%9) 8.13% %2 WERtE whet
thoolt Wy At ellolehs B4l W A WA AwlAe elel R & g By
g8 AAe FR9 ol glon], gelel W ARAE AXSL Qom, oleld AR
oF &gel et Al dlae] ok @7k 9 slh Weke® M Y Alswe] K9l o)
o Gt E=g ol d A S s skt & 7H7F QAL ARl oI, TSR
A2 mQHT Gl MY Y AL okt el Edo] St guEs B8] 93
71e el gk “Afo]z dEel] Lgo] & A M veket 9k 297 e Zlo ' Y
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Table 3. Correlation analysis between factors.

Estimate
Factor <--> Factor S.E. CR.
B B
Self judgement <--> Physical satisfaction -0.214 -0.581 0.066 -3.232
Self judgement <--> Self satisfaction -0.238 -0.634 0.067 -3.583%**
Self judgement <--> Physical fit satisfaction 0.107 0.041 0.045 2.373
Self satisfaction <--> Psychological fit satisfaction -0.003 -0.008 0.043 -0.066
Purchasing decision <--> Self judgement -0.188 -0.486 0.062 -3.021
Physical satisfaction <--> Self satisfaction 0.28 0.679 0.065 4.269%**
Physical satisfaction <--> Physical fit satisfaction -0.134 -0.458 0.048 -2.808
Physical satisfaction <--> Psychological fit satisfaction 0.053 0.147 0.044 1.204
Purchasing decision <--> Physical satisfaction 0.191 0.45 0.059 3.209
Self satisfaction <--> Physical fit satisfaction -0.108 -0.365 0.042 -2.562
Self satisfaction <--> Psychological fit satisfaction 0.126 0.341 0.045 2.806
Purchasing decision <--> Self satisfaction 0.213 0.495 0.058 3.674%**
Physical fit satisfaction <--> Psychological fit satisfaction -0.051 -0.194 0.033 -1.556
Purchasing decision <--> Physical fit satisfaction -0.047 -0.154 0.038 -1.245
Purchasing decision <--> Psychological fit satisfaction 0.113 0.297 0.046 2.448
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A% T WA B A AR A4 o o] Adsirha Q). oh, A AR
ol AelPon, F 197] EFoz AT 60.985%% ZFAFE|O], TAE 87k Q<lo] wi¢-

UEH TN U Anfs vgos 29% Al oz vehgth 7k qclew FAH
S Z AW Qe BT 2aE 29l #49] TS AR A, 24, A, A Qle 3
A3} KMO 42 0573, HFEE19] 74 HAE A, TAA, AXA 29 27 Eag xshsla
%005 PRk fogt FES Hof Az} 4 B ATk

Table 4. Result of exploratory factor analysis for the introduction of virtual fitting system and the experience and opinions of
purchasing in online shopping with 8 factors.

Kaiser-Meyer-Olkin(KMO)’s Measure of Sampling Adequacy(MSA) 573
Approx x? 324.132 *¥*

Bartlett’s test of sphericity test
Score of freedom 153

X .05, *X.01, **K.001

Factor . Percent of | Cronbach’s
Factor Subtheme oy Eigenvalue Variance e
T was disappointed with my body when I saw my avatar .803
Factor 1:
actor I don’t think my body is close to my ideal 743 1222 6.790 765
Self judgement
I got to reevaluate my body when I saw Avatar 942
I'm satisfied with my breasts circumference .705
on .Falctorbe: . I'm satisfied with my waist circumference 799 1344 7468 700
ysical satistaction | 1, satisfied with the circumference and length of 303
my neck '
I think positively about myself .883
Factor 3: . .
. . Overall, I am satisfied with myself 947 4.656 25.865 .860
Self satisfaction
Sometimes I think I’'m a useful person .845
A dress shirt gives a neat and tidy image .831
F 4:
actor . Dress shirts are courteous to suit the situation 872 1.653 9.182 172
Appearance image
A dress shirt highlights my strengths .870
This dress is satisfactory in fit(size) for purchase 703
Factor 5:
Purchasing decision The (%esign (color, pattern, style, etc.) of this dress 754 1373 12.934 542
is satisfactory for purchase
I feel uncomfortable around my neck when I wear 92
Factor 6: a dress shirt (slim shirt) ’
Psychological fit - 2.809 15.606 .886
satisfaction 1 I feel uncc?mfort‘able a.round my waist when I wear 870
a dress shirt (slim shirt)
My shoulders feel uncomfortable when I wear a 397
Factor 7: dress shirt (slim shirt) ’
Psychological fit 1.040 5.776 515
satisfaction 2 I feel uncc?mfon.able zfround my chest when I wear 817
a dress shirt (slim shirt)
 Factor 8: | Neck, Waist, Chest - - 822 822
Physical fit satisfaction
Total 84.443
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Abstract

Clothing and accessories have been the main products in online shopping over the past few years. However, the
inability to actually try them on has come to be recognized as a limitation for online purchasing decisions. These
dilemmas are considered to have a significant impact on the growth of online clothing shopping. Therefore, it is
necessary to identify the factors that should be considered in the introduction of virtual fitting systems to online
clothing shopping in accordance with the needs of consumers and propose the direction of the introduction of virtual
fitting systems. Thus, interviews with and surveys of male consumers who have recent emerged as positive consumers
of online shopping have been conducted to identify the needs of online clothing shopping through awareness and
experience, and to derive considerations for the introduction of virtual fitting systems. As a result, there were purchase
decision-making factors in online clothing shopping, decisive factors(34.25%) in purchasing, and opinions(6.26%) on
introducing avatar technology in virtual fitting systems. In addition, 16.26% of respondents said that information
should be considered according to body satisfaction and clothing characteristics, while 18.29% and 8.13% mentioned
physical and psychological comfort due to personal fitness or wearing, respectively, in addition to information posted
on clothing shopping. In addition, a total of eight factors were derived including self-judging, physical satisfaction,
self satisfaction, performance image, purchasing decision, psychological fit satisfaction 1,2, physical fit satisfaction.
In conclusion, factors were derived to lead male consumer psychology to purchase by identifying the specificity of
the online environment and the advantages and disadvantages of introducing a virtual fitting system. This can be

suggested as a base material when applying a virtual fitting system in online clothing shopping for male consumers.

Key words : online apparel shopping, virtual fitting system, match dilemma, male customer, purchasing decision factor
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