APPENDIX
 Table 1: A brief summary of prior UTAUT/UTAUT2 literature
	Citation
	Sector/Field
	Dependent variable
	Theoretical foundation
	Drivers of UTAUT
	Other variables

	Guo and Barnes (2011, 2012)
	Virtual world
	Behavioral intention, Actual behavior
	Motivation theory, transaction Cost theory, and UTAUT
	Performance expectancy, Effort expectancy, and Social influences
	Advancement and customization

	Hong et al., (2011)
	Agile IS
	Continued intention
	Attitude, Status quo, Omission bias, IS continuance model
	Social influences, and Facilitating conditions
	Habit, and Perceived usefulness

	Lian and Yen (2014)
	Online shopping
	User acceptance
	Innovation resistance theory and UTAUT
	Performance expectancy and Social Influence
	Value, Risk and Tradition

	Miltgen, Popovic, and Oliveira (2013)
	Biometrics
	User acceptance
	Technology acceptance model, diffusion of innovations, UTAUT
	Social influences and Facilitating conditions
	Innovativeness, compatibility trust, Privacy concern, and Perceived risk

	Sun, et al., (2014)
	Social networking
	Continuance intention
	Flow theory, Social capital theory, and UTAUT
	Social influence and Effort expectancy
	Perceived enjoyment, Perceived usefulness, Strength, Shared norms and Trust

	Wangpipatwong et al., (2008)
	E-government websites
	Citizen continuance intention
	TAM
	Perceived usefulness and Perceived ease of use
	Computer self-efficacy

	Yoo et al., (2012)
	E-learning
	Intention to use e-learning
	Motivation theory and UTAUT
	Effort expectancy, Attitudes, and Anxiety
	Performance expectancy, Social influence, and Facilitating conditions

	Zhou et al., (2010)
	Mobile banking
	User adoption
	UTAUT and Task technology fit
	Performance expectancy, social influence, and facilitating conditions
	Task technology fit

	Li et al., (2018)
	Charitable crowd-funding projects
	User acceptance
	UTAUT
	Performance expectancy (PE), Effort expectancy (EE), Social influence (SI), Facilitating conditions (FC), Sense of trust
	Experience, Expectation on donors’ intention to donate

	Uğur et al., (2018)
	Academic e-learning technologies
	Behavioral intention
	UTAUT
	Performance expectancy, Effort expectancy
	System interactivity

	Saumell et al., (2019)
	Adoption of mobile applications for restaurant searches and reservations
	Users’ experience
	UTAUT-2
	Performance expectancy, Effort expectancy, Facilitating conditions, Hedonic motivation, Habit and Social influence
	Price-saving orientation and Perceived credibility

	Jadil et al., (2021)
	m-banking
	Usage intention and use behavior
	UTAUT
	Performance expectancy, Effort expectancy and Facilitating conditions
	Culture

	Saprikis et al., (2022)
	m-banking apps
	Behavioral intention
	UTAUT(1) with ICT facilitators and ICT inhibitors
	Social influence, Reward and Anxiety
	Reward, Security, Risk, Anxiety

	Chang et al., (2019)
	Online hotel bookings
	Use behavior & behavioral intention
	UTAUT2
	Performance expectancy, Social influence, Facilitating condition, Hedonic motivation, Price value, and Habit
	Facilitating condition & Hedonic motivation


Source: Authors’ Compilation















TABLE 2: QUESTIONNAIRE: SCALE ITEMS AND THE SOURCES
[bookmark: _GoBack]Source: Authors’ Compilation


	SERIAL NO.
	SCALE ITEMS
	SOURCE

	
	VIRTUAL-TRY-ON TECHNOLOGY
	

	       1.
	VTO engages us with pass time  motive 
	

	       2.
	VTO  helps in mood management 
	

	       3.
	VTO is important for me as it helps me to choose better products for myself
	Tandon et al.,2021

	       4.
	VTO provides sufficient and accurate information about the product 
	Tandon et al.,2021

	       
	
	

	
	CHATBOTS
	

	       1.
	Chat bot help in vent out negative feelings
	

	       2.
	I like using chatbots for shopping.
	Taylor and Todd

	       3.
	Using chatbots for shopping is a good idea.
	Taylor and Todd

	       4.
	Using chatbots for shopping is a pleasant experience
	Taylor and Todd

	
	CONTINUED INTENTION
	

	1.
	I intend to continue using online shopping in the future.
	(Venkatesh et al. 2003, 2012)

	2.
	I will always try to use online shopping in future.
	(Venkatesh et al. 2003, 2012)

	3.
	I plan to continue using online shopping frequently.
	(Venkatesh et al.2012)

	
	CUSTOMER SATISFACTION
	

	1.
	I am satisfied with product range offered by online retailers.
	(Tandon et al. 2015)

	2.
	I am satisfied with the quality of products offered online.
	(Tandon et al. 2015)

	3.
	I am satisfied with the quality of products offered online.
	(Tandon et al. 2015)

	4.
	Online shopping is a satisfying experience as it offers customized product at my convenience.
	(Tandon et al. 2015)



