Appendix A
Table A1
	Study
	Objective
	Methods
	Theory

	Batool and Mou, 2023
	Reviewing and analyzing the existing academic literature on Virtual Fitting Room (VFR) technologies.
	SLR
	N/A

	Bhatt, 2022
	Studying the adoption of online streaming services from the technology acceptance perspective.
	SEM, Process Macro
	TAM

	Bonfanti et al., 2023
	Identifying phygital customers’ needs and expectation satisfied trough in-store technologies
	Multiple-case study
	N/A

	Burgess et al., 2023
	Proposing a new conceptual model that identify potential inhibitors and enablers of retail technology adoption in crises.
	Review
	Prospect theory (PT), and TAM

	Butt et al., 2023
	Investigating how customer equity and loyalty impact satisfaction in shopping experiences.
	Smart PLS-SEM
	N/A

	Cao, 2021
	Mapping: 1) competitive strategies to improve AI-related data management; 2) AI solutions in business processes; 3) value creation logics of AI applications in retail.
	Systematic thematic analysis and expert consultation
	N/A

	Castillo and Bigne, 2021
	Extending TAM through factors influencing consumers’ acceptance of AR-based SSTs, defining ARiR Model
	PLS
	TAM

	Chauhan et al., 2021
	Examining the factors influencing the online purchasing of green products.
	Smart PLS
	TAM and TPB

	Chidambaram et al., 2024
	Examining the consumers' online apparel purchasing behaviour.
	SEM, Process Macro
	UTAUT

	Christiawan et al., 2024
	Analyzing consumer behaviour by examining how augmented reality VTO features and product information distribution affect consumer satisfaction through enhanced brand experience.
	SEM and Smart PLS
	N/A

	Davis, 1989a
	Developing and validating new scales for perceived usefulness and ease of use on user acceptance.
	Factor Analysis
	Self-efficacy, Cost-benefit paradigm,

	Davis, 1989b
	Predicting consumers’ technology acceptance.
	Interviews, Questionnaire, Hierarchical Regression and Factor Analysis.
	Theory of Reasoned Action (TRA), TAM

	De Canio et al., 2021a
	Investigating intrinsic motivations driving consumers’ intention to buy using a mobile app.
	SEM
	TAM

	Gupta and Mukherjee, 2025
	Investigating psychological drivers impacting consumer adoption of GAI platforms for retail information search.
	Semi-structured interviews, Thematic Analysis and Gioia’s coding.
	N/A

	Hasan et al., 2021
	Exploring consumers’ online shopping behaviour, by incorporating social value and perceived enjoyment.
	PL-SEM
	TAM

	Holdack et al., 2022
	Exploring drivers of wearable AR technology acceptance in retail (specifically, the role of perceived enjoyment and informativeness).
	SEM
	TAM

	Ivanov et al., 2023
	Exploring privacy concern, body image and social value as antecedents to adoption intention towards VTO.
	SEM
	TAM and Behaviour Calculus Theory

	Javornik et al., 2021
	Exploring how VTO experiences affect consumer perception of the self.
	Experimental Design
	Self-congruity theory

	Kim and Forsythe, 2007
	Investigating online apparel shopper’s attitudes toward product virtualization technologies (PVT)
	Focus group, SEM
	TAM

	Kim and Forsythe, 2008a
	Analysing online apparel shoppers’ use of VTO
	Focus group and SEM
	Modified e-TAM

	Kim and Forsythe, 2008b
	Examining the dual role of sensory experience enablers in the online soft goods shopping process for three sensory enabling technologies in online retail sites.
	SEM
	TAM

	Kowalczuk et al., 2021
	Exploring the relative advantage of AR over web-based presentation.
	SEM
	Experiential hierarchy model (EHM)

	Kumar and Srivastava, 2022
	Investigating the impact of AR on online impulse behaviour
	SEM, Process Macro
	Impulse buying behaviour, Flow

	Lavoye et al., 2025
	Examining the role of VTO-enabled self-proximity on attitudes towards green products.
	Experimental Design
	Construal level theory (CLT)

	Lee et al., 2022
	Exploring consumers’ adoption intention toward AR-enhanced VTOs.
	SEM
	SOR

	Liu, 2024
	Developing a new model for 3D clothing dynamic VTO system.
	Experimental: Gradient Boosting Decision Tree (GBDT)
	N/A

	Lyu et al., 2022
	Identifying consumer motivation to purchase 3D printed fashion (3DPF) products.
	SEM
	UTAUT

	Merle et al., 2012
	Exploring whether using VTO influences cognitive, affective, and conative responses to an apparel Web site.
	Between-subjects experimental design
	N/A

	Mollel and Chen, 2025
	Investigating female apparel consumers’ adoption intentions.
	PL-SEM
	TAM and Innovation Diffusion Theory (IDT)

	Nayak et al., 2022
	Examininge the influence of interactivity and customer involvement on the online shopping experience through VTO.
	SEM
	TPB and TAM

	Nguyen et al., 2023
	Predicting the online purchase intention of consumers purchasing from e-commerce platforms through a new integrated conceptual framework.

	PL-SEM
	Planned Behaviour (TPB), TAM

	Oyman et al., 2022
	Investigating the impact of AR on consumers’ behavioural intention towards mobile applications use.
	SEM
	TAM

	Plotkina et al., 2022
	Exploring how AR apps (like VTO) influence consumer perceptions of service brand personality.
	PLS-SEM
	Signaling theory and Brand Personality Theory

	Qasem, 2021
	Investigating how optimism and innovativeness influence VTO adoption.
	SEM
	UTAUT2

	Quinones et al., 2023
	Classifying emerging technologies, according to their potential contribute to retailers' competitive strategies.
	Multiple correspondence factor analysis
	N/A

	Romano et al., 2022
	Exploring Consumers’ differing perceived value towards AR tools in online shopping.
	Latent class analysis (LCA)
	Stimulus load

	Sekri et al., 2024
	Exploring the impact of VTO on consumers’ online purchase intentions (psychological and perceptual mechanisms in the fashion e-commerce context.
	PL-SEM
	Value-based Adoption (VAM) model

	Sengupta and Cao, 2022
	Exploring the role of AR tools in shopping processes.
	SEM
	SOR

	Taufique et al., 2024
	Investigating attributes constituting utilitarian and hedonic quality in web-based retail shopping and their interplay in WRSB.
	CB-SEM
	TAM

	This study
	Exploring the impact of VTO in online consumer behaviour, by combining TAM constructs, personal innovativeness, perceived environmental benefits and the mediating role of perceived enjoyment.
	Ordered Probit- SEM
	TAM, VAM, IDT

	Trivedi, 2023
	Exploring determinant of VTO acceptance among gen Z consumers
	Smart PLS
	TAM

	Voicu et al., 2023
	Exploring the factors influencing consumers’ experience and satisfaction using AR apps in makeup e-shopping.
	PLS-SEM
	SOR

	Xue et al., 20202024
	Understanding consumer responses to VR-commerce and how retailers can design VR platforms.
	Interviews
	Experiential retailing

	Yoon and Oh, 2022
	Developing and validating a new model of mobile technology adoption by incorporating theories of Value-based Adoption and Use-Diffusion.
	SEM
	Cost-benefit approach, VAM

	Zhang et al., 2019
	Investigating how such technology affects online consumers’ purchase intention, by integrating utilitarian, hedonic and risk perspectives.
	PLS
	Uses and gratification theory
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