Appendix B
Table B1
	Construct
	Definition
	Theoretical foundation
	Key References
	Expected Relationships

	Perceived Ease of Use (PEOU)
	The extent to which a person thinks that using a particular technology is free of effort
	TAM

	Davis (1989a); Davis (1989b); Kumar (2022); Lee et al. (2022); Oyman et al. (2022); Chidambaram et al. (2024); Mollel and Chen (2025)
	Foundational TAM construct influencing perceived usefulness, enjoyment and attitudes (H1, H3 and H4).
 PEOU PU (H1 +)
PEOUPE (H4 +)
PEOU ATT (H3 +)

	Perceived Usefulness (PU)
	The degree to which using the technology enhances the consumer’s shopping effectiveness.
	TAM
	Davis (1989a); Davis (1989b); Merle et al., (2012); Kowalczuk et al. (2021); Chidambaram et al. (2024)
	Core outcome of perceived ease of use, enjoyment and attitudes (H5 and H2) 
 PUPE (H5 +)
PUATT (H2 +)

	Perceived Enjoyment (PE)
	The level of enjoyment and entertainment use.
	VAM
	De Canio et al. (2021a); Hasan et al. (2021); Kowalczuk et al. (2021); Holdack et al. (2022); Yoon and Oh (2022); Voicu et al. (2023); Sekri et al. (2024)
	Outcome variable of perceived ease of use and usefulness and mediating variable between cognitive evaluation and attitude towards VTO technology (H4, H5 and H6)
PEOUPE (H4 +)
PUPE (H5 +)
PEOU, PU PEATT (H6 +)

	Perceived Environmental Benefits (PEB)
	Consumers belief that using a technology contributes to environmental sustainability

	VAM
	Mugge et al. (2017); Steg et al. (2014); Chauhan et al. (2021); Trivedi (2023); Lavoye et al. (2025)
	Reinforces consumers attitudes toward VTO, by alignment technology use with sustainability goals (H7 and H8) 
PEBATT (H7 +)
PEB ATT (H8 +)


	Personal Innovativeness (PersInn)
	An individual willingness to try out and adopt a new technology
	IDT
	Rosen (2005); Kim and Forsythe (2008a); Koivisto et al. (2016); Noh et al. (2016) Castillo and Bigne (2021); Chauhan et al. (2021); Jeong et al. (2022)
	Boosts PEOU and PU by reducing resistance and increasing engagement with new tech (H9 and H10) 
PersInnPEOU (H9 +)
PersInnPU (H10 +)

	Attitudes Toward VTO (ATT)
	Consumer’s positive or negative evaluation of using a new technology.
	TAM
	Davis (1989a); Kumar and Srivastava (2022); Nguyen et al. (2023); Mollel and Chen (2025)
	Mediates between cognitive and affective evaluations and behavioural intention (H2, H3, H6, H7 and H8)
PEOU ATT (H3 +)
PUATT (H2 +)
PEOU, PU PEATT (H6 +)
PEBATT (H7 +)
PEB ATT (H8 +)


	Behavioural Intention to Buy (BI)
	The extent to which consumers intend to use the VTO technology in purchases.
	TAM
	Dodds et al. (1991); Chidambaram et al. (2024)
	Final dependent variable determined by PEOU, PU, PE, and attitude (H11).
ATT BI (H11 +)



Table B1 - Comparative summary of key constructs and the associated expected relationships








