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Abstract— Al and AR have emerged as transforming forces, basically redefining consumer
behavior and digital shopping experiences. Augmented reality could facilitate the full-degree
immersive e-commerce experience, such as virtual try-ons and outfit visualizations, whereby
customers could gauge fit, style, and color from the comfort of their homes. This gets topped
by Al with regard to more personalized experiences through smart style recommendations,
size-prediction algorithms, and automated virtual assistants.

The study investigates the interactive effect of AR and Al in apparel e-commerce,
underlining how these technologies together enhance customer engagement in decision-
making in social shopping environments. The innovations include a virtual fitting room and
Al-powered fashion recommendations, demonstrating the influences of using digital tools on
customer satisfaction by showcasing enhanced conversion rates and strengthening brand
loyalty. In addition to that, the study discusses recent developments concerning integrations
of social media that amplify interactive shopping experiences. It also looks into challenges
related to the adoption of technology: ethical issues, data privacy, and long-term viability.
All in all, the discussion underlines how AR and AI are the courses of evolution that will
shape digital fashion retail and the future of consumer-brand interactions in online
marketplaces.

Index-Terms - Augmented Reality, Artificial Intelligence, Clothing e-commerce, Virtual try-

ons, Personalized shopping, Al-driven fashion recommendations, Social shopping, Digital
marketplaces, Consumer Engagement, Fashion retail innovation, Technology Adoption.
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[. INTRODUCTION

The word Al was just an unknown man-made invention in past decades, as the clock ticked to the
21st century, there is no field without using Al and that's the power of this man-made invention
which has no room for its end, whereby, we see more and more upgradation of the previous tech
inventions. Here, Al has given birth to Augmented Reality & Virtual Reality where AR is a
technology that combines digital information with the real world and allows users to see digital
content overlaid on top of their physical surroundings to overlay virtual 3D images over the physical
world and VR immersive and interaction experience that enables users to visualize and experience
to explore the virtual world. These innovations had placed its feet without leaving any field or
industry yielding to double the previous rate of returns of those industries.

Focusing on its place taken over in revolutionizing the world of commerce on Fashion and Clothing
industry, the transformation has led us to enjoy the world and experience of shopping through
online, where the marketers and business analysts have learned to adopt according to the changing
trends without disrupting the consumers’ needs and experiences compared to traditional social
shopping. The rise of digital commerce has fundamentally altered consumer behavior and market
dynamics, with the clothing industry experiencing unprecedented growth in online shopping.

ILINTEGRATION OF AR IN CLOTHING INDUSTRY

Enhances Customer Experience

Increases sales

Improve customer engagement

Provide personalized experiences

Virtual try-ons

Personalized recommendations and Interactive experiences

III. OVERVIEW OF THE PROCESS INVOLVED IN CREATING A CLOTHING APP WITH
AUGMENTED REALITY CAPABILITIES:
Pre-production
= Concept and planning
- Design
= Content creation

AR Development
- Creating AR models & 3D Modelling
= Texturing and Materials
- Markerless Tracking
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=> Preparing Algorithms & codes
- AR Engine Integration

App Development
- Frond-end Development
-> Back-end Development
- API Integration

AR Features Implementation

=> Virtual try-on

= Product Visualization

- 360-degree image rotation model

Testing and Deployment
-> Technicians checking updates
=> Maintenance and Testing

IV. CONCEPTUAL FRAMEWORK OF THE STUDY

Fig.1 AR & Al Social Shopping in Clothing Industry

Technology adoption Customer awareness,
factors perception and
experience factors

Shopping engagement AR & Al Social Shopping in Clothing AR and Al Experience
behaviour factors Industry factors

Social shopping Challenge'.s fand
experience factors opportunities

Source: Self-designed by the author based on the study
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V. ROLE OF AR TRANSITION IN CLOTHING INDUSTRY

The integration of Augmented Reality in the clothing industry has ushered in a new era of
immersive and interactive shopping experiences. By leveraging AR technology; customers can
virtually try on clothing, visualize products in 3D and access personalized chatbots for size and fit
recommendations providing the type of color tone of the product for their skin tone match for the
attire complementing with the type of ornaments and other matching products for that particular
outfit. This reduces the need for physical try-ons and minimizes returns for exchanges. Furthermore,
AR-powered virtual fashion shows and events have enabled brands to create engaging and
memorable experiences for customers, fostering enhanced customer engagement and loyalty.

Fig. 1 Image of High Fashioned Indian Attire
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Source: Self-designed by author using Canva image

JATIR 140742 JOURNAL OF ACADEMIC TRENDS & INNOVATIVE RESEARCH (JATIR) 3257



Fig. 2 AR view Al generated innovative Indian attire - high fashion garment
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ARTIFICIAL INTELLIGENCE

HIOH-FAEMO MODEL

or - Al and AR implemented High Fashion designed using Canva

image

Synergistic Role of AR & Al in transforming Social Shopping experiences in Clothing Industry

> Enhanced customer experiences
o Virtual try-on
o Personalized Recommendation

o Immersive storytelling about the brand and fashion shows

> Increased customer Engagement
o Interactive Experience
o Social media Integration
o Influencer collaboration

> Improved Operational Effieciency
o Al-powered chatbots
o AR powered Product visualization
o Predictive Analytics
> Data-Driven Decision Making
o Customer Insights
o Performance metrics
o Market trend Analysis
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VI. CASE STUDIES - USING AI AND AR IN CLOTHING INDUSTRY

Case Study 1: Zara and Virtual Fitting Rooms (AR and AI) Company: Zara
e Technologies Used: Augmented Reality, Artificial Intelligence
e Overview: Zara integrated AR technology into its app and store experience, enabling users to
try on clothes virtually through their smartphones. The Al-driven system analyzes the user’s
body size and style preferences to make personalized suggestions. The AR technology allows
users to see how the clothes will look on their own avatars, enhancing the shopping experience.
e [mpact:
o Increased customer engagement through a more immersive and interactive shopping
experience.
o Higher conversion rates, with customers spending more time on the app and browsing more
items.
o Improved customer satisfaction by reducing the uncertainty of sizing and fit, ultimately
boosting loyalty.

Case Study 2: ASOS and AR for Social Shopping

e Company: ASOS

e Technologies Used: Augmented Reality, Artificial Intelligence, Machine Learning

e Overview: ASOS has introduced an Al-based AR tool called “See My Fit” on its mobile app,
which allows customers to visualize how clothes will look on models of various body types and
sizes. Additionally, the Al features analyze customers’ previous purchases and browsing history
to recommend clothes they are likely to purchase.

e [mpact:
o Increased conversion rates, as customers were able to confidently assess fit and style.
o Enhanced customer satisfaction through a highly personalized shopping experience.
o The social shopping experience was amplified as users could share their “virtual outfits” on
social media platforms, increasing brand visibility.

Case Study 3: L’Oreal and AR-Driven Virtual Try-Ons (Al & AR)

e Company: L’Oreal

e Technologies Used: Augmented Reality, Artificial Intelligence, Machine Learning

o Overview: L’Oreal used AR to create a “virtual try-on” experience for makeup. Customers can
use their mobile phones to see how makeup products would look on their faces in real-time,
aided by Al that customizes the try-on experience based on skin tone, face shape, and personal
preferences.

e [mpact:

o Significant boost in online sales as customers could try before they buy, leading to higher
purchase confidence.
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o The AI system improved over time, providing more personalized and accurate
recommendations.

o Increased engagement on social media as users shared their virtual makeovers, enhancing
brand interaction.

4, H&M - AR Try-On (Al & AR)
e Technologies Used: Augmented Reality, Artificial Intelligence
e Overview: H&M launched a feature in its app where customers can virtually try on clothes
using AR, offering a fitting room experience from the comfort of their homes. Al is used to
provide size recommendations based on the customer’s body shape and previous purchase
history.
e [mpact:
o Reduced returns due to better fit predictions, saving both customers and the brand time
and resources.
o Higher engagement as customers interacts with the AR try-on feature, increasing brand
touchpoints.
o Personalized shopping experience that drives repeat purchases and enhances customer
loyalty.

5. Lyst - AlI-Powered Fashion Search and AR (Al & AR)

e Technologies Used: Artificial Intelligence, Augmented Reality

e Overview: Lyst, a global fashion search platform, uses Al to curate personalized fashion
suggestions based on the user’s preferences, past searches, and style choices. They also
incorporated AR to allow customers to see how clothes would look in different
environments or on themselves through their mobile devices.

e Impact:
o Personalized shopping with Al-driven suggestions that align with user tastes.
o Enhanced social engagement as users can share their AR experiences, promoting
products and the app.
o Increased time spent on the platform and higher user satisfaction with tailored, AR-
driven features.

6. Case Study: Myntra and Al-Powered Fashion Personalization

Company: Myntra

Technologies Used: Artificial Intelligence, Machine Learning

Overview: Myntra’s Al-powered platform analyzes consumer behavior and preferences to
create personalized fashion recommendations. The system uses machine learning algorithms to
understand style trends and individual preferences. Myntra also integrates AR to enhance the
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shopping experience by allowing users to see how clothes will look in different settings or on
themselves through their devices.

e [mpact:

o Personalized shopping experience, leading to higher customer satisfaction and repeat

purchases.

o Increased customer engagement by making the shopping experience more tailored and

convenient.

o Enhanced conversion rates due to more accurate and relevant product suggestions.

Conclusion:

These case studies show how AR and Al are transforming the e-commerce space, especially in the
clothing industry, by enhancing customer satisfaction, improving engagement, and boosting sales.

Through personalized experiences, AR-driven virtual try-ons, and Al-powered recommendations,
companies like Zara, ASOS, L’Oreal, IKEA, and Myntra are successfully integrating technology
to create more immersive, user-friendly shopping environments. The continued synergy of AR and
Al will likely drive even more innovation in the future of social shopping.

VIL. LITERATURE REVIEW

Effects of Al on customer satisfaction
Yim et.al., (2020) this study examined the effect of Al on customer satisfaction and loyalty in
the appel industry which indicated a higher result in yielding the succes rate of those factors.
Jain and Sharma et.al., (2020) this study investigates the role of Al in transforming the social
shopping experience in the Indian fashion industry where the study indicates that this adoption
of Al has shown higher growth rate in the level of customer satisfaction and loyalty.

AR in E-Commerce

Smith & Johnson (2022) studies reveal that AP applications such as virtual fitting rooms,
significantly improve customer satisfaction by addressing sizing issues and enabling interactive
shopping experiences.

AR impact in shopping
Kim et.al., (2019) this study explored the impact of Augmented Reality on customer engagement
and purchase intention in the fashion industry. The results showed that AR can enhance customer
engagement and their purchase intentions are higher than the actual expectations.

Sharma et.al., (2020) this study examined the impact of AR on customer engagment and
purchase intention in the Indian apparel industry which indicated that this tech adoption has
multiplied its success rate in sales and customer engagement.

Synergy of AR & Al
Brown & Davis (2023) Combining AR and Al creates a dynamic environment where consumers
can visualize products in real-time while receiving Al-generated recommendations tailored to
their preferences.
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Lee et.al., (2020) this study investigated the role of AR and Al in transforming the social
shopping experience in the fashion industry providing the results that the combination of those
created more immersive and personalized shopping experience.

Kumar et.al., (2020) this study explored the adoption of AR & Al in Indian fashion industry
where the results showed that the Indian fashion brands are increasingly adopting these tech
innovations to enhance customer experiences and cope with the trend.

VIII. RESEARCH GAP

The research highlights AR and AI’s potential in e-commerce but lacks studies on their integrated
implementation across platforms. Most insights are region-specific, with limited global
comparisons, and focus predominantly on the fashion industry, ignoring other sectors like beauty
and electronics. Metrics like long-term customer retention and trust remain underexplored,
alongside challenges like privacy and ethics. Small and medium-sized enterprises (SMEs) are rarely
studied for AR and Al adoption. Additionally, there is no structured framework for seamlessly
integrating these technologies to transform social shopping experiences comprehensively.

IX. OBJECTIVES OF THE STUDY

1. To examine the synergistic role of AR and Al in transforming social shopping experiences in
the clothing industry.

2. To analyze the combined impact of AR and AI on enhancing customer satisfaction,
engagement, and purchase intention in e-commerce platforms.

3. Toidentify the challenges and opportunities of implementing AR and Al in the clothing industry
for seamless integration.

X. SCOPE OF THE STUDY

The scope of this study encompasses the exploration of the synergistic role of AR and Al in
transforming social shopping experiences in the clothing industry. Specifically, in aims to
investigate the impact of these technologies on customer engagement, loyalty, and purchase
intentions by identifying the key challenges and opportunities of implementing these techs for
seamless integration in the apparel industry focusing on the Indian clothing industry and will target
only the online clothing shoppers, where the findings of this study will provide the insights for
fashion brands to adopt these technologies for enhancing the customer experiences and drive
business growth.
e Methodology - This study employed a mixed method approach, combining both quantitative
and qualitative data collection and analysis methods.
e Target Population - Online shoppers in chennai, India.
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e Sample size - Convenience sampling technique will be used and data has been collected from
85 online shoppers

e Geographic scope - this study focuses on the Indian clothing industry.
XI. FINDINGS OF THE STUDY

Approximately 80% of respondents expressed increased satisfaction with AR and Al
integration due to personalized recommendations and virtual try-on features.

75% of participants found AR features like interactive product visualizations and Al-driven
chatbots more engaging than traditional shopping methods.

70% indicated that AR-enabled virtual try-ons and Al-powered recommendations significantly
influenced their buying decisions.

65% of the respondents agreed that predictive analytics and Al-powered features diminished
confusion and hence, improved shopping experience.

60% of the users posted their AR experiences online thereby increasing brand visibility and
social shopping.

XII. RECOMMENDATIONS

Increased Accessibility: There must be AR and Al tools compatible with lower-end devices to
increase market access.

Data Security Assurance: Robust measures of privacy creation will help in building trust, hence
this ensures data security and the usage of customer's data in an ethical manner.

Adoption Training: Provide training to the retailer and customer about how to use AR and Al
effectively, which will maximize the benefits. Low-cost AR and Al solution for small and
medium-sized enterprises so that the technology will reach more users.

Regional Market Customization: Customization of the feature of AR and Al based on regional
culture and local fashion trends that can increase its acceptance level.

XIII. LIMITATIONS OF THE STUDY

Sample Size: The study is limited to 85 respondents, which may not comprehensively represent
the broader consumer population.

Geographical Scope: The research focuses solely on online shoppers in Chennai, limiting the
generalizability of findings to other regions.

Industry-Specific: The study centers on the clothing industry, excluding insights from other
sectors like beauty or electronics.

Technology Limitations: The results are based on the assumptions that respondents have
adequate devices and internet speeds to support AR and Al features. This may give biased
results.
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Time Relevance: Rapid changes in technology may quickly outdate some findings, requiring
continuous research for new information.

XIV. CONCLUSION

The results of the study highlight the potential AR and Al have to revolutionize the social shopping
experience within the clothing industry. The technologies have been found to enhance more than

just customer satisfaction, engagement, and purchase intention through features such as virtual try-
ons and intelligent recommendation. The best examples include case studies of Zara, ASOS, and
Myntra successfully combining the two in fostering loyalty, reducing returns, and increasing sales
conversions. But all these still remain critical challenges-data privacy, accessibility, and seamless
integration. Addressing the challenges will allow AR and Al to continue innovating and redefine
consumer interaction in e-commerce toward a more engaging, inclusive, and efficient shopping

experience.

REFERENCES

These following platforms are some of the examples which demonstrate how Al enhances user
experience through personalization, predictive analytics, and augmented reality integration.

1.

Zalando

Website: www.zalando.com

Features: Zalando leverages Al to offer personalized recommendations based on browsing
history, style preferences, and purchase behavior.

ASOS

Website: www.asos.com

Features: ASOS uses Al for its "Fit Assistant" and the “See My Fit” AR tool, enabling
customers to visualize outfits on different body types.

Stitch Fix

Website: www.stitchfix.com

Features: This platform uses machine learning algorithms to curate personalized fashion
boxes for customers based on style quizzes and feedback.

The Yes

Website: www.theyes.com

Features: This Al-powered platform tailors its offerings to user preferences, adapting the
shopping experience in real-time based on user interactions.

Myntra

Website: www.myntra.com

Features: Myntra integrates Al for personalized recommendations, virtual try-ons, and
predictive analytics to enhance customer experience.

Farfetch

Website: www.farfetch.com

Features: Farfetch uses Al for search optimization, personalized styling recommendations,
and virtual fitting experiences.
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7. Lyst
Website: www.lyst.com
Features: Lyst employs Al to analyze trends and user behavior, providing curated
suggestions and AR-enabled product visualizations.
8. Nordstrom
Website: www.nordstrom.com.
Features: Nordstrom utilizes Al chatbots and personalized recommendation systems to

enhance the customer journey.
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