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ABSTRACT

Purpose: The purpose of the study is to investigate the antecedents of loyalty and customer satisfaction in online apparel
purchase. Present study also aims to find a holistic structure by independently and individually putting together the relevant
constructs from previous studies related to online apparel satisfaction and loyalty.

Design/Methodology/Approach: Review based Approach has been followed. A total of 166 research papers related to the
study were accessed and only 74 papers were found to be relevant. Online customer satisfaction & loyalty are the two most
significant facets of online apparel purchase contributing to e-commerce and e- marketing field. A logical literature review is
carried out to compile the domain specific appropriate constructs, together with the generic facets of customer satisfaction and
loyalty and by investigating the antecedent factors like apparel attributes: technological variables, attitude, subjective norms,
perceived behavioral control factors, purchase intention, and actual purchase.

Findings: The review of existing literature also suggests that statistical techniques mostly used for analysis included Structural
Equation Modeling and Regression Analysis.

Originality/Value: The present study basically focuses on review of literature related to online customer satisfaction and
customer loyalty in buying apparels.
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Introduction

Use of the Internet has brought in a sea change in socio-
economic as well as in cultural landscape of shopping, but
has also broadened the market virtually. India promises to be
a huge potential market for e-tailors. India is believed to have
around 51 million active Internet users, out of which 97%
are using internet on regular basis and 79% on daily basis
(Juxtconsult.com 2010). These Internet users are the young
people between age group of 25-35 years and mostly bought
online product is apparel, besides, books and electronic goods.
It was suggested by Ha and Stoel (2009) that consumers’
perception and attitude towards online shopping is largely
influenced by factors like trust, enjoyment, usefulness etc.
Past studies have suggestedthat hedonic,immersive and
utilitarian facets of online medium also influence customer’s
shopping behavior. The utilitarian components are related
to information availability factors together with cost saving
and convenience. The other factors facilitate access to
information about product features, prices, and promotional
offers (Childers et al., 2001).The hedonic motives pertaining
to authority,a sense of adventure and excitement (Arpita and
Sapna, 2011).

Although there are a plethora of studies on online
shopping, yet there seems to be a gap in terms of a systematic
understanding of consumer satisfaction and loyalty, more so
particularly in terms of customer satisfaction and loyalty, in
the area of apparel purchase. The present study endeavors
to synthesize the findings of previous researches , into
a coherent context of online shopping of apparels, and
present a reference framework for consumer satisfaction and
loyalty.

Literature Review

Customer Loyalty

Traditionally, the strong brand preference was reflected
in exclusive purchase behavior. The brand loyalty was
“brand insistence” for Melvin Copeland which was
briefed on attitudinal continuum with brand recognition
and extreme preference, at two extreme ends. The brand
loyalty was observed as a debatablephenomenon despite
the attitudinal continuum. In other words, repeat purchase
behavioraccentuatedwith a strong random component that
tantamount to brand loyalty (Bass, 1974). Loyalty has begun
getting investigated since 1970s in the form of providing the
best options to the consumers. (Yi and Jeon, 2003).

Jacoby and Chestnut (1978) argued that loyalty is not just
restricted to behavioral patterns but also haspsychological
functions.Repeat purchase along with level of commitment
is often influenced by social conditions which is a level of
commitment referred to as spurious loyalty (Day, 1969;
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Dick and Basu, 1994). Loyalty cannot be understood
without assessing the degree of emotional or psychological
commitment. Three types of “structures” of information
beliefs, states of affect, and behavioral intentions, were
suggested by Jacoby and Chestnut (1978)Experience over
time forms an understanding of loyalty based upon the brand
used which generate positive feelings toward the brand that
ultimately is a reason to be loyal. A belief to become a state
of affect requires a plethora of positive experiences over time.
Brand loyalty symbolizes a constructive mindset towards
a brand (Aker, 1991). However, brand switching, might
happen even despite of such accumulated positive feelings in
the interest of variety, price savings, or impulse purchasing.
It is therefore, at the point of intention that a consumer
commits himself/herself to the brand.In other words, all
three prerequisites like -beliefs, affect, and intention must be
there for true loyalty to happen. It is suggested by past studies
that customer loyalty strengthens the relation of individual’s
relative attitude and repeat patronage behavior (Dick and
Basu, 1994).

There are four phases of loyalty as proposed by Oliver
(1997)first, a shallow level of loyalty based on attribute
performance, called cognitive loyalty; second, a higher level
of loyalty comprised of both a cognitive and an affective
dimension, called affective loyalty; third, a commitment to
the intention to repurchase i.e. conative loyalty and, fourth,
a readiness to act and a willingness to overcome obstacles
that prevent action (e.g., brand-specific purchase), which
is known as action loyalty. Quality, satisfaction, and value
are significant determinants of customer loyalty as shown
inprevious studies and scholarly researches related to a
number of consumption contexts.

E- Customer Satisfactions

Fornell (1992) and Anderson, Fornell, and Lehmann
(1994) defined customer satisfaction as a positive evaluation
of performance on the basis of all past experiences.
Customer retention and loyalty have been closely associated
with satisfaction over the years by numerous studies (e.g.,
LaBarbera and Mazursky, 1983; Newman and Werbel,
1973; Rust and Zahorik, 1993). It has the ability to affect
favorable customer responses which has generated an
extensive body of literature regarding its antecedents,
conceptualization and consequences (e.g., Foumier and
Mick, 1999; Oliver, 1997; Yi, 1990). Though there has been
considerable progress to what we define as‘satisfaction’
yetthe literature remains ambiguous. Oliver (1999)analyzes
many of these definitions as inadequate and names
them as process definitions: it aims at what the customer
does to attain satisfaction instead of stressing upon the
psychological aspects. This approach seems to reduce the
emotional aspects of the satisfaction construct (Foumier
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and Mick, 1999). Thus, Oliver (1999) defines satisfaction
as “pleasurable fulfillment” acknowledging the cognitive
aspect of satisfaction in which consumers’ goals, needs and
desires are required to be fulfilled.

An emotional response is created when an individual
evaluates all past experiences from patronizing a retailer
which is called retail satisfaction (Westbrook, 1981). It has
been proved by past studies that satisfaction in an online
environment is driven by comfortibility, design of the
site and other retailing factors like product information
and product offerings (Szymanski and Hise, 2000).
Previous researches reveal that several significant factors
(expectations, performance, equity, and affect) may influence
customer satisfaction. Most of the past empirical studies
have shown a positive relationship between satisfaction and
expectations(Oliver, 1980; Swan & Trawick, 1981; Bearden
& Teel, (1983). Furthermore, numerous scholars pointed out
that performance is positively related to customer satisfaction
judgments (Churhchill & Surprenant, (1982); Oliver &
DeSarbo, (1988); Cronin & Taylor, (1992); Halstead,
Hartman& Schmidt, (1994). Third, Oliver (1997) argued that
equity judgments are an important factor for customers to
evaluate the fairness or rightness in reference to what others
receive.

On-Line Shopping

There are many issues addressed in online shopping
which includes many consumers’ characteristics which
are demographic and psychographic in nature. ‘Cox
& Rich(1964)’; Cunningham & Cunningham(1973);
Gillet (1970); Lumpkin & Hawes(1985)]; motivation(
Gillet,1970); perceived risks Locander & Hermann;
Reynolds(1972)]; self-esteem [Cox & Rich; Cunningham
& Cunningham; Gillet; Hermann and Locader(1979);
Reynolds(1974)]; how to reduce perceived risks involved in
catalog shopping through information search [ Hermann
and Locander; Gillet; Roseliu(1974); Seitz (1988)]; and
the use of information sources to make purchase decisions
[Martin(1971); Davis(1987); Shim & Drake(1988) ; Seitz].
The history of research on in-home shopping can be traced
through the development of direct marketing strategies
(Lumpkin &Hawes). Shim and Drake (1990) studied
purchase intention mail order purchasing of clothing in mail
orders, focusing on consumers’ beliefs about, and attitudes.
Product information, services and its quality significantly
contributes in customer-marketers relationship according
to past studies[Korner &Zimmermann(2000); Selz,(1998)
;Berthon et al (1996); Geissler( 2001)].

Based on their functional strategies, retailers offer
different store attributes for satisfying identified customers
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(Ko, 1995). Similarly, the selection of one store over the
other can be done using different criteria by the consumers
[Schiffman, Dash& Dillon, (1977); Hansen & Deutscher
(1977-1978)].

Many researchers agreed that total online sales
and number of online shoppers still lag behind the
traditional retailing due to lack of ease of navigating and
website interfaces[ Jarvenpaa and Todd(1997); Novak &
Chatterjee (1995); Baty & Lee (1995); Hoffman; Lohse
& Spiller (1998); Ridgon (1996). Swaminathan, Rao
and Lepkowska-White (1999) observed that the website
is readily inspected by the consumers while making
purchase decisions and, thus, a website’s design plays an
important in online transaction.

Factors Affecting Online Consumer Behavior

a. Consumer Factors in Online Shopping
b. Online Product Specific Factors
c. Technology Acceptance Factors

d. Behavioral Factors from Theory of Planned Behavior
(TPB)

VariousShopper’s categorization related to products,
has beendeveloped by researchers [Bellenger & Korgaonkar
(1980); Darden & Reynolds (1971); Gutman & Mills (1982);
Lumpkin (1985); Lumpkin, Hawes, & Darden (1986); Moye
(1998); Shim & Kotsiopulos (1993)].

Different patterns of shopping behaviors have been observed
in customers with divergent shopping orientation [Gutman
& Mills; Hawkins et al. (1989)], [Bellenger, Robertson, &
Greenberg, (1977); Lumpkin; Shim & Kotsiopulos (1992)].
Different buying Patterns are also observed related to “The use
of information sources” [Hawkins et al.; Lumpkin; Moschis
(1976)] as well as different psychographic traitsand demographic
attributes (Darden & Howell, 1987).

Apparel shopping behavior is identified to have been
predicted by Consumer characteristics [Cassill & Darke
(1987); Shim & Drake (1988)]. Similarly, further research
reveals that consumers’ demographic and psychographic
characteristics are also significant indicators of customers’
shopping behavior for in-home shopping (Berkowitz, Walton
& Walker (1979); Cox & Rich (1964); Cunningham &
Cunningham (1973); Gillet (1970); Lumpkin & Hawes (1985);
Shim & Drake (1990)] .Prediction of in-home shopping
purchase decisions also gets facilitated by previous shopping
experience [Jasper & Ouellette (1994); Shim & Drake; Shim
et al. (2001)].
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Table 1: A Summary of Consumer Characteristics related to Online Shopping

Characteristics Customer
Studied Characteristics
Gender
Demographics Age
Income
Education

Normative Beliefs

Frequency of usage

Internet
Experience
Comfort with the
Internet
Flow
Online Shopping

Experience

Emotion

Studies

Alreck and Settle, 2002
Brown et al, 2003
Donthu and Gracia, 1999
Slyke et al, 2002
Stafford et al, 2004
Harris, 2003
korgaonkar and Wolin, 1999
Levy, 1999
Lietal, 1999
Rodgers and Harris, 2003
Stafford et al, 2004
Bhatnagar and Ghose, 2004b
Bellman et al, 1999
Bhatnagar et al, 2000
Donthu and Gracia, 1999
Joines et al, 2003
Lietal, 1999
Rohm and Swaminathan, 2004

Lietal, 1999
Susskind, 2004
Bagchi and Mahmood, 2004
Korgaonkar and wolin, 1999
Donth and Gracia, 1999

Stafford et al, 2004
Park et al, 2004
Shiu and Dawson, 2002
Chau et al, 2002

Limayem et al, 200p

Bhatnagar and Ghose, 2004b
Bhatnagar et al, 2000
Cho 2004
Jarvenpaa Todd, 1997
Jarvenpaa and Tractinsky, 1999
Liao and Cheung, 2001
Nysveen and Pedersen, 2004
Park, 2002

Mauldin and Arunachalam,
2002

Hoffman and Novak, 1996,
Mathwick and Rigdon, 2004

Novak et al, 2000

Huang, 2003
Lynch and Beck, 2001
Wolfinbarger and Gilly, 2001
Xia, 2002

Major Findings

The findings revealed that men make
more online purchases in comparison to
women and women have more sense of
web apprehension.

The findings of all mentioned studies has
given mix results

The results highlighted that
influencesonline customershopping
tendencies.

The findings has observed that culture
plays an important role in context of
online shopping.it is also proved that

consumers from an individualistic
culture do more online shopping than
collectivistic culture.

The study revealed that social influence
for online media recommendation on
shopping is mixed.

All the mentioned studies gave mixed

results, but most of the study proposed

thatperceived product risk is negatively
related to internet usage.

The studies revealed that comfort level has
positive relation with online shopping

Mentioned studies gave mixed results

Studies proposed that there is a positive
influence of positive emotions on online
shopping
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Risk Perception

Psychological
perception
Perception of Benefit
Frequency of online
purchases
Satisfaction from Past
Transactions
Iz Innovativeness
Characteristics
Shopping
orientation
Shopping
motivations

Source: Adapted from Zhou et al., 2007
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Bhatnagar and Ghose, 2004
Bhatnagar et al, 2000
Featherman, and Pavlou, 2003

Garbarino and Strabilevitz,
2004

Huang et al, 2004
Jarvenpaa and Todd, 1997

Jarvenpaa and Tractinsky,
1999

Jarvenpaa and Tractinsky 1999;
2003

Kolsaker et al, 2004
Joines et al, 2003
Kolsaker et al, 2004
Liang Jin-Shiang, 1998
Liao and Cheung, 2001
Park et al, 2004
Pavlou, 2003
Pires et al, 2004

Chen et al, 2002
Limayem et al, 2000
Pavlou, 2003

Brown et al, 2003
Cho, 2004
Moe and Pader, 2004
Park and Jun, 2003;
Yang and Lester, 2004
Cho, 2004

Devaraj et al, 2002 Koivumi,
2001

Pires et al, 2004
Citrin et al, 2000
Donthu and Garcia, 1999
Goldsmith, 2001
Goldsmith, 2002
Limayem et al, 2000
Sin and Tse, 2002

Donthu and Garcia, 1999
Korgaonkar and Wolin 1999

Li et.al, 1999
Swaminathan et al, 1999
Childers et al, 2001
Joines et al, 2003
Johnson et al, 2004
Solomon, 1999
Novak et.al, 2000
Wolfinbarger and Gill, 2001
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Results showed that perceived risk and
online shopping intention inegatively
related.

Findings showed that perceived usefulness
positively influences the online purchase
intention

The findings exhibited that frequency of
purchase is positively related to online
shopping tendencies

The result displayed that is positively
related to online shopping tendencies is
linked positively topast satisfaction level.

The result exhibited that personal
innovativeness directly and indirectly
influences the online shopping intention

The findings unveiled that convenience
and recreation drive online shoppers

Results demonstrated that motivational
factors significantly influences the online
shopping experiential
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Customer characteristics constitute rather constant
variables in a customer’s profile whereas, marketer has no
control on them [Li. H. Kuo, C. & Rusell M. G. (1999),
Miyazaki, A. D. & Fernandez A. (2001), Rodgers S. & Harris
M. A. (2011), Zhou L., Dai L. & Zhang, D. (2007)].

b. Online Product Specific Factors.
b. (1) Apparel Product Attributes

The physical examination of clothing items by
customersfor size, style, color etc as displayed in the traditional
department stores, enable customers to inspect and examine
every item (Colborne, 1996). In-store shoppers physically
inspect the fit, color, fabric, style, and overall appearance of
the garmentEckman et al. (1990).Price, style, quality, color,
fabric, brand name, country origin etc have been considered
frequently used clothingcriteria in past researches [Cassill &
Drake (1987); Davis (1987); Eckman, Damhorst & Kadolph
(1990); Workman (1990)].

b. (2) Apparel Appearance

Color, fashionability, style and detailed image picture,
are some of the facets that constitute customers’perception
of apparel appearance. The accuracy of apparel color
on screen is an issue which causes hesitation for online
shoppers(Khakimdjanova & Park, 2005).

b (3) Apparel Comfort

The nature of a fabric’s surface as perceived by customer
by virtue of sight or touch by hand is the way a fiber feels
to the sense of touch (Kadolph, 2007).Fabrics which will be
in direct contact with the skin is supposed to have a softer
hand as opposed to the fabrics that may not come in contact
with the skin (Kadolph, 1998, p. 30).The understanding of
the fiber content, fabric texture, fabric weight in relation
to the fiber, and style of apparel product constitute the
significantingredients responsible for the perception of the
apparel comfort Mi Jung Kim (2007).

b (4) Price

Product cost considered to be a significant facet of
price and therefore an important parameter in marketing
literature. Some consumers prefer buying products on the
influence of price whereas others may give greater value to
the quality(Beneke & Carter, 2015).

c. Technology Acceptance Factors

Technology Acceptance Model (TAM), established by
Davis (1989), is widely considered the most validated model
for predicting the degree of consumer technology acceptance.
The TAM model adopts the causal chain of “beliefs[] attitude
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) intention [J behavior” as described inTheory of Reasoned
Action (Fishbein & Ajzen, 1975). TAM establishes a causal
relationship between ease of use and perceived usefulness.
User’s acceptance or rejection of technical systems has
been consistently explained by TAM [Chen & Wells (1999);
Hausman & Siekpe (2009); Song and Zinkhan (2003)].

TAM'’s model has been criticized onthe ground that
the constructs do not fully reflect the specific and exact
impact of technological and its application factors, that
alters user’s acceptance of the technology [Moon and
Kim (2001),Venkatesh et. al (2000); Vijayasarathy (2004)].
Therefore, a more robust model is put in place combining
the original features of TAM together with additional
explanatory variables like perceived risk & privacy/security
which are often combined besides the ease of use and
usefulness constructs. Thus, this study also attempts to do
the same.

¢. (1) Perception of Ease of Use

Efficiency and time-savings increase a consumer’s
perception of technological ease of useDavis (1989).
Enjoyment and playfulness, which mean the easier the
system is to use, the more enjoyable it is which may also be
associated to Consumer perception of ease-of-use.Perceived
ease of use which stimulates consumers to continue with his
use of a websitebecomes an inherently entertaining experience
(Skadberg & Kimmel, 2004). The above examined constructs
of Convenience Motivation and Information Search are
inherent features for Ease of Use.

¢. (2) Perceived Usefulness

Consumer’s feelings that a system’s function can assist
his or her performance when operating the technical system,
is all about perceived usefulness. Consumer’s perception
about the ease of use eventually leads to perceived usefulness.
In other words, Consumers’formulation of attitudestoward
perceived usefulness of a technical system is very significant
(Davis, 1989). Both the TAM and TRA (Theory of Reasoned
Action) separately or a combination of the two are often used
in researches related to online buying behavior, indicating
the significant relationship between consumer attitude and
purchase intention [Chen & Wells (1999); Hausman & Siekpe
(2009)].

¢ (3) Perceived Risk

The concept of Risk has been defined and explained in
the context of consumer behavior in many ways .Cox E Rich
(1964) defined perceived risk as the quantity issues in purchase
situation. Murray (1991) defined the perceived risk as lack
of certainty perceived by the customers for losses or gains
during a particular transaction. Past literature has considered
it as a multi-faceted component which involves physical risk,
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financial risk, social risk, risk of loss of time, performance
risk etc. ( Jacoby and Kalpan, 1972; Peter and Tarpey, 1975;
Garner, 1986; Shiffman and Kanuk, 1994; Brooker, 1984;
Mitchell, 1992). It is defined as the probability of loss which
is determined by shoppers in anticipating an online purchase
(Forsythe and Shi, 2003).Perceived Risk constitutes a key
factor in understanding consumer purchase behavior (Stone
and Gronhavg, 1993). The present study considers perceived
risk as a precursor of satisfaction

Behavioral Factors from Theory of
Planned Behavior (TPB)

Theory of planned behavior is designed to predict human
behavior. In present context, the human behavior is predicted
in context of e-shopping of apparels. The model observes that
people tend to perform behaviour that are favorable and tend
to avoid behavior that is unfavorable (Fishbein and Ajzen,
1975). As perTPB, behavioral intentionprecedes actual
behavior. It is defined as a person’s willingness of displaying
behavior of interest and basically it has 3 variables:

1. Attitude (Ab)
2. Subjective Norms (SNb)

3. Perceived behavioral control (PB Cb)

d (1) Attitude towards apparel on line Shopping

Attitude is defined as a learned predisposition required
responding in a consistently in a favorable or unfavorable
manner (Fishbein and Ajzen, 1975). Chen and Wells (1999)
found that attitude toward a website can predict consumers’
predispositions to respond to its offerings favorably or
unfavorably. Their research findings indicate the positive
relationship among attitude and perceived usefulness
towards websites[Chen et al., 2002; Hausman & Siekpe
(2009)].

Consumer’s future shopping behavior can be Dbest
predicted by his/her attitude much more significantly like
no other construct [Engel, Blackwell & Miniard (1995)].
Attitude is often seen as a vital behavior shaping variable.
Information search behavior [Duncan & Olshavsky (1982);
Klein (1998); Martineau (1958)], Behavioral intention
[Evans, Christiansen & Gill(1996); Fishbein &Ajzen(1975);
Shim & Drake(1990); Shim et al.(2001)] and the selection
of a Brand or store [Arrondo et al.(2002); Dick & Basu
(1994); Summers & Wozniak(1991)] are also influenced by
attitude.

d (2) Subjective Norm
The External environment consisting of social norms,
cultural differences, and value expectation gives birth to
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one’snormative beliefs and motivations which in turn
formulate consumers’ subjective norm. In Ajzen and
Fishbein’s (1975) original model, behavioral beliefs and
evaluation of alternative outcomes were the only variables,
sufficient to predict behavioral intention. In later models,
however, it was suggested that another set of beliefs, labeled
subjective norms, be included as predictive of intention
[Ajzen & Fishbein (1977); Fishbein (1980)].

d (3) Perceived behavioral control

Perceived behavior control is an individual’s confidence
about his/her ability to perform the behavior based on the
presence or absence of the said resources and opportunities.
Customer’s behavioral control is one of the three predictive
components of behavioral intention [Ajzen(19750;
Ajzen(1988); Ajzen & Fishbein(1980)], Self-efficacy (Lin,
2008;Wang et al, 2006), trustworthiness (Gauzente, 2004;
Zhang and Tang, 2006); security (Zailani et al, 2008),
computer and internet access (Shim et al, 2001), user’s
experience (Nysveen et al, 2005) and site accessibility (Cao
and Mokhtarian, 2007).These are all behavioral control
factors which impact online shopping behavior.

d (4) Purchase Decision

A mixture of rational and emotional motivation prompt
consumer’s purchase decision online shopping in general and
apparel purchase in particular.In most cases, shopping has
been considered as providing both hedonic value through
emotional responses during experience (Bloch and Bruce,
1984) and theutilitarian value achieved through proper
product-acquisition (Bloch & Richins, 1983).Satisfaction
or Dissatisfaction, are the only two possibilities ofwhile
undertaking a purchase transaction with a limited amount
of knowledge regarding the product and its set of attributes
(Kadolph, 1998). The factors like product brand, cost,
fabric, size, or ineffective distribution, channel selection,
andcognitive factors whereas including product image
and appearance of the product on consumer’s body and
distribution channel atmosphere constitute thepsychological
factors[Cassill & Drake (1987); Davis (1987); Eckman et al.
(1990); Hsu & Burns, (2002)].Prior researches have reported
a significant correlation between the intention and behavior
[Ajzen (1991); Sheppard, Hartwick & Warshaw (1988)].

Methodology

A total of 166 research papers were downloaded and
among them 74 papers were found to be relevant for the study
pertaining to customer satisfaction and loyalty. The sources
that were used for downloading the relevant studies included
Google Scholar, Emerald Publications, Sage Publications,
Taylor & Francis and Elsevier. The keywords that were
used to access the reports included Loyalty, Satisfaction
and Online apparel purchases. The 74 relevant papers were
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comprehensively reviewed to analyze the country of study,
the year of study, selection of constructs and variables, the

Review of Literature

Table 2: Summary of Studies on Online Purchase/Online Apparel Purchase.

Scholars (Year)

Fredrik AllenVolk,
1994

Hira Cho, 2001

Hui Zhang, 2002

Patricia Taylor
Warringlon,
2002

Ji Hye Park, 2002

Yoo-Kyoung Seock,
2003

Eun Young Kim;
Youn-Kyung, Kim,
2003

Syong Kin, et el, 2004

Ronald E Goldsmith,
2004

Soyoung Kim, 2004

Jihyum Kim, 2004

Country

USA

USA

China

USA

USA

USA

USA

US female
online

USA

USA

USA

Unit of

Analysis/Size

Online

Shopper,292

Online

Customers,300

Students,400

3,112 online

customers of

a U.S. based
company

Online
Shopper,62

Students,414

,Students303

298

Online
Shopper, 608

Online
Shopper,273

560

Predictor

Behavioral

Intention, Purchase

Intention

Behavioral
Intention/
Attitude towards
using customized
Systems

Customer Attitude,
Customer Loyalty

E-Shopping

Loyalty

Purchase Intention

Intention to

Purchase at favorite

clothing Website

Online Purchase

Intention Gender

,Age, Income

Satisfaction

Personalized
Marketing

Satisfaction

Behavioral
Intention

Online Shopping
Dimensions

Experience & Internet
Consumer Behavior

Complexity, Perceived
Usefulness, Ease of Use,

Intent Exposure, Perceived

Safety, Propensity.

Technology Factors
,Service Factors ,Product
Factors, Sales Promotion

Perceived E-Shopping
Satisfaction, Perceived
Merchandise Quality,
Receptivity to E-Shopping
Technology

Product Presentation

Clothing Shopping
Orientation, Previous
Online Shopping
Experience ,Clothing
Website Chanel,
Attitude toward Clothing
‘Website, Relative
Importance of Intention
to search information,
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Analysis and Results

Among the 166 relevant research papers, in 74 studies
(around 90 percent), structured instruments were used
based on the constructs from previous studies. Most of the
studies considered TAM, TPB, or combination of both
as a measurement model for satisfaction and or loyalty.
The break-up of secondary sources were studies pertains
to Doctoral Dissertations (18) ,Electronic Consumers /
International Journal Electronic Business(4),Journal of
Fashion Marketing/ Journal of Fashion Marketing and
Management(6),International Journal of Bank Marketing,
/ Commerce(2), Journal of Information Management /
Online Information Review (2),African Journal of Business
Management (3),International Journal of Management
& Information Technology/Search Information &
Management/ Internet Research, / Journal of Information
Systems and Technology Management(6), European Journal
of Business and Management/ Journal of Management
& Business Studies(6), Journal of Quality and Service
Sciences(2), Journal of Retailing and Consumer Services
/Advances in Consumer Research Journal of Electronic
Commerce Research(17), Australian Journal of Basic and
Applied Sciences(1),European Journal of Marketing/
Journal of Accounting & Marketing/, International Journal
of Marketing Studies/Marketing Intelligence & Planning-
(6),International Research Journal of Engineering and
Technology Journal of Management & Business Studies/
GIT-Journal of Engineering and Technology(5),Journal of
Service Management/ International Journal of Commerce/
Journal of Internet Commerce/ Journal of Electronic
Commerce Research Journal of Retailing (8).

Conclusion

A dynamic frame work has been developed to comprehend
the antecedents of e-consumer customer satisfaction in
two stages,supported by the theory of reasoned action
[Ajzen & Fishbein (1980), Fishbein & Ajzen (1975)] family
of theories. The study has examined the antecedents of
Loyalty, Customer Satisfaction, Purchase Intention, Actual
Purchase Apparel Attributes, and Technological Variables
along with social factors and consumer traits. The study
also indicates the social factors significantly influence the
behavior of the consumers. We argue that attitudes drive
e-consumer behavioral intentions, eventually resulting into
actual purchases. Significant contribution of our reference
framework is the synthesis of specific product characteristics
(Apparel Attributes) with various customer characteristics
and Technology acceptance factors, culminating into an
integrated review of literature, in the context of online
apparel purchase.

Limitations

Research is needed to reveal into how various constructs
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might be (or not) in play depending upon the prior
experience, site familiarity and/or site purchasing experience
of consumers. Also product and or culture specific studies
are required to be undertaken. It has been noticed that
most of the studies appear to concentrate on single
countries, therefore, cross culturaladjustments pertaining to
introduction of deletion of constructs play a pivotal role
in influencing consumer responses (Davis et al., 2008). We
believe that our conceptual Literature review may put forth
a reference framework for academic researchers, e-retailers,
policy-makers and practitioners.
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