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Introduction

Apparel e-retailing is rapidly expanding worldwide 1 , and mobile technology is a key factor in retail sector growth, accounting for 58.9% of online retail sales 2 . Marketers are increasingly interested in using mobile technology to meet consumer demand [START_REF] Kumar | Influences of 'appscape' on mobile app adoption and m-loyalty[END_REF]. [START_REF] Doherty | Internet retailing: the past, the present and the future[END_REF] state that mobile applications are the future of the retailing commerce. Nevertheless, mobile or "m-" commerce (as used in the following development) is an emerging field [START_REF] Kumar | Influences of 'appscape' on mobile app adoption and m-loyalty[END_REF]. Researchers should investigate how to deliver utilitarian and hedonic value to consumers and create rich shopping experiences with retailing mobile applications [START_REF] Lee | Consumer need for mobile app atmospherics and its relationships to shopper responses[END_REF]. Consumers cannot physically examine and try on garments presented on e-retailing websites and m-commerce applications. Therefore, the success of apparel e-retailers depends to a large extent on convincing product presentation that helps consumers better visualize garments (e.g., [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF][START_REF] Kim | The effects of visual and verbal information on attitudes and purchase intentions in internet shopping[END_REF][START_REF] Yoo | The effects of online product presentation on consumer responses: A mental imagery perspective[END_REF].

In traditional product presentation in apparel e-retailing, human models display garments.

Virtual try-on (VTO) tools have been developed to help consumers evaluate garments by delivering information comparable to direct experience with products [START_REF] Cho | I Like Your Product When I Like My Photo: Misattribution Using Interactive Virtual Mirrors[END_REF][START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF]. Offline and online stores are constructing VTO tools based on augmented reality (AR) (e.g., [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF]Javornik, 2016a) to achieve multiple benefits (e.g., [START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]. AR superimposes computer-generated virtual objects on real environments and allows real-time interactions (Javornik, 2016a), thus enriching a user's experience of reality (Poushneh and Vasquez-Parraga, 2017a). AR-based VTO tools have been developed and studied primarily in the context of jewelry, glasses, and make-up (e.g., [START_REF] Cho | I Like Your Product When I Like My Photo: Misattribution Using Interactive Virtual Mirrors[END_REF][START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF][START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]). Yet, AR research must enlarge the contexts of use that are being investigated [START_REF] Hilken | Making omnichannel an augmented reality: the current and future state of the art[END_REF], and apparel is a relevant and important setting (e.g., [START_REF] Baytar | Can augmented reality help e-shoppers make informed purchases on apparel fit, size, and product performance? International Textile and Apparel Association[END_REF][START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF]. AR-based VTO tools represent expensive investments for apparel e-retailers, but it is not yet established whether they are more efficient than traditional pictures of human models wearing garments. The question of the effectiveness of AR as compared to traditional ways of product presentation is crucial for online retailers and has to be investigated thoroughly in order to bring strong evidence (Xu et al., 2018).

Early types of VTO utilized avatar-or photo-based try-on, while the most recent technologies rely on AR, which superimposes a three-dimensional (3D) virtual object on a moving reflection of the consumer in real time, acting like a digital mirror [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF]. Some studies have assessed the relative effectiveness of different types of VTO (e.g., Javornik, 2016b;[START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF], while others have compared VTO with traditional e-catalog presentations (e.g., [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF][START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF] or VTO with actual try-on (e.g., [START_REF] Baytar | Can augmented reality help e-shoppers make informed purchases on apparel fit, size, and product performance? International Textile and Apparel Association[END_REF]. However, except for Shin and Baytar (2014) in the context of an avatar-based VTO, existing research has not compared pictures of human models with an AR-based VTO tool and their respective impacts on the consumer's behavior.

Surprisingly, prior research in online shopping has given relatively little attention to the impacts of presenting human models in pictures (e.g., [START_REF] Berg | Headless: The role of gender and self-referencing in consumer response to cropped picturesof decorative models[END_REF]. Research has compared flat presentations with human models [START_REF] Kim | Effects of web site atmospherics on consumer responses: music and product presentation[END_REF][START_REF] Yoo | The effects of apparel product presentation on consumer responses in U.S. online retailing[END_REF] and studied the impact of the human model's body size on various consumers' responses (e.g., [START_REF] St-Onge | Does the size of a fashion model on a retailer's website impact the customer perceived attractiveness of the model and purchase intention? The role of gender, body Satisfaction and congruence[END_REF]. Interestingly, research also showed that idealized human models can sometimes trigger better consumer responses than an avatar-based VTO (Shin and Baytar, 2014). Nevertheless, while the advertising literature has demonstrated that ads are more effective when the physical features of human models match those of consumers (e.g., [START_REF] Chevalier | The influence of the perceived age of the model shown in an ad on the effectiveness of advertising[END_REF], little research in the e-and m-commerce literature has addressed the impacts of the fit between consumers and presenting human models.
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With AR-based VTOs, female consumers can see themselves wearing garments.

Augmentation technology impacts the consumer's sense of self (Scholz and Duffy, 2018) and affects how consumers perceive themselves [START_REF] Javornik | Mirror Mirror on the Wall, Who is Real of Them All?" -The Role of Augmented Self, Expertise and Personalisation in the Experience with Augmented Reality Mirror[END_REF]. AR applications offers multiple benefits to the consumer, such as a better understanding of their own self and a possibility to take risks and discover aspects of their inner self while trying products they would not have tried otherwise (Scholz and Duffy, 2018). However, the "augmented self" is a "hybridization" between the consumer's actual body and virtual elements that create a modified perception of the self (e.g., [START_REF] Javornik | Mirror Mirror on the Wall, Who is Real of Them All?" -The Role of Augmented Self, Expertise and Personalisation in the Experience with Augmented Reality Mirror[END_REF]Scholz and Duffy, 2018). The positive impact of AR-based VTO on consumer evaluations and behavioral responses is not obvious and might depend on certain conditions such as the female consumer's perception of the augmented image of herself that she sees on the screen (e.g., [START_REF] Cho | I Like Your Product When I Like My Photo: Misattribution Using Interactive Virtual Mirrors[END_REF]. Thus, AR-based VTO tools might be less effective at triggering purchase intention than presentations of garments on human models with similar appearances because human models could serve an aspirational role (e.g., [START_REF] Jones | It's not black and white: Advertising and race in cultural context[END_REF] and reflect possible better versions of consumers' selves than their own appearance represented by augmented technology. The aim of this research, therefore, is to investigate whether AR-based VTO tools are more effective than pictures of human models in the mcommerce setting.

Drawing on the Technology Acceptance Model (TAM) [START_REF] Davis | Perceived usefulness, perceived ease of use, and user acceptance of information technology[END_REF] this research compares an m-commerce interface with an AR-based VTO tool and an m-commerce interface with traditional pictures of human models with physical features similar to consumers. A current research stream in the AR literature investigates whether VTO has utilitarian or hedonic value (Javornik, 2016a). Studies have shown that both aspects are important in the purchase process (e.g., [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF][START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF], while others have pointed out the possible prevalence of one aspect over the other (e.g., [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF][START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF] and their varying importance [START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF]. Therefore, the paper studies the impacts of the m-commerce interfaces on perceived hedonic value (perceived enjoyment) and utilitarian value (perceived convenience in examining the product, perceived ease of use, and perceived usefulness) and assesses how these values mediate the impact of the m-commerce interfaces on the attitude toward the shopping technology and purchase intention (Childers et al., 2002;[START_REF] Davis | Perceived usefulness, perceived ease of use, and user acceptance of information technology[END_REF]. Indeed, attitude toward the shopping technology (e.g., [START_REF] Chen | Enticing online consumers: an extended technology acceptance perspective[END_REF]Javornik, 2016b;[START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF] and purchase intention (e.g., Poushneh and Vasquez-Parraga, 2017a;[START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF] are two relevant and important final variables in online retailing [START_REF] Childers | Hedonic and utilitarian motivations for online retail shopping behavior[END_REF] and AR research [START_REF] Hilken | Making omnichannel an augmented reality: the current and future state of the art[END_REF]. Furthermore, following recommendations from the literature (e.g., [START_REF] Borau | The advertising performance of non-ideal female models as a function of viewers' body mass index: a moderated mediation analysis of two competing affective pathways[END_REF][START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF], this study explores the impacts of the fit between female consumers and human models in pictures with regard to the important factors in selfidentification: body size and ethnicity.

An experimental study with 415 usable responses and a qualitative study with 49 respondents offer interesting results. First, the results show that the AR-based VTO application is less enjoyable than any traditional m-commerce interface with pictures of human models.

Perceived enjoyment mediates the effect of the m-commerce interface on the attitude toward the shopping technology and partly explains the final purchase intention. Second, a traditional m-commerce interface with pictures of human models having physical features similar to consumers' (i.e., same ethnicity and body size) is considered to be both more convenient and more useful than an m-commerce interface with an AR-based VTO tool. The no-fit traditional m-commerce interface is still significantly less convenient and useful than an AR-based VTO tool. Finally, attitudes toward the shopping technology are directly affected by its hedonic value (perceived enjoyment) and utilitarian value (perceived convenience of examining the product, perceived ease of use, and perceived usefulness), while the effect of the hedonic value prevails over utilitarian values. This research offers three important contributions. First, it contributes to the growing field of online product presentation in digital commerce (e.g., [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF][START_REF] Yoo | The effects of online product presentation on consumer responses: A mental imagery perspective[END_REF] and enriches the scant literature on the impacts of human models in pictures (e.g., [START_REF] Berg | Headless: The role of gender and self-referencing in consumer response to cropped picturesof decorative models[END_REF][START_REF] Kim | Effects of web site atmospherics on consumer responses: music and product presentation[END_REF]. Second, this research studies the relative impacts of a traditional human model presentation compared to an AR-based VTO tool (e.g., [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF] and adds to the debate on the utilitarian and hedonic roles of such presentation formats (e.g., Javornik, 2016a;[START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF]. Third, this study contributes to the discussion in the marketing literature on the need to match the presenting human model with the target consumer (e.g., [START_REF] Chevalier | The influence of the perceived age of the model shown in an ad on the effectiveness of advertising[END_REF][START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF] and brings new insights from the mretailing context. Finally, this research also provides possible explanations for VTO tools' lack of success and puts forward applicable solutions for apparel retailers.

Research Model and Hypotheses Development

We drew on the TAM to compare the relative impacts of an AR-based VTO mobile application and traditional m-commerce interfaces featuring human models with physical features similar to those of consumers on attitudes toward the shopping technology and purchase intention.

The fit between female consumers and human models in pictures could be judged in terms of ethnicity, body size, and combination of these features due to the interactions of physical attributes in consumer perceptions [START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF]. Following the literature in consumer research, we addressed Asian, Black, and White ethnicities (races) (e.g., D' Alessandro and Chitty, 2011;[START_REF] Jones | It's not black and white: Advertising and race in cultural context[END_REF][START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF]. We investigated how the m-commerce interface affects both hedonic value (i.e., perceived enjoyment) and utilitarian value (i.e., perceived convenience of examining the product, perceived ease of use, and perceived usefulness) [START_REF] Childers | Hedonic and utilitarian motivations for online retail shopping behavior[END_REF]. Indeed, the TAM, which has been widely applied to investigate user acceptance of new information technology, focuses on the roles of ease of use, usefulness, and enjoyment in predicting attitudes toward new technology [START_REF] Davis | Extrinsic and intrinsic motivation to use computers in the workplace[END_REF]. Thus, this framework is relevant to investigating the roles of both utilitarian and hedonic value in predicting attitudes toward VTO and AR applications [START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF][START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF][START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF]. The following conceptual model is proposed (Fig. 1) and the hypotheses development is discussed hereon:

Note: the appearance fit with the m-commerce human model was established based on the similar ethnicity (Asian, Black, or White) and similar body size (thin or curvy) 

The Impact of Online Product Presentation

Human Model Presentation

Online apparel stores traditionally use human models to present garments and facilitate product evaluation [START_REF] Kim | Effects of web site atmospherics on consumer responses: music and product presentation[END_REF][START_REF] St-Onge | Does the size of a fashion model on a retailer's website impact the customer perceived attractiveness of the model and purchase intention? The role of gender, body Satisfaction and congruence[END_REF]. Human models are proven to be more effective than flat presentations [START_REF] Kim | Effects of web site atmospherics on consumer responses: music and product presentation[END_REF][START_REF] Yoo | The effects of apparel product presentation on consumer responses in U.S. online retailing[END_REF]. Indeed, the presence of a human model on product presentation allows to activate the effect of self-referencing [START_REF] Lee | Using self-referencing to explain the effectiveness of ethnic minority models in advertising[END_REF]. Self-referencing occurs when consumer identifies something characteristic to oneself in the product offer [START_REF] Lee | Using self-referencing to explain the effectiveness of ethnic minority models in advertising[END_REF]. For instance, a human model might remind a female consumer of herself. Existing research suggests that activating the self-referencing by exposing the consumer to something/someone that she/he can relate to heightens recall of information and can generate more favorable attitudes (Meyers-Levy and Peracchio 1996; [START_REF] Krishnamurthy | Retrospection versus anticipation: The role of the ad under retrospective and anticipatory self-referencing[END_REF].

A central question in advertising literature has been the fit between the physical features of human models and consumers (e.g., [START_REF] Chevalier | The influence of the perceived age of the model shown in an ad on the effectiveness of advertising[END_REF]. The question of the match between presented human models and consumers is underpinned by self-congruence theory: people may identify with human models based on their self-concept [START_REF] Sirgy | Self-concept in critical review consumer behavior[END_REF]. When consumers are exposed to visual stimuli with human models, they engage in a social comparison process [START_REF] Buunk | Does attractiveness sell? Women's attitude toward a product as a function of model attractiveness, gender priming, and social comparison orientation[END_REF][START_REF] Pounders | Understanding How Goal-striving, Goal Orientation, and Shame Influence Self-perceptions after Exposure to Models in Advertising[END_REF][START_REF] Yu | Deconstructing college students' perceptions of thin-idealized versus[END_REF] and compare their own selves with the commercial images [START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF][START_REF] Richins | Social comparison and the idealized images of advertising[END_REF]. According to [START_REF] Sirgy | Self-concept in critical review consumer behavior[END_REF], the congruity between the perceived self-image and product presentation stimulates consumers' positive attitudes and purchase intentions. [START_REF] Rhee | Investigating relationships between adolescents' liking for an apparel brand and brand self congruency[END_REF] found support that the perceived similarity of apparel brand to the actual self has the strongest effect on the clothing brand preferences. Several studies have demonstrated that advertisements are also more effective when the physical features of human models match those of consumers because consumers identify with human models in pictures according to their perceived similarities [START_REF] Chevalier | The influence of the perceived age of the model shown in an ad on the effectiveness of advertising[END_REF].

Human models possess multiple physical attributes that can influence consumer behavior. Several attributes, such as human models' ethnicity (e.g., D'Alessandro and Chitty, 2011), body size (e.g., [START_REF] Janssen | Moderately thin advertising models are optimal, most of the time: Moderating the quadratic effect of model body size on ad attitude by fashion leadership[END_REF][START_REF] Pounders | Understanding How Goal-striving, Goal Orientation, and Shame Influence Self-perceptions after Exposure to Models in Advertising[END_REF], gender (e.g., [START_REF] Berg | Headless: The role of gender and self-referencing in consumer response to cropped picturesof decorative models[END_REF], and age (e.g., [START_REF] Chevalier | The influence of the perceived age of the model shown in an ad on the effectiveness of advertising[END_REF], have been studied in advertising research. The empirical studies have shown that skin color is the most salient of all bodily appearances [START_REF] Brunsma | The new color complex: Appearances and biracial identity[END_REF][START_REF] Grabe | Ethnicity and body dissatisfaction among women in the United States: A meta-analysis[END_REF]. Ethnic identity is a crucial part of social identity in general, which serves to identify oneself as similar to ones and different from the others, and impacts on the creation of one's perceived self [START_REF] Jenkins | Rethinking ethnicity: identity, categorization and power[END_REF]. In fact, ethnicity, gender, and body-size form a triad of consistent self-identification elements (e.g., [START_REF] Powlishta | Gender, ethnic, and body type biases: The generality of prejudice in childhood[END_REF]. Furthermore, ethnicity and body-size perceptions are closely related: female consumers tend to compare themselves with human models and evaluate their perceived similarities based on ethnicity and body size (e.g., D'Alessandro and Chitty, 2011;[START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF] and the body perception is very different among different ethnicities (e.g., [START_REF] Crago | Ethnic differences in dieting, binge eating, and purging behaviors among American females: A review[END_REF].

Existing studies have argued that consumers react more favorably to human models of the same ethnicity (e.g., Sierra et al., 2009). Results on the impact of the human model's body size are sometimes contradictory. While some studies in advertising find that the human model's body size has no main effect on consumers' responses (e.g., [START_REF] Roberts | Does thin always sell? The moderating role of thin ideal internalization on advertising effectiveness[END_REF], others show a clear relationship and demonstrate that moderately thin models are more effective than overly thin models in general (e.g., [START_REF] Janssen | Moderately thin advertising models are optimal, most of the time: Moderating the quadratic effect of model body size on ad attitude by fashion leadership[END_REF][START_REF] Yu | Deconstructing college students' perceptions of thin-idealized versus[END_REF]. The human model's body size on the website picture impacts the model's perceived attractiveness and this relationship is moderated by the congruence with the model [START_REF] St-Onge | Does the size of a fashion model on a retailer's website impact the customer perceived attractiveness of the model and purchase intention? The role of gender, body Satisfaction and congruence[END_REF]. Surprisingly, human models with ideal thin bodies sometimes trigger better consumer responses than avatar-based VTO as they rise less concerns about the garment's size and fit than a 3D avatar built with the consumer's own measurement (Shin and Baytar, 2014). However, most importantly, consumers' reactions to thin and large models depend on their own body mass index (BMI). Women with low BMIs react positively to thin models (e.g., [START_REF] Smeesters | The effects of thin and heavy media images on overweight and underweight consumers: social comparison processes and behavioral implications[END_REF], while human models with larger body sizes might not be good options for consumers with high BMIs because they can cause repulsion and make advertising less effective (e.g., [START_REF] Borau | The advertising performance of non-ideal female models as a function of viewers' body mass index: a moderated mediation analysis of two competing affective pathways[END_REF].

Traditional advertising offers indirect experiences with products, whereas online commerce is aimed at creating direct experiences [START_REF] Cho | I Like Your Product When I Like My Photo: Misattribution Using Interactive Virtual Mirrors[END_REF][START_REF] Li | Feeling the presence of products: Consumer learning from virtual experience[END_REF] to engage consumers in thorough evaluation of products [START_REF] Kim | The effects of visual and verbal information on attitudes and purchase intentions in internet shopping[END_REF]. While the role of human models may be different in online commerce and advertising settings [START_REF] Yoo | The effects of online product presentation on consumer responses: A mental imagery perspective[END_REF], we expect the impact of the fit between human models and consumers to be positive in m-commerce context as well.

VTO Technology in online retailing

As the online retailing sector has grown, the lack of direct experience with products has been identified as a major issue, and virtual tools have been developed to create more direct and interactive experiences with products [START_REF] Cho | I Like Your Product When I Like My Photo: Misattribution Using Interactive Virtual Mirrors[END_REF]. To reduce the gap between physical stores and webstores, engineers have developed sales tools such as virtual fitting rooms to help consumers evaluate garments' fit before buying them [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF]. Early VTO technologies consisted of avatar-based simulations in which consumers created 3D virtual models corresponding to their own physical features (e.g., [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF]Shim and Lee, 2011;Shin and Baytar, 2014). The virtual models were only proxies of consumers, though, so photo-based try-on was developed to allow consumers to upload their own photos to try products (e.g., [START_REF] Cho | I Like Your Product When I Like My Photo: Misattribution Using Interactive Virtual Mirrors[END_REF]. These tools did not allow consumers to try on products in real time in a moving environment. The recent development of AR, though, has opened new avenues.

AR superimposes computer-generated virtual objects on real environments and allows real-time interactions (Javornik, 2016a). As confirmed by [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF], AR-based augmentation relies simultaneously on providing simulated control over the product (i.e., being able to perform natural movements to adjust the product) and environmental embedding (i.e., projecting the product on a personally relevant context such as the consumer's body or environment). AR has emerged as a highly relevant interactive marketing technology, especially in the retailing field to help consumers virtually try on products in real time (Javornik, 2016a). AR applications act as digital mirrors [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF] that enrich consumers' shopping experiences in multiple ways and allow consumers to visualize garments on themselves [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF]. As such, AR-based VTO applications allow to visualize the garment on a human presentation maximally similar to the customer's appearance. In the light of the above our baseline hypothesis is: H1. The more the consumer's physical features correspond to the human visualized in the m-commerce product presentation, the better is her attitude toward the shopping technology.

The Mediation Role of Utilitarian and Hedonic Values in Shopping Technology

Evaluation

Visual product presentation aids on websites, such as pictures and videos, can create joyful shopping experiences and generate positive attitudes toward using websites [START_REF] Jiang | Research Note Investigating the Influence of the Functional Mechanisms of Online Product Presentations[END_REF]. VTO tools have specifically proven to generate hedonic value for consumers (e.g., [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF], especially female shoppers [START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF]. Interestingly, perceived similarity or self-congruity with 3D avatar models (in body size and personal features such as ethnicity) positively influences perceived hedonic value, which then increases consumers' responses such as purchase intention [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF]. Thus, perceived similarity with presenting human models might create more enjoyment than non-fit with human models, which in its turn will lead to a better attitude toward the shopping technology [START_REF] Childers | Hedonic and utilitarian motivations for online retail shopping behavior[END_REF].

Recent results have shown that AR-based VTO tools are specifically able to generate fun and offer playful experiences for consumers [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF]. AR-based product presentations even result in higher enjoyment than traditional website presentations [START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]. The consumer's perceived hedonic value generated by the AR experience positively impacts consumers' responses such as purchase intention or return intention (e.g., [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF][START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF]. Moreover, in the case of VTO, perceived enjoyment has been proven to positively impact attitudes toward using it [START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF], especially when the VTO tool is based on AR [START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]. Therefore, based on these results, we propose a mediating effect of perceived enjoyment between the human visualized on the m-commerce product presentation and the consumer's attitude toward the shopping technology:

H2. The relationship between the consumer's physical resemblance with the human visualized in the m-commerce product presentation and the consumer's attitude toward the shopping technology is mediated by the perceived enjoyment.

According to previous results, simple visuals of products and product visualization tools (e.g., product rotation) on webstores generate utilitarian value by giving consumers information (e.g., [START_REF] Kim | The effects of visual and verbal information on attitudes and purchase intentions in internet shopping[END_REF][START_REF] Park | Cognitive, affective and conative responses to visual simulation: The effects of rotation in online product presentation[END_REF]. VTO tools also have proven utilitarian benefits for consumers (e.g., [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF]. Interestingly, the more an avatar-based VTO tool allows personalization and adaptation to consumers' body size and personal features such as ethnicity, the more its utilitarian value increases [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF]. Indeed, perceived selfcongruence with virtual models' body size helps consumers evaluate garment fit and reduces perceived risk (Shim and Lee, 2011).

With AR-based VTO, consumers can see themselves precisely as if they were wearing products, which might facilitate their evaluation of products' fit [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF].

Perceived as credible [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF], AR-based tools have been found to generate greater usefulness than traditional web-based product presentations [START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]. Therefore, it is expected that AR-based VTO tools deliver higher utilitarian value than traditional pictures of products worn by human models, even if the human models' physical features fit the consumers'. The AR experience increases utilitarian value, which in its turn increases the consumer's responses such as purchase or return intention (e.g., [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF][START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF]. Furthermore, the perceived usefulness of the VTO tool positively affects attitudes toward using it [START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF]. The perceived ease of use and usefulness of an e-retailing AR application also positively influences attitudes toward using it [START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]. Thus, we draw on these results to propose a mediating effect of utilitarian values between the human visualized in the m-commerce product presentation and the consumer's attitude toward the shopping technology:

H3. The relationship between the consumer's physical resemblance with the human visualized in the m-commerce product presentation and the consumer's attitude toward the shopping technology is mediated by the perceived convenience of examining the product (H3a), ease of use (H3b), and usefulness (H3c).

Several studies have demonstrated the utilitarian and hedonic value of online shopping technologies in general (e.g., [START_REF] Childers | Hedonic and utilitarian motivations for online retail shopping behavior[END_REF] and VTO tools in particular (e.g., [START_REF] Dacko | Enabling smart retail settings via mobile augmented reality shopping apps[END_REF][START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF][START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF][START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]. In the case of AR-based applications, positive behavioral responses such as purchase intention or intention to return arise from increased utilitarian and hedonic value perceptions of the AR experience (e.g., [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF][START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF]. Research on VTO tools and AR applications should address the relative importance of utilitarian and hedonic value in predicting and explaining consumers' responses (Javornik, 2016a). Some results in AR research point out that consumers value utilitarian benefits the most (e.g., [START_REF] Dacko | Enabling smart retail settings via mobile augmented reality shopping apps[END_REF]. However, in some cases, the hedonic value of a VTO tool is a stronger cause for adoption than its utilitarian value (e.g., [START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF]. Moreover, some results suggest that the hedonic value of an AR-based VTO tool is a stronger predictor of consumer's behavioral intentions than the utilitarian value [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF]. The relative importance of utilitarian and hedonic values seems in fact to vary among different types of AR applications and technologies [START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF]. The intimate nature and context of use of an AR application can make its hedonic value prevail over its transactional and utilitarian functions, in particular when the application helps the consumers to understand and define their own self (Scholz and Duffy, 2018). The prevalence of hedonic value over utilitarian value has been suggested in the context of an AR-based make-up application (Javornik et al.;2016;Scholz and Duffy, 2018). Like make-up, clothes are personal goods that strongly relate to one's personality and self. Thus, in the context of apparel online retailing, we expect the hedonic value to have a stronger mediating effect on the consumer's attitude toward the shopping technology than the utilitarian value:

H4. The hedonic value (perceived enjoyment) of the m-commerce product presentation has a stronger mediating effect on the attitude toward the shopping technology than utilitarian values (perceived convenience of examining the product, ease of use, and usefulness).

Impact of Attitude Toward the Shopping Technology on Purchase Intention

According to existing research, purchase intention is one of the consumer responses that matters the most for e-retailers and academics (e.g., [START_REF] Kim | Effects of web site atmospherics on consumer responses: music and product presentation[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF][START_REF] Yoo | The effects of online product presentation on consumer responses: A mental imagery perspective[END_REF]. The relationship between the attitude to the online technology and the consequent purchase intention is well documented (e.g., [START_REF] Ranganathan | Examining online purchase intentions in B2C e-commerce: Testing an integrated model[END_REF][START_REF] Van Der Heijden | Understanding online purchase intentions: contributions from technology and trust perspectives[END_REF]. As posits the encyclopedic Technology Acceptance Model [START_REF] Davis | Perceived usefulness, perceived ease of use, and user acceptance of information technology[END_REF], the use of the technology depends on the formed attitude toward it. Positive attitude toward an online shopping technology is a corner-stone element in predicting further purchasing behavior [START_REF] Kim | An empirical study on consumer first purchase intention in online shopping: integrating initial trust and TAM[END_REF]. While attitude to the m-commerce relies on the perceived convenience, enjoyment, ease of use, and usefulness of the technology, it directly contributes to the behavioral intentions of purchasing on an mcommerce platform [START_REF] Lu | Factors affecting purchase intention on mobile shopping web sites[END_REF]. Previous works on online product presentation (e.g., [START_REF] Jiang | Research Note Investigating the Influence of the Functional Mechanisms of Online Product Presentations[END_REF][START_REF] Park | Cognitive, affective and conative responses to visual simulation: The effects of rotation in online product presentation[END_REF] and VTO (e.g., [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF] have also shown that consumers' attitudes toward the shopping interface positively impacts their purchase intention. Indeed, the better consumers evaluate and the more they intend to use an m-commerce tool, the higher is the probability of making a purchase via this tool (e.g., [START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF][START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF]. Based on these results, the following hypothesis is proposed:

H5. The e-consumer's attitude toward the shopping technology positively influences purchase intention.

Study 1

Data and Method

An experimental study compared an AR-based VTO application with an m-commerce interface displaying pictures of human models wearing garments. The respondents were randomly assigned to the VTO and the m-commerce conditions. To manipulate the resemblance of the shown m-commerce human model to the consumer in terms of body size and ethnicity, the mcommerce manipulation employed a 2 (human model's body size: thin vs. plus size) × 3 (human model's ethnicity: Asian vs. Black vs. White) between-subjects experimental design. The respondents were recruited on Amazon Mechanical Turk (AMT), a crowdsourcing platform which receives significant support for academic experimental studies [START_REF] Rand | The promise of Mechanical Turk: How online labor markets can help theorists run behavioral experiments[END_REF]. The questionnaire was addressed to women and was visible only to female master respondents from the US. Master qualification is granted by the AMT for a consistent success in performing a wide range of tasks on the AMT platform and thus assures high quality responses.

Experimental Design

The respondents first evaluated their actual physical appearance based on the schematic images showing female figures of different ethnicities and body size. We proposed multiple pictorial icons for the three studied ethnicities (i.e., with different hairstyles and eye shapes) and pictorial icons for every type of body size from underweight to obese. These data were used to identify the objective fit of the consumers with the human models in the experimental condition (i.e., similar ethnicity and body size; different ethnicity but similar body size; similar ethnicity but similar body size; no similarities in ethnicity and body size). Next, they reported their actual height and weight. The actual weight and height were used to calculate the Body Mass Index (weight in kilograms divided by square height in meters) for an additional control of the selfdeclared body size. Respondents who significantly misjudged their body size according to the BMI or who communicated incomplete and unreasonable measures (e.g., 50 cm tall and weight of 170 kg) were eliminated. Further on, the respondents evaluated their attitudes toward and experience with m-commerce and retailing shopping.

The fit with a human visual on the product presentation was manipulated in the context of an m-commerce shopping interface. Respondents were shown a full-page screenshot of a mock mobile commerce application. The visual pictured one of the six human models (Asian curvy, Asian thin, Black curvy, Black thin, White curvy, or White thin) wearing a black dress.

The m-commerce interface was enhanced with the design similar to many m-commerce applications on the market, description of the dress ("An elegant black dress that will suit to any body shape and to any occasion"), option to choose the size and add the dress to the cart.

The AR-based VTO was introduced with a video showing an application that allowed uploading personal photos for virtual fittings and using either frontal or back cameras in an augmented VTO. The video featured a black and a dark blue dress. Examples of the visuals used in the experiment are provided in Appendix 1. After being exposed to the manipulation, the respondents were asked to describe the human model (i.e., her body size and ethnicity) and measure the perceived similarity with the human model. These measures were used to check the effectiveness of the manipulation. Further on, respondents answered about the perceived shopping experience, the shown garment, their attitude toward the shopping technology, and their purchase intention. An attention check was also included (Appendix 2).

A pre-test was conducted with 22 respondents: the respondents were asked to look at all the visuals one by one and describe them as detailed as possible. This showed that the human models' physical features (i.e., Asian, Black, or Caucasian ethnicity and thin or plus-size body size) were recognized according to the intended manipulations. Further on, the pre-test respondents looked at all the visuals together and compared the dresses: all the dresses in the 6 m-commerce conditions were evaluated as relatively equal. Finally, the respondents were asked to watch the video on the AR-based VTO application and confirmed that the application allowed to visualize a product on their photo and to maximize the physical fit between themselves and the human visualization in an m-commerce product presentation.

Participants

A total of 654 US female respondents were randomly assigned to one of the seven experimental manipulations in an online survey. The respondents were recruited in two periods: Autumn 2017 (traditional m-commerce conditions) and Winter 2018 (AR-based VTO condition). An automated randomization mechanism ensured equal distribution of the respondents among the different experimental cells. The respondents were filtered to ensure they had sufficient experience with shopping technology and involvement in online retailing shopping (we selected only the respondents who evaluated their online shopping experience and involvement as higher than 4.5 on a 7-point scale). As the experimental conditions address m-commerce, we used only the questionnaires of the respondents who accessed the questionnaire via a mobile device. We also excluded respondents who could not identify with any of the ethnicities included in the experimentation (i.e., Asian, Black, or White) or who had a mixed ethnicity, as the actual fit between the model and the consumer could not be established. A total of 415 respondents remained in the final analysis. The sample thus consists of women from 18 to 72 years old, with the majority 26-35 years old (53.6%); 35.2% of respondents were Asian, 23.8% were Black, and 41% had White ethnic background (Table 1). More than a half of respondents had thin to normal body complexion (60.7%), while 39.3% were overweight or obese. Most respondents held a bachelor's (42.3%) or a master's (21.8%) degree. respondents per experimental cell) and the distribution allowed for acceptable comparability [START_REF] Perreault | Unequal Cell Sizes in Marketing Experiments: Use of General Linear Hypothesis[END_REF] and data reliability [START_REF] Simmons | False-positive psychology: Undisclosed flexibility in data collection and analysis allows presenting anything as significant[END_REF]. We found no significant differences among the cells in age or ethnicity (all F-tests, p > .50), indicating that the samples are comparable (Table 2). The manipulation checks were satisfactory: human models were evaluated according to the measured physical features (i.e., thin or curvy; Asian, Black, or White). Furthermore, the perceived similarity with the m-commerce human model were significantly different for complete, partial, and no fit conditions (p < .001): the VTO and full fit conditions were perceived to offer a human visualization "similar to how I actually look" than partial and no fit conditions, while partial fit provided significantly more similarity than no fit condition. 

Measures

The respondents completed the questionnaire using a 7-point Likert scale (from 1 "strongly disagree" to 7 "strongly agree") adopted from existing research (Appendix 2). Purchase intention was measured with a 3-item scale from [START_REF] Chandran | Effects of participative pricing on consumers' cognitions and actions: A goal theoretic[END_REF]. The items on attitudes toward shopping technology were adapted from [START_REF] Chen | Enticing online consumers: an extended technology acceptance perspective[END_REF], and the items on perceived ease of use and usefulness were taken from [START_REF] Davis | Perceived usefulness, perceived ease of use, and user acceptance of information technology[END_REF]. The items on perceived enjoyment and convenience of examining the product were adapted from [START_REF] Childers | Hedonic and utilitarian motivations for online retail shopping behavior[END_REF].

Principal components analysis with varimax rotation was used to test the scale items for validity and reliability (Appendix 3). All the standardized factor loadings were greater than 0.841 and therefore deemed to be acceptable [START_REF] Marsh | Confirmatory factor analysis: Strategies for small sample size[END_REF]. The internal consistency was satisfactory, with Cronbach's alpha of more than 0.822 and composite reliability of more than 0.919 [START_REF] Chin | The Partial Least Squares Approach to Structural Equation Modeling[END_REF]. Convergent validity was established by examining the factor loadings and average variance extracted (AVE). All the items loaded significantly on their posited underlying constructs, and all the AVE scores were more than 0.80 [START_REF] Fornell | Evaluating structural equation models with unobservable variables and measurement error[END_REF]. For discriminant validity, we checked that the intercorrelations between the latent factors did not include unity [START_REF] Anderson | Structural equation modeling in practice: A review and recommended two-step approach[END_REF] and that the AVE of each latent construct was greater than the squared correlations between any set of two constructs [START_REF] Fornell | Evaluating structural equation models with unobservable variables and measurement error[END_REF] (Appendices 3 and 4).

Results

Multivariate analysis of variance (MANOVA) was performed using SPSS [START_REF] Hair | Multivariate data analysis[END_REF] to assess the impacts of the stimuli on a number of dependent variables. MANCOVA was conducted to "establish the statistical significance of group differences in whole profiles of predictor variables and to reduce the number of predictors for a classification analysis" (Wang et al., 2001, p. 323). This analysis method was deemed to be the most appropriate for the categorical nature of the independent variables [START_REF] Grace | Examining the relationship between social media characteristics and psychological dispositions[END_REF] and the expected interrelations between the dependent variables studied [START_REF] Warne | A primer on multivariate analysis of variance (MANOVA) for behavioral scientists[END_REF]. MANOVA tested the direct effects of fit with the m-commerce human model on the respondents' attitudes and behavioral intentions (Table 3). Perceived convenience of examining the product on an mcommerce interface, perceived enjoyment and usefulness, as well as consequent purchase intention are significantly different for the experimental conditions. To establish the betweengroup difference the post-hoc tests were run using Tukey method [START_REF] Abdi | Tukey's honestly significant difference (HSD) test. Encyclopedia of Research Design[END_REF] (Appendix 5). The ethnicity and age of the respondents were included as control variables, but were insignificant and, therefore, are not reported. The mean and standard deviation of measured variables for every experimental condition are presented in Table 4. The results showed that the AR-based VTO application was less convenient for examining garments than the traditional m-commerce interface with full fit with human model (i.e., same ethnicity and body size) but was more convenient than the traditional m-commerce interface with no fit with the human model (MVT=4.81 vs. MFullFit=5.37 vs. MNoFit=4.41, p-value<.010) (Table 3). Regarding perceived enjoyment from using the shopping interface, the VTO application scored lower than all types of traditional m-commerce interfaces (MVT=3.28 vs. MFullFit=5.41 vs. MEthnicFit=5.50 vs. MSizeFit=5.17 vs. MNoFit=4.41, p-value < .001). The mcommerce interfaces did not differ significantly in perceived ease of use, although traditional m-commerce interfaces with ethnic fit were perceived as more useful than the AR-based VTO application (MVT=4.85 vs. MEthnicFit=5.62, p-value < .050). Finally, the traditional m-commerce interface with full fit with the human model led to significantly higher purchase intention than the traditional m-commerce interface with no fit (MFullFit=5.42 vs. MNoFit=4.65, p-value < .050).

As no direct effect of m-commerce interface on the attitude toward the shopping technology is found, we cannot validate H1.

According to the supplementary linear regressions (Table 5), attitude toward the shopping The direct effect is not necessary to establish a mediation (Zhao et al., 2010). To prove that the m-commerce interface largely explained the final consumer attitude, the mediation effect of the perceived hedonic and utilitarian values of the m-commerce interface was formally examined. Mediation analysis with a multicategorical independent variable was performed using the process macro in SPSS [START_REF] Hayes | Statistical mediation analysis with a multicategorical independent variable[END_REF]: model 6 with multiple mediators.

Mediation analyses were conducted using the bootstrapping method developed by Hayes ( 2013), with each analysis employing N = 5,000 bootstrapped samples. Figure 2 .420); BEthnicFit=.089, CI 95% (.041; .253); BSizeFit=.080, CI 95% (.060; .690); BNoFit=.107, CI 95% (.047; .272)). Perceived ease of use and usefulness of the m-commerce interface did not mediate the effect of the m-commerce interface on the attitude toward the shopping technology.

Indirect effects are presented in the Table 6. .010) P.: Perceived * the end points of a 95% bootstrap confidence interval are the values of the 2.5th and 97.5th percentiles of the distribution, which shows that with 95% of probability the coefficient is within the interval.

Therefore, we found that the effects of the m-commerce interface on purchase intention and attitudes toward the shopping technology were partly explained by the perceived enjoyment (H2) and perceived convenience of examining the product using the technology (H3a). Further analysis of pairwise contrasts of indirect effects allowed us to compare the mediation effects of the utilitarian and hedonic values. The results are presented in Table 7. We found that the effects of the m-commerce interface on the attitude toward the shopping technology and consequently on the purchase decision are explained to a larger extent by the hedonic (perceived enjoyment) rather than utilitarian values (perceived convenience of examining the product, ease of use, and visualization of the garments on the personalized photo. The pose in the photo can vary and the garment adjusts to the pose identified by the application. The choice of the background (e.g., indoors or outdoors) and the movement of the realistic background provides the AR part of the VTO experience.

After a 20-minute in-class shopping experience, the participants described their experiences in writing, based on the same dimensions as used in Study 1: perceived convenience of examining the fit of garments, enjoyment from the shopping experience, ease of use, and usefulness of the VTO application. At the end of the questionnaire, the respondents were asked to comment on their overall attitudes toward the app, their intention to use it for further shopping activities, and whether they found a garment they were willing to purchase for the gala dinner. To generate deeper insights into the shopping experience using the AR-based VTO application, the students were organized into groups of 8 for focus group discussions lasting 30-35 minutes. To improve the comparability of the results from studies 1 and 2, we excluded all the responses from male students and only analyzed the responses from 34 female students.

As a second step, we contacted 15 adult female consumers and asked them to download and experience the same m-commerce application. Following their independent experience with the application we carried out individual interviews, lasting on average 30 minutes. The sample of the qualitative study is described in the Table 8 and the results are presented below. Note: all 49 the respondents were female

Results

The results of the qualitative study (Table 9) showed that the main drawback of the application was the sophistication of the technology employed. The idea of being able to try on garments on oneself was very exciting, but the application had a number of technical and structural limitations. Indeed, the AR tool can enhance consumer experience, but only when it is of the top quality (Poushneh and Vasquez-Parraga, 2017b). However, the application allowed only a flat representation of the dress and the body, which did not permit evaluating a realistic fit of the garment on the body. Thus, despite a moderate level of interactivity and control of the tool (the respondents could change the photo and the background, try on many different clothes, and adjust the clothes to their shape), the overall AR experience is of low quality and, therefore, insufficient to engage the users (Poushneh and Vasquez-Parraga, 2017b).

Indeed, since the tool captures only the body of the user and superimposes it on a realistic, but recreated background, the environmental embedding is rather problematic [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF]. Moreover, despite multiple function of fitting the type and the size of the garments, the clothes pictured on a small human representation does not allow the complete physical control over the virtual garment [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF]. Finally, as the technology aims to have a full body picture of the person on the screen and does not allow real time interaction via the front camera, the presence of technology is very significant (i.e., low spatial presence: Hilken et al. ( 2017)). Therefore, although positioned as AR-based m-commerce tools, current applications offer reduced AR experience [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF]Poushneh and Vasquez-Parraga, 2017b), which might explain to some extent the reticence of the consumers to use them for shopping.

According to the respondents, the problem was not that the photo of the garment was small or static but that the technology itself could not translate the specificities of the textile and the human body. The respondents named videos, many photos of human models from every angle, and 360° representations of products as preferable formats for garment presentation.

Moreover, the focus of the application was the virtual reality fitting, but the respondents desired more informativeness (Poushneh and Vasquez-Parraga, 2017b) and shopping-oriented functionalities, such as details on the fabric, price, and delivery. The initial excitement about the new technology changed to boredom and frustration with a slow application.

Interestingly, the older consumers (33 and older) voiced concerns related to the privacy policies and security of the uploaded photos. Poushneh ( 2018) also shows that there is an important trade-off between the quality of the AR features and the access to personal data. It is suggested that the possibility to control the access to personal information will improve the appreciation of the AR-based application [START_REF] Poushneh | Augmented reality in retail: A trade-off between user's control of access to personal information and augmentation quality[END_REF].

As an aftermath, it seems that the existing technology and the small screen of mobile devices are not yet or not at all adapted for a full AR experience of all types of garments.

Furthermore, other functions of the mobile shopping platforms, such free delivery and return, secure payment, social network (i.e., reviews) often prevail the function of a virtual fitting.

Table 9

Illustrative Excerpts and Main Conclusions of Study 2

Categories Conclusions Excerpts

Perceived convenience of examining the fit of the product

The unrealistic representation did not help examine product fit.

"It is just a flat image on a flat image. Apart from my face, it does not give me any idea whether it fits me or not."

29

Augmented reality experience and quality

The user cannot move and perform movements to adjust the garment to her body (simulated physical control)

"The garment is just a static photo on the static photo of my body. The dress is not well positioned on the photo. It is not well "aligned" with my body, and I can do nothing about that. I cannot grab it or move it."

The app allows to select pictures of realistic backgrounds (indoor or outdoor) but does not show in real time the background of the user's own home (environmental embedding)

"Within the app you can adapt your body pose and make the surroundings realistic, but the dress does not look real." "It is not a mirror: your picture is quite static and the background is not real. Besides, the fact that the background can "move" is not enough to make it look real"

The app does not offer an authentic situated experience in which the virtual content is located in the physical reality of the user and available for interactions (spatial presence) "It works when I "try on" make up or small accessories, but for a dress it looks like I am small Barbie doll on the screen." "It is not realistic. It is not really me on that screen: I just see a bad picture of myself with a huge chest and short legs, and a photo of a garment that does not move* above my disproportionate body. It is not a like in a mirror."

Perceived enjoyment

At first, the application was enjoyable, but it soon became frustrating.

"It is a cool idea to be able to see the garment on yourself, but there is no movement, and it is just too artificial."* Perceived ease of use Use of the technology did not present any difficulties, but the virtual reality application often slowed down and crashed smartphones.

"It is just another app, quite easy to use." "It feels like a Snapchat. Unfortunately, it crashed on my phone after 3 minutes of use."

Perceived usefulness

The application was perceived as not useful because it lengthened the buying process and did not help to choose good garments.

" The idea of the application was exciting, but the actual performance was disappointing.

"It was a nice experience, but I do not think that I am going to use this app in the future."

Purchase intention

The respondents wanted to try on dresses before making decisions or to have more information on products and potential purchase options. Notes: * The AR-based VTO allowed consumers to move and create pictures of garments on photos or videos of themselves, but the technological solution did not allow visualization of how garments moved. ** Due to the complexity of the technology, the VTO had to be downloaded separately, and while it allowed access to certain apparel websites, the focus of the technology was the visualization of products in AR, not the overall shopping experience.

Discussion

Theoretical Implications

This research offers three important contributions. First, it contributes to the growing field of online product presentation in e-commerce (e.g., [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF][START_REF] Yoo | The effects of online product presentation on consumer responses: A mental imagery perspective[END_REF] and enriches the scant literature on the impacts of human models in product presentations (e.g., [START_REF] Berg | Headless: The role of gender and self-referencing in consumer response to cropped picturesof decorative models[END_REF][START_REF] Kim | Effects of web site atmospherics on consumer responses: music and product presentation[END_REF][START_REF] St-Onge | Does the size of a fashion model on a retailer's website impact the customer perceived attractiveness of the model and purchase intention? The role of gender, body Satisfaction and congruence[END_REF]. A key finding of this study is that human models function as important factor in realistic presentations of online products and stimulate better attitudes toward shopping technologies and higher purchase intention than AR-based VTO tools.

Second, whereas the advertising literature has offered varying results on the necessity to match human models and consumers (e.g., [START_REF] Chevalier | The influence of the perceived age of the model shown in an ad on the effectiveness of advertising[END_REF][START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF][START_REF] Smeesters | The effects of thin and heavy media images on overweight and underweight consumers: social comparison processes and behavioral implications[END_REF], the present research shows that in the m-commerce setting, a fit with the presenting human model (in terms of ethnicity and body shape) is likely to foster positive attitudes toward shopping technologies and higher purchase intention. Indeed, as shown by [START_REF] St-Onge | Does the size of a fashion model on a retailer's website impact the customer perceived attractiveness of the model and purchase intention? The role of gender, body Satisfaction and congruence[END_REF], while thin models in the e-commerce setting are seen as more attractive and while the perceived attractiveness is directly related to the purchase intention, this relationship is negatively mediated by the actual size of the consumers. Thus, our results contribute to the marketing literature as the impact of the congruence between the consumer and the model in m-retailing has only been studied in the context of virtual models [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF]Shim and Lee, 2011). Overall, this research offers a better understanding of the role of human models in online commerce product presentation. The e-commerce literature first identified the functional role of e-retailing human models: providing more accurate visualizations of products than flat presentations [START_REF] Kim | Effects of web site atmospherics on consumer responses: music and product presentation[END_REF]. Consistent with previous results showing that perceived congruence with virtual models creates a better experience on websites [START_REF] Merle | Whether and how virtual try-on influences consumer responses to an apparel web site[END_REF]Shim and Lee, 2011), the present research confirms the potential identification role of eretailing human models. The results show that consumers identify themselves with the pictured human models based on their ethnicity and, only in some cases, their body size.

Third, this research offers interesting conclusions on the relative impacts of a traditional m-commerce interface with pictures of human models and an AR-based VTO tool. Previous works compared AR-based VTO tools with traditional presentation formats on webstores (e.g., [START_REF] Beck | I virtually try it ... I want it ! Virtual Fitting Room: A tool to increase on-line and off-line exploratory behavior, patronage and purchase intentions[END_REF][START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF] but did not study the impacts of the presenting human models on the webstore. Contrary to their findings that showed that AR-based VTO tools have more benefits than traditional presentation formats, we find that novel AR-based tools are not yet sufficiently technologically advanced to offer consumers enjoyable, helpful experiences and increase the effectiveness of online shopping. Traditional product presentation involving human models, therefore, remains preferable. However, as discussed, the success of this traditional presentation relies on the similarities in the appearance of the human model and the consumer.

Furthermore, this research contributes to the analysis of VTO tools' hedonic and utilitarian benefits and to the debate on their relative importance (e.g., [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF][START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF]. The hedonic benefits of VTO tools are presumed to be strong (e.g., [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF][START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF] and are sometimes more important and more valued than the utilitarian and transactional aspects of AR applications (e.g., Scholz and Duffy, 2018). ARbased VTO tools are even supposed to result in higher enjoyment than traditional product presentations on webstores [START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF]. Surprisingly, contrary to these results, we show that VTO can sometimes create less enjoyable shopping experiences than traditional product presentation. Moreover, while AR-based VTO tools have been proven to facilitate product's evaluation [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF] and generate greater usefulness than traditional presentations on webstores [START_REF] Yim | Is Augmented Reality Technology an Effective Tool for E-commerce? An Interactivity and Vividness Perspective[END_REF], we show in this research that the perceived utilitarian benefits of AR-based VTO tools are not always obvious. This result is consistent with previous findings that showed that consumers are sometimes skeptical about the information on garments' fit provided by VTO tools (e.g., [START_REF] Kim | Adoption of Virtual Try-On technology for online apparel shopping[END_REF]. AR-based VTO tools are indeed very different from an actual try-on of a garment: they can provide consumers with information related to the garment's attributes (i.e., size or color) but they often fail to help consumers evaluate the garment's fit with themselves [START_REF] Baytar | Can augmented reality help e-shoppers make informed purchases on apparel fit, size, and product performance? International Textile and Apparel Association[END_REF]. Possible explanations for the lack of hedonic and utilitarian benefits of AR-based VTO tools have been brought in this research. Thus, technological limitations of current AR-based VTO tools and poor augmentation quality (e.g., [START_REF] Poushneh | Augmented reality in retail: A trade-off between user's control of access to personal information and augmentation quality[END_REF]Poushneh and Vasquez-Parraga, 2017b) could explain their lack of success. At last, it is important to determine the relative importance of hedonic and utilitarian benefits in AR-based VTO tools adoption or evaluation (e.g., [START_REF] Javornik | Revealing the Shopper Experience of Using a 'Magic Mirror' Augmented Reality Make-Up Application[END_REF][START_REF] Rese | How augmented reality apps are accepted by consumers: A comparative analysis using scales and opinions[END_REF]. Our research brings interesting insights in that matter and shows that perceived enjoyment from an m-commerce interface with an AR-based VTO has a stronger effect on consumer attitudes than utilitarian perceptions.

Managerial Implications

Our findings offer several managerial insights for apparel e-retailers. First, companies should sufficiently invest in AR-based VTO tools to make sure the experience offered is perceived as both enjoyable and practical (i.e., useful and convenient for examining products before purchasing). If such a tool is not available, retailers should focus on the presentation of garments on human models and make sure that the featured human models correspond to the appearance of the targeted audience. Adapting human models to consumers' appearance is recommended.

For example, the Japanese retailer Uniqlo uses non-Asian and more full-bodied human models in the United States because approximately 73.9 of North Americans are overweight [START_REF] Walpole | The weight of nations: an estimation of adult human biomass[END_REF] and only about 6% have Asian ethnicity 3 . Furthermore, to increase the potential to fit consumers' appearances, it is recommended that retailers feature different human models wearing the same garment (as employed by PrettyLittleThing 4 ). These measures will lead both to better attitudes toward brands' m-commerce interfaces and to higher purchase intention for the featured garments.

Moreover, from our qualitative study it becomes clear that consumers take into great consideration the informativeness, functionality, the terms of sale on the m-commerce application, and the quality of the offline service. Therefore, companies should evaluate whether their target consumers are prone to use a novel tool. For instance, the virtual try rooms that are being developed by Gap 5 stimulate a cold welcome rather than enthusiasm among the consumers.

Limitations and Future Research

This research has limitations that could be overcome in future studies. In the first hand, there are some limitations that are related to the experimental design. The VTO condition in the quantitative experiment was introduced by a video, made by the developers of the app. It is possible that the way it was made impacted the perceptions and attitudes of the respondents.

Furthermore, no sophisticated AR-based VTO is currently available for downloading on the mobile application platforms. Thus, the application used for the qualitative follow-up study allowed only limited AR experience, which might explain to a large extent why the respondents did not find it particularly convenient or useful. Nevertheless, this study offers valuable insights into the needs and perception of mobile shoppers and provides directions for further development of AR-based tool in m-retailing. Further research should address these technological aspects, once the next-stage AR-enhanced mobile applications are available, and compare the full AR-based VTO tool to the interactive functions of the traditional m-commerce applications, such as zooming, rotating, having a 360° view, or a video.

In the second hand, other limitations are related to the research sample and framework.

Thus, it would be interesting to investigate the impacts of e-commerce human models on consumers from different backgrounds and cultures. We defined ethnicity as race in this research. Race is a social construction rather than a strictly biological classification [START_REF] Jones | It's not black and white: Advertising and race in cultural context[END_REF].

The United States adopt strict racial classifications with a dichotomy between White and Black whereas others countries such as Brazil (where mix-raced individuals are very represented) adopt fluid classifications that run along a continuum between Black and White [START_REF] Jones | It's not black and white: Advertising and race in cultural context[END_REF]. As the literature usually recognizes the existence of the Asian, Black, and White races and studies their impact in consumer research (e.g., D' Alessandro and Chitty, 2011;[START_REF] Jones | It's not black and white: Advertising and race in cultural context[END_REF][START_REF] Keh | The effects of model size and race on Chinese consumers' reactions: A social comparison perspective[END_REF], this research has adopted this classification. However, this approach of racial classification is narrow and has limitations. Therefore, it seems important to include mix-raced identities and specific ethnicities in future research (e.g., Latin ethnicities, South Asian ethnicities, etc.).

Moreover, the proposed framework could incorporate the interactions among human models' ethnicity, body size, and other physical and situational attributes, such as attractiveness (e.g., [START_REF] Buunk | Does attractiveness sell? Women's attitude toward a product as a function of model attractiveness, gender priming, and social comparison orientation[END_REF], age (e.g., [START_REF] Chevalier | The influence of the perceived age of the model shown in an ad on the effectiveness of advertising[END_REF], and poses in pictures (e.g., [START_REF] Cazzato | What women like: influence of motion and form on esthetic body perception[END_REF][START_REF] Khakimdjanova | Online visual merchandising practice of apparel emerchants[END_REF]. Other variables might also be used to enrich the conceptual framework. For instance, following the suggestions of [START_REF] Hilken | Making omnichannel an augmented reality: the current and future state of the art[END_REF], the framework could incorporate variable understudied variables in the AR research, such as information gathering or decision confidence. Also, psychographic variable relevant to the decision making in the context should be taken into account (e.g., mental imagery ability and need for touch [START_REF] Hilken | Augmenting the eye of the beholder: exploring the strategic potential of augmented reality to enhance online service experiences[END_REF]).

Finally, the framework could focus more specifically on the impact of AR-based VTO tools on consumers' evaluations of the garment's size and fit (e.g., [START_REF] Baytar | Can augmented reality help e-shoppers make informed purchases on apparel fit, size, and product performance? International Textile and Apparel Association[END_REF][START_REF] Kim | Psychophysical testing of garment size variation using three-dimensional virtual try-on technology[END_REF]Shin and Baytar, 2014). AR-based VTO tools are considered as less effective than an actual try-on to evaluate the garment's fit [START_REF] Baytar | Can augmented reality help e-shoppers make informed purchases on apparel fit, size, and product performance? International Textile and Apparel Association[END_REF]. Further research should focus on that topic and determine if an AR-based VTO tool is more effective than a picture of a human model to evaluate a garment's fit. This might discuss with the surprising results of Shin and Baytar (2014) who showed that a picture of an idealized human model rises less concerns about the garment's fit than a 3D avatar built with the consumer's own measurements.

nonidealized media images on body dissatisfaction and advertising effectiveness. 
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 1 Figure 1. Conceptual model.

  The final sample was divided into five studied conditions based on the fit between the consumer and the visualized human model on the product presentation: (1) AR-based VTO app allowing visualization of one-self and hence almost perfect fit of the consumer and human visualization on the product presentation; (2) ethnicity and body size fit on the m-commerce app (complete fit with the human model); (2) ethnicity fit only; (4) body size fit only; and (5) no fit condition (i.e., human model of different body size and ethnicity). The sample sizes bigger than the suggested 50 respondents per condition(VanVoorhis and Morgan, 2007) (i.e., 79-89 

  technology was directly affected by the perceived convenience of examining products (B=.151, p-value<.001), enjoyment (B=.230, p-value<.001), ease of use (B=.309, p-value<.001), and usefulness (B=.369, p-value<.001). The employed variables explained up to 60.1% of intention to use the shopping interface. Finally, the purchase intention is directly and positively impacted by the attitude toward the shopping technology (B=.710, p-value<.001, R²=49.6%) [H5].

  presents the mediation results. We found significant differences between the AR-based VTO application and the traditional m-commerce interface in perceived convenience and enjoyment. A traditional m-commerce interface with no fit with the human model was less convenient than the AR-based VTO tool and thus led to a lower attitude toward the shopping technology (indirect effect: BNoFit=-.128, CI 95% (-0.142; -.048)). All the traditional m-commerce interfaces led to higher perceived enjoyment than the AR-based VTO tool and consequently to a better attitude toward the shopping technology (indirect effects: BFullFit=.124, CI 95% (.117;

Fig. 2 .

 2 Fig. 2. Mediation by hedonic and utilitarian values.

Table 1

 1 Sample Description

	Age	Percentage	Ethnicity	Percentage	BMI	Percentage	Education Percentage
	18-25	25.5%	Asian	35.2%	Underweight	9.3%	High-	21.4%
					(<18.5)		school	
	26-35	49.2%	Black	23.8%	Normal	51.4%	Bachelor's	42.3%
					weight		degree	
					(18.5-24.9)			
	36-45	15.2%	White	41%	Overweight	21.5%	Master's	21.8%
					(25-29.9)		degree	
	46-55	5.3%			Obesity	17.8%	Other	14.5%
					(>30)			
	56-65	2.9%						
	65-75	1.9%						
	Note: respondents were female only from the United States of America (including the outlying islands)

Table 2

 2 Experimental Cells Description

			Full Fit	Ethnicity Fit	Body size Fit No Fit	AR-based
							VTO
	Age	18-25	22	22	20		23
		26-35	41	40	40		42
		36-45	12	12	13		14
		46-55	4	5	4	4	5
		56-65	2	2	3	2	3
		65-75	2	2	1	1	2
	Ethnicity	Asian	28	30	27		30
		Black	20	19	18		21
		White	34	33	32		36
	BMI	Underweight 9	6	7	7	10
		Normal	43	45	42		39
		Overweight	16	18	16		20
		Obese	13	15	16		14
	Education	High-school 16	17	17		21
		Bachelor's	37	33	38		34
		Master's	19	20	17		18
		Other	11	12	13		13
	Total		83	83	81		89

Table 3

 3 Direct Effects

	Independent	Dependent variables	F-value	Significance	Partial η²
	variable				
	Human	P. Convenience of	33.67	.005	0.111
	visualization in an	examining the product			
	m-commerce	Perceived Enjoyment	39.08	.000	0.149
	product	Perceived ease of use		.328	0.010
	presentation	Perceived usefulness	3.59	.017	0.020
		Attitudes toward the	1.58	.121	0.014
		shopping technology			
		Purchase intention	3.33	.036	0.030
	P.: Perceived				

Table 4

 4 Mean and standard deviation of the variables

	Independent	VTO	M-commerce	M-commerce	M-commerce	M-commerce
	Variables	Application a	with Full	with Ethnicity	with Body Size	with No Model
		Mean (Std.	Model Fit b	Model Fit c	Model Fit d	Fit e
		Dev.)	Mean (Std.	Mean (Std.	Mean (Std.	Mean (Std.
			Dev.)	Dev.)	Dev.)	Dev.)
	Dependent					
	Variables					
	P. convenience	4.81 (1.44) b,e	5.37 (1.11) a,e	4.92 (1.54)	4.93 (1.64)	4.41 (1.71) a,b
	of examining					
	the product**					
	Perceived	3.28 (1.42) b,c,d,e	5.41 (1.21) a	5.5 (0.90) a	5.17 (1.54) a	5.17 (1.56) a
	enjoyment***					
	Perceived ease	5.26 (1.47)	5.55 (1.28)	5.61 (0.95)	5.64 (1.29)	5.53 (1.24)
	of use					
	Perceived	4.85 (1.50) c	5.22 (1.13)	5.62 (0.96) a	5.34 (1.40)	5.10 (1.41)
	usefulness*					
	Attitudes	5.12 (1.52)	5.73 (1.18)	5.60 (1.08)	5.26 (1.45)	5.38 (1.45)
	toward the					
	shopping					
	technology					
	Purchase	4.84 (1.58)	5.42 (1.44) e	5.28 (1.15)	4.90 (1.86)	4.65 (1.91) b
	intention*					
	* p-value < .050, ** p-value < .010, *** p-value < .001			
	Letters indicate significant differences with experimental conditions.		
	Std. Dev.: standard deviation				
	P.: Perceived					

Table 5

 5 Multiple Linear Regressions

	Explained variables	Attitude toward the Shopping Technology
	Independent variables	
	Perceived convenience to examine the product	.151***
	Perceived enjoyment	.230***
	Perceived ease of use	.309***
	Perceived usefulness	.369***
	R²	60.1%

Table 8

 8 Sample Description

	Age	Respondents Ethnicity	Respondents Country of	Respondents Education	Respondents
					origin		
	20-25 34	Asian	2	US	10	Bachelor's	36
							degree
	26-35 8	Black	1	Mexico	7	Master's	7
							degree

  Lynch Jr, J. G.,Chen, Q. (2010). Reconsidering Baron and Kenny: Myths and truths about mediation analysis. Journalof consumer research, 37(2), 197-206. Xu, P., Liu, D., Lee, J. (2018). Mobile augmented reality, product sales, and consumer evaluations: Evidence from a natural experiment. International Conference on Information Systems (ICIS), San Francisco, CA, December 13-16, Poster 50.Figure A1.3: Screenshot of the shown video on the AR-based VTO mobile application
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usefulness) [H4]. The results also showed that perceived convenience of examining the garment is more important than perceived usefulness and ease of use of the shopping technology, while perceived usefulness is more important than the ease of use of the shopping technology. 

Study 2: Exploration of the VTO Application

Method

To understand the more negative attitudes toward the AR-based VTO application than traditional m-commerce interfaces with pictures featuring human models, we conducted a qualitative study. The study mobilized two consumer groups: undergraduate students (20-25 years old) and adults (26-65 years old). The studies were carried out in Winter 2018 and Spring 2019 respectively.

First, a group of 48 undergraduate students were asked to download the app shown as the teaser video in the first experiment and to use it to shop for a garment for a university gala dinner. The chosen application was identified as one of the most advanced AR-based VTO applications available on the platform of mobile applications. According to the Google Play Store, the application counts more than 100.000 downloads. Although the application is positioned as an AR experience, not all of the features advertised in the video are available and the extent of the AR is limited. Thus, the users can download a personal photo and fit flat CNV 1. Use of this shopping technology will offer knowledge of a product similar to that available from a personal examination. CNV 2. Use of this shopping technology would allow me to form an impression about a product similar to that from up-close examination. CNV 3. Use of this shopping technology would allow me to judge a products' quality as accurately as an in-person appraisal of the product. Perceived enjoyment from the shopping experience: adapted from [START_REF] Childers | Hedonic and utilitarian motivations for online retail shopping behavior[END_REF] ENJ1. Shopping with this shopping technology would be fun for its own sake. ENJ2. Shopping with this shopping technology would involve me in the shopping process. ENJ3. Shopping with this shopping technology would be exciting. ENJ4. Shopping with this shopping technology would be enjoyable. Perceived ease of use of the shopping technology: adapted from [START_REF] Davis | Perceived usefulness, perceived ease of use, and user acceptance of information technology[END_REF] EOU1. This shopping technology would be clear and understandable. EOU2. This shopping technology would not require a lot of mental effort. EOU3. This shopping technology would be easy to use.