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Abstract

Shopping for apparel over the internet is a growing phenomenon. Customers make use of the net for information search
and purchase. Based on the extensive literature review the objectives of the research are to enlist the service quality
parameters, customers expect in online shopping for apparel, and to develop a prediction model using logistic regres-
sion, for purchase intention of consumers. This research paper discusses the service quality parameters, the customers
expect from online shopping of apparel. The parameters are grounded from available literature on the topic. The tool
(questionnaire) and items were developed based on literature, and series of focus group interviews. The reliability was
found to be good. The responses were collected from customers from various demographic segments. Based on empiri-
cal research, a prediction model for customers intention to purchase is developed. The parameters and the prediction

model are useful for decision makers in online marketing of apparel.
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Introduction

Purchasing over the Internet is one of the most rap-
idly expanding channels of shopping, and online
shopping is the fastest growing application of the
Internet (Shim et al., 2001). Online apparel sales are
estimated to total $12 billion in 2002 (Beck, 2001).
However, this figure is dwarfed by apparel sales
from other distribution channels, totaling around
$200 billion, and total US online sales, estimated at
about $2.5 trillion. The growth in online apparel
sales lags far behind other online product sales, such
as books or CDs, and online apparel sales figures
currently stand at only 27% of all online sales
(Beck, 2001). This necessitates research study on
the customer expectations in online purchase of
apparel. This research paper examines the service
quality parameters and develops a prediction model
on intention to purchase apparel online.

1. Literature review

When consumers are shopping for apparel, they like
to physically examine the products to assess color,
size, design, and fabric. Also, for apparel as a prod-
uct, fit is very important. Due to the sensory and
interactive nature of the apparel purchase process,
apparel products are categorized as high-risk items
(Bhatnagar et al., 2000), and apparel shopping has
been associated with high perceived risk (Hawes
and Lumpkin, 1986). Several studies have found
that the inability to examine apparel products con-
tributes to the high risk associated with the in-home
shopping channel (Bhatnagar et al., 2000; Kwon et
al., 1991). Kwon et al. (1991) found that non-
catalog shoppers tended to have higher risk percep-
tions related to catalog apparel purchases than cata-
log shoppers. For Internet shopping, consumers
consider apparel products to be risky to purchase on
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the Internet because of uncertainty about color, fab-
rics, and fit (Bhatnagar et al., 2000). However,
highly innovative people, who tend to have higher
incomes (Leung, 1998; Pepermans et al., 1996;
Summers, 1972), higher levels of education (Leung,
1998; Pepermans et al., 1996; Rogers, 1995), greater
risk propensity (venturesome) (Darden and Rey-
nolds, 1974; Leung, 1998; Robertson and Kennedy,
1968; Rogers, 1995), and higher occupational status
(Rogers, 1995), are more likely to adopt new prod-
ucts and services than people with low general in-
novativeness (Pastore, 1999). Research shows, for
example, that innovators are frequent catalog ap-
parel shoppers, despite the higher risk (Seitz and
Massey, 1990). Therefore, an innovative person
might adopt and utilize the Internet for apparel
shopping even though high risk is associated with
purchasing apparel on the Internet.

We might also expect gender differences in Internet
apparel shopping behaviors. The previous research
has shown that women tend to be more innovative
than men (Goldsmith et al., 1987). In addition, the
research has shown that women are still the primary
shoppers for personal clothing in married house-
holds (Dholakia et al., 1995). And, among students,
gender stereotypes exist relative to shopping formats
and product types with both males and females per-
ceiving the typical shopper to be a woman
(Dholakia and Chiang, 2003). Thus, men and
women might exhibit different adopting intentions
and utilization behaviors about using the Internet for
apparel shopping.

1.1. Internet apparel shopping and the innova-
tion-decision process. In adopting the innovation-
decision process, Young Ha, Leslie Steol (2004)
assume that each stage of the innovation-decision
process applies to Internet apparel shopping. In the
current study, Internet shopping refers to online
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information search for apparel products and online
purchase of apparel products. At the knowledge
stage, consumers become aware of and understand
Internet apparel shopping in terms of information
search and actual purchasing based on previous
conditions such as prior Internet usage, previous in-
home shopping experiences, and personal character-
istics of the shopper such as general innovativeness
and demographic characteristics. To reduce uncer-
tainty about Internet apparel shopping, consumers
seek information about Internet information search
and Internet purchasing for apparel products. At the
persuasion stage, based on their knowledge about
Internet apparel shopping in terms of information
search and actual purchasing, consumers develop
favorable or unfavorable attitudes and beliefs about
Internet apparel shopping. These attitudes and be-
liefs are influenced by the five perceived character-
istics of Internet apparel shopping as an innovation.
For example, in terms of relative advantage, if con-
sumers perceive Internet apparel shopping to save
time and money compared to traditional retail shop-
ping, then the adoption of Internet information
search and purchasing for apparel products may
increase rapidly. In terms of compatibility, if con-
sumers perceive Internet apparel shopping to be
compatible with their lifestyles, then they may rap-
idly adopt the Internet for information search and
purchasing of apparel products. In the case of com-
plexity, if consumers think that the Internet is easy
to use for information search and actual purchasing
for apparel products, then they may rapidly adopt
the Internet for apparel shopping. For trialability, if
consumers can try out the Internet, then they may be
more comfortable using the Internet for information
search and purchasing for apparel products. And for
observability, if consumers observe the results of
adopting the Internet for information search and
actual purchasing for apparel products, they may
rapidly adopt the Internet for apparel shopping. Dur-
ing the decision stage, consumers will decide
whether or not to adopt the Internet for information
search or/and actual purchasing for apparel products
based on their attitudes and beliefs developed in the
persuasion stage. At the implementation stage, con-
sumers who decide to adopt Internet apparel shop-
ping actually engage in Internet shopping behaviors
(e.g., information search and actual purchasing). For
example, if consumers decided to adopt the Internet
to search for information about apparel products,
then they would use the Internet for apparel infor-
mation search and if consumers decided to adopt the
Internet for actual apparel purchasing, then they
would purchase some apparel products online dur-
ing this stage. At the confirmation stage, based on
satisfaction with the actual shopping experience dur-
ing the implementation stage and new information

30

about Internet apparel shopping, consumers will
reconsider whether or not to continue to use the
Internet for information search and actual purchas-
ing for apparel products.

1.2. Internet apparel shopping behavior. From the
shopping process, people derive several different
outcomes such as products, information, and pleas-
ure (Lee and Johnson, 2002). In other words, shop-
ping includes both information searching behavior
and purchasing behavior. Lee and Johnson (2002)
investigated differences among Internet apparel
purchasers, browsers, and non-purchasers. They
found that purchasers were significantly different
from browsers and non-purchasers in terms of per-
ceptions of relative advantages and ease of Internet
shopping. In addition, compared to browsers and
non-purchasers, Internet apparel purchasers tended
to perceive Internet shopping as safe for using credit
cards. Browsers and non-purchasers showed similar
attitudes toward Internet apparel shopping. The re-
searchers have studied how and why consumers use
Internet to make purchases. They have discovered
two basic consumer usage patterns: information
search and purchase.

1.3. Online information search. Information search
is the process by which consumers gather informa-
tion about goods or services before a purchase is
made (Shim et al., 2001). Due to the ease of viewing
the vast amount of information available and to the
interactive nature of the Internet, information search
on the web (a.k.a. browsing or “exploratory behav-
ior”) is a crucial element in online consumer deci-
sion-making (Shim et al., 2001). When a consumer
has enough information about a product's price, size,
color, function, etc., he/she will make a decision as to
the purchase of that product. Therefore, information
search can be directly linked to purchasing behaviors.
In fact, it is crucial to purchasing behaviors. Shim et al.
(2001) proposed that intention to search for informa-
tion online is a predictor of intention to buy online.

1.4. Online purchasing behavior. Online purchas-
ing behavior is the act in which consumers actually
pay for goods over the Internet. Many consumers are
hesitant to buy online, and more than half abandon
their selections before payment occurs (Shim et al.,
2001). For apparel purchases, this fear of purchasing
may be related to many factors, including perceived
financial or product risk (Beck, 2001). However, due
to convenience (Beaudry, 1999), good price (Beaudry,
1999), and product variety, consumers used Internet
for product purchasing as well as information search.
The present research intends to discover how innova-
tiveness of the consumer is related to information
search and purchasing behavior.



1.5. Service quality in online retailing. Services
are the results that customers want, which can be
obtained by the interactive processes between cus-
tomers and service providers (Harvey, 1998). Tradi-
tionally, such interactive processes primarily refer to
human-to-human interactions through either face-to-
face meetings or traditional communication media,
such as telephone, fax, and mail.

However, in the context of online retailing, there are
almost no face-to-face interactions. Instead, the
following two types of interactions may occur:

¢ the interactions between customers and online
retailers’ employees via either Internet-based
communication tools, such as e-mail, chat room,
and message board, or traditional communica-
tion channels; and

¢ the interactions between customers and online
retailers’ Web sites, through which customers
can search and retrieve necessary information,
and place their orders.

Particularly, these customer-to-Web site interactions
in online retailing, to a great extent, have replaced
traditional customer-to-employee interactions such
as sales clerk services (Lohse and Spiller, 1999).

The unique interacting processes between online
retailers and customers present a serious challenge
to both practitioners and academicians regarding
online service quality measurement. Currently, one
of the most widely known service quality measures
is SERVQUAL (Parasuraman et al., 1985, 1988),
which consists of 22 items measuring five key di-
mensions of service quality:

1) tangibles;

2) reliability;

3) responsibility;
4) assurance; and
5) empathy.

However, prior research suggests that service qual-
ity tends to be context-bounded and service-type-
dependent (e.g., Bienstock, 1997; Jun et al., 1998;
Van Dyke et al., 1997). Hence, SERVQUAL may
not be sufficient enough for measuring service qual-
ity across industries and situations, not to mention
online service quality. The SERVQUAL does not
embrace the unique facets of online service quality,
such as customer-to-Website interactions, since this
instrument was constructed based mainly on cus-
tomer-to-employee interactions. Accordingly, vari-
ous researchers have recently attempted to identify
key service quality attributes that best fit the online
business environment. Zeithaml et al. (2000) have
found 11 dimensions of online service quality in a
series of focus group interviews:
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1) access;

2) ease of navigation;
3) efficiency;

4) flexibility;

5) reliability;

6) personalization;

7) security/privacy;
8) responsiveness;

9) assurance/trust;
10) site aesthetics; and
11) price knowledge.

Later, Yoo and Donthu (2001) developed a meas-
urement instrument of online service quality, SITE-
QUAL, which consists of four dimensions: ease of
use, aesthetic design, processing speed, and security.

Cox and Dale (2001) have noted that traditional ser-
vice quality dimensions, such as competence, courtesy,
cleanliness, comfort, and friendliness, are not relevant
in the context of online retailing, whereas other factors,
such as accessibility, communication, credibility, and
appearance, are critical to the success of online busi-
nesses. Similarly, Madu and Madu (2002) propose the
following 15 dimensions of online service quality
based on the relevant literature review: performance,
features, structure, aesthetics, reliability, storage capac-
ity, serviceability, security and system integrity, trust,
responsiveness, product/service differentiation and
customization, Web store policies, reputation, assur-
ance, and empathy. In the same vein, Wolfinbarger
and Gilly (2002), through focus group interviews, a
content analysis, and an online survey, have uncovered
four factors of online retailing experience: Web site
design, reliability, privacy/security, and customer ser-
vice (this factor is primarily related to the customer-to-
employee interactions).

In addition, other studies have attempted to identify
key dimensions of service quality in the context of
narrowly defined online businesses, such as online
banks, portal services, and travel agencies (e.g., Jun
and Cai, 2001; Kaynama and Black, 2000; Van Riel
et al., 2001), or a certain segment of online business
processes, such as Web site design, contents, and
online exchange processes (e.g., Aladwani and Pal-
via, 2002; Kenney and Curry, 1999; Liu and Arnett,
2000; Jarvenpaa and Tactinsky, 1999; Lohse and
Spiller, 1999; Swaminathan et al., 1999; Zhang and
Von Dran, 2001).

2. Objectives of the study

Based on the literature review, the objectives of the
study are:

¢ to enlist the service quality parameters, custom-
ers expect in online shopping for apparel;

¢ to develop a prediction model using logistic
regression, for purchase intention of consumers.
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3. Hypotheses

Based on the literature review the hypotheses devel-
oped are:

HI: There is no significance that the variable
“It is easy to place an order through web site”
is included in the model to predict intention to
purchase.

H2: There is no significance that the variable
“Web sites enable you to touch/try merchan-
dise” is included in the model to predict inten-
tion to purchase.

H3: There is no significance that the variable
“Online shopping protects security and pri-
vacy” is included in the model to predict inten-
tion to purchase.

H4: There is no significance that the variable
“Online shopping provides ease of price com-
parison” is included in the model to predict
intention to purchase.

4. Research methodology

4.1. The questionnaire. The questionnaire was
developed based on the literature review, and the
reliability of the tool was found to be 0.66 (Cron-
bach’s alpha). It is a good measure of reliability.
The respondents were required to give their re-
sponses on a 5 point Likert scale: (1) is “strongly
disagree” to (5) — “strongly agree”. Factor wise reli-
ability is given in the table below.

Table 1. Factor wise reliability

Factor/Constructs Reliability (Cronbach’s alpha)
Factor 1
Q.no. 12. Website facilities
Q.no. 13. Touch & try 0.9

Q.no. 15. Payment options
Q.no. 23. Price comparison

Factor 2
Q.no. 4. Timely delivery 0.7
Q.no. 5. Products importance

Factor 3
Q.no. 17. Easy findings 0.7
Q.no. 19. Unique

Factor 4
Q.no. 10. Three months
Q.no. 11. Easy order 0.81

Factor 5

Q.no. 2. Personal information
Q.no. 18. Quality 0.64
Q. no. 20. Large selection

Factor 6
Q.no. 21. Immediateness
Q.no. 22. Low price 0.64

Factor 7

Q.no. 1. Credit card information
Q.no. 14. Security 0.62
Q.no. 16. Safe shipping
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A pilot study was conducted among 30 respondents
to ascertain whether the questionnaire constructs
were clearly understood by the respondents and
whether the constructs are helping to achieve the
objectives of the research.

4.2. Sampling design. Simple random sampling
method was adopted and 500 customer responses
were collected by administering the questionnaire,
from the city of Chennai, a metropolitan city in In-
dia, representing people from all walks of life. To
have a representative sample, respondents were
chosen from different age groups and education
backgrounds.

5. Data analysis

Logistic regression can handle categorical, binary
dependent variables and metric independent vari-
ables. Given the robustness of logistic regression to
violation of the assumption of equality on the vari-
ance/covariance matrices across groups, the regres-
sion is well suited for application in this situation.
Logistic regression allows one to predict a discrete
outcome, such as a group membership, from a set
of variables that may be continuous, discrete, di-
chotomous, or a mix of any of these. Generally, the
dependent or response variable is dichotomous,
such as presence/absence or success/failure. Dis-
criminant analysis is also used to predict a group
membership with only two groups. However, dis-
criminant analysis can only be used with continu-
ous independent variables. Thus, in instances
where the independent variables are categorical, or
a mix of continuous and categorical, logistic re-
gression is preferred.

The collected data were analyzed using SPSS soft-
ware and logistic regression prediction model was
developed to predict the intention to purchase (ITP)
apparel online.

Table 2. Hosmer and Lemeshow test

Step Chi-square df Sig.
1 8.291 8 406

Hosmer and Lemenshow’s measure of overall fit
has a statistical test, which indicates that there was
no statistically significant difference between the
observed and predicted classifications. From Table
2, the Hosmer-Lemeshow tests table shows that
there is non-significance at 0.05 level. A non-
significant chi-square indicates that the data fit the
model well.

From Table 3, we can identify the variables which
belong to the prediction model. The following dis-
cussion from the literature review will evidence for



the independent variables included in the prediction
model. Yoo and Donthu (2001) developed a meas-
urement instrument of online service quality,
SITEQUAL, which consists of four dimensions:
ease of use, aesthetic design, processing speed,
and security. Information search is the process by
which consumers gather information about goods
or services before a purchase is made (Shim et al.,
2001). Due to the ease of viewing the vast amount
of information available and due to the interactive
nature of the Internet, information search on the
web (a.k.a. browsing or “exploratory behavior”) is
a crucial element in online consumer decision-
making (Shim et al., 2001). When a consumer has
enough information about a product's price, size,
color, function, etc., he/she will make a decision
as to the purchase of that product.

Table 3. Variables in the equation

B SE. Wald df | Sig. | Exp(B)
V1. Basytoplace | ag5 | g5 | 20782 | 1 | 000 | 1471
order
V2. Websites enable | 953 | gg4 | 7309 | 1 | 007 | 1288
touch & try
V3. Seourity & 190 | o084 | 5071 | 1 | 024 | 1209
privacy protection
V4. Ease of price
comearon .344 | 088 | 15455 | 1 | 000 | 709
Constant -2.274 | 1.304 3.039 1 .081 103

Using the above Table 2, the predictive model is
arrived below:

Stage 1. At the first stage the Logit value for the
intention to purchase (ITP) is arrived at

Logit (ITP) = ( -2.274) + (0.386) V1 + (0.253) V2
++ (0. 190) V3 - (0. 344) V4.

Stage II. At this stage, the odds ratio is calculated
Odds (ITP) = ologitITP).

Stage III. At this last stage, the probability of the
intention to purchase is calculated

Probability of ITP = Odds (ITP)/1+ Odds (ITP).

With respect to the hypotheses developed, for a
significance level of .05, the variables “It is easy
to place an order through web site”, “Web sites
enable you to touch/try merchandise”, “Online
shopping protects security and privacy”, “Online
shopping provides ease of price comparison” are
statistically significant for inclusion in the predic-
tion model.

6. Discussion and findings

The statistical analysis conducted reveals an excel-
lent model fit and statistical significance at the over-
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all model level as well as for the variables included
in the model.

The variables “It is easy to place an order through
web site”, “Web sites enable you to touch/try mer-
chandise”, “Online shopping protects security and
privacy”, “Online shopping provides ease of price
comparison” are predicting the intention to purchase
(ITP). This is in line with the findings of similar

research.

There has been a consensus regarding the attractive
attributes of Internet shopping compared to tradi-
tional one. The variables in the prediction model
arrived at as parts of the research study are in line
with other research findings. The attractive attrib-
utes of Internet shopping include time- and money-
saving; convenience or easy accessibility; the shop-
per's ability to screen and select a wide range of
alternatives; and the availability of information for
making purchasing or ordering decisions (Breiten-
bach and Van Doren, 1998; Crawford, 2000; Ray,
2001; Schaeffer, 2000; Then and Delong, 1999).

Besides the aforementioned attractive attributes,
online retailers have also faced challenges associ-
ated with e-marketing. Above all, security and pri-
vacy factors are critical for online companies in
order to build long-term relationships between cus-
tomers and sellers (Schoenbachler and Gorden,
2002; Yoon, 2002). Due to consumers’ concern with
regard to transaction security and privacy in e-
transmission, retailers are now more involved in
improving e-transmission security and broader pro-
tection policies by providing customized strategies
including return policies, interactivity and personal-
ization on Web sites (Detmer, 2002; Verton, 2001).

“It is easy to place order through web site” is based
on the convenience online shopping provides to the
customer. “Web sites enable you to touch/try mer-
chandise” — this variable is about the bottleneck in
online shopping. Customers prefer to feel the mer-
chandise before considering purchase. “Online
shopping protects security and privacy” — customers
are concerned about their personal details being kept
confidential and security of the payment mecha-
nism. “Online shopping provides ease of price com-
parison” variable is about the ease for the customer
to be informed of a wide range of products and their
prices without actually visiting the retail outlet.

Managerial implications and recommendations

The current study provides several important insights
in managing apparel shopping web sites. The predic-
tion model arrived at is useful to know the intention to
purchase (ITP) apparel online. The marketers of ap-
parel can benefit by being aware of the parameters
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considered by customers as important. This is signifi-
cant for decisions regarding the utilization of the
online channel to reach customers. The owners of
online shopping web sites can use the results of the
study to improve the design, protect the privacy and
security of the customers, and improve responsiveness.
The parameters seen as important by customers should
be developed to achieve sustainable competitive ad-

vantage. The regulatory authorities can frame pro-
cedures for ensuring security in payment and con-
fidentiality of the customer details. Though the
research was conducted in an emerging market,
the findings are in tune with other research studies
in online apparel marketing. Further studies can
be conducted in related product categories such as
jewellery & accessories.
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Appendix A. Questionnaire

Table 1. Factors influencing online purchase of textiles

Questions 1 to 5 require responses about demographic profile of respondents

5. Credit card information used for online purchases is secure

Strongly disagree 1 2 Strongly agree

Very unimportant 1 2 Very important
6. Personal information provided for online purchases is confidential

Strongly disagree 1 2 Strongly agree

Very unimportant 1 2 Very important
7. Online retailers are trustworthy

Strongly disagree 1 2 Strongly agree

Very unimportant 1 2 Very important

8. Online purchases are delivered in a timely manner

Strongly disagree

1

2

Strongly agree

Very unimportant

1

2

Very important

9. Delivered produ

cts match those described on the Web site

Strongly disagree 1 2 Strongly agree

Very unimportant 1 2 Very important
10. Products purchased online are delivered undamaged

Strongly disagree 1 2 Strongly agree

Very unimportant 1 2 Very important
11. Product returns are easy for online purchases

Strongly disagree 1 2 Strongly agree

Very unimportant 1 2 Very important
12. Contacting customer service is easy for online purchases

Strongly disagree 1 2 Strongly agree

Very unimportant 1 2 Very important

13. I will make an online purchase for a product within the next year

Very unlikely | 1 | 2 | | Very likely
14. | will make an online purchase for a product within the next three months
Very unlikely | 1 | 2 | | Very likely
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Table 1 (cont.). Factors influencing online purchase of textiles

15. Itis easy to place an order through web site

Strongly disagree | 1 | 2 | 4 | | Strongly agree
16. Web sites have 24 hours accessibility

Strongly disagree | 1 | 2 | 4 | | Strongly agree
17. Web sites enable you to touch/try merchandise

Strongly disagree | 1 | 2 | 4 | | Strongly agree
18. Online shopping protects security and privacy

Strongly disagree | 1 | 2 | 4 | | Strongly agree
19. Online shopping provides several options for payment

Strongly disagree | 1 | 2 | 4 | | Strongly agree
20. Online shopping provides reliable, safe shipping of purchased goods

Strongly disagree | 1 | 2 | 4 | | Strongly agree
21. In online shopping it is easy to find merchandise

Strongly disagree | 1 | 2 | 4 | | Strongly agree
22. Online shopping provides quality merchandise

Strongly disagree | 1 | 2 | 4 | | Strongly agree
23. Online shopping provides unique merchandise, available only through web

Strongly disagree | 1 | 2 | 4 | | Strongly agree
24. Online shopping provides large selection ( variety ) of merchandise

Strongly disagree | 1 | 2 | 4 | | Sstrongly agree
25. Online shopping provides immediate availability of merchandise

Strongly disagree | 1 | 2 | 4 | | Strongly agree
26. Online shopping provides low prices

Strongly disagree | 1 | 2 | 4 | | Strongly agree
27. Online shopping provides ease of price comparison

Strongly disagree | 1 | 2 | 4 | | Strongly agree
28. Online shopping makes well-known national brands available

Strongly disagree | 1 | 2 | 4 | | Strongly agree
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