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Abstract:  The rapid growth of e-commerce has transformed consumer behaviour, particularly in the online 

apparel sector. This conceptual study explores the key factors influencing online apparel buying behaviour 

using the FFF Model (Factors, Facilitators, and Frictions Model). The study synthesizes existing literature 

and theoretical perspectives to identify the psychological, technological, and economic determinants shaping 

consumer decisions. Key factors such as personal preferences, brand perception, and social influence play a 

crucial role in online purchases. Facilitators like website usability, AI-driven recommendations, and seamless 

payment systems enhance the shopping experience, while frictions such as security concerns, size 

mismatches, and delayed deliveries act as barriers. Additionally, trust in e-retailers and post-purchase 

experiences significantly impact customer satisfaction and repeat purchases. The study contributes to the 

understanding of digital consumer behaviour by providing a structured framework that can aid retailers in 

optimizing their strategies. Future research can empirically validate the FFF model and explore emerging 

trends such as augmented reality (AR) in online fashion retail. 
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I. INTRODUCTION 

Consumer behaviour refers to the study of individuals, groups, or organizations and the processes they use to 

select, purchase, use, and dispose of products, services, experiences, or ideas to satisfy their needs and desires 

(Schiffman & Kanuk, 2007). It encompasses the psychological, social, cultural, and economic factors that 

influence consumers' decisions, making it a crucial area of study for businesses aiming to understand and 

predict purchasing patterns. 

In the digital age, online buying behaviour has emerged as a significant aspect of consumer behaviour, driven 

by the rapid growth of e-commerce platforms. Consumers today are increasingly turning to online channels 

for purchasing apparel due to the convenience, variety, and competitive pricing offered by digital 

marketplaces. However, the online apparel market presents unique challenges, including concerns related to 

product quality, security, and privacy, which significantly influence consumer decisions. 

This conceptual paper aims to explore the factors affecting online buying behaviour for apparel, drawing from 

existing literature and conceptual models. It highlights key external factors such as demographics, socio-

economic conditions, technological advancements, and cultural influences, as well as internal factors like 

attitudes, perceptions, and motivations. The paper also considers filtering elements like security and trust, 

which refine consumers' buying motives into actual purchases. By providing a comprehensive framework, 

this study seeks to contribute to the understanding of online consumer behaviour, offering valuable insights 
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for e-commerce businesses aiming to enhance their marketing strategies and customer engagement in the 

dynamic online apparel market. 

Expanding on these considerations, it is essential to examine the role of digital engagement, personalization, 

and social influence in shaping online apparel purchasing behaviour. The integration of artificial intelligence 

(AI), big data analytics, and recommendation algorithms has enabled e-commerce platforms to tailor shopping 

experiences, thereby enhancing customer satisfaction and purchase likelihood (Gao et al., 2021). Furthermore, 

the increasing reliance on social media and influencer marketing has transformed how consumers interact 

with brands, making peer reviews, user-generated content, and digital word-of-mouth critical determinants of 

purchase decisions (Zhang & Benyoucef, 2016). 

Another crucial factor influencing online apparel shopping behaviour is the evolution of omnichannel 

retailing. The seamless integration of online and offline experiences through options like virtual try-ons, 

flexible return policies, and hybrid shopping models has redefined consumer expectations and decision-

making processes (Grewal et al., 2020). Additionally, the psychological dimensions of online shopping, such 

as impulse buying tendencies, hedonic motivations, and cognitive dissonance, play a pivotal role in purchase 

behaviour, further complicating the digital consumer journey (Verhagen & van Dolen, 2011). 

By examining these contemporary dynamics, this study aims to develop a holistic understanding of the online 

apparel market. It provides insights that can help businesses craft targeted strategies to optimize consumer 

engagement, trust, and satisfaction in an increasingly competitive digital landscape. This study aims to bridge 

these aspects, offering an integrative perspective on digital consumer engagement and decision-making in the 

apparel industry. 

 

II.  REVIEW OF LITERATURE  

Dange U. and Kumar V. (2012), explored the key factors influencing consumers' motivations for online 

shopping, proposing a conceptual model based on an extensive review of existing literature. They introduce 

the FFF Model, which stands for Factors, Filtering elements, and Filtered buying behaviour. This model aims 

to provide a structured framework for understanding the online consumer purchasing process. The authors 

suggest that future research could utilize the FFF Model to empirically investigate the various elements 

affecting online buying behaviour, thereby offering deeper insights into consumer decision-making in the 

digital marketplace. Their study emphasizes the importance of identifying and analysing the determinants that 

drive consumers towards e-shopping, which can aid businesses in formulating effective online marketing 

strategies. By examining different models from various research scholars, Dange and Kumar have synthesized 

a comprehensive perspective on the factors that motivate online purchases, contributing significantly to the 

field of consumer behaviour research. 

According to Das D. (2017), she examines the multifaceted factors influencing individual consumer 

purchasing decisions within electronic marketplaces. The research identifies key determinants such as 

personal consumer characteristics, product pricing, minimum price-quantity combinations, decision-making 

frameworks, and underlying consumer motivations. By integrating these elements, Das proposes an expanded 

consumer choice domain that incorporates product quantity and packaging size, aiming to assess their 

combined impact on demand more comprehensively. This approach seeks to reduce the predictable 

uncertainties associated with consumer demand functions, thereby enhancing the potential for optimal revenue 

generation through tailored product offerings. Additionally, the study introduces a generalized price response 

function with standard properties applicable to e-commerce settings, providing a novel method to better 

understand and anticipate fluctuations in consumer demand. This framework offers valuable insights for e-

commerce platforms aiming to refine their product strategies and pricing models to align more closely with 

consumer preferences and behaviours. 

Bahl R. and Kesharwani S. (2018), have published their study in the Global Journal of Enterprise Information 

System, Bahl and Kesharwani investigate the various factors influencing Indian consumers' online shopping 

behaviours. They propose the use of the FFF (Factors, Filtering elements, and Filtered buying behaviour) 

Model as a foundational framework to empirically examine these influences. The authors suggest that by 

applying the FFF Model, researchers can systematically identify and analyse the determinants affecting online 

purchasing decisions, thereby gaining deeper insights into consumer behaviour in the digital marketplace.The 

study emphasizes the importance of understanding the multifaceted factors that drive online shopping 

behaviour. By leveraging the FFF Model, businesses and researchers can develop targeted strategies to 

enhance the online shopping experience, build consumer trust, and ultimately increase conversion rates in the 

e-commerce sector. 
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Deka A. (2018), studied the critical factors that influence online purchasing behaviour, presenting a 

comprehensive conceptual model that integrates various theoretical frameworks. The research identifies four 

dominant factors affecting online purchasing decisions: website design, website reliability/fulfilment, website 

customer service, and website security/privacy. Website design pertains to the aesthetic and functional aspects 

that enhance user experience, while reliability/fulfilment addresses the accuracy of product information and 

timely delivery. Customer service encompasses support mechanisms available to assist consumers, and 

security/privacy relates to the protection of personal and financial information during transactions. By 

incorporating models such as the Technology Acceptance Model (TAM) and the Theory of Planned 

Behaviour (TPB), the study offers a comprehensive roadmap for future research, emphasizing the need to 

understand consumer behaviour in the context of online shopping. The proposed model serves as a valuable 

tool for researchers and practitioners aiming to analyse and predict consumer behaviour in e-commerce 

environments. It underscores the importance of a holistic approach that considers multiple factors influencing 

online purchasing decisions, thereby contributing to the development of effective online marketing strategies 

and the enhancement of customer satisfaction. 

Gandhi R. and Choudhry P. (2019), delve into the multifaceted factors that shape consumer buying behaviour, 

particularly within the context of online marketing. They categorize these influencing factors into five primary 

domains: personal, psychological, social, cultural, and economic. Personal factors encompass individual 

characteristics such as age, occupation, lifestyle, and economic status, all of which significantly impact 

purchasing decisions. Psychological factors involve perceptions, motivations, beliefs, and attitudes that drive 

consumer choices. Social factors pertain to the influence of family, friends, and social networks, highlighting 

the role of reference groups and social interactions in shaping buying behaviour. Cultural factors include the 

broader societal values, traditions, and norms that guide consumer preferences and behaviours. Economic 

factors relate to the consumer's financial capacity, including income levels and economic conditions, which 

directly affect purchasing power and decision-making. The authors propose a conceptual model that integrates 

these factors, offering a holistic framework for understanding the complexities of consumer behaviour in the 

digital marketplace. This model serves as a valuable tool for marketers and businesses aiming to develop 

effective strategies that resonate with target audiences, enhance customer engagement, and drive sales in an 

increasingly competitive online environment. By acknowledging and analysing these diverse factors, 

companies can better anticipate consumer needs and tailor their offerings to meet the evolving demands of 

the market. 

Lakshmi L. and Sujatha S. (2019), investigated the critical factors that influence consumers' intentions to 

purchase clothing products online. Through a comprehensive analysis, they identify key determinants such as 

website quality, product variety, pricing, and consumer trust as pivotal in shaping online apparel shopping 

behaviour. The authors emphasize that a well-designed, user-friendly website enhances consumer engagement 

and confidence, thereby increasing the likelihood of purchase. A diverse product range caters to varied 

consumer preferences, making online platforms more attractive to potential buyers. Competitive pricing 

strategies are highlighted as essential, as price-sensitive consumers are more inclined to shop online when 

they perceive better value for money. Trust emerges as a fundamental element, with secure payment systems, 

transparent return policies, and positive customer reviews contributing to building consumer trust in online 

retailers. The study concludes that by focusing on these factors, e-commerce platforms can effectively 

enhance consumer purchase intentions and foster loyalty in the highly competitive online apparel market. 

Ayalew M. and Zewdie S. (2020), investigated the determinants influencing online consumer behaviour in 

the digital era. Utilizing a systematic literature review approach, they analyse existing studies to identify key 

factors affecting consumers' online purchasing decisions. Their findings reveal that purchase intention is the 

most extensively studied aspect, followed by adoption, while the continuance or repurchase stage remains 

under-researched. The study highlights several critical factors impacting online consumer behaviour, 

including perceived usefulness, perceived risk, attitude, perceived ease of use, trust, social influence, 

subjective norms, perceived enjoyment, security, perceived behavioural control, web design quality, privacy 

and security concerns, demographic factors (such as age, gender, occupation, education, and income), 

perceived value, service quality, perceived satisfaction, psychological factors (e.g., relative advantage), 

facilitating conditions, and consumers' experience. The authors emphasize the necessity for both established 

and emerging businesses to focus on these determinants to sustain and achieve success in the dynamic online 

marketplace. By addressing these factors, companies can better understand and influence consumer behaviour, 

leading to improved customer engagement and retention in the digitalized world.  

According to Komalavalli K. and Dhanalakshmi S. (2020), they have examined the online apparel shopping 

behaviours of working women in Chennai, India. The study focuses on understanding the motivations and 

factors influencing these consumers' decisions to purchase clothing online. Through a survey of 213 
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respondents, the authors identify key determinants such as convenience, access to a wide range of products, 

time-saving benefits, and the availability of detailed product information. The research highlights that the 

ability to shop at any time and from any location, coupled with the ease of comparing various brands and 

products, significantly enhances the online shopping experience for working women. Additionally, the study 

notes that promotional offers and discounts play a crucial role in attracting this demographic to online 

platforms. The authors conclude that e-commerce platforms can further capitalize on this trend by ensuring 

user-friendly interfaces, providing comprehensive product details, and maintaining robust customer service 

to build trust and loyalty among consumers. This study offers valuable insights for online retailers aiming to 

cater to the specific needs and preferences of working women in urban India.  

Heather Abrafi Agyapong (2021), explores how various factors affect online purchasing behaviour in Finland, 

including demographics, technology adoption, and convenience. The FFF model is used to illustrate the 

interplay of external factors like culture and technology with internal motivators such as trust and perception 

in shaping consumer decisions. The conclusion emphasizes convenience, quality, and trust as critical elements 

influencing Finnish consumers’ online apparel purchases. 

Purwaningtyas A. and Rahadi R. A. (2021), focus on the various factors influencing consumers' decisions to 

purchase clothing through online channels in Indonesia. By synthesizing insights from 36 previous studies, 

they identify key determinants impacting online clothing purchases, including price, promotion, product 

design and style, product quality, brand image, information availability, seller trustworthiness, product 

variety, ease of use, and service quality. The authors propose a conceptual model that encapsulates these 

factors, aiming to provide a comprehensive understanding of consumer behaviour in the online apparel 

market. They suggest that future research could employ quantitative methods to further validate and expand 

upon their findings, offering deeper insights for clothing brand owners and e-commerce platforms in Jakarta 

and beyond. This study underscores the importance of these identified factors in shaping consumer purchase 

decisions, providing a valuable framework for businesses seeking to enhance their online presence and 

customer engagement in the fashion industry 

Makhitha and Ngobeni (2024) explore the influence of perceived risk factors on emerging-market consumers’ 

attitudes toward online clothing shopping. Their study, conducted in Soweto, South Africa, surveyed 300 

respondents using convenience sampling. The research highlights that perceived financial, convenience, and 

security risks significantly impact consumers' attitudes toward online shopping. However, these perceived 

risks do not directly influence their intention to shop online. Instead, attitudes toward online shopping serve 

as a mediating factor in the relationship between perceived risk and shopping intention. The study’s findings 

underscore the importance of addressing consumer concerns related to financial security and transactional 

convenience to improve online shopping adoption in emerging markets. This research contributes valuable 

insights for e-commerce retailers, suggesting that tailored marketing strategies focusing on trust-building and 

consumer education could help mitigate perceived risks and enhance engagement in online clothing shopping. 

III. RESEARCH GAP 

While extensive research has been conducted on consumer behaviour and online purchasing, several gaps 

remain, particularly in the context of online apparel shopping. Many existing studies have focused on general 

online consumer behaviour without considering the unique characteristics of the apparel industry, such as 

rapidly changing fashion trends, high return rates, and the importance of visual presentation. 

Moreover, although conceptual models like the FFF Model provide a comprehensive framework for 

understanding online buying behaviour, empirical validation of these models is limited. There is a need for 

more empirical studies that test these conceptual frameworks across various demographic segments, cultural 

contexts, and economic conditions, especially in the online apparel sector. 

Additionally, previous research has often emphasized purchase intention, with limited focus on post-purchase 

behaviour such as product satisfaction, repeat purchases, and customer loyalty in the online apparel market. 

The dynamic and fast-evolving nature of online shopping platforms also calls for continuous research to keep 

up with technological advancements, changing consumer preferences, and emerging market trends. 

Despite extensive studies on online apparel purchasing behaviour, existing literature lacks a comprehensive 

integration of external factors, internal drivers, filtering elements, and positive reinforcements within a unified 

framework. Prior research primarily focuses on individual factors such as demographics, technology adoption, 

and marketing strategies but fails to examine their collective impact on consumer confidence and final 

purchase decisions. Additionally, limited studies explore the role of psychological and cognitive 

reinforcements, such as emotional attachment to brands and AI-driven personalization, in enhancing purchase 

satisfaction and brand loyalty. While security and privacy concerns are recognized as barriers, their interplay 

with trust-building mechanisms remains underexplored. Moreover, the influence of virtual try-ons and 

sustainability considerations on consumer motivation requires further empirical validation. By addressing 

http://www.ijcrt.org/


www.ijcrt.org                                                       © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882 

IJCRT2503723 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org g287 
 

these gaps, this study enhances the FFF Model by incorporating critical filtering elements and reinforcements, 

providing a holistic understanding of online apparel shopping behaviour. 

 

IV. REFERENCE MODEL FOR ONLINE APPAREL BUYING BEHAVIOUR 

 

Fig 1 : Factors(F), Filtering Elements (F) and Filtered buying motive(F); (FFF Model) 

 
(Source : Dange, U., & Kumar, V. (2012). A Study of Factors Affecting Online Buying Behaviour: A 

Conceptual Model, p. [9] ) 

              4.1 External Factors 

 Demographics: Demographic factors such as age, gender, income, education, and occupation play a 

crucial role in shaping consumer behaviour. Younger consumers might be more inclined toward trendy 

and affordable apparel, while older consumers may prioritize quality and comfort. Gender influences 

preferences in clothing styles, and income determines the purchasing power of consumers, affecting 

their choices in apparel brands and frequency of online shopping. 

 Socio-economics: Socio-economic status, including income levels, employment status, and social 

class, affects consumers’ access to online shopping platforms and their buying capacity. Higher socio-

economic groups may prefer premium brands, while middle and lower-income groups might look for 

affordable options and discounts. Economic conditions and employment rates also influence spending 

on non-essential items like fashion apparel. 

 Technology and Public Policy: Technological advancements such as user-friendly websites, mobile 

apps, and secure payment systems enhance the online shopping experience. Public policies related to 

digital privacy, e-commerce regulations, and consumer rights also impact online buying behaviour. A 

tech-savvy consumer base and supportive regulations encourage more consumers to shop online for 

apparel. 

 Culture: Culture shapes consumers’ tastes, preferences, and buying patterns. Cultural influences 

determine the acceptance of certain apparel styles, colours, and designs. Festivals, traditions, and 

societal norms within a culture drive the demand for specific clothing items during particular times of 

the year. 

http://www.ijcrt.org/


www.ijcrt.org                                                       © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882 

IJCRT2503723 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org g288 
 

 Sub-culture: Sub-cultures, including various social groups like youth, ethnic communities, or 

professional groups, influence fashion preferences and brand loyalty. For instance, youth sub-cultures 

might Favor streetwear brands, while corporate professionals may prefer formal attire. 

 Reference Groups: Reference groups such as peers, influencers, and celebrities impact online buying 

decisions. Consumers often look to these groups for style inspiration and validation, making them key 

drivers in apparel purchases. 

 Marketing: Marketing strategies, including digital advertisements, social media promotions, and 

personalized recommendations, attract and retain online shoppers. Effective marketing creates brand 

awareness, highlights product benefits, and encourages consumers to make purchasing decisions. 

              4.2 Internal Factors 

 Attitudes: Attitudes reflect consumers’ overall feelings and perceptions about online shopping. 

Positive attitudes towards convenience, variety, and affordability encourage frequent online apparel 

purchases, while negative attitudes due to concerns about quality or fit may deter buyers. 

 Learning: Past online shopping experiences influence future behaviour. Positive experiences such as 

timely delivery and accurate product descriptions build confidence, while negative experiences lead 

to hesitation. Learning from product reviews and recommendations also guides purchasing decisions. 

 Perception: Perception of an online store’s reliability, product quality, and customer service plays a 

critical role. Consumers with positive perceptions are more likely to purchase apparel online, whereas 

negative perceptions can lead to cart abandonment. 

 Motivation: Motivation, driven by needs such as social acceptance, self-expression, or seasonal 

requirements, influences online buying behaviour. Sales promotions, limited-time offers, and 

exclusive collections further enhance consumer motivation. 

 Self-image: Consumers’ self-image, including their desire to project a certain personality or social 

status, impacts their apparel choices. Brands that align with consumers’ self-concept attract more 

buyers. 

 Semiotics: Semiotics involves the use of symbols, logos, and brand messaging in influencing 

consumer behaviour. Apparel brands that effectively communicate their values and identity through 

visual and textual elements resonate with target consumers, encouraging purchases. 

              4.3 Filtering Elements  

 Security Concern: Security concerns refer to the fear consumers have regarding the safety of their 

personal and financial information when making online purchases. Issues such as credit card fraud, 

hacking, and data breaches can deter consumers from buying apparel online. Retailers must implement 

robust security measures like SSL certificates, two-factor authentication, and encrypted payment 

gateways to alleviate these fears. A secure platform fosters consumer trust, encouraging them to make 

purchases without fear of their sensitive information being compromised. 

 Privacy Concern: Privacy concerns arise when consumers worry about how their personal data is 

collected, stored, and used by online retailers. This includes fears of unauthorized data sharing, 

spamming, and identity theft. Online apparel stores must have clear privacy policies, secure data 

storage systems, and give consumers control over their information. Ensuring privacy helps consumers 

feel confident that their data is protected, which positively influences their willingness to engage in 

online shopping. 

 Trust and Trustworthiness: Trust and trustworthiness are critical in influencing online purchasing 

behaviour. Trust is built through consistent service quality, transparent transactions, and positive 

customer reviews. Online apparel stores that provide accurate product descriptions, timely deliveries, 

and responsive customer service foster trust. Trustworthiness ensures that consumers believe in the 

reliability and integrity of the platform, reducing hesitation and encouraging repeat purchases. A 

trustworthy online store becomes a preferred choice for consumers seeking safe and reliable shopping 

experiences. 
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4.4 How the Model Works 

This model provides a comprehensive framework for understanding online consumer behaviour, 

particularly for apparel purchases. The process starts with External Factors such as demographics (age, 

gender, income), socio-economic conditions, cultural influences, and marketing strategies that shape 

initial consumer interests and purchasing power. Simultaneously, Internal Factors like personal 

attitudes, past learning, perceptions of online stores, motivations for buying, and self-image refine 

these interests, making them unique to each individual. 

Once these buying motives are formed, they are subjected to Filtering Elements. Consumers assess 

the online platform's security (fear of data breaches), privacy (protection of personal information), and 

trustworthiness (reliability and positive past experiences). These elements act as critical checkpoints, 

filtering out any uncertainties or doubts. If all concerns are adequately addressed, the buying motives 

become more focused and confident, transforming into Filtered Buying Motives. This refined intent 

ultimately leads to the final Buying Decision, where consumers complete their online transactions, 

driven by a complex interplay of external influences, personal factors, and trust-based validations 

V. PROPOSED CONCEPTUAL MODEL OF ONLINE APPAREL BUYING BEHAVIOUR 

 

Fig 2: Enhanced FFF Model for Online Apparel Purchasing: Incorporating Filtering Elements, Positive 

Reinforcements, and Internal Drivers. 

 
(Source: Prepared by the Researchers) 

Dange & Kumar, 2012 examined the factors affecting online consumer buying behaviour thorough analysis 

of the literature in the area of online consumer behaviour. A research framework was suggested to better 

understand existing studies and to highlight under-researched areas. Our findings show that the literature on 

online consumer behaviour is rather fragmented. Most studies investigated intention and adoption of online 

shopping while continuance behaviour (repurchase) is seriously under-researched. Moreover, our analysis 

helped us to identify several fruitful directions for future research. Future research could use our suggested 

factors, filtering elements and then filtered buying behaviour (FFF Model) framework as a basis to empirically 

explore the factors affecting the online consumer purchasing process. We invite researchers to pay more 

attention to the under-researched areas highlighted by our analysis. 
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5.1 Influence of FFF Model Factors on Consumer Behaviour for Online Apparel Purchasing 

5.1.1 External Factors 

              5.1.1.1 Demographics  

Demographic attributes significantly affect consumer preferences and shopping behavior. Age plays 

a crucial role, with younger consumers gravitating toward trendy, affordable fashion that aligns with 

dynamic fashion cycles, while older consumers prioritize comfort, durability, and timeless styles that 

suit their lifestyles. Gender-based differences are also evident, as male shoppers often prioritize 

functionality and efficiency in their purchases, whereas female consumers tend to explore variety, 

fashion trends, and aesthetic appeal, which influences both product selection and shopping frequency. 

Income disparities further shape purchasing patterns; individuals with higher disposable income 

exhibit a propensity for premium and designer apparel, whereas middle- and lower-income segments 

focus on affordability and value-driven purchases, often influenced by discounts and promotional 

offers. Education levels contribute to consumer awareness, as individuals with higher education tend 

to be more informed about global fashion trends and adept at navigating digital shopping platforms. 

Similarly, occupation influences apparel preferences, with professionals favoring formal attire, while 

students and freelancers lean toward casual, comfortable clothing. 

             5.1.1.2 Socio-Economic  

Socio-economic status dictates purchasing power and access to online retail platforms, influencing 

apparel choices accordingly. Consumers with higher income levels exhibit greater financial flexibility 

to invest in high-end brands, whereas budget-conscious consumers opt for essential or discounted 

apparel. Employment stability fosters discretionary spending on non-essential fashion, whereas 

financial uncertainty constrains such expenditures. Social class distinctions further dictate brand 

preference, with upper-income consumers gravitating toward luxury labels, while middle-class 

shoppers seek a balance between quality and cost, and lower-income groups prioritize affordability. 

Economic conditions also play a vital role in consumer behavior; economic prosperity fosters 

increased expenditure on fashion, whereas financial downturns encourage cautious, necessity-driven 

purchasing. 

              5.1.1.3 Technology and public policy  

Technology and regulatory frameworks also impact the online shopping experience. The integration 

of advanced digital tools, such as virtual try-on features, seamless navigation, and diversified payment 

options, enhances consumer convenience and engagement. Meanwhile, public policies surrounding 

data privacy, consumer rights, and fair pricing reinforce trust in e-commerce platforms by ensuring 

secure transactions and ethical business practices. 

               5.1.1.4 Cultural and sub cultural  
Cultural and sub-cultural influences shape consumer apparel preferences. Cultural values and 

traditions dictate seasonal fashion trends and demand for specific styles, particularly during festivals 

and celebrations. Additionally, sub-cultural affiliations—ranging from professional circles to niche 

communities such as fitness enthusiasts and gaming subcultures—establish distinct fashion identities, 

driving brand preferences and fostering consumer loyalty. 

               5.1.1.5 Social reference groups  

Social reference groups exert significant influence over online apparel purchases. Recommendations 

from family, friends, and peer networks enhance brand confidence and shape style preferences. 

Moreover, digital influencers and celebrity endorsements have emerged as powerful determinants of 

fashion consumption, with social media platforms amplifying trends and fostering aspirational 

purchasing behaviors. 

              5.1.1.6 Marketing Strategies  

Marketing strategies play a pivotal role in attracting and retaining online consumers. Digital 

campaigns, influencer collaborations, and targeted advertisements enhance brand visibility and appeal. 

Furthermore, dynamic sales tactics, such as flash sales, seasonal discounts, and membership rewards, 

incentivize frequent purchases and foster brand loyalty among consumers. 
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5.1.2 Internal Factors 

              5.1.2.1 Psychological and cognitive factors 

Psychological and cognitive factors shape individual purchasing behaviors in online apparel shopping. 

Consumer attitudes play a crucial role in purchase decisions—positive experiences, characterized by 

seamless transactions, diverse product availability, and attractive discounts, foster repeat buying 

behavior, whereas negative encounters, such as delayed deliveries, misleading product descriptions, 

and inefficient return policies, discourage future purchases. 

Learning, both through personal experience and external sources, influences consumer trust and 

decision-making. Positive prior interactions with online retailers reinforce confidence, while negative 

encounters lead to heightened skepticism. Additionally, external learning—gained through reading 

product reviews, watching unboxing videos, and seeking peer recommendations—empowers 

consumers to make informed decisions and mitigates the perceived risks of online purchases. 

Perception plays a vital role in evaluating online retail platforms. A website’s reliability, reflected in 

professional design, clear product imagery, and secure payment options, significantly impacts 

consumer trust. Similarly, motivation drives consumer engagement, with social influences—ranging 

from the desire for social validation to personal expression—acting as key determinants in apparel 

choices. Limited-time promotions, exclusive collections, and attractive pricing further enhance 

motivation, prompting purchase decisions. 

Self-image and semiotics contribute to brand perception and consumer alignment with fashion choices. 

Consumers actively select apparel that resonates with their self-identity, social status, or aspirational 

persona. Additionally, brand semiotics—including logos, slogans, and visual branding—serve as 

symbolic markers that communicate values and reinforce consumer attachment to specific labels. 

   5.1.3 Filtering Mechanisms  

Before making a final purchase decision, consumers evaluate key filtering elements to assess the 

reliability and credibility of online retailers. Security concerns remain a primary consideration, with 

advanced encryption technologies, secure payment gateways, and two-factor authentication reducing 

the fear of fraud and identity theft. Privacy considerations further influence consumer confidence, with 

transparent data policies, user consent mechanisms, and robust data protection protocols enhancing 

trust in digital transactions. Furthermore, trustworthiness is solidified through accurate product 

descriptions, responsive customer service, and reliable delivery services, all of which contribute to 

consumer satisfaction and brand credibility. 

  5.1.4 Positive Reinforcements  
To enhance the shopping experience, online apparel retailers employ various reinforcements that 

strengthen consumer confidence and satisfaction. Personalized shopping experiences, facilitated by 

artificial intelligence, offer tailored recommendations based on browsing history, purchase behavior, 

and individual preferences, streamlining the decision-making process. AI-driven recommendation 

algorithms analyze customer data to suggest relevant apparel, reducing search effort and increasing 

purchase likelihood. 

Virtual try-on technologies leverage augmented reality (AR) to provide an immersive shopping 

experience, allowing consumers to visualize apparel on themselves before purchasing. This feature 

alleviates concerns regarding size, fit, and color accuracy, reducing return rates and enhancing overall 

satisfaction. User-generated content, including customer reviews and ratings, further serves as a vital 

source of social proof, fostering trust and guiding purchase decisions. 

Loyalty and reward programs play a crucial role in consumer retention, offering incentives such as 

cashback, exclusive discounts, and early access to new collections. These programs cultivate long-

term brand allegiance by rewarding repeat purchases. Additionally, sustainability and ethical 

considerations are gaining prominence in shaping consumer preferences. Environmentally conscious 

consumers increasingly seek brands that prioritize sustainable sourcing, fair labor practices, and eco-

friendly production methods, influencing their purchasing behavior and reinforcing brand credibility. 

5.1.5 Internal Drivers   

Beyond external influences and digital enhancements, psychological and cognitive reinforcements 

drive consumer engagement in online apparel shopping. Emotional attachment to brands is cultivated 

through consistent product quality, personal values, and memorable shopping experiences, fostering 

long-term loyalty. User experience also plays a fundamental role—intuitive website design, seamless 

checkout processes, and fast-loading interfaces enhance convenience and reduce frustration, thereby 

encouraging higher conversion rates. 
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Past shopping experiences act as a powerful determinant of future behavior. Positive encounters, 

characterized by accurate product representation, timely deliveries, and hassle-free returns, reinforce 

consumer trust and encourage repeat purchases. Conversely, negative experiences deter future 

engagement and necessitate corrective measures by retailers to rebuild consumer confidence. 

Social influence continues to be a dominant force in online shopping behavior. Recommendations 

from friends, influencers, and digital communities significantly impact purchasing decisions, as 

consumers place considerable trust in endorsements from individuals they admire or relate to. The 

growing prevalence of peer-driven and influencer-led marketing underscores the importance of social 

validation in shaping online apparel purchases. 

5.1.6 Confident Purchase  

Addressing security, privacy, and trust issues through transparency, secure payment systems, and 

brand credibility reassures consumers, increasing their confidence in completing a purchase. 

When external influences, personalized shopping experiences, brand reliability, and psychological 

motivators align, consumers develop greater satisfaction and confidence in their purchasing choices. 

A seamless and well-supported shopping experience minimizes buyer’s remorse, enhances long-term 

customer retention, fosters brand loyalty, and reduces product returns, benefiting both consumers and 

retailers. 

Following table presents a comparative analysis of key factors influencing consumer purchasing 

behavior, categorized into External Factors, Internal Factors, Positive Reinforcements, and Internal 

Drives. Each category plays a distinct role in shaping consumer decisions, either by influencing 

preferences, motivating purchases, or reinforcing buying confidence. This classification provides a 

structured understanding of the various forces affecting consumer buying behavior, highlighting how 

different factors contribute to the decision-making process at different stages. 

 

 

Table 5.1: Differences Between External Factors, Internal Factors, Positive Reinforcements, and Internal 

Drivers 

 

Category 

 

Definition 

 

Examples 

 

Impact on Purchase 

Decision 

 

External 

Factors  

Broad macro-level 

influences shaping 

consumer behavior 

(Kotler & Keller, 2016). 

Demographics, culture, 

marketing, technology, 

socio-economics. 

Establish buying motives 

but do not directly push 

consumers to purchase 

(Solomon, 2020). 

Internal Factors  

Personal traits and 

cognitive aspects 

influencing shopping 

behavior (Schiffman & 

Wisenblit, 2019). 

Attitudes, learning, 

perception, motivation, 

self-image. 

Define preferences but do 

not finalize purchases 

(Hoyer et al., 2021). 

Positive 

Reinforcements 

Features that encourage 

trust, reduce uncertainty, 

and create an engaging 

shopping experience 

(Grewal et al., 2018). 

AI recommendations, 

virtual try-ons, 

customer reviews, 

reward programs. 

 

Address concerns and 

actively encourage 

purchase completion 

(Pantano & Vannucci, 

2019). 

 

Internal drives  

Psychological factors 

that validate decisions 

based on past 

experiences and social 

influence (Arora & 

Sahney, 2019). 

Emotional brand 

attachment, UX ease, 

social media influence. 

 

Strengthen confidence and 

ensure satisfaction with 

the final decision (Gao et 

al., 2021). 
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VI. IMPLICATIONS  

1. Comprehensive Consumer Insight     

The model effectively integrates external factors (demographics, socio-economics, technology, 

culture) with internal factors (attitudes, perception, motivation) to provide a holistic understanding of 

online apparel buying behaviour (Dange & Kumar, 2012). 

2.  Improved Marketing Strategies 

Insights into demographics, socio-economic status, and cultural influences allow for targeted 

advertising and promotional campaigns. 

Personalized marketing, such as AI-driven recommendations and loyalty programs, enhances 

customer engagement. 

3.  Enhanced Customer Trust and Satisfaction 

Addressing filtering concerns like security, privacy, and trust leads to greater consumer confidence in 

online transactions. 

Positive reinforcements such as customer reviews, virtual try-ons, and seamless navigation improve 

shopping experiences. 

4. Filtering for Secure Decision-Making  

 By incorporating filtering elements like security concerns, privacy concerns, and trustworthiness, the 

model ensures that consumers only proceed with purchases when they feel safe, thereby improving 

customer confidence (Dange & Kumar, 2012). 

5. Integration of Psychological & Cognitive Factors  

By considering emotional attachment to brands, previous shopping experiences, and ease of 

navigation, the model acknowledges the psychological and cognitive influences that impact 

purchasing decisions (Dange & Kumar, 2012). 

      VII. LIMITATIONS 

1. Limited Consideration of Situational Factors   
The model does not account for impulse buying or situational influences such as time constraints, 

emergency purchases, or unexpected social events. Consumers often make spontaneous apparel 

purchases based on discounts, limited-time offers, or urgent needs, which are not explicitly considered 

in this framework (Dholakia, 2000). 

2. Overemphasis on Digital Experience   
While AI-driven recommendations and virtual try-ons enhance online shopping, they may not cater to 

all consumer segments. Some shoppers still prefer in-store experiences for tactile product evaluation, 

personalized service, and immediate product availability (Grewal et al., 2020). The model assumes 

digital literacy and comfort with technology, potentially alienating consumers who are less tech-savvy. 

3. Subjectivity of Psychological Influences   
Internal drivers such as self-image, emotional attachment to brands, and peer influence vary 

significantly among individuals. Psychological factors are complex, and their impact on consumer 

behaviour is difficult to quantify (Solomon et al., 2019). This subjectivity limits the predictive power 

of the model. 

4. Trust and Security Challenges  
Despite incorporating security, privacy, and trust elements, concerns about fraud, counterfeit products, 

and data breaches remain significant barriers (Gefen, 2000). Even with advanced security measures, 

consumer skepticism about online transactions can deter purchases. 

VIII. CONCLUSION 

The rapid growth of e-commerce has revolutionized consumer behaviour, particularly in the online apparel 

market. Understanding the factors influencing online buying behaviour is essential for businesses aiming to 

thrive in this competitive digital landscape. This conceptual paper has highlighted the critical role of external 

factors such as demographics, socio-economic conditions, technology, culture, and marketing strategies, 

along with internal factors like attitudes, perceptions, and motivations in shaping consumer decisions. 

Additionally, filtering elements such as security, privacy, and trust have been identified as pivotal in 

converting buying intentions into actual purchases. 

The FFF Model, which integrates these factors into a comprehensive framework, offers valuable insights for 

businesses to develop effective marketing strategies, enhance customer experiences, and foster long-term 

loyalty. However, the model's conceptual nature underscores the need for empirical validation to ensure its 

applicability across different contexts and industries, especially in the fast-paced online apparel market. 
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 The study of online apparel buying behaviour through the FFF (Functionality, Fashionability, and Fit) model 

provides a structured understanding of consumer decision-making in digital marketplaces. This conceptual 

analysis highlights that consumer behaviour is shaped by multiple interrelated factors, including technological 

advancements, personal preferences, and social influences. Functionality, encompassing ease of navigation, 

payment security, and return policies, plays a crucial role in enhancing consumer trust. Fashionability, driven 

by evolving trends, brand perception, and social media impact, influences the aspirational aspects of shopping. 

Fit, both in terms of physical dimensions and personal style alignment, remains a significant determinant of 

purchase satisfaction, often mediated by size guides, virtual try-ons, and AI-powered recommendations. 

This study underscores the dynamic nature of online apparel shopping, where psychological, technological, 

and market-driven forces intersect. The interplay of these factors suggests that e-commerce platforms must 

prioritize personalization, reliability, and trend responsiveness to meet consumer expectations. Future 

research can explore empirical validations of the FFF model across different demographics and cultural 

contexts. By refining digital shopping experiences through these insights, businesses can foster customer 

loyalty and enhance conversion rates in an increasingly competitive online retail landscape. 

Future research should focus on testing and refining the FFF Model through empirical studies to validate its 

applicability across diverse consumer segments. Given the dynamic nature of online consumer behaviour, it 

is essential to explore how functionality, fashionability, and fit interact in real-world purchasing decisions. 

By addressing these key factors and continuously adapting to evolving market conditions, businesses can 

enhance their strategies to better cater to consumer needs. This proactive approach will not only improve 

customer satisfaction but also foster long-term loyalty. As digital commerce continues to evolve, leveraging 

data-driven insights and technological advancements will be crucial in optimizing the online shopping 

experience. Ultimately, a deeper understanding of consumer behaviour through the FFF Model can drive 

innovation, competitiveness, and sustained growth in the online apparel industry. 
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