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Abstract

This study examines the impact of informational messaging and eco-conscious ambiances in online virtual
reality (VR) fashion stores on consumers’ intentions for eco-friendly consumption. By focusing on three di-
mensions of message informativity and the persuasive power of eco-friendly consumption messages, we inves-
tigate how immersive VR environments can foster eco-friendly consumption. Using a three-dimensional VR
store simulation with eco-friendly and modern designs, the study assessed the effects on consumers’ percep-
tions and intention through the elaboration likelihood model and cue consistency theory. Participants experi-
enced the VR store under two primary visit motivation typess—browsing versus purchasing—and two store
ambiance types—eco-friendly versus modern—and then completed online surveys. Results The results in-
dicated that the eco-friendly VR ambiance significantly increased the perceived informativity and persuasive-
ness of eco-conscious consumption messages, particularly among exploratory shoppers. Reliability emerged as
the most influential factor in boosting message persuasiveness and eco-friendly consumption participation
intentions. These findings suggest that VR technology can effectively promote sustainable fashion by creating
reliable, immersive experiences. Given that current VR store visits are often motivated by interest-based
browsing rather than by specific purchase intent, this study contributes to the understanding of the eco-con-
scious consumption messaging and communication strategies in the new fashion retail space.
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(a) Eco-friendly

(b) Modern

Fig. 1. The Ambiance of VR fashion stores.
Designed by the authors.
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71 18l “Uh= 54 A AlES sk = 23S 7t o] 59 A Q] thFd, Al =g, A oA 2 23]
Table 1. Results of confirmatory factor analysis
Construct Measurement items Fac.t o Variance  Cronbach’s a AVE
loadings (CR)
The VR fashion store provides...
. . . .852
. a variety of information.
Perceived 32,695 599
informativity a lot of information. .839 (32.695) 924 (.856)
- Diversity rich contents of information. 814 ' ’
sufficient information. 784
The VR fashion store provides...
L . .876
truthful information. 27.008 653
Reliabilit; ’ .888 ’
chabiiity reliable information. .854 (59.703) (.849)
accurate information. 749
The VR fashion store provides... 871
information in a visually appealing way. ’ 21.599 512
E i ’ .856 ’
xpressiveness information in a well-organized manner. 133 (81.302) (.758)
information in an easy-to-understand manner. .634
I will follow the EFC messages I saw in the VR fashion store. 912
Persuasiveness of If;zldl Ofiilvsotzeile feelings toward the EFC messages in the VR 908 o1 537 g8 639
the EFC messages ’ ’ ’ (.841)
I was persuaded by the EFC messages I saw in the VR 388
fashion store. ’
I will encourage people around me to consume eco-friendly 930
fashion. '
Participation I am willing to actively invest in practicing eco-friendly .632
intention for EFC  fashion consumption. 928 85.484 913 (.837)
I’m going to start practicing eco-friendly fashion consump- 916

tion in the near future.

EFC: eco-friendly fashion consumption
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Table 2. Demographic characteristics and the test of homogeneity

Total Eco.-frlendly Modern 2
(N=251) ambiance VR ambiance VR (i)
(N=125) (N=126)
Exploration 61 60
Visit motivation P 033
Purchase 64 66 (.851)
20s 62 61 035
Age
30%s 63 65 (:851)
Male 61 61 004
Gender .
Female 64 65 (.951)
Housewife 2 6
Sales / Service 6 7
Field / Production 5 7
. . 3.736
Occupation Freelance / Professional 14 13 (712)
Office / Management 67 68
Student 17 11
In occupation 14 14
Less than high school graduation 10 12
Attending university 12 12 1.605
Education )
University graduation 86 91 (.658)
Graduate school or higher 17 11
Less than 2,000 11 11
More than 2,000 to less than 4,000 37 43
Monthly income 5.496
(1.000KRW) More than 4,000 to less than 6,000 25 31 (240)
More than 6,000 to less than 8,000 26 13
More than 8,000 26 28
Experience of eco-friendly Yes 60 68 .894
fashion consumption No 65 58 (.344)
Table 3. Analysis results of mediation path
Path B SE t LLCI ULCI
Diversity — Participation intention for EFC .073 .082 .900 -.087 .0234
Diversity — Persuasiveness of the EFC Messages — Participation Intention 397 070 258 531
for EFC
Reliability — Participation intention for EFC 310 .100 3.093 113 .508
(b) Reliability — Persuasiveness of the EFC Messages — Participation intention 343 094 164 538
for EFC
Expressiveness — Participation intention for EFC -.016 .084 -.187 -.180 .149
c - . L
(© Expressiveness — Persuasiveness of the EFC Messages — Participation 452 071 315 596

intention for EFC

EFC: eco-friendly fashion consumption
LLCI, low limit of 95% confidence interval; UCLI, upper limit of 95% confidence interval
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Participation intention for EFC
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Fig. 2. Interactions between ambiance cues and visit motivation.
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