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ABSTRACT

Ecommerce platforms rely heavily on virtual product experience (VPE) to convey product information to online shoppers. Various digital
imaging and product presentation techniques are used to enhance the shopping experience. In the past, shoppers relied heavily on showrooms
trials to decide on the purchase of apparel products. When selling online, apparel ecommerce platforms need to pick the right presentation
options. This paper explores various 2D and 3D imaging and presentation techniques and probe young shoppers to understand the perceived
value of the options. Experts in photography, digital content creation and website designing are probed to quantify the efforts involved in
bringing these options to the shoppers. The research used a value-complexity framework to analyse the options and prioritise them. The results

bring out the product presentation options that should be preferred by brands and platforms when they offer apparel products online.
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Introduction

Virtual product experience is key to converting online
shoppers that land on product pages to customers (Li,
Daugherty, & Biocca, 2002). It has been found that product
categories with images have higher sales (Davis &
Khazanchi, 2008). Photos on ecommerce platforms drive
sales by convincing shoppers about the suitability of
products to their needs. Other than product ratings, product
description and customer feedback, customers depend
heavily on the images of the products to decide on the
purchase. The number of images and ways in which sellers
use them to convey various product features and information
differ across ecommerce platforms and product categories
(Di, Sundaresan, Piramuthu, & Bhardwaj, 2014).

Product presentation is used to attract the users to various
products and convey details about the products (Hise &
Szymanski, 2000). Shoppers usually check similar products
and use images to develop an understanding about the
product. The ecommerce shoppes want to see the product,
understand its features and decide to purchase it or not.
Shoppers that land on a product page do not purchase if they
are not convinced about the fitment of the product to their
needs. There are various ways to display apparel products
starting from flat product photographs to usage of
augmented reality trials. While methods like augmented
reality (Caboni & Hagberg, 2019) and 3D rotatable images
give an enhanced experience to the shopper (Hewawalpita &
Perera, 2017), the complexity involved in setting up these
features for all apparel products can be higher. There is a
playoff between the shopper experience that ecommerce
platforms want to offer and complexity of setting up the
experience when sellers offer products online.

This study is limited to the use of images and interactive
methods for visual information on individual product pages
of ecommerce platforms. Presenting the right set of images
and methods to create the best virtual product experience is
a key challenge for all ecommerce companies.
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Literature Review

The importance of designing product photos to increase sale
was analysed by (Huosong Xia, 2020) to find the influence
of various elements of a product photograph on product
sales. (Riegelsberger, Sasse, & McCar, 2003) showed how
photos of people increases the ecommerce website and
customer trust. (McCormick & Livett, 2012) identified the
product presentation elements on apparel websites that help
the interaction between the consumer and the products.
According to them, the consumer behaviour and decision-
making process is influenced by product viewing and
information about the product.

Purchasing decisions are affected by the method of product
presentation, including product description, static product
photos, and virtual product experiences such as videos and
augmented reality interactions. Product images are an
important factor in decision-making while shopping online.
Images can be used to convey important product
information as well as create a virtual product experience
(VPE) to enhance customers’ intentions to purchase
(Algharabat, 2014).

Various elements of product photos from the aspects of
information and aesthetics were explored by (Li, Wang, &
Chen, 2014). They found that consumers prefer high
contrast product photos with a larger key object.

(Di, Sundaresan, Piramuthu, & Bhardwaj, 2014) analysed
the effect of product images on dimensions including
product categories, user segments and conversion rate. The
image quantity and quality have been found to effectively
raise product sales. They found that increasing the number
of images per product can provide a better visual
representation. (Salsify, 2019) found that the shopper
expectations for rich media like high quality photos and
videos have multiplied after 2016.

3D product presentations present the shoppers with the
opportunity to interact closely with the product. 3D rotatable
photos are being used widely in ecommerce as the
technology required for setting this up has become widely
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available and cheaper. (Moritz, 2010) found that 3D product
presentations useful when the product has customisable
features.

Images with human models using the product have been
found to yield greater product choice and purchase intention
than pictures without a human model (Bagatini, Rech, &
Wagner, 2019). It was also shown that self-image acts as a
mechanism which promotes greater purchase intention.
According to (Houston, 2020), with technological
advancements, virtual photographs have become very
realistic and its difficult to distinguish between product
photos shot in a studio setting and the virtual rendering.
Augmented Reality (AR) is widely used on ecommerce
platforms to give an enhanced virtual product experience.
AR integrates computer-generated images to a physical
environment of the user. Consumers cannot physically touch
or see the products when they shop apparel products online.
Virtual trials through augmented reality has been able to
bridge this gap to an extent. Customer experience with
virtual try-on using the AR technology vs. physical try-on
was compared by (Chung, Shin, & Baytar, 2020). Compared
to physical try-on, the color and size of apparels were
conveyed accurately with AR.

According to (Yaskevich, 2018), implementing augmented
reality solution for ecommerce involves more time and
effort. (Abed, 2018) highlighted various challenges while
implementing augmented reality in ecommerce including
content management, display device and user challenges.
(Go Media Inc., 2013) lists various challenges involved in
product photography such as preparation of the product,
volume of products and aesthetic factors.

The wvalue vs complexity prioritization technique as
explained by (Pavel, 2020), can be used to evaluate options
based on their value and relative complexity to implement.
This technique is commonly used by product managers. The
value score and complexity score for each method is
evaluated and the options are plotted on the prioritization
matrix.

Methodology

Step 1: The use of product presentation methods to create a
virtual product experience for apparel products on
Ecommerce platforms were analysed. We conducted
secondary research to understand the ways in which apparel
products can be presented to the shoppers to create a virtual
product experience. Various methods in which the products
can be presented to the shoppers are
Table 1: Product presentation methods for apparels on
ecommerce platforms

Product presentation methods Reference

Virtual images (Houston, 2020)

3D rotatable photos (Moritz, 2010)

Photos with size and feature | (Butcher, n.d.)
reference and labels

Video of the product (Oru’s, Gurrea, & Flavia'n,

2017)
Product photos with | (Bagatini, Rech, & Wagner,
models/environment 2019)
Product photos by manufacturer or | (Dai, Viken, Joo, & Bente,
seller 2018)
Augmented reality trial (Chung, Shin, & Baytar,
2020)
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Step 2: Based on the product presentation options for
apparel ecommerce platforms, identified through existing
literature, a questionnaire was created for shoppers in the
age group of 18-32 years. This particular age group was
selected to include both the generation Y and generation Z
(Gherini, 2018), (Miller & Lu, 2018). They were asked to
rate the options based on the value the options deliver to the
shoppers on a scale of 10. The respondents were asked to
take into consideration the virtual product experience, ease
of usage, information conveyed to mark scores for the
perceived d of the options.

Step 3: For the product presentation options identified, a
questionnaire was created for product photographers, image
editing professionals and web designers to gauge the
complexity involved in capturing, editing, hosting the
options on Ecommerce platforms. They were asked to rate
the options selected based on the complexity involved in
bringing them to the users on a scale of 10. The respondents
were asked to take into consideration the costs involved,
development hours, risks, training and skills required for
implementation of the selected product presentation options
for large number of apparel products on the ecommerce
websites.

Data Analysis

Of the 400 subjects that participated in this experiment, 260
(65%) were males and 140 (35%) were females. The
average age of the participants was 26.24 (SD=1.31). 64%
of participants were shoppers who bought at least one item
every month from ecommerce platforms.

5.0%

’ m1-2
"3-4
=7-8
= 9-10

62.0%

Figure 1: Preference to number of images/presentations per
product

BYes
' No

Figure 2: Preference to view product video

1 Photos with plain color
Photos with models
Figure 3: Preference to photos with plain background and

models
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4-8 photos from different
13D rotatable photos

Figure 4: Preference to exploring the product

Explore choices separately
16.3% . . )
1 Side by side comparison

Figure 5: Preference to viewing custom product choices

Manufacturer with brand

u Seller

Figure 6: Preference of source of images

Plain photos
14.5%
1 Photos with size and label

Figure 7: Preference of markings on images

HReal photos
3%
Virtual images
Figure 8: Preference to real photos and virtual images

= Ready to fry augmented reality trial of
apparels and ready to share body
dimensions and give access to device
camera

Ready to try augmented reality trial of
apparels but not ready to share body
dimensions and give access to device
camera

= Dont want to try augmented reality trial of
apparels

Figure 9: Preferences to using augmented reality trial of
apparels

The perceived value for the product presentation options by
the shoppers and complexity of implementation by experts
were obtained from the survey. The average value for the
options were taken to create the value-complexity matrix.
Table 2: Perceived value and complexity of presentation

3D rotatable images for | 9.15 9.06
360-degree  view  of
product [A3]

3-4 images from different | 8.80 8.56
angles for complete view
of product [A4]

Images with  models | 8.38 8.32
(taken in user
environment like home,
office, outdoors etc.)
[AS]

Side by side comparison | 8.91 8.64
of  custom product
options like colors using

methods
Product presentation | Average Average
method perceived complexity in
value by | implementation
shoppers
Photos from | 8.79 8.61
manufacturer with brand
logo [A1]
Photos captured by seller | 8.62 8.23
[A2]
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photos [A6]
Photos with plain | 8.26 8.21
background colors [A7]
Images with size | 9.03 8.63
markings and labels [A8]
Augmented reality trial of | 8.54 8.92
apparels [A9]
Video of the product | 8.83 8.56
[A10]
9.20
@[CELLRANGE]
900 @ [CELLRANGE]
[cEL ﬂvéEfLLRANGE]
8.80 [CEL&AIGﬁELLRANGE]
s
2 860 ® [CELLRANGE]
'é ® [CELLRANGE]
840 @ [CELLRANGE]
@ [CELLRANGE]
820
8.00
8.00 8.20 8.40 8.60 8.80 9.00 9.20

Complexity

Figure 10: Value vs complexity prioritization matrix for
product presentation methods

Results And Conclusions

The most suitable ways of product presentation of apparels
for ecommerce were identified and comparisons were made
to understand the preference of the shoppers. The preferred
set of digital content for the best virtual product experience
for apparel products on ecommerce platforms identified
through the research are:

. 5-6 images or interactive elements per product

. Flat photos with models

. Side by side comparison of custom product options
like colors

. Real studio photos are preferred over computer

rendered virtual images
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3D rotatable photos for exploring the product
20 second product video
Augmented reality trial

A2, A4, A10 are the high value low complexity options.

Al, A3, A6, A8 are the high value high complexity options.
A5, A7 are the low value low complexity options.

A9 is the low value high complexity options.

As suggested in prior research (Jiang, 2007), there is a
higher perceived value for product presentation options like
video and augmented reality. The preference of shoppers for
similar product presentation option have been brough out.
This study extends the existing literature by providing a
product design approach for apparel product presentation on
ecommerce platforms. The findings from the value-
complexity framework can be used by ecommerce platforms
when adding new presentation features to their websites and
apps. The research was limited to particular age group and
for apparel products. Other product categories and age
groups should be surveyed to generalise the findings.
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