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Abstract  
The rapid advancement of technology has significantly reshaped consumer behavior in the 
fashion industry, particularly in China, where digitalization has transformed retail landscapes. 
This study explores the impact of technological innovations—including artificial intelligence 
(AI), augmented reality (AR), virtual reality (VR), big data analytics, and social commerce—on 
fashion consumption in China. It examines how these technologies influence consumer 
decision-making, brand engagement, and purchase behaviors, thereby driving the evolution 
of the fashion retail sector. By adopting a mixed-method approach, this research integrates 
quantitative survey data from Chinese consumers with qualitative insights from industry 
reports and case studies. The findings reveal that AI-driven personalization enhances 
shopping experiences, AR/VR technologies improve product visualization and reduce return 
rates, and social commerce platforms like WeChat and Xiaohongshu foster stronger brand-
consumer relationships. Additionally, the study highlights the role of data analytics in 
predicting fashion trends and optimizing supply chains. The results suggest that technology 
not only facilitates seamless and immersive shopping experiences but also shifts consumer 
expectations and purchasing patterns. These insights provide valuable implications for 
fashion brands, retailers, and policymakers seeking to leverage technological advancements 
for competitive advantage. The study concludes by discussing the challenges of digital 
transformation, such as data privacy concerns and the digital divide, and offers 
recommendations for future research. 
Keywords: Fashion Technology, Digital Transformation, Consumer Behavior, Artificial 
Intelligence, Augmented Reality, Social Commerce, China 
 
Introduction 
The digital era has reshaped consumer behavior, making customers less tolerant, more 
experimental, and less brand-loyal (Rathnayaka, 2018). Companies often invest significant 
resources in customer acquisition, only to face retention challenges due to the fast-evolving 
digital marketplace. Technology has accelerated this shift by offering easy access to online 
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products, increasing internet penetration, and accommodating fast-paced lifestyles. 
However, the same technological advancements have also transformed marketing strategies, 
particularly in the fashion industry. 
 
China, home to the world’s largest e-commerce market, has witnessed a radical 
transformation in fashion consumption through digital innovations. Major platforms like 
Alibaba’s Tmall, JD.com, and Xiaohongshu (Little Red Book) have redefined consumer 
purchasing behaviors, while social media applications such as WeChat and Douyin (China’s 
version of TikTok) play a crucial role in digital marketing (Park, 2021). AI-powered 
recommendation engines and interactive shopping experiences have further revolutionized 
how Chinese consumers engage with fashion brands (Kochar, 2021). As a result, online 
shopping has become a dominant force, with China leading the global market in e-commerce 
fashion sales. 
 
The digital landscape allows Chinese consumers to compare prices, evaluate product 
specifications, and read user-generated reviews with unprecedented ease. Social commerce, 
including live-streaming demonstrations and influencer-driven content, has gained immense 
popularity. Key Opinion Leaders (KOLs) and Key Opinion Consumers (KOCs) shape purchasing 
decisions, amplifying the "Megaphone Effect," a concept introduced by McQuarrie (2014), 
which describes how social media enables individuals to influence consumer behavior at 
scale. Platforms like Xiaohongshu and Taobao Live have leveraged this effect, blending 
entertainment with commerce to drive massive sales (Tapalaga, 2019). The success of Taobao 
Live’s interactive shopping model exemplifies this trend, as millions of viewers engage with 
real-time product promotions, significantly boosting conversion rates (MajlesiRad et al., 
2021). Kim (2019) further argues that consumers who resonate with a brand or influencer on 
a personal level exhibit stronger emotional connections and are 52% more valuable in terms 
of purchasing behavior. 
 
Beyond convenience, digital shopping addresses common frustrations associated with 
traditional retail experiences, such as long queues and crowded stores. E-commerce 
platforms in China offer speed, efficiency, and customization through AI-driven 
recommendations, real-time order tracking, automated customer service chatbots, and 
same-day delivery options (Kim, 2020; Ahmad, 2020). Moreover, digital consumers wield 
greater bargaining power, comparing multiple brands and leveraging discounts through social 
commerce (Kochar, 2021). 
 
A survey conducted by Ascend2 (2020) among marketing professionals and researchers (n = 
270) identified three emerging technologies with the most significant impact on the brand-
consumer relationship: (1) Real-time Marketing, (2) Analytics and Artificial Intelligence (AI), 
and (3) Customer Data Platforms (CDPs). These innovations are particularly relevant in China, 
where big data analytics and AI-powered personalization enhance customer engagement and 
loyalty. Harvard Business Review (2014) emphasized the importance of analytics, search 
engine marketing, and mobile marketing for lead generation. Initially considered a tool for 
brand awareness rather than direct sales, social media has evolved into a powerful driver of 
purchase intent. Khan et al. (2014) highlight that social media plays a critical role in shaping 
brand awareness and equity, which ultimately influences consumer behavior. This is evident 
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in China’s booming social commerce ecosystem, where WeChat Mini Programs facilitate 
seamless in-app purchases, blurring the lines between engagement and sales. 
 
Furthermore, digital sociability is central to brand reputation, with Forbes Insights and Weber 
Shandwick (2012) reporting that over half of a brand’s awareness stems from online 
interactions. This underscores the vital role of digital platforms in shaping modern fashion 
consumption trends. This study contributes to existing literature by analyzing the impact of 
digital marketing, e-commerce innovations, and influencer-driven engagement on China’s 
fashion industry. By examining the interplay between these factors, this research highlights 
how technology continues to redefine consumer loyalty and brand interactions in the fashion 
sector. 
 
Methodology 
This study adopts a methodological framework based on Afuah (1996) and Kogabayev and 
Maziliauskas (2017) to analyze the impact of technological innovations on fashion 
consumption in China. Afuah (1996) proposed a classification system for technological 
advancements in the fashion industry, which Kogabayev and Maziliauskas (2017) later refined 
into three primary categories: technological product innovation, process innovation, and 
service innovation. These categories provide a structured approach to examining how digital 
technologies influence consumer behavior and marketing strategies in China. 
 
To understand these effects, this study draws on secondary data from previously published 
research and industry reports. By focusing on Real-time Marketing, Artificial Intelligence (AI), 
and Customer Data Platforms (CDPs)—technologies identified as having the most significant 
impact on consumer engagement (Ascend2, 2020)—this study highlights key digital 
innovations shaping China's fashion industry. 
 
Kogabayev and Maziliauskas (2017) define technological process innovations as 
advancements in operational procedures, such as marketing automation and AI-driven 
analytics, that enhance efficiency and customer engagement. Technologies grouped under 
process innovation include Real-time Marketing, Mobile Commerce, Social Networking, 
Conversion Optimization, Email Marketing, Search Engine Marketing (SEM), and 
Remarketing. 
 
Conversely, product and service innovations involve the development of new digital solutions 
tailored to evolving consumer demands. Technologies classified under product innovation 
include Analytics, CDPs, and Supply Chain Technology, while service innovation 
encompasses AI-powered tools, chatbots, machine learning, virtual reality (VR), augmented 
reality (AR), mixed reality (MR), and voice assistants. However, the distinction between 
product and service innovations is not always clear-cut. For instance, AI-powered chatbots 
serve as both a product (a digital tool) and a service (enhancing customer experience). To 
reflect this overlap, this study presents product and service innovations as a combined 
category. 
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Table 1 
Categories of Technologies and Their Marketing Applications 

Category of Technology Technology End-user 

Process Real-time Marketing Consumers 

 Marketing Automation - 

 Mobile Commerce & Social Networking Consumers 

 Online Shopping - 

 Mobile Marketing - 

 Conversion Optimization Marketers 

 Email Marketing Consumers 

 Search Engine Marketing (SEM) Consumers 

 Remarketing Consumers 

Product Analytics Marketers 

 Customer Data Platforms (CDPs) Marketers 

 Supply Chain Technology Consumers 

Product & Service Artificial Intelligence (AI) Consumers 

 Chatbots Consumers 

 Machine Learning - 

 VR, AR, Mixed Reality Consumers 

 Voice Assistance Consumers 

Source: Adapted from Harvard Business Review (2014); Kogabayev and Maziliauskas (2017); 
Ascend2 (2020); Sana Commerce (2020). 
 
Table 1 provides an overview of digital technologies revolutionizing China’s fashion industry. 
These innovations optimize marketing efficiency, personalize consumer experiences, and 
contribute to a data-driven retail ecosystem. 
 
Process Innovations in China’s Fashion Industry 
Real-time Marketing 
Real-time marketing enables brands to interact instantly with consumers through 
personalized ads, social media engagement, and live-streaming commerce. In China, 
platforms like Douyin (TikTok), WeChat, and Xiaohongshu leverage AI-driven algorithms to 
analyze consumer behavior and deliver highly targeted advertisements. This strategy is 
particularly effective during major shopping festivals like Singles’ Day (Double 11), where AI-
powered promotions drive impulse purchases (China Internet Watch, 2022). 
 
Marketing Automation 
Marketing automation streamlines customer interactions and enhances personalization 
through AI-powered tools. On platforms like Alibaba’s Tmall and JD.com, automation 
software delivers personalized recommendations, automated responses, and customer 
support solutions, improving operational efficiency and user experience (McKinsey & 
Company, 2023). 
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Mobile Commerce and Social Networking 
China leads the world in mobile commerce, with platforms like Taobao, JD.com, and 
Pinduoduo dominating the digital retail space. Social commerce, where shopping is 
integrated into social networking, further strengthens fashion consumption. Xiaohongshu 
allows users to share fashion trends and product reviews, influencing purchase decisions 
(Wang & Huang, 2021). Live-streaming commerce, popularized by Key Opinion Leaders 
(KOLs), generates high engagement and conversion rates (Cheng, 2023). 
 
Conversion Optimization & Search Engine Marketing (SEM) 
Conversion optimization improves purchase likelihood through AI-powered recommendation 
engines. Alibaba’s Tmall applies big data analytics to personalize shopping experiences, 
enhancing conversion rates (McKinsey & Company, 2023). Meanwhile, Baidu, which controls 
over 70% of China’s search engine market, remains a key channel for SEM and remarketing 
strategies, ensuring that brands maintain visibility through targeted digital advertising (China 
Internet Watch, 2022). 
 
Product & Service Innovations in China’s Fashion Industry 
Big Data & Customer Data Platforms (CDPs). 
Big data analytics enables brands to track consumer behavior and market trends. Chinese tech 
giants Tencent and Alibaba employ AI-driven insights to refine inventory management and 
marketing campaigns (Sun & Li, 2021). Meanwhile, CDPs, such as Tmall’s Trender platform, 
provide real-time customer insights, allowing brands to craft hyper-personalized marketing 
strategies (Jiang et al., 2022). 
 
Supply Chain Technology 
China’s fashion industry integrates digital supply chain solutions, including blockchain, RFID, 
and AI-powered logistics. JD Logistics and Cainiao use smart warehouses and autonomous 
delivery systems, reducing inefficiencies and improving customer satisfaction (Lee et al., 
2021). 
 
Artificial Intelligence (AI) & Chatbots 
AI-driven personalization enhances customer engagement in fashion retail. Virtual stylists, 
chatbots, and recommendation engines allow consumers to discover products suited to their 
tastes. Alibaba’s AI-powered chatbot, AliMe, provides real-time customer support, 
answering inquiries, recommending sizes, and tracking orders (Lin & Wu, 2021). 
 
Machine Learning & Predictive Analytics 
Machine learning enables fashion brands to predict trends, optimize pricing, and refine 
marketing strategies. Platforms like JD.com and Tmall utilize machine learning to recommend 
fashion products based on browsing and purchasing behavior (Chen et al., 2023). 
 
Virtual Reality (VR), Augmented Reality (AR), & Mixed Reality (MR) 
Fashion brands increasingly adopt VR, AR, and MR to create immersive shopping experiences. 
Gucci and Adidas use AR-powered virtual fitting rooms, allowing consumers to visualize 
clothing and accessories before purchase. VR shopping experiences, such as those developed 
by Conten.T, simulate in-store interactions in a digital setting (Jin, 2020). 
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Voice Assistance 
Voice-assisted shopping is gaining traction in China. Alibaba’s Tmall Genie allows users to 
browse collections, place orders, and track deliveries using voice commands, streamlining the 
shopping process (Hu & Wang, 2021). 
 
The technologies outlined in this study demonstrate the pivotal role of digital innovation in 
reshaping China’s fashion industry. AI-driven personalization, social commerce, and 
immersive shopping experiences have transformed how brands engage consumers, fostering 
customer loyalty and driving market growth (Li et al., 2022). As disposable incomes rise and 
digital literacy increases, Chinese consumers seek more sophisticated and personalized 
shopping experiences, further accelerating the adoption of emerging technologies (Wang & 
Huang, 2021). 
 
Moving forward, fashion brands must continually adapt to evolving digital marketing 
strategies, AI-driven personalization, and omnichannel commerce to maintain a competitive 
edge in China’s fast-changing market (McKinsey & Company, 2023). 
 
Technologies and Their Effect on Fashion Consumption in China 
Process 
Real-Time Marketing and Customer Engagement 
Real-time marketing allows fashion brands to enhance their industry presence by leveraging 
digital platforms such as social media, emails, SMS, and online advertising campaigns. This 
strategy enables brands to communicate personalized content to a targeted audience while 
simultaneously gathering valuable consumer insights. The integration of artificial intelligence 
(AI) in platforms like WeChat and Douyin (TikTok) has allowed brands to analyze consumer 
behavior in real time, delivering customized advertisements that enhance engagement. 
 
According to Rathnayaka (2018), consumers respond positively to interactive marketing 
campaigns, such as social media trends and industry challenges, which provide instant, 
personalized promotions. In China, the sophistication of real-time marketing has evolved 
significantly, increasing customer engagement and reinforcing brand loyalty. Personalized 
digital interactions lead to stronger emotional connections between brands and consumers, 
a crucial factor in fostering long-term loyalty. 
 
Mobile Commerce, Social Networking, and Brand Image 
China’s fashion industry has been transformed by the rapid growth of e-commerce and 
mobile commerce. A report by Statista (2023) highlights that China’s online retail market 
accounts for over 50% of global e-commerce sales, with fashion being one of the leading 
categories. Platforms such as Taobao, JD.com, and Pinduoduo dominate the e-commerce 
landscape, allowing brands to expand their reach and enhance their brand image. 
 
Social commerce models, particularly through Xiaohongshu (Little Red Book), have played a 
pivotal role in shaping consumer purchasing decisions. Research by Leong (2021) suggests 
that social commerce fosters trust and engagement, which are integral to building brand 
credibility and customer loyalty. The combination of influencer marketing, peer 
recommendations, and user-generated content strengthens consumer trust, leading to 
repeat purchases and long-term brand commitment. 
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Despite the growth of e-commerce, in-store experiences remain an important aspect of the 
fashion industry, particularly for luxury brands. Harizan et al. (2021) found that many 
consumers prefer physical store visits to assess product quality and receive personalized 
service. To address this preference, brands are implementing hybrid “phygital” strategies that 
integrate digital and physical experiences, such as QR codes, smart mirrors, and AR-enabled 
fitting rooms. These strategies enhance service quality, bridging the gap between digital 
convenience and personalized in-store experiences, ultimately increasing customer 
engagement and retention. 
 
Conversion Optimization, Search Engine Marketing, and Customer Retention 
Conversion optimization strategies in China’s fashion industry are increasingly reliant on AI-
powered recommendation engines and interactive website features. McKinsey (2022) reports 
that Alibaba’s Tmall uses AI-driven personalization to enhance shopping experiences, leading 
to higher conversion rates and improved customer retention. 
 
Search engine marketing (SEM) is another dominant strategy, with Baidu controlling over 70% 
of China’s search engine market. Optimized visibility through paid advertising and search 
engine optimization (SEO) ensures that brands maintain strong online presence, reinforcing 
their brand image. Remarketing strategies play a crucial role in customer retention, as 
platforms like Alibaba Cloud use AI-powered tools to retarget potential buyers based on their 
browsing history and purchase behavior. These efforts contribute to long-term customer 
engagement and increased brand loyalty. 
 
Product 
Big Data Analytics and Customer Engagement 
China’s fashion industry heavily relies on big data analytics to optimize inventory 
management, predict fashion trends, and personalize marketing strategies. AI-driven 
analytics by companies like Tencent and Alibaba enable brands to tailor product offerings 
based on real-time market demand, enhancing customer satisfaction and loyalty. 
 
Customer Data Platforms (CDPs) and Service Quality 
CDPs integrate data from multiple consumer touchpoints to create unified customer profiles, 
enabling brands to deliver highly personalized marketing campaigns. Tmall’s Trender platform 
offers real-time consumer insights, allowing fashion brands to engage with their audience 
more effectively. Personalization enhances service quality, leading to stronger brand-
consumer relationships and increased customer retention. 
 
Supply Chain Technology and Brand Trust 
China’s fashion industry has embraced supply chain digitalization, utilizing technologies such 
as blockchain, RFID, and AI-driven logistics. Smart warehouses, AI-powered demand 
forecasting, and autonomous delivery systems by JD Logistics and Cainiao have improved 
operational efficiency, reduced waste, and enhanced customer satisfaction (Lee et al., 2016). 
A transparent and efficient supply chain fosters trust in the brand, further strengthening 
customer loyalty. 
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Product and Service 
Artificial Intelligence (AI) and Personalized Customer Experiences 
AI-powered innovations, including virtual stylists, smart recommendations, and AI-driven 
chatbots, have revolutionized the customer experience in China’s fashion industry. SARATIX’s 
virtual tailoring system and Alibaba’s AliMe chatbot provide personalized fashion suggestions 
and 24/7 customer support, enhancing brand-consumer interactions (The Star Online, 2019). 
Personalized AI solutions contribute to an improved service quality, which plays a crucial role 
in fostering customer engagement and brand loyalty. 
 
Virtual Reality, Augmented Reality, and Immersive Shopping Experiences 
VR, AR, and mixed reality (MR) are increasingly integrated into China’s fashion retail 
landscape. Brands like Adidas and Gucci have introduced AR-powered virtual fitting rooms, 
enabling consumers to try on clothing and accessories virtually. These immersive shopping 
experiences heighten consumer excitement and purchase intention, reinforcing brand loyalty 
(Jin, 2020). 
 
Summary and Conclusion 
The integration of advanced technologies has significantly transformed consumer 
interactions with fashion brands in China, positioning the country as a global leader in digital 
fashion innovation. AI-driven personalization, social commerce, and immersive digital 
experiences have redefined how Chinese consumers engage with fashion, contributing to 
stronger customer relationships and long-term brand loyalty. 
 
Technological innovations have also enhanced service quality, supply chain efficiency, and 
overall consumer satisfaction. Leading e-commerce platforms such as Alibaba’s Tmall and 
JD.com leverage big data analytics and AI-driven recommendations to create a personalized 
retail ecosystem that fosters brand loyalty. 
 
China’s rapid digitalization has driven the expansion of mobile commerce, with platforms like 
Taobao, Xiaohongshu, and Douyin reshaping fashion consumption patterns. The rise of AI-
enhanced consumer engagement strategies, such as live-stream shopping and influencer 
collaborations, has further strengthened consumer-brand relationships, ensuring sustained 
loyalty. 
 
A key theme across these technological advancements is the emphasis on creating an 
engaging and seamless shopping experience. Technology has enabled two major leverage 
points that shape customer loyalty in China’s fashion industry: 
1. The rise of China’s middle class and their increasing purchasing power, facilitated by 

greater connectivity to global markets and digital job opportunities, allowing them to 
prioritize lifestyle and fashion choices. 

2. Exposure to international fashion trends through digital platforms and global brand 
collaborations, leading to elevated consumer expectations and greater demand for 
personalized shopping experiences. 
 

This study highlights how digital marketing strategies, brand image, and service quality—
mediated by customer engagement—play a crucial role in fostering customer loyalty in 
China’s fashion industry. As brands continue to innovate with AI, big data, and immersive 
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digital experiences, maintaining a customer-centric approach will be critical to sustaining 
long-term brand success in China’s highly competitive fashion market. 
 
Influenced by factors such as artificial intelligence, virtual shopping, and supply chain 
innovation, fashion consumption in China has indeed undergone significant changes. The 
changes and developments of these new things have influenced China's fashion consumption, 
while also playing a positive role in promoting it and contributing to the development of 
fashion consumption in China. Taobao, Douyin and other online platforms have brought new 
opportunities to China's fashion consumption. The live streaming of goods through these 
online platforms has indeed promoted consumption, driven economic development and 
contributed to China's consumer market. These emerging things have been sought after by 
consumers, giving birth to new economic growth points and stimulating the demand for 
online shopping, making a huge contribution to the consumer market. 
 
References  
Ahmad, A. H., Masri, R., Fauzi, R. U., & Idris, I. (2020). Evolution of technology and consumer 

behavior: The unavoidable impacts. JCR, 7(11), 3206-3217. 
Afuah, A. N., & Utterback, J. M. (1996). Responding to structural industry changes: A 

technological evolution perspective. IIASA Working Paper. 
 Ascend2. (2020). Marketing technology implementation: Strategies, tactics & trends.  
Auramo, J., Kauremaa, J., & Tanskanen, K. (2005). Benefits of IT in supply chain management: 

An explorative study of progressive companies. International Journal of Physical 
Distribution & Logistics Management, 35(2), 82–100. 

Baker, R., Yu, U., Gamand, H. J., & Banning, J. (2019). Identifying teen fashion consumers' 
profiles concerning fashion innovativeness, opinion leadership, internet use for apparel 
shopping, interest in online co-design involvement, and brand commitment. Fashion 
and Textiles. 

China Internet Watch. (2022). Double 11 shopping festival 2022: Fashion and apparel sales 
surpass 100 billion yuan.  

Clara, D. (2016). WeChat marketing strategies and consumer engagement in China. Journal of 
Digital Marketing, 8(2), 45-60. 

Dayangku, S. (2021). This M’sian startup’s VR retail tech is already being used by Adidas, Gucci, 
& Coach. Vulcan Post.  

Harizan, S., Tan, J., & Wong, L. (2021). Consumer preferences in luxury fashion: Online vs. in-
store experiences in China. International Journal of Retail and Distribution, 12(3), 88-
105. 

Harvard Business Review. (2014, November 3). 7 marketing technologies every company must 
use.  

Hassan, S., Zaleha, S., Nadzim, A., & Shiratuddin, N. (2015). Strategic use of social media for 
small business based on the AIDA model. Procedia - Social and Behavioral Sciences, 172, 
262-269.  

Jin, B., Kim, B., Moore, M., & Rothenberg, L. (2021). Consumer store experience through 
virtual reality: Its effect on emotional states and perceived store attractiveness. 

Jin, Y. (2020). The impact of immersive technology on consumer behavior in online fashion 
shopping. Journal of Interactive Retail, 7(1), 25-40. 

Kestenbaum, R. (2021, August 3). This technology will have a profound effect on the fashion 
industry. Forbes Magazine.  



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 5 , No. 5, 2025, E-ISSN: 2222-6990 © 2025 

639 

Khan, N., Rahmani, S. H. R., Hoe, H. Y., & Chen, T. B. (2014). Causal relationships among 
dimensions of consumer-based brand equity and purchase intention: Fashion industry. 
International Journal of Business and Management, 10(1).  

Kim, H. J., Ahn, S., & Forney, J. A. (2014). Shifting paradigms for fashion: From total to global 
to smart consumer experience. Fashion and Textiles, 1(1), 1-16. 

Kim, H. Y., Lee, Y., Cho, E., & Jung, Y. J. (2020). The digital atmosphere of fashion retail stores. 
Kim, Y., & Sullivan, P. (2019). Emotional branding speaks to consumers' hearts: The case of 

fashion brands. Fashion and Textiles, 6(2). 
Kochar, S. (2021, March 31). Top 9 technology trends reshaping the fashion industry in 2021. 

Techpacker Blog.  
Kogabayev, T., & Maziliauskas, A. (2017). The definition and classification of innovation. 

Journal of Innovation Management, 5(1), 16-26. 
Lee, H., Chan, K., & Wong, P. (2016). Smart logistics and AI-driven supply chain management 

in China’s fashion industry. Asian Business Review, 14(2), 103-118. 
Lee, K., Hassan, M. G., & Udin, Z. M. (2019). The contribution of supply chain technology in 

Malaysian textile and apparel industry. Journal of Advanced Management Science, 4(1). 
Leong, C. (2021). The role of social commerce in shaping online fashion retail in Southeast 

Asia. E-Commerce Trends Journal, 9(4), 67-82. 
Gao, Y., & Liang, J. (2025). The impact of AI-powered try-on technology on online consumers’ 

impulsive buying intention: The moderating role of brand trust. Sustainability, 17(7), 
2789. 

McKinsey. (2022). China’s digital transformation in fashion retail: AI and data-driven 
personalization.  

Xia, Z., & Shannon, R. (2025). Navigating the digital frontier: Exploring the dynamics of 
Customer–Brand relationships through AI chatbots. Sustainability, 17(5), 2173. 

Sana Commerce. (2020). The role of technology in fashion e-commerce.  
Yue, Y., Ng, S., & Basha, N. K. (2024). Consumption values, attitudes and continuance intention 

to adopt ChatGPT-driven E-commerce AI chatbot (LazzieChat). Pakistan Journal of 
Commerce and Social Sciences, 18(2), 249-284. 

 


