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Abstract: Augmented reality (AR) is reshaping fashion retail by enabling virtual try-on, interactive product 
exploration, and more personalized shopping journeys. Alongside AR, the emerging concept of the digital 
wardrobe extends fashion beyond physical ownership by allowing consumers to curate, combine, and present 
outfits across online platforms and metaverse environments. This study examines how AR-supported digital 
wardrobe applications influence consumer behavior and how these technologies may contribute to sustainability 
goals in the fashion industry. A descriptive analysis was conducted through a review of recent academic studies 
and sectoral reports, with sources categorized around user experience, personalization, shopping decision 
processes, and environmental impact. The synthesis indicates that AR experiences can increase consumer 
confidence and engagement, support hybrid shopping models, and help reduce return rates through improved 
pre-purchase evaluation. From a sustainability perspective, virtual sampling and fewer physical try-ons can 
lessen waste and logistics-related emissions, although outcomes depend on adoption, data practices, and 
infrastructure. The paper proposes a conceptual framing that links AR capabilities, digital wardrobe functions, 
and consumer responses, and it highlights future research needs, particularly user-based measurements, privacy 
and ethics, and cross-cultural evidence. 
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1. Introduction

The end of the traditional shopping approach in 
favor of interactive, faster and more customizable 
experiences causes a paradigm shift in consumer 
shopping behaviors and expectations. The fashion 
industry is also adapting to digitalization and 
embracing changes. With augmented reality applied 
to fashion, people can try on clothes virtually 
without going to a store or trying on products in 
person. This way users can see how the product 
looks on them, try different sizes and colors, and 
make the shopping more personal and enjoyable. 
Many opportunities in the virtual environment are 
shaping the shopping experience in a new way. 
Decreased physical store visits have made 
augmented reality-based virtual fitting rooms more 
important, especially during the COVID-19 
pandemic. 
 
This study investigates augmented reality 
technology use in the fashion sector, its applications 
in the fashion sector, and the effects of digital 
wardrobes on consumer behavior. This new 

approach, beyond the realm of fashion 
understanding, gives brands the possibility to 
enhance customer experience and promote 
sustainable production and consumption habits. For 
instance, virtual fitting rooms decrease physical 
store traffic, try-on/return cycles are reduced, and 
unnecessary logistics mobility is avoided. 
 
Artificial intelligence is increasingly utilized by 
fashion brands. Thanks to the virtual style assistants 
used by brands, customers can try on many products 
such as shoes and clothes, see them on themselves 
without going to the store, and place their orders 
accordingly. In addition, designing with artificial 
intelligence is also one of the preferred methods. In 
addition, many different designs and many things 
are created with many artificial intelligence tools 
[1]. Augmented reality, 3D design, and virtual 
reality are among the technological developments 
used in the fashion field. By using fashion design 
programs in a virtual environment, it is possible to 
examine many products such as clothes and shoes 
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from many perspectives, and at the same time, 
many things such as presentations and fashion 
shows can be created in a digital environment and 
virtual products can be offered for sale [2]. 
 
In the digital design section, in many areas of 
textiles, the rate of artificial intelligence usage is 
increasing day by day in fashion creation processes 
with artificial intelligence [3]. Fashion studies are 
actively carried out to develop fashion products 
such as made-to-measure clothes using digital 
technology. Brands are trying to automate the work 
stages in order to prevent a decrease in productivity 
[4]. Studies such as exhibiting designs in a digital 
environment with virtual fashion shows, allowing 
the customer to try on the product in a virtual 
environment, and creating the opportunity to 
examine the products in the Metaverse shopping 
mall attract the attention of the consumer [5]. 
 
During the COVID-19 pandemic, designers 
preferred digital presentations that could be done 
remotely to showcase their collections. The digital 
presentations used augmented reality and were 
interactive, creating a big difference for the brand 
against its competitors [6]. Online shopping is an 
electronic channel that connects brands and 
customers directly. It allows customers to choose 
and purchase products, usually through an 
interactive electronic environment [7]. 
 
The change in consumer behaviors, along with the 
effect of growth, has brought about significant 
developments in the fashion sector. The most 
important source of these developments is 
technological developments [8]. With the rapid 
developments in technology, consumers have 
started to shop more on the Internet to meet their 
needs. The frequent use of the Internet for shopping 
has led to an increase in online stores and online 
shopping [9]. With the increase in online shopping, 
the competition between brands has also moved to 
the virtual environment. In a competitive 
environment, the concept of brand loyalty comes to 
the forefront in order for brands to sustain their 
existence. Many brands see brand loyalty as an 
advantage in order to exist for a long time and to 
maintain profitability [10]. 
 
2. Literature Review 
 
In this section, studies that address the relationship 
between augmented reality and fashion are 
examined. These studies, published over a specific 

period, are presented in terms of article titles, 
authors, and publication details; this analysis aims 
to clarify the position and contribution of the 
current study by revealing trends and gaps in the 
literature. 
 
In the study, an in-depth literature review using a 
qualitative research method revealed that 
augmented reality (AR) and virtual reality (VR) 
technologies have significantly transformed 
customer experience, marketing strategies, and 
brand interactions in the fashion industry. However, 
the study does not include any applied data or user 
experience-based measurements and is based solely 
on case studies and theoretical frameworks [11]. 
 
In this study, a comprehensive literature analysis 
was conducted within the conceptual framework, 
and digital fashion examples were examined 
through case studies. The research revealed that 3D 
clothing is used not only in the field of design but 
also in consumer identity creation processes in the 
metaverse environment. In addition, it has been 
determined that digital wardrobes play a critical 
role in terms of secure sharing and registration. The 
study represents one of the rare academic studies in 
Turkey that addresses the relationship between 
digital fashion and NFT. However, due to the fact 
that metaverse applications are still at an 
experimental level, the results obtained cannot be 
generalized and the lack of practical user data is 
among the important limitations [12].  
 
3D clothing systems were examined and compared. 
The findings show that 3D technologies are 
effective in increasing user satisfaction and 
reducing return rates. In addition, augmented 
reality-supported applications make online 
shopping processes easier. However, the limitations 
of the study include the absence of empirical data, 
participant insights, and formal statistical analyses 
[13]. In the relevant study, a survey-based 
quantitative research method was used and the 
differences between consumers who use AR 
technology and those who do not were compared. 
The findings show that AR-supported applications 
have positive effects on consumer confidence, 
product perception, and shopping decisions. The 
study makes an important contribution to presenting 
data on AR technology among consumers in 
Turkey. However, the participant population is 
limited to certain age groups and since the study 
does not cover all sectors, it can only be interpreted 
in terms of the fashion sector [14].  
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In this study, literature review and case analysis 
methods were used together and supported with 
international examples. AR/VR technologies 
strengthen brand image and customer loyalty. The 
effects on the market are emphasized. In addition, 
strategic marketing suggestions are presented. 
However, the study draws attention to the limited 
number of original applications for the local market 
and the lack of case studies focused on Turkey. [15]. 
 
The research is a compilation article that examines 
the use of augmented reality technology in 
personalized product designs. The potential of AR 
technology in fashion and individual product design 
has been demonstrated visually and content-based 
through analyses conducted on seven different 
sample products selected by random sampling 
method. However, the study is based on practical 
experiences. The study is limited in empirical terms 
as it does not include qualitative data, user opinions, 
or survey findings [16]. 
 
This study has shown that virtual reality technology 
offers more accessible and interactive presentations 
by eliminating limitations such as space, time, and 
cost in fashion shows. The potential of digital 
fashion shows to establish deeper connections, 
especially with young consumers, is emphasized. It 
provides an interdisciplinary contribution to 
literature in terms of bringing fashion and 
technology together. However, the study remains at 
a more theoretical level as it does not include 
experimental data and user-based analyses; it lacks 
quantitative support. [17]. 
 
The main purpose of this research is to examine in 
detail the effects of Augmented Reality-supported 
digital wardrobe applications on the fashion 
industry and consumer behavior, to identify the 
deficiencies in the current literature, and to provide 
original contributions in this direction. In addition, 
it will be discussed how Augmented Reality 
applications provide value in terms of sustainability 
and environmental impacts. In this context, the 
study aims to present future projections at the 
intersection of fashion and technology fields, to 
examine digital trends that transform consumer 
behavior, and to develop innovative suggestions 
with a sustainability perspective. There are a limited 
number of studies in the current literature on the 
effects of the digital wardrobe concept on consumer 
behavior. Therefore, this study aims to provide an 
original, practical, and sustainability-oriented 
contribution to the current literature and to fill the 
gap in the current literature. 

 
 
3. Methodology 
 
This research aims to understand the use of 
Augmented Reality technology in the fashion 
industry, the effects of digital wardrobe 
applications, and the reflections of these 
innovations on consumer behavior. A descriptive 
analysis based on a literature review was carried 
out. Due to the nature of the subject, technological 
impacts on the industry are addressed with a holistic 
approach in terms of user experiences, sectoral 
transformations, and sustainability. 
 
Within the scope of the research, more than 40 
academic articles, journal articles, sectoral reports, 
and conference proceedings on fashion, augmented 
reality, and digital user experiences published in the 
last 5 years were analyzed. 
 
3.1. Research Design 
 
An explanatory research study was conducted to 
understand the reflections of digitalization and AR 
technology in the fashion industry. An 
interdisciplinary approach was adopted because it is 
a multidimensional study topic in terms of both 
technology and consumer behavior. The 
highlighted parts of the article are listed: 
 
- The literature review was based on academic 
articles and industry reports published particularly 
in the last 5 years. 
 
- A multi-faceted perspective that includes fashion, 
technology, consumer psychology, consumer 
habits, digitalization, and sustainability has been 
preferred. 
 
- An original research topic was chosen by focusing 
on topics such as "digital wardrobe applications 
with AR", which have been previously addressed in 
a limited way in the literature. 
 
3.2. Data Collection and Analysis 

The main data sources of the research are academic 
literature, industry reports, digital marketing 
analyses, and technology trends, which are defined 
as secondary data. The resources obtained during 
the analysis process were classified into themes 
(technological application, sustainability, user 
experience). Common trends, contradictory results, 
and missing topics in the literature were identified. 
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In line with this analysis, the gaps that the study 
would contribute to were clarified. It was 
determined that there were a limited number of 
studies in the literature, especially in the context of 
consumer behavior and digital wardrobe 
experience. 
 
This methodological approach is therefore 
theoretically supported and is also used to show 
how augmented reality technology affects fashion 
more systematically. 
 
4. Conceptual Framework 

This section analyzes how augmented reality 
technology has shaped consumer behavior and 
digital wardrobe applications. The conceptual 
framework explains the basic theories / key 
concepts / relationships between them that guide 
this research. 

4.1. Augmented Reality (AR) 

Computer-aided virtualization of real-world image 
objects is performed. It is a hybrid visual 
experience. This lets users experience real-world 
and virtual content simultaneously in real time. As 
a fashion application, it enables product trials / 
virtual cabins / 3D clothing simulations to change 
the customer experience. AR lets the consumer try 
the product out without actually wearing it. 

4.2. Digital Wardrobe 

A digital platform where people can virtually try on 
clothes, save them and create combinations. This is 
an innovative concept for personal style 
management, shopping decision making and 
sustainable consumption. 

4.3. Consumer Behavior 

Consumption behavior is how people buy, use and 
evaluate products. Such factors as usability / ease of 
access / perceived benefits / quality of experience 
drive AR-based shopping adoption. 

4.4. Sustainable Fashion 

It is a fashion concept based on sustainable, ethical 
production processes aiming to reduce consumption 
of fast fashion. AR applications help fashion 
become more sustainable as users consume fewer 
physical goods. Reducing physical try-ons and 

return rates may also reduce the carbon footprint of 
fashion. For this reason, the study focuses on how 
environmental awareness can be integrated with 
technological solutions. 

 

4.5. Fashion and Technology Integration 

Developments such as wearable technologies, 
personalized recommendation systems with 
artificial intelligence, and smart fabrics constitute 
the intersection of fashion and technology. Within 
the scope of this research, developments such as 
digital fashion design and the inclusion of virtual 
products in collections are also included in the 
conceptual framework. 

Image 1. A woman choosing a dress with 

Augmented Reality [38]. 

4.6. Conceptual Model 

Below, a summary conceptual model is proposed 
that shows the key concepts guiding this study and 
the relationships between them: 

Table 1. Conceptual Model 

Concept Related 

Concepts 
Expected 

Impact 

Augmented 
Reality 

Digital 
Wardrobe, 
Consumer 
Experience 

Increasing 
consumer 
engagement, 
influencing 
shopping 
decisions 

Digital 
Wardrobe 

AR Technology, 
Personalization 

Simplifying style 
management 
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Consumer 
Behavior 

AR usage, 
Usability 

Adaptation to 
technology, 
change in 
shopping habits 

Fashion and 
Technology 

Wearable 
Technologies, 
AR 
Infrastructure 

Innovative 
designs impact 
brand perception 

Sustainable 
Fashion 

Physical Trial 
Reduction with 
AR 

Reducing carbon 
footprint 

This conceptual framework forms the theoretical 
basis of the research and determines the direction of 
the analyses to be made in the following sections. It 
also shows that not only technological but also 
economic, environmental, and socio-cultural 
dimensions of digitalization in the fashion industry 
should be taken into consideration. 

5. Findings 

In this section, the findings obtained from the 
literature review, user experiences, and application 
examples in the sector are analyzed and the effects 
of digital wardrobe and augmented reality on the 
fashion sector are discussed in line with these 
findings. 

5.1. The Beginning of a New Era in Fashion 

The fashion world has moved beyond traditional 
patterns with the influence of digitalization and has 
come to the threshold of a new era. One of the most 
striking examples of this transformation is the 
emergence of digital wardrobes. Digital wardrobes 
allow individuals to buy digital clothes to use in a 
virtual environment, create styles, and use 
augmented reality technology to create these 
clothes [18]. 

Digital wardrobes are also a technological 
innovation. They also bring with them issues of 
sustainability, individual expression, and changes 
in consumption habits. Popularity of digital 
clothing is also driving fashion brands to produce 
digital collections [19]. This digital clothing may be 
used for identity sharing via social media, video 
conferences, or metaverse platforms. 

In terms of sustainability, digital wardrobes may 
reduce the environmental impact of fashion. 
Typical clothing production is quite high in terms 
of water consumption, carbon emissions, and waste 

production. However, digital clothing does not 
involve such physical production processes either 
[20]. In this sense digital wardrobes support an 
environmentally friendly fashion approach. 

For technological infrastructure, the key 
technologies are augmented reality and artificial 
intelligence. AR enables real-time experience of 
digital clothes and artificial intelligence-supported 
recommendation systems provide style suggestions 
based on user preferences [21]. So the user 
experience is more interactive and original. 

Fashion brands are adapting quickly. Now brands 
like Gucci, Balenciaga, and Tommy Hilfiger are 
joining the metaverse and NFT platforms with 
digital clothing collections [22]. Simultaneously, 
"DressX," "The Fabricant," and "Replicant," new 
generation platforms that offer only digital fashion 
products, are also popularizing the concept of 
digital wardrobes. 

In conclusion, the digital wardrobe is a 
technological evolution in fashion, but also a 
cultural revolution. In an era where the physical 
meets the digital, fashion is becoming more 
sustainable, accessible and individual. 

5.2. AR Applications for Fashion Brands 

In addition to the technology sector, digitalization 
today affects all creative industries including 
fashion. It is the physical application of digital 
content called augmented reality technology. The 
integration of AR features enhances the user 
experience, creating an interactive connection 
between the consumer and the brand [23]. Fashion 
brands use this technology to rethink shopping and 
brand image. 

Limited physical store experience, especially post-
pandemic, forced brands to create digital solutions. 
Now comes AR technology: customers can 
virtually try on products, see how clothes fit and 
make conscious purchases [24]. Most familiar is 
Gucci's "Try On" app, which lets users virtually try 
on shoes on their phones. Similarly fast fashion 
brands like Zara have combined AR-enriched in-
store and mobile app experiences [25]. 

This awareness is also growing in Turkey. Local 
brands like LC Waikiki are moving towards 
digitalization with AR-based virtual showcases and 
smart fitting room applications [26]. Turkish 
fashion sector representatives understand that 
customer loyalty and personal shopping can be 
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improved. So a customer might try on an outfit 
virtually at home without going to a store.  

AR is a sales-oriented technology but also a tool 
supporting brands' sustainability policies. In the 
fashion industry for example, digital product 
samples instead of expensive physical prototypes 
save resources and money [27]. A study in Turkey 
also reported that AR influences sustainable 
consumption behaviors in the fashion industry [28]. 

In response, augmented reality applications have 
become an innovation in technology for fashion 
brands and also part of their marketing plans, 
customer experience plans, and sustainability plans. 
As shopping is adopted more widely in the fashion 
industry, hybrid shopping models where physical 
and virtual experiences mix are expected to become 
standard. 

 

Image 2. An example of an AR application used by 

a fashion brand [39]. 

5.3. Fashion Shopping with Augmented 

Reality: The New Generation Experience 

Nowadays, digital transformation is transforming 
consumer behavior, and the transition of the fashion 
industry to augmented reality technology is one 
such change. AR changes the user experience by 
digitizing the fashion shopping process and is very 
popular with young consumers [23, 29]. Users can 
try on clothes digitally without going to a store with 
AR technology. Users can experience these 
applications to simulate the appearance of products 
on the body while realistically reflecting details like 
fabric movement and fit [30]. 

Top fashion labels adapted quickly to this 
technology. Zara lets customers try products on 
virtual models in its mobile app; Gucci and Nike 
increased customer interaction by integrating 

virtual try-on technologies [31]. But AR technology 
contributes to sustainability in a significant way. 
This avoids physical try-ons, lower return rates, and 
a carbon footprint reduction [32]. 

Technology such as augmented reality makes 
fashion shopping practical yet interactive and 
conscious. This next-generation experience that 
users are offered brings a personalized and 
sustainable shopping approach independent of 
physical stores. Fashion is using this technology to 
give customers an interactive and personal 
shopping experience. The disadvantage of not being 
able to physically try the product on is mostly 
overcome with augmented reality, especially in 
online shopping. 

AR-supported mobile applications and smart 
mirrors let you wear clothes virtually on your own. 
This technology allows the customer to see how the 
clothes fit their body type, color harmony, and style. 
This reduces returns and increases customer 
satisfaction. For example, Zara, H & M, Gucci and 
Nike have integrated AR technology in their apps 
so users can try on clothes virtually. This 
technology also works in-store; store visitors learn 
more about the products and compare them in 
different combinations. Augmented reality makes 
fashion shopping fun, efficient and customer-
centric - and gives brands a competitive edge. 

Image 3. An example of AR-based in-store 

information and guidance [40]. 

5.4. The Combination of Virtual and 

Physical Fashion Experience: Hybrid 

Shopping 

Digitalization is transforming consumer shopping 
habits. Especially after a pandemic, we see physical 
stores being replaced by digital experiences [33]. 
But today hybrid shopping models combining the 
two worlds are rebuilding the user experience. For 
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example, in fashion a more personalized shopping 
approach is developing which combines virtual and 
physical experiences. This hybrid shopping model 
lets consumers shop online and in person. Shoppers 
may buy products in virtual environments. Once 
they experience it, they can have a tactile 
experience in physical stores or do the opposite. It 
thus gives the consumer shopping freedom 
independent of time and space [34]. 

Tech giants and fashion houses are creating 
applications for this strategy. Amazon offers 
"Prime," where users can try products at home and 
pay later. Digital platforms like Farfetch 
complement the physical store experience with 
augmented digital content [35]. 

In fashion, hybrid shopping is a necessity due to 
digitalization, but it is a need for the new generation 
of consumers. This model changes shopping from a 
purchasing process to a social, technological 
experience. The future fashion industry depends on 
combining physical reality with digital imagination. 
And hybrid shopping allows personalized 
marketing via customer data. Loyalty programs, 
recommendations based on shopping history, in-
store navigation systems, live stock information, 
and special discounts - all part of the hybrid 
experience. This model is even more relevant in the 
post-pandemic period. Consumers prefer digital 
solutions without contact but they also want to 
physically touch the products. This forced the 
fashion industry to optimize its physical and digital 
assets. 

Consequently, the hybrid shopping model allows 
consumers to shop independently of time and place 
while simultaneously offering brands many 
multifaceted benefits such as increased customer 
loyalty, data collection and operational efficiency. 

5.5. Sustainable Fashion and AR Technology 

Sustainable fashion seeks to limit the negative 
effects of fashion on the environmental, social and 
economic levels. Fast fashion production and 
consumption habits create serious environmental 
problems. Fast-fashion collections of big brands 
like global fast fashion retailers, for example, use 
up tons of water and energy, and waste problems 
are also on the rise. These companies are now using 
recycled materials and doing projects to reduce 
their carbon footprint. Augmented reality offers 
solutions for sustainable fashion. AR enables 

conscious shoppers to try clothes on in a digital 
environment and avoid unnecessary purchases [36]. 

AR technology also supports sustainability 
strategies of brands. For instance, virtual fitting 
rooms and digital collections let customers try 
products out without having to actually try them on. 
Such a practice reduces product returns and carbon 
emissions from logistics and production. 
Meanwhile digital fashion shows are organized 
during fashion weeks to reduce the environmental 
impact of big events and travel. Some fashion 
weeks experimented with virtual or hybrid formats. 
Such developments conserve environmental 
resources while enhancing consumer experience 
[37]. 

Some brands go zero waste with their design and 
create collections that recycle and reuse materials. 
In this way, AR/digital technologies are tools of 
sustainability. Such technologies help to spread 
more responsible/environment friendly approaches 
at all stages of production and consumption. With 
AR technology, consumers can try physical 
products out digitally before they buy to reduce 
waste during production and logistics. Virtual 
fitting rooms reduce the number of users returning 
products without trying them on and also avoid 
unnecessary shipping and packing processes. That 
reduces carbon footprints directly. Also, with 
digital collections created with AR, some brands 
produce only virtual clothes without producing 
physical products, saving the environment. 

But AR technology also offers designers 
sustainable solutions. Product prototypes may be 
conceived and tested digitally before being 
manufactured. This reduces material waste and 
improves production processes. This whole-system 
approach reduces the environmental impact of 
fashion. However, reducing it also gives a more 
innovative and technological image. 

5.6. The Intersection of Fashion and 

Technology: Wearable Smart Technologies 

Electronic devices that fit on users' bodies are called 
wearable technologies. These technologies are 
functional but also aesthetically integrated into 
fashion. Wearable smart technologies are 
redefining fashion from the user experience to the 
product design perspective. 

The wearable technologies are product concepts 
created at the interface between fashion and 
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technology. Nowadays many objects have both 
aesthetic and functional dimensions such as smart 
watches, glasses, fitness bracelets and electronic 
textile products. Such devices track health data, 
communicate with the environment and integrate 
with the digital world [37]. The fashion industry 
dictates new product designs by combining these 
technological developments with aesthetic forms. 
Wearable technologies also change individual 
expressions. Technology has become more than a 
function - it's a style element. With this mix of 
fashion and technology a new consumer profile is 
emerging where personalization and function are 
paramount. 

5.7. Future Fashion with Augmented Reality 

AR lets digital objects interact with the real world. 
This technology is applied to many different 
fashion applications including virtual clothing trials 
/ virtual runway shows / in-store interactions and 
personal shopping experiences. AR makes 
shopping less physical and more personalized, 
accessible and innovative. Such fashion is 
becoming the future, especially with e-commerce. 

Augmented Reality is considered the pioneer of an 
experience-oriented fashion revolution. By 
removing the boundaries of physical shopping, AR 
lets users try on virtual clothes on themselves in real 
time. This means there are no fitting rooms in 
physical stores. Return rates for online shopping are 
dropping - something that is not often done [23]. 
Post-pandemic, brands have accelerated the 
demand for AR-based virtual fitting rooms and 
have invested in this area. 

Similarly, AR changes design processes too. Design 
can start with digital models, then prototypes and 
finally a virtual presentation of the product to 
customers. In this way the production becomes 
economical and environment friendly, and the 
customer experience is interactive and personal. 
Orienting the fashion industry toward this 
technological future redefines not only the user 
experience but also the production, marketing and 
consumption processes. 

Thus, AR technology is now one of the most 
powerful digital tools for the fashion future. This 
technology changes the experience of shopping as 
well as design, marketing, and customer relations. 

 

 

6. Conclusion 

Augmented reality technology changes the 
consumer experience in the fashion industry and 
accelerates digitization. This study examines the 
increased concept of digital wardrobes that emerged 
with the introduction of reality technology into the 
fashion industry. Multidimensional effects such as 
user experience, sustainability, shopping behaviors, 
digital fashion identity, and ethical issues have been 
evaluated. Findings reveal that AR-supported 
digital wardrobe applications change fashion 
consumption, offer flexibility in clothing trying 
habits, and enhance virtual personal style 
expression. It not only improves user experience, 
but also shopping processes become more efficient 
and environmentally friendly. Specifically, the 
digitally influenced habits of Generation Z and their 
interest in NFT-based virtual collections are driving 
forces for the future direction of digital fashion. For 
fashion brands this technology is crucial for their 
competitive advantage. 

At the theoretical level this research contributes to 
the digital fashion literature. It intersects fashion, 
technology, sociology and ethics to show that AR 
applications are also tools for social change. 
Practical contribution: This study provides strategic 
insights for retail brands, digital designers, and 
technology developers. In particular, results that 
could help develop virtual clothing fitting rooms / 
marketing of NFT collections / design of 
personalized digital fashion experiences were 
reached. This is where augmented reality goes 
beyond being a technological tool. It also represents 
the future of a more ethical and green fashion 
industry. 

The study has its limitations though. In general, the 
analyzed data are derived from secondary sources 
and previous literature reviews. A fast changing 
technology also creates a dynamic environment 
which affects the relevance of the study very 
quickly. The device dependency, access 
differences, and infrastructure requirements of AR 
technology also introduce some technical 
limitations at the application level. But also 
considering the limitations, such as technical 
difficulties affecting user experience, security, and 
data privacy issues, is important for the wider 
adoption of such technologies. 

Some suggestions for future studies are made. 
Studies of user behaviors and experiences should 
first be done. Effects of age, gender and digital 
literacy on digital fashion perception should be 
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statistically analyzed. Interdisciplinary research is 
needed also to explore the impacts of NFT fashion 
on consumer psychology and investment behavior. 
Concerning ethical issues, the legal and political 
framework should be developed for copyright, 
artificial intelligence biases, and digital designer 
labor. Also, hybrid retail models involving AR 
technology and physical stores should be developed 
and the combination of digital and physical fashion 
experiences should be investigated more deeply. 

This study adds to the literature on augmented 
reality applications in fashion. Further analyses 
including age group analyses, cultural influences 
and user psychology are recommended for future 
studies. With these analyses augmented reality can 
be integrated into fashion. More research is also 
needed on how AR can work with other digital 
technologies such as artificial intelligence and the 
metaverse. 
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